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Preface

"We need a big idea, asion, a coalescing imperative . . . something aspirationsin
McTaggart, Executive Viegesident 800, American Public Media

bt dzof AO NI} RA2 A& NBdurRWalkérzPxdsidet Snd CEOEWNYE Newv YariR S| @ ¢
Public Radio

GROW THRUDIENCEhas two broad objectives. First, we seek tdaeusLJdzo f A O NJ RohpulE | G 4GSy
service fundamentalg clear purpose, wider use, and deeper value. Second, we are applying those
fundamentals to shape a motivating, forwalabking plan for an ufolding network age. Our aim is to

address both local and national activities, to speak to stations that present different formats and serve

different kinds of communities, and to include the range of channels and platforms through which public

radio canengage with its audience.

PuBLIRADIOIN THENEWNETWORKGEdraws on widely shared ambitions for a much greater pface
public radioin the public service media environment over the next decade and a strong, almost
impatient, sense that public radie ready to move to a new level of service.

| SN Aa a2YS 2F gKIG 6SQ@OS alAR FyR KSINRY

Gt dzof A0 NIRA2 A& lo02dzi ftAYyl1Ay3d y2iAiz2ya 2F SRdz0
inclusiveness and accessibilithtidrea Taylor, Director of North Americamn@nunity Affairs,
Microsoft

G¢lr 1S NrAaljaxr 6S GKS K2YS F2NJ Y2NB (2dza3K Ay@Sai
3dzSaaAiry3a g KI G BlhzénbeiyaExetutia ilectdr,ICéntgfor Public Integrity

dt makes good business and socialseto be more inclusive of people of color. For example,
the Hispanic population in the U&L million is greater than the total population of Canaddy
2010 US Hispaniogill be the second largestispanic population in the worldfter Mexicab €
FrankCruz, President, Cruz & Associates

"The real opportunity may be with the age demographics that don't use public radia;now
younger listeners. This is a generation interested in participatory meahare inclined to be
involved in social interaction, baiso about information. Bringing that energy and that
demographic into public radio would be hug@flando Bagwell, Director of Media, Arts and
Culture, Ford Foundation

DRAFPublic Radidudience Task Force Repqiit
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Ghdzi NBIF OK yR Sy3Fr3aSYSyid 6AGK GKS O2YYdzyAaites
news, and partnerships with community organizations. Deeper research in individual markets,
perceptual studies, music research, exploration of target audiences, web intelligence, and
exploration of cultural barriers to public radio use. New channelsidtiple formats in every

major market, more platforms for more formats, and more frequencies and bandwidth

3 Sy S NFrdni thie ®RPD Program Directors Round Table RecommendatiBReWTHE

AUDIENCE

Gt dzof AO wl RA2 Aa | AYAlfid Yol &rethefptdbgramipsddicets dheJA NR y 3 (i
dreammakers. What Spielberg is to movies you are to audio. Can even the mighty Google

match your ability to move your audience to any destination that interests them, onlinrairpn

2NJ 2FFK b 2Mark Rgmseay FPdzdiderit, RAd® htélligence

6{2YSiKAy3 StasS ySSRa (2 RNAOGS (KS ySEG adl3asSo
better . . . the yearning for a society that is more faidd Anne Wallace, Vice President and
Radio General Manay, KQED Public Media for Northern California

OWe cannot satisfy ourselves with past successes. We st open the doorg Bruce
Theriault, Senior Vice President, Radio, Corporation for Public Broadcasting

Over the next decade, public radio aspites

Take audiences deeper and further in their pursuit of learning, information, inspiration, and
entertainment; in their enjoyment of arts and cultural experiences; in their desire for
understanding, challenge, and personal growth; and in their commitrteeimprove their
communities.

Enlarge its position in journalism through grounded, faased reporting; global, national, and
localg at a time when journalism elsewhere is in decline and at risk.

Lead a genuinely democratic, authentically Americamveosation in a chaotic, criséfflicted
world ¢ engaging communities and audiences of diverse character with new content and new
approaches.

Expand its role in American music through strengthening its services, making new commitments
to contemporary wok and emerging artists, and enlarging the pathways music programming
already opens to diverse cultures and audiences.

DRAFPublic Radidudience Task Force Repqiit
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Introduction

Public radi®@ strongstrategic positiorisanchored in trusted content of quality, depth, and authenticity,
close connections to local communities, and the leverage and scale of multiple national networks.
Powerful prgramming at the highest levels of journalism and rich cultural fare carry forward traditions
of quality and innovatiorcivil dialoguea global and inclusive worldvieand respect for the

intelligence and sensibilities of those we serve.

The reach andse of public radio is significant and growing. Twamie million Americans use
public radio each week, over 1.7 million at an average moment through the day.

As we look ahead to the second decade of th& @éntury, we are well into a new netwoakje in which

content flows across multiple, interconnected platforms and channels, regulatory and capital barriers to

entry erode, and individuals assert their increasing capacities to choose, control, engage with, and

create their media experiences. Mamedia organizations are struggling through this evolution. The

dire prospects of many American newspapers and the unhappy circumstances of the recorded music

industry are leading examples of deeply challenged incumbent media. The billions of dolaraine v

capital burned through by failed new mediastadl,lJa G SadAFe (2 GKS RATFTTFAOdA G @&

Public radio has extraordinary opportunity in the new network age to make its great content more
broadly and easily accessibldts strategt position translates well in the unfolding environment. It can
build on decades of experience with ubiquitous and portable access, a-sigdntyented, nich@riented
marketplace, and relatively low costs of content creation and experimentation.

An amiitious path forward for public radio must center on the enduring, powerful role of broadcasting
well into the future, and the significant, stilihrealized broadcast opportunities that public radio can
seize in so many communities. Just as surely, prdalio must fully embracthe Internetand other
networked communicationas a primary means of distribution, connection with audiences, and
broadening of content source® public radio portfolio strategyof meaningful content through both
broadcast andhetworked communications witeach millions morg@eople connect more deeply with
their civic, cultural, and social lives, and enablerttto connect more closely with one another as they
make decisions about their families, their communities, and théomat

DRAFPublic Radi®udience Task Force Repqrt
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Summary of Recommendations

We recommend that public radi@ stations, networks, producers, and partner
organizationsc adopt ambitious, collective goasi 2 A Y ONKI aS LJzot A O
reach, use, and inclusiveness by significant measurége propoe:
e Double the number of people who use public radio every weekn-air,
online, and trough other platforms
¢ Increase the average audienegthe number of people using public radio
at any given moment; to half again as large asis today.
e Triple the amaunt of listening bypeople of color.

Our plan for audience growtls based oreight broadstrategies and additional
measures that advance them.

1 Inclusiveness

Deepen the valuef public radio for all its audiences by strengthening the diversityvoices and
views inLJdzo f A O NJarklingsig By ent@ugading multiple, differentiated services that

reach a wider range of listeners, and by making continued investments in stations and programming

developed andcontrolled by people of color.

We challege public radio to commit to a greater inclusiveness of people of color in every dimension
the governance of stations and national organizations, the hiring of management and programming
staff, and the voices, views, stories, and music oftdagay progamming.

Public radio will deepen its value to current listeners and increase its accessibility to millions of listeners
now at the edge of its audience by increasing the inclusiveness of its work and the authenticity of the
voices, views, and culturesptesents.

We recommend a focused and collaborative initiative.tg’ ONBS I & S G KS I OO0OSaaAroAtAde
formats to people of colothroughinstitution-changing, appeahifting efforts by committed and ready

stations with the largest audiensen markets with the largest populations of Afrieamericans and

Latinos and similar efforts by national productrsncrease their service and value to people of color.

DRAFPublic Radi®udience Task Force Repq2
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This initiative should include managed, myiiar projects that involve learninghange, and mutual
accountability.

We recommend investments in program innovation at both the local and nationaldgretotyping,
testing, and developing programs and formttat explore different styles and sensibilities with the aim
of greater appal to audiences of color. This effort must be mindful tlzee and ethnicity are limited
tools in programming development and give close attentioth®values, lifestyles, and interedisat

will define the programming and those who respond to it.

WS NBO2YYSYR 6ARSNI I OFAfFroAfAGeE 2F Lzt AO NI RAZ2QA
jazz, and AAA each with its distinctive audience appeghnd experimentation with other formats and

services that might hold a greater appeal for peopieolor or other new audiences. By pursuing

multiple public radio services in as many markets as can support ¢reemd meaningful differentiation

of the services offered by each of theppublic radio will increase the diversity of the audience it

reades.

We recommend continued strong support for public radio stations that are developed and controlled by

people of color, stations that have demonstrably advanced listening by people of color. Such support

should include pursuing opportunities forditsing of additional broadcast spectrum, station

acquisitions, and public service management agreements that will increase the number of these
aldlrdArzyao LG A& faz2 AYLERNIFIyd G2 RS@St2L) Of SI NB
stations controlled by people of color, based on format, market factors, and sustainable resources.

2Journalism

al 1S LzoftAO NIYRAZ2 ! YSNAOI Qa VY-@gsédisouicadbidailySR | yR 2V
journalism bystrengthening the power and scope of its rsblistenedto national news

programs,investing inprograminnovation that will lead to more choice and service for listeners, and

supportingsignificantgrowth in the scalequality, and impactof local reporting.

Claiming a significantly larger role American journalism requis&a much more robust news gathering
capacitycY2 NB aFSSiG 2y (GKS aidNBSO¢ 6AGK wdtarSah2 21 4> NBO
producers to shape their work. The distance between current reality and the role we in@ankethat

others urge upon public radigis large.Public radio must also think carefully and collectively about the

character of the journalistic franchiseseeks: ittannot simply take up roles, beats, and topics as they

are left behind by othersbut it must think considerably beyond current work. We should proceed in an
audiencecentered fashion, beginning with the interests and needs of those who already respond

strongly to public radio news and information programming and building to a largeercelof news

users.

DRAFPublic Radi®udience Task Force Repqr3



grow the audience

Public Radio in the New Network Age

2.1 Journalism: National Programs

StrengthenlLJdzo £ A OsigNdtuRe haidhal news programs that generate the largest amount of
listening for the system as a whole, the most listening for the stations that carry them, and a greater
listener loyalty.

A short list of new and information programs have a dramatic impact on the number of listeners and
amount of listening to public radidy t wMpEning Editiorand All Things Consideradp this list,which
also includes$resh AirTalkof the Nation Weekend Edition, Marketplac&heDiane Rehm Shqwnd

The World Key steps include:

e Assure continuing management focus and budget priority, both nationally and locally, on the
core programming assets of the public radio news franchise.

e M2YAUG2N) 0KS OKIFy3IAy3d AYTF2N¥IGAZ2Y SY@ANBYYSY
programming competes for attention and the changing information needs of the listeners they
seek to serve.

e Commit to much more communication and coordination on an ongbasjs betweersenior
national program executives and station leaders in programming and.news

We recommend increasing reporting from across the nation within national programs, beginning with
careful consideration of contending views for how to achithie goal

We recommendncreads Yy 3 LJdzo f A -OmitddlinRestthadtirenyegpuise and investigative
reporting, building on efforts already in place at NPR News and American Public Media and eventually
extending to other national producers and leadilocal news stations

We recommend investing imew national newsnd informationprogramming that will give stations
meaningful choices for differentiating their news services and give tgisfnersa news choice that
meets their interests and needm-air and online.

2.2 Journalism : Local Reporting

Public radio must develop greater scale and higher quality in local and regional reporting to realize
the impact and significance to which many stations aspire.

We recommend increasing local ladcast and online reporting at a dozenmorestations with high
audience service potential through significant investments that increase the number of news staff,
enhance orair and online news production capacity, develop skills for reporting and cbnten
management in a digital age, and foster innovative approaches to community connections.

DRAFPublic Radidudience Task Force Repqi4
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In addition to these highWargeted investments, we recommend initiatives for otlsations that have
made substantidlocal reportingcommitment that will ncrease their capacity to create and present
regular, highquality journalism at a level consistent with the scale and resources of their organizations
and communities.

We recommend support for collaborative projects that advance shared use of local segiaring on
a regional and topical basis and investments in shared resources such as editors for broadcast and
online content. Such efforts should have a clear focus on wider use of content, cost reduction, or both.

We recommend partnerships and collabtions that look outside public radio tither contentcreating
organizations and community resources, and development of a recommended editorial framework to
preserve the trusted position and integrity of public radio in this more inclusive and-diulénsional
environment.

2.3 Journalism: Integrated Online News

Qreate an integrated online news presence for diverse public media sourcedernational, national
and localg that extends current capacities and brands, leverages current editorial assetsads or
creates new ones, and thanight includethe distinctive strengths and separate assets of public
television and online public service media organizations.

We recommend that public radio and other public media partnecvenas quickly and as fas possible
through a sequence of nemutuallyS E Of dza A @S aidSLJa (2 o0dzAfR LlzmtAO YS

Collaboration behind the curtain® y K y OS (G KS LINRRdzOGAGAGE FyR AYLI O
journalism through collaborative measureschuas coordinated backend systems, APls, standards, tools
and shared investments in activities such as federated search and search engine optimization (SEO).

Aggregation of public medigournalism. Much as NBC and Fox created Hulu as a single onlindevehic

to distribute their respective sitcoms and related material, public media should create an online public
media journalism destination that presents work from multiple sources, showcasing collective efforts in
a way that both stands on its own and ledsck to the respective reporting and producing entities.

This function could be advanced through a single, high visibility site that would give the online user an
integrated yet varied experience, much as the many local versiok®ofing Editiorare pereived by

radio listeners. Or material could be organized in content verticals that would match broadknaalh
areas of audience interest.

Aggregation plus curationHulu now includes content from dozens of sources beyond its two
founders. Similarlyan integrated public media journalism effort could grow to include curated content

DRAFPublic Radi®udience Task Force Repqi®
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from other sources, ranging from conventional journalism partners to ordimlg journalism initiatives
to various citizen journalists and other kinds of ugenerated cotent.

Content collaboration. Public broadcasters have periodically collaborated on content creatitin

limited success. Improve the impact by working toward larger scale, stronger commitment of reporting
resources to the collaborative endeavor, an@dr it SNJ Ay @SadYSyd Ay GKS aoO2ffl
organizes and focuses the work.

A new or expanded journalistic entity whose mission would be wétst but would feed tobroadcast

platforms. This entity would be organized and focused principally olinencontent, creating text,

images, audio, and video in a fashion that draws on the values, strengths, and brands of public
ONRIFROFAGAY3A o6dzi ¢2NJa G2 | (2yS FyR aSy-abbdAf Ade
of current practice inW A OK o NR I ROIF&ad YIFIGSNALFE A& 2F0Sy aSELRNI
online work back into the owir realm.

The output of the entity could take several forms, from a single destination or gtygialsite to
multiple, contentfocused sites.Similarly, the focus could be principally on a national identity or on
integration with local efforts that would give users a geographiegalistomized experience.

Music

3. dzAf R LJzoft AO NI RA2Q& YdzaA O aSNUAOERAZRHER &Z3KIA 66
vision, adding music stations through acquisitions and operating agreements, stronger

performance, a strengthened position in the networked space, and innovation in presentation and

new genres.

Music programming is a significant partof fuh O NJ RA 2 Qa 2 @ §ahbuf ohe outddRA Sy OS &
every three hours of listeningk YR ¢ NNJ yia | KAIKSNI LINRPFAES Ay Llzo1

We recommend a concerted effort tadrease the number of markets in which stations offer public
radA 2sfiangestmusic franchiseg classical music, jazz, and Aé@n a consistent basisThis can be
achieved through a combination of selfrected change and focusing at current public radio stations
and adding or changing the control and directiorstations through acquisitions, mergers, and
management agreements.

We recommend continued development of public radio music sengdesh core genres and special

nichesg in the networked environment of online and mobile devices and the development of a
organized approach to music rights issues in this space.

DRAFPublic Radi®udience Task Force Repqié
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We recommend that stations and producers experiment with how public radio organizes and presents
music within its current genres and think outside the familiar genres to other music possittfiétes
might fit within the broader public radio domain.

The Network

Useubiquitous networked digital medidgo follow current public radiolistenersin their changing

patterns of media usecultivate new userdy providing more ways to find and usgublic radio
content, and make public radio more flexible, participatorgnd engaging.

We challenge public radio to move with and ahead of its audience to the unfolding platforms of the
networked environment, offering current listeners new choicesawlto listen to public radio, and
finding new listeners and creating new services by exploiting the multiple channels and participatory
capacities the lie beyond broadcasting.

In the near term these changes will mostly be about new pathways of diswibtdr both national

producers and local stations. But we encourage public radio at all levels to commit adartger

term paradigm kift in how public radio creates and organizes its content, toward magels of

engagement and participatiohat lev\S N> 38 | yR SEGSYR Lzt AO NI RA2Q4&
reinventionthroughout the field of both individual organizations and the relationships among them.

Online strategies for stationsWe recommend organizeahd ongoing spport for stations in

devebping strategic clarity about their roles and expectations indhkne and mobilsetworked
environmentg at the different levels of resources and operations and different phases of development
found across the station community.

Baseline capacityWerecommend @velopment ofa baseline capacity and fluenicythe networked
environmentamong all content creation and delivery nodes in the public radio system paiticular
emphasis on organizations committed to content that will extend the inclusiveagpublic radio.This

Y A

ol A8t AYyS aK2dA R AyOfdRS YI&GSNAYI 63064AGS ol ardas
LINEY2GA2Y &GN} GS3ASas (GSOKyAldSa G2 AyONBlasS GKS

attention to the opportunitiego extend the range of views and voices public radio presents online.

G2So6 ylFraGA@Se O2 Weaegbmmehd/aBgreRskekparidéniiiodand development of
public service content and delivery methods explicitly designed for a digital, networkeement.
This includes:
e LyopSadySyida Ay O2yidsSyd GKFG Aa aylGAg@ss 2
¢ Reorganizing content for networked use.

e G Btributeeverywheré G SOKYAljdzS&d GKIF G YIF1S Lldzot AO NI RA?Z2
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e Exploration of Bw mobile platforns
e Development of a rights framework that supports these new approaches to public service.

The natural networks of our audiencesNe recommendnvestments in pilots and demonstrations that

exploit the communitybuilding potential of the network to streigK Sy LJdzo £ A O GNINBA AiBGa 02
LJdzo £ A Oaé¢ | NRPdzyR A&dadzSa FyR AyidSNBa Gsarrodng pubig Y'Y dzy A ( A
radio stations, producers, and audiences.

5I\/Iarket Strategies, Station Solutions

Improve existing stationsand dewelop new services in the top 50 markets designed to increase
the availability of multiple, focused, and differentiated higherforming public radio services.

Seven of the top 50 markets do not have a-fule public radio news station, 16 have neitteepublic
nor commercial classical station, 27 have notiatle public radio jazz, and, depending a little on how
one counts, 40 do not have a ftillne public AAA station.

We recommend an expansion initiative for a new generation of servicbroadbasal, collective effort
by stations, networks, and fundegscrafting stationspecific solutions and making targeted investments
in markets where the current level of public radio performance indigaignificant opportunities for
audience growth.There arehree objectives for this initiative:

58St AGSNI GKS FNIyOKAASaAD LYONBIFasS (G4KS ydzyoSNJ 27F
franchises are available on a consistent basis.

Target the growth opportunities. Highlight markets with larg@plations but low levels of public
radio audience servicebelow that realized in comparable situations elsewheand develop
marketspecific strategies for audience growth. This will require further anatysisarpen the
understanding of which marke present the most important opportunities for audience growth.

I NBIFGS NeB2Y (2 Ayy20I0iSo LYONBlFrasS GGKS ydzyoSNJ 27
that we have targeted for audience growth.

Top 25Markets. Werecommend three key approhes n the top 25 markets that will strengthen
LJdzof AO NI RA2Q& LISNF2NXI yOS

e GwSItAIyé SEAAGAY3T aGliA2ya o0& aAIYATFAOLYyGE & A
presentedacross stations

e Develop new services on existing public radatisns.

e Createopportunities fornew services bgither gaining control of stations through acquisitions
or operating agreements, or ypgradingunderdeveloped signals

DRAFPublic Radi®udience Task Force Repqi@
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In markets 2650, we recommend an emphasis on:

e Better performance by the two topanked public raib stations.
e Upgrade or add new stations to achieve more stations with full market coverage.

Analysis. We recommend markeby-market analysis that extend3Row THRUDIENC® & Y I NJ Sd F y R
format-specific work, incorporating additional variables, particiylaalues and lifestyle indicators such

Fa {wLQa ! [{ aeadSyvyzx (G2 &KIFINLISYy GKS dzyRSNERGIl yYRAY
opportunities for audience growth.

These measures require substantial investmensaquisitions, careful negotiatiof operating

agreements, or other arrangementhat reorganize station contraj all with close attention to costs

and risk factors. We observe that these kinds of station transactions are responsible for as much as 20
percent or more of all growth in puils radio listening since 2001.

6 Marketing

Develop listenercentered marketing principles and practices within public radio in which
stations engage with listeners throughout the planning, design, development, and presentation

of programming and servigs.

We recommend that public radio at all levejise greater ephass tooverall strategy and implement

marketing principles and practices that stem from that strategic direction. The strategic direction, in

turn, must be inclusive of the needs, wanasid attitudes of those demographic groups that are

essential to growing the audience beyond current constituencies, such as Awaricans, Latinos

andyounger listenersThis should be a multirganizational, mult® SI NJ STF2 NI (2 odzAf R L
marketing expertise and activities.

t dzo f A OmaNkktiRygffBrishould extend across all professional disciplines and encompass work by
all national organizations serving public radigey elements in developing this work include:
e Creat opportunities for stations to access strategic planning and marketing planning expertise.
e Help station leaders incorporate marketing principles and practices into their strategic planning
and operations
e Define a framework through which stations can take advantddbhease turbulent times by
responding to the needs of their current audiences and emerging audiences.

2§ NBO2YYSYR GKF(G 59LF twt53 FyR LldzotAiA0 NIRA2Qa Y

strong tactical ideas and accessible, practical, stal@sources, training and toadllsat encourage best
practices. This work should begin with development of a shared sensibility regarding marketing

DRAFPublic Radi®udience Task Force Repqi@
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LINAYOALX Sax RSTFAYAGA2YyasS |yR Lldz2N1Jl2aSao I OUADBAGAS
resources and staffing and help stations assess their needs and effectively engage outside expertise.

We further recommend two specific initiatives that follow on the DEI and PRPD recommendations:

e A collaborative project amonEl and PRPD tevelop thei respective organizational
capacity to conduct training and/or support collaborative efforts at their member stations and
to increase theiown understanding of how marketing is most effectively integrated into their
station supportactivities.

e A programtrack in the Public Radio Development and Marketing Conference over the next
three years devoted to the concepts, practices, and benchmarks of successful markiting
companion conference sessions conducted at the PRPD annual conference.

Support fo r Stronger Service

Foster more compelling public servid®y supporting organizatioal and professional

development and research that advances the recommendations of this plan for more inclusive
service, differentiation of services within markets, innovaticin news and music, and aggressive
expansion of activity in the networked space.

Recommendations in this plan turn on concrete and continuing action across an array of organizations,
professional disciplines, and activitiasd will depend upon:
e Coalitims of the committed; those ready to act in meaningful ways.
e Thoughtful segmentatiog LINE 2S5 0iia |yR az2fdziAzya GKIFG FNB &N
consistent with the character and values of different services, and appropriate to different
stages of orgaizational development.
e Anintegrated effor participation across professional disciplines, efforts and investments at
both local and national levels, communication, coordination, and collaboration.

Organizational developmentWe recommend multipleiti A G A #Sa (2 &adiNBy3aGKSy Lldz
organizations.These initiatives should center on stronger governing boards, a strategic sensibility in key
decisions, inclusiveness throughout the organization, community engagement, advanced fundraising

that includes major giving and philanthropy, and stronger, more effective totganizational

relationships that contribute to more streamlined decisioraking on important system issues.

Structural issuesPublic radio must confront a familiar list of loteym structural issueg, too many
entities, too little aggregation and scakmd too manylicensees with agendagher than public radio.

Professional Developmentz2 S NBEO2YYSYR AYAUGAlI GA@PSAE o0& Lzt AO NI
organizations, networks, armther national organizations that advance skills of the public radio

DRAFPublic Radidudience Task Force Repqri0
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workforce directly connected with audience growthcluding professional organization meetings with
audience growth as a major theme, ongoing peer review of broadcast and internegpnogng, both
within and across stations, and projects that create opportunities for shared learning experiences
focused on planning and execution within specific formats and dayparts.

Research.We recommend continuing investments in public radio audiesnog program research that
build on current knowledge, extend themes developedd®pw THRUDIENCEand exploreareaswe
have targeted for innovation.

AudienceMetrics. Foster development of integrated, croggatform public mediametrics that track
boil K £t S@Sta 2F dzAS FyR 0SKI@A2NIt LI GGSNya F2NJ Lz
use and understanding of such metrics throughout the system.

8Fo|low -up and Accountability

Establish responsibility and accountability, nationally anathlly, for this audience growth plan

through a CPBupported annual review of system progress in addressing the recommendations
in this report. The assessment should include perspectives of multiple constituencies, organizations,
and individuals and resltiin a progress report to the public radio system.

We recommad a multiyear followup effort that includes:

e Broad endorsement of the goals and recommendations presented here.

e tdzof AO NIRA2Qa Yyl GA2Yy Lt LINE RdzOS Ndldconsifleiangd NJ &4 = |
report to their respective members and affiliates how they intend to integrate elements of
GROW THRAUDIENCEecommendations into their priorities, programming, conferences, research
activities, and other initiatives.

e Every public radiotation should establish an audience service goal and a method for
monitoring its own progress on an annual basis. This information should be reported in brief
fashion to CPB either through a special survey or as part of the Annual Activities Report.

e Ask ®B, foundations, and agencies that provide significant support to public radio to address
how recommendations in this plan will be reflected in their funding priorities and policies.

e Conduct an annual review of progress on the initiatives outlined abowg g®als and metrics
appropriate to the particular activity.

e Report results and updated goals and recommendations to the system on an annual basis.
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1. Inclusiveness

Deepen the valuef public rado for all its audiences bystrengthening the diversity of
voices and views ipublicNJ R ke?v€naid music by encouraging multiple,
differentiated services that reach a wider range of listeneed by makingcontinued
investments in stations and programing developed andcontrolled by people of
color.

The founding visions @ublic radiog from antecedents in educational broadcasting and the Pacifica

Foundation to the 1967 Public Broadcasting Act and the initial mission statement of National Public

Radio ¢ all spoke to pluralism, diversity, and inclusiveness. While there are many dimensions to

' YSNA Ol Q&4 RAGSNAEAGE RUBLIRRADIGN TzBNEW NATWORBGEDdISesion & O G A 2y 2
and ethnicity.

Public radio will deepen its value torecent listeners and increase its accessibility to millions of listeners
now at the edge of its audience by increasing the inclusiveness of its work and the authenticity of the
voices, views, and cultures it presents.

We challenge public radio to commit togreater inclusiveness of people of color in every dimension
the governance of stations and national organizations, the hiring of management and programming
staff, and the voices, views, stories, and music oftdayay programming.

Inclusivenesss an expression of public radio core valuegeflection of our world and our
communities,authentic voiceslifelong learning, idealism.We and our listenershouldexpect it tobe
a part ofall our work, especiallyour most important, most listenedto senices.

One direction of momentum is toward an inclusiveness of views, voices, and perspectives in all that
LJdzof AO NI} RA2 LINBaSyiao ¢BKo®n Hapedalsyo2 t dzof A O wlk RA 2 /

& . . apublic media system that includes Latino voices, ses/and perspectives at every levéhe
public radio system needs to be bold in creating initiatives that establish opportunities for Latino
managers, producers and youbré-lorence HernandeamosProjectDirector, Latino Public Radio
Consortium
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Andin aGRoOW THAUDIENCESSayl oris Tayloof Native Public Mediwrites:

G ¢ K S aeScitihgNides to repurpose our role as media architects for a new America and to
NERS&EATIY 2dNJ t dof A O { SNBAOS aSRAF Ay | gl& GKI

(e

HerndndezRamosand Taylospeakto inclusion, at least in part, from a perspective of empowerment,
and selfrealization. Increasingly, though, inclusion is an expectation of the broader audjé@risehe
reality of how we live our lives.

Veteran publt radio news executive Bill Buzenbesgpno now heads the Center for Public Integrity,
assertan a GROwW THAUDIENCESSay:

G¢KS o0Sad sre (2 YIFI{1S &ddz2NB GKS FdzZRASYyOS Aa +Fa RA
diversity into everything public réal does: into every drivdime program, every program statind

everystory topic; in short, every input and every output. Getting that coverageTtiftam diverse

angles with a diverse eair and offair stafft is the best approach. My view is that thanconly
AU0NBY3aGKSY (GKS yFridAz2y FyR Lzt A0 NIRAZ2®DE

A strategy for diversityand audience growth requires close attention to audience neettehavior,
and valuesgcreative use of multiple services and formats, and a willingness to experiment and learn.

AmorS Ay Of dzaA @S I'yYR RAGSNAS az2dzyR (2 Llzoft A0 NI RA2Qa
LISNKI LJA Ay &avlftf gleéas LISNKFLEA Ay fFNHSNI 2ySaod

the audience will also grow is a gamitheit most ofthe system leadersith whom we have spokeare

prepared totake ¢ although most seem convinced that growth will be a result as well.

Relative to the proportion oAfricanAmericars in the general population, African Americames only

about 80percentaslikely tobe foundy/ LJdzo f A O NJ R A 2 Thé com@u@tefnémbér xR A Sy OS
Hispanisis 42percent (SourceProfile 2008 NPR Audience Insight and Researésjans are more

likely tobe in thepublic radicaudience 11percentmore than thér presence in theyeneral population.

Daa for Native Americani this studyare toolimited for reliable statistics.

WhenGrow THAUDIENCHTrilled down to look more closely at treemount of listeningby different
groups and the performance of differefurmats, the disparities are more significant and the story gets
more complicated.

l'a S 221 G2 ONBFGS | Lzt A O NItiRingortantdeRan§der0OS G K I
the advicewe heard from numerous researchers aathlyststhat race and ethnicity are limited tools

in programming developmerand that public radio should givaoseattention to values, lifestyles, and

interestsas it pursues goals of inclusiveness and diversity

DRAFPublic Radi®udience Task Force Repqri2
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Sustain current investments in station operations dmprogrammingowned and controlled by people
of color. Increase the number of stations controlled by people of color.

Public radio has made significant ongoing investments in station ownership and control by people of

color as one strategy to assure aelise overall service. Loris Taylor of Native Public Media writes

LI daA2yl 0St @KEBY ad@zBLIRSI SAFAF GA2y 2T TheBMivie 6y Y SRA
PaperSYy @A AA 2y a | Lldieat idclGdesraBdsiipportsiasstioiigd Aticantrolled public

mediag

Many of the public radio stations controlled by people of color have limited visitnilitye public radio

industry, YetKS&S adlradAazya LiIFe | €FNBHSNI NS GKIyYy YIlye
overall level of diveisy. Going forward, leaders from these stations can bring the knowledge and needs

of their respective communities to a broader system discussion.

Ourrecommendationdollow the lines othe three broad strategiesutlined above
e Inclusiveness and acceskih A 1& Ay ndddzoft A O NI RA2Qa
e Multiple stations with focused and differentiated service
e Ownership and controlby people of color

Inclusiveness in Public Radio News

PublicNJ R pugs@tif greater inclusiomustextendto i KS O2NB 2F Ligzgft AO NI RA 2 Q:
beginning withthe most successfubrograms andstations in communities with the largest numbers of

people of color This requires careful shifinti KS OKF N} OGSNJ I YR modtIlJS+Hf 2F L
listened-to national programming parallelchange & stations, especially those with the largest

audiencesand investments in innovative programming efforts.

The potential impact of realizing greater inclusiveness and diversity at our most successful stations in
those markets with the largest commurgsi of color is easy to graspajor news stations like WAMU
(Washington)WNYGQNew York)WBURBoston) KPCGLos Angeles)WLRNMiami), and KQE[Ban
Franciscoalready reach large numbers of AfricAmerican and Latino listenerghe only two

raciallethnic groups measured by Arbitron

These stationbave large overall audiences aark located in markets with largaumbers ofAfrican
Americars, Latincs, and other racial and ethnic groups of significant sizéhe appeal of their
respective servigs tilted even modestly more in the direction of these constituenciesctiiective
results would be significant.

This is a bold direction for public radio and not without risk. It is our clear sense, however, that it is
where the leaders of these dtans andmanyothersareready to go.

GLOQa y20 o@deaSi aNIRLNEENIG Myl a K2¢g ¢S RSTAYS 6KI G (K
perspective. Even if our audience was the same tomorrow as it is today, we have to create these
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connections witt?2 dzNJ 02 YYdzy A (i & (2 S Eeéndzappeld @heRCreatiedeNfier, f A & Y d
WNYC, New York

AdWe need more serious resolve and effort to recruit new voices to our organizations, to bring

different views and skills into the station and onto the alve have to diversify staff, especially on

air, to better reflect our community and inca@pNJ S y S ¢ LIS NERbierORetergbS,a 2y f A T
Administrative Manager, KWM\$t. Louis

How does this change happen? Themes that surface repeatedly iBROW THRAUDIENCEONversations

center oncommunity connectiontone, and sensibility; the composite effect of how we tell a story and

the stories we choose to tell; who we pick as experts and the reference points in our analogies and

metaphors; announcing stylpacing, and vocabulary; the artists and songs we choose for interstitial

musicck £ £ GKS (GKAy3a GKIFIG YIFI1S a2Y$8 LIS2LX S FSSt alGKA

Loreta Rucker, of the AfricaAmerican Public Radio Consortium, partiee pant this way

oFirst and foremost is the issue of presentati@®econd, even those educated AfriecAmerican

opinionf SI RSNA ¢K2 fAaGSy G2 Lzt AO NIXRA2Qa LINRYI NB
stories and voices that reflect their commungien the mix.And third, there is the issue of

perspective. People of color in general make a distinction between a generic host or guest (who may

or may not be of color) and those with the express purpose of expressing the perspectives of their
communities. Both are appreciated, but the distinction is cléar.

Beyond Tone and Sensibilitfdenry Cisnerogprmer Secretary of Housing and Urban Development,

recently spoke to Public Radio in Mignerica (PRIMA) about the critical role public radio can and

shauld play in actively breaking down and through media representations of different racial and ethnic
IANRdzLJA GKFG O2yGNROGdziS G2 LISNBRAAGSYG yS3alkaags i
¢Fef2NJ gNRGSas alLy (i Kehtatibns an8 yfcadned fewd covaréghymidddA @S NI
portrayals easily become the reality in the minds of our audiences. Public media is a medium of trust

and a solid foundation upon which to expand a communications and information network that lifts up
andeRdzOl 1S4 I dzZRASyO0Sa I ONR&aa GKS o02FNR 2F 2dzNJ NRA OK

Q)¢
(p))

—

J

Understanding Current PatternsTo understand where we begiBRoOw THAUDIENCEXamined the

LI GGSNY 2F ftA&AGSYAy3 | ONR&aa ! NDb AcBdaks/ HispaniskdNS S Y S| &
Others. Knowing that the strongest predictor of public radio listening is education and that educational
FOGFEAYYSYyld RAFFSNAR o0& NIOS FyR SGKyAOAGeI 6S aKSf
college graduates.
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Share Of Radio Listening -- NPR News Stations
Black, Hispanic and Other College Grads
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This chart shows thshare of listening by college graduates to miees stationshA Yy G KS y I GA2y Qa
YIEN)] SGao C 2 NJ S E | arthéflef zaptared [12iperzeyitof albr&id Bstening by

collegeeducated Other listeners in their market, 28rcentof the total listening by Black college grads,

and 5percentof the listening by Hispanic grads. There is a clear overall pattern: the share of listening
FY2y3 GhiKSNE ftA80GSYySNE ovzaidteée 2KAGS0 SEOSSRa GK
listeners ly very large margins

Within the broad patterntiere arealsoimportant staion-to-station differences.The shareof-listening
chart above is based on a single survey pesiodwe recommend further exploration and analysis
before drawing conclusions abbimdividual station performance. With more data and scrutiny of both
the stations and the markets, it should be possible to identify key factors and successful tactics for
inclusion and diversity that could then be shared.

Signature National Programs2 NJ LJdzof AO NI RA2Qa ySg¢ga adldiazya (2 N
people of color, it will take changes in the national programming they present in their most important

hours of the day.The programming success and the audieappeal ofpublic + R A 2 Q dtatighSand
newsand-music stationseflecta partnership of local and national efforts. Foost of thesestations,a

handful of national programaccounsfor a huge portion of listening and profoundly shagibe
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adl GA 2y aloshngdles, Fof esample, abobalf thetotal listening b both KPCGnews and
KCRWnews and musid) & (i @wedkdayadd weekendews magazines

Publicra Q& aA 3yl ddz2NB ylFr A2yt LINBINIYa y22ad 2yfe 3ISyS
news and newsand-music stations, they also are the beneficiaries of perhaps 10 percent of public

NI RA2Qa 2 G nimb&Lappyorckiggsloo énilianKlowing on an annual basis from

stations, business sponsors, foundations, and individual donors.

New Programming Different programming causes different listeners to list&de recommend
investments in program innovation at both the local and national leyebtotyping, testing, and
developing programs and formatisat explore different styles ansensibilities with the aim of greater
appeal to audiences of color. This effort must be mindful thae and ethnicity are limited tools in
programming development and give close attentiorthie values, lifestyles, and interedtsat will
define the prgramming and those who respond to it.

In designing and developing such programming, it is important to take aim at the most important times

2y allGA2yaqQ A0KSRdzZ Sa la ¢Sttt |a (H&kho@shhS 02YY2y
discussediy 2 NS RSGFAfT Ay GKS F2ff2gAy3 aSOlAz2yI a¢KS b
meaningful differentiation of audience appeaithin the broader news franchise. That will happen in

the most meaningful ways as stations have strong, compelliagramming with which to anchor their

service in prime times.

New People. GRow THAUDIENCBasheard time and agaithat success in achieving inclusiveness goals

Ay Llzf A0 NIRA2Q& LINPIAINI YYAY3T (dz2NYV & 2 yogramdhg. G SNJ Ay
InNew Yorka  EA' S WI O Zegliof Directobfor Pr@gtam Developmedesigned an aggressive

approach to match mission and the people in assembling the production team for the new progeam

Takeaway WNYC advertised with organizatiahsit included theAsianAmerican Journalist

AssociationSpelman Colleg&lative American Journalist Associatiblational Association of Black
JournalistsNational Association of Hispanic JournaliSsuth Asian Journalist Associatiamd

WNYC.org Hres were maddrased on criteridghat included journalistic expertise, work ethic,

intellectual curiosity, and openness to new media. The result is one of the most diverse production

teams in public radio.

0Qoalitions of the Committed.¢ We recommend docused and collaborative initiative tacrease the
FOO0OSaaAroAtAle 2F Lzt A O NithPaghitsttutionictaryiNg, dpgedly | G a G 2
shifting efforts by committed and ready stations with the largest audiences in markets with tkestiarg
populations of AfricasAmericans and Latinos and similar efforts by national produceirscrease their

service and value to people of coldrhis initiative should include managed, muiiar projects that

involve learning, change, and mutual acctability.
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{dzOK SF¥F2Nlia YAIKG 6S &aAYATIFINI G2 GKS {GlFridAz2y wSaz
NI} RA2Qa FANRG O2tft SOGAPS STF2NIa Ay YIFI22NJ IATaa 7T
(PRISA), through which a half doz#ations worked together exploring early online activities. In these
examples, the participating stations shaped their agenda as the project unfolded, drew resmances

both in the field andutsideexperts committed to sharing what they learned, aptesented their

progress problemsand resultdo each othelin an atmosphere of mutual accountability.

Effectived A ¥ Of dz& A &S yndl fieguira@dppoftiari A 2 v & ¢

e Audience research to explore such issues as the current patterns of informatiomaptisa
among target AfricasRmerican and Latino listeners, broader patterns of media use, and
responses to programming changes over time.

e Advisors from outside public medho can help with planning and implementing change in
governance and workforceestelopment, drawing on successful efforts elsewhere in the
nonprofit sector and in business.

e Program innovations both at individual stations in their local efforts and for larger initiatives
that could be used nationally.

e Managngthe connections amongbse participating in the initiativato realize efficiencies in
finding outside knowledge and advisors and to foster a shared sense of work and accountability.

Multiple Stations, Differentiated Service s
Increase the number of markets in which public radpresents its strongest formats over different
stations, each with a focused and differentiated service.

I OKAS@AyYy3 OKIy3aSa Ay GKS Ay Olrdemarketsns stations woilld RA @S N&
have an important impact on the overall fiel@ut public radio has other strong options as w&kow
THEAUDIENCE f 82 SEIF YAYSR (KS LI GGSNya 2F tAaGSyay3a oe
classical stations and jazz statioriBhese analysgsoduced significant differencéds the response of

the different racial/ethnicgroups, but in different patterns thawe sawfor news.

e Among seven largmarketclassical stationsve examinedthe patternis that the classical
format, whether public or commercial, can attract Hispanic collggels along with Othersin
some cases with neagqual shareg, but its appeal to Black listeners who are college graduates
is limited.

e Among seven largmarketjazz stationsthe pattern is much higher shares among Black college
grads than are foundraong Hispanic and Other collegducated listeners, with most stations
claiming about equal shares of listening from the latter two groups.

DRAFPublic Radi®udience Task Force Repqri7



grow the audience

Public Radio in the New Network Age

Other music services, such as AAA, have their own distinctive patterns of audience appeal as well.

Theclassical ad jazZindings point toward a second key element in an overall strategy for audience
diversity¢ the importance of multiple stations with different formats in realizing audience diversity
goals Different programming causes different listeners to list&mcouraging multiple public radio
services in as many markets as can support them, and, as important, encouraging meaningful
differentiation of the services offered by each of them, will incremsdiencediversity.

This principle is illustrated in tHellowing example from Los Angeles, one of the most diverse major
markets in the countrylt is important to note that this chart shows a single survey period, Fall 2007.
Individual station data might look different if several surveys were combined sunabae recent
changes in the market are reflected. The important information is the broad pattern.

Public Radio's College Share Of Listening
Other, Black and Hispanic -- Los Angeles
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This chart showthe pattern ofpublic radi®? & & S balleyey&adaiesin Los Angeles through
multiple stations and multiple formats Fall 2007

e Listening by collegeducated Other listeners is driven hgws KPCC, classical KUSC nand-
and-music KCRW.

e Over half of all public radio listening by colleggucated Black listeners in LA is to jazz station
KKJZ.

e Listening by collegeducatedHispanics is spread across all five public radio stations, with no
one of them achieving a real breakthrough to this audience.
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Another lesson from Los Angeles is that even with its different stations and different formats, and even

focusing just on collegeducated listenerss KSNB 6S 62dz R SELISOG Lzt A O NI |

strongestshares of listening by Africalimerican listeners and by Hispanic listeners are dramatically
less than shares of listening by Others.

Public radio shouldilsolook beyand news, classical, and jazzother formatsthat might hold a greater
appeal for AfricarAmericars, Latings, and/or younger listenersin Los Angeles CPB is currently
supporting a project that aims to create a new sound and media resource that wilhbjgpa younger,
urban, Englistlanguage andnajority Latino demographic that itself is highly diverse in terms of
education, class, home culture, and languagreChicag®? . 9 Weéxdlo.comis letting the listening
community both define and produce theews. In Milwaukee, WYMS continues to refine a

contemporarymusicd 8 SR A SNIWA OS dzy RSNJ 4KS o6l YYSNJI aRADSNES

\

efforts at innovation are all at the edges of the current system and thereamrgety 2 & 0 NS | K NB dz3

in audience service teport.

Diversity of Ownership and Control
Continueinvestments in operations and programming of stations owned and controlled by people of
color, increase their numberand strengthen their programming performance.

Acentral,log-a G yYRAY 3 GKSYS Ay Lzt AO NIRA2Qa O2fft SOGADS

commitment to diversity in station ownership and control. Over the years CPB and others have fostered

development of 75 CR8upported stations at which the majorityf those governing the licensee
organization and a majority of the staff are African Americans (31), Latinos (11), Native Americans (29),
or a combination of the foregoing (4). With broad support from the public radio system, CPB provides
these stations vth larger basic annual grants than other stations and matches their local support at a
higher rate, recognizing the particular economic challenges they face.

CPB has also made multiple investments in national progthatshave been developed by and thare
principallyusedby these stations, such &snea AbiertaNoticiero Latino, National Native Nevesd
Native America CallingCPB has also funded several program initiatives developed by NPR and the
AfricanAmerican Public Radio Consortium that hseen widely used by Africafimerican stations as
well as others, such as thEavisSmiley ShowNews and NotesandTellMe More. The Public Radio
Satellite System provides, at no charge, atfaie distribution channel for botl$atélite Radio Bilingtie
andNative Voice One

¢KSaS Ay@gSaildySyiua KI @S LINRBRIZOSR YSI adz2NYo6fS RAODA

audience;

e Seven of the ten public radio stations that generate the most Afefsarerican listening are
controlled by AfricarAmericansWBGO (New York), KCEP (Las Vegas), WPFW (Washington),
KMOJ (MinneapoliSt. Paul), KKJZ (Los Angeles), WBAI (New duitiyEAA (Baltimore). The
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other three stations in the top ten are WAMU (Washington), WMXC(New York), and WBUR
(Boston). Source: Aitbon as processed by AudiGraphics, average of Fall 03jariiclg 08.

e Three of the ten stations with the most Latino listening are controlled by Latinos: KNAI
(Phoenix), KANW (Albuquerque), and KUFW (Woodlake, CA). The other seven stations in the top
ten for Latino listening ar&USC (Los Angeles), KPCC (Los Angeles), KKJZ (Los Angel&éd), WNYC
(New York). WLRN (Miami), KCRW (Los Angeles), and KQED (San Francisco).

e While Arbitron does not break out listening by Native Americans, virtually all of therstathat
present an hour or more per day of programming targeted at Native listeners are Native
controlled.

We recommend continued strong support for public radio stations that are developed and controlled by

people of color, which have demonstrably adead the goal of greater public radio use by people of

color. When opportunities arise to advance diversity of ownership and control through potential

acquisitions or public service management agreements, aggressive efforts should be made to pursue

them. Similarly, the success of sor@8Native American groups in gaining station construction permits
GKNRdzAK GKS C// Qa NI OS y(a@nd tie2psospcyors8iNdore to be giaktdd)A y 3 G A Y
needs strong followup to get these stations on the air agstainable operations.

This chart shows the share of
listening in the top 25 markets that
— goes to public radio stations (Metr
i . share, Spring 2008, Arbitron diary

B markets only). Each segment of a
bar is a different station.

Stations Controlled by People of Color

12

10

8

6

The 17 stations highligat in red
are controlled by people of color,
2 r4 ﬁ—— as are two stations in Houston (a
. B F  PPM market not shown) and two
%cc 2R \53’{%3 «\\;@ «oxg\% @w\c%x \%\* 0& ‘“?h?\;?%@ %Q%\o‘c other stations with audiences too
AN W R small to report.

4

««*O

Saource: Arbltron, Radio Research Consortlum

We recommend development of clearguantitative and qualitativexpectations of audience

per2 NI yOS F2NJ Lzt AO NIRA2Q& aidldAaAz2ya O2yUNRBff SR
resourcesand the characteristics of the different markets they serkrethe largest marketshere are

several stations with full service signals that cathg garnerrelativelysmall shares of listeningn some

of the smallest markets of the country, such as those served by many of the Native stations, public

service expectations may be quite different.
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2. Journalism

al 1S Lzt AO NI Rrasked dnydheNdk itd mastwidyhdsadisources of
daily journalism by strengthening the power and scope of its most listertechational
news programs, investing in program innovation that will lead to more choice and
service for listeners, and supportgsignificant growth in the scale, quality, and impact
of local reporting.

t dzo £ A O NI R A-tBr@ appdrtinidEoSaudiencg rowtiand new public service is in news
national programslocal news and information efforts, and aggressive expansi@nline service.

2.0 Public Radio and Journalism

a! f f is/ffe méstistenedto public radioformatin all but a handful of the markets in which it is

offered andnews stations account for four out of every ten hours of listening to public raationwide.

tdzof AO NIRA2Qa Y2ail {@ROSBRToL YEwdAA (MorBRY dLf | NS 5
Editionand All Things Considergare most readily identified through the salience of the NPR bramdi,

typically featureprograms from otheproducers as wellsuch a$ t a daiketplac& § K Sworld / Q&
Servicez | | FfeshAIr,2 | a | Diadne Rehm ShqwndThe Worldwhich is ceproduced by WGBH,

PRI, and the BB@t the public radio stations and web sites that garner the largest audierozs, |

reporting withinMorning Editiorand other local news and talk programming play important roles.

bS¢ga adridirzya SR LlzotAO NIRA2Qa flFaid YIFI22N) adzNBS
years in whichiheir audiencessaggel along vith stations presenting other formats, negtations are

again growing; and at a faster pace than the rest of public radio. From Spring 2005 through Spring

2008, during which overall listenirf§QH)o public radio grew by 2.Bercent(Arbitron Nationwiak),

news stations grew by Bercent(Audience Research Analysis AudiGraphicag98 stations, diary

markets only).

News isusuallythe strongest programming at the many public radio stations that offer a mixed format
of news and musiattractingmore listeneis andmore listening.

9SSy |a LlzoftAO NIRA2Qa ySéa YR AYTF2NNIGA2Y LINE I N
fFNBSad LN OQUAGA2YSNE 2F RIFEAf@ 22dN¥YyFfA&AYZ ! YSNRO
thousands of jobs. Their ght follows the general abandonment of most serious reporting in
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commercial radio and dramatic curtailments in broadcast television news. Further large changes in the
organization, business models, and availability of journalism in America are imminent.

There is both responsibility and opportunity for public radio in these developments. At the same time,
S YySSR (2 0S NBFfAAGAO 02dzi LIzt AO NI RA2QA OdzNN.
we need to bdocused in our aspirations teebsomething more.

tdzof AO NI RA2Qa 22dzNY I f AaY Sy 22y aNa year,wdlllaftetpdl. ( NHza
At the national level NPR is our strongest journalistic brand, along with individual programs such as
Marketplaceand The World Locally there are perhaps ten public radio stations with a significant local

news capacity, 20 or more reporters, producers, editors, and anchped another dozen with about

half that.

We have other journalistic assets: independent producers aggldncers, international broadcasters
(most notably the BBC), a few partnerships with newspapers at both the national and local level, and
several loose relationships with emerging stealdne online news operations. But these assets are
generally disagggated and mostly at the edge of our field.

daiming a significantly larger role in American journalism will require a much more robust news

gathering capacitc Y2 NB 4 FSSiG 2y (GKS aGNBSGE¢ o mrtiore/ 2 1S02271 a3
editors and produces to shape their workThe distance between current reality and the role we

imagine¢ and that others urge upon usis large.

Public radio must also think carefully and collectively about the character of the journalistic franchise
to which we aspire.We cannot simply take up roles, beats, and topics as they are left behind by others.
But we must think considerably beyond what we are doing now. We should proceed in an audience
centered fashion, beginning with the interests and needs of those whodiresspond strongly to our

news and information programming and building to a larger audience of news users.

2.1 Journalism: National Programs

StrengthenLJdzo £ A O NJ R A 2tQ@ationa2nawsprdgra@sivith ¥ @mewed focuson these
programsby senor network executives, stronger reporting from across the nation, a greater
commitment to enterprise reportingmore diverse views and voiceand exploration of new
approaches to the availability and organization of national content.

Renewed focus on kegssets. A short list of signature national news progrageneratesa huge

amount of listening for the system as a whas much as half or more of &teningfor the stations

that carry them and greater listener loyaltyian mostother programmingy a | 0 A 2y. Q& & OKS R dz
b t wMbdening Editiorand All Things Consideradp this list,which also includeBresh AirTalk of the

Nation, Weekend EditioriThe Diane Rehm Shotarketplaceand The World
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Many in public radio believihat in recentyeardt wQa (2 LJ YI yI 3ISYSyid ai221 GKS
with respect to the broadcast performance of key national programs. It takes nothing away from

revitalization efforts already underway inside NPR and stdtionsed efforts such as Morning Edition

Gradude School to assert that more needs to be daoeeinvigorate and renew these prograrms a

continuing basisKey stepsnclude

e Assure continuing management focus and budget priority, both nationally and locally, on the
core programming assets of thelplic radio news franchise.

e Investinresearchtothy A G 2NJ 6 KS OKFIy3IAy3a AYTF2NXIGAZ2Y Sy dAan
signature news programming competes for attention and the changing information needs of the
listeners they seek to serve.

e Commit toregular, ongoing editorial and operatioradmmunication and coordination between
seniornational program executives and station leaders in programming and ti@wsenters
on the performance of key national programs

Reporting from across the nationWe recommend significanincreaseh y  LJdzo f natonaNJ RA 2 Q&
reporting capacityfrom across the nationCurrent national reporting is criticized as too often sounding

fA1S GLI NI OKdzi S-oNBINMNANIHEY FS | ZININGEG@2 FINR 3d fiokk S KSI NI f |
station programmers and news executives thatiencesvould like to hear more reporting from

outside the usual media cente(slew York, Washington, Los Angeles, etehlich they suggesiften
yieldsdistinctived G 2 NA Sa ( K lwith listenNagsl £ € @ &G A O ¢

How to achieve such reporting, however, elicits some differences of opinion and warrants further
exploration and discussion.

Someassertthat national reporting is an area in whidiational news producersspecially NPRould

make better usef station talent resourcesand reporting. In this view, statiorbased reporters;

especially at leading news stations with experienced reporters, editors, and produsiassld be

tapped regularly to report for a national audienc€hisrequires comnitments by bothnational

producersand stations, creation of mechanisms for regular coordination of a shared editorial agenda,

staff training,and development of systems for workflow managementt wQ&a RA dh@dsyjekA 2y a 2 7F
dzy RS@St 2 LISR d hii&KSba ClodyiiNgngared. T

Others counter that opportunities to advance national reporting throngkional producerstation
partnerships may be more limited than at first appears to be the easkthat t is difficult for even the
most accomplised reporters to report for both a national audience and a local audiertags.sliggested
thata ¥ NB Y {rfat®nafrdp&@tindréquirean allocation of resourcefor reporters and editors
based around the country who would be focused on reportingHeir network. One scenario would be
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for NPRo create four to six regional reporting centestaffedby several reporters, a producer, and a
regional editor. The facilities might lse-located with stationsbut perhaps not.

Enterprise andnvestigative reporting.2 S NB O2YYSY R A Y ONBI-imked3 LJdzof A O NI
investment in enterprise and investigative reportinghose concerned about the current state of

' YSNAOIY 22daNYyFfAaY 2FGSy YSyidAzy OKspecQdNR GA OF f NP
government, corporations, and large issues and interests in civic life.

At its best, investigative reporting produces high visibility, high impact coverage that both makes a
difference on important matters and advances the credibility and atithaf a news brand. Such work
O2dz R Ff A3y Oft2aSte gA0GK LlJzof A0 NIRA2Q& Lzt A0 as

At the same timethis is difficult and costly reporting and some believe the cost/benefit equation is not
strong enough for public radio to consider this patitil resources for the field have increased
dramatically.

To mount a serious investigative effoptiblic radio should build on the efforts already in place within

btw ySgad YR ! YSNAOIY tdzofAO aSRAIFIQa RSyl NB
focus onthree or fourenterprise/investigativaeams that, together, would be expected to break about

one major story per month.

Diverseviews and voices While we discussed the point in detail in the preceding section on

dy Of dza A WSeitSaiehareé our recommendationthaigo £ A O NI RA2Qa aA 3yl (dzNB
programs need moreiverse voices and views across the range of daily stories, in the people doing the

news andthosepresenting analysis. This will increase the accessihildyaathenticity of programming

in communities across the country that are becoming more diverses efifphasis ora wider range of
viewsandvoiced K2dzf R y20 06S O2yFAYSR 2z 6K OHSL KA RREINT €
programs.

Programmes urgeall national producergo avoid an oft-heardhomogeneity in delivery tone, to create

more settings in which people from different backgrounds speak the way they speak among themselves,
with a sound that rings true and authentic both for those likem and for those notln addition to the

on-air hosts and reporters, national producers need more people of color as editors and editorial gate
keepers at all levels.

Explore new approaches to organization and availability of national conteBROwW HEAUDIENC®
consultationswith programmers surfaced several suggestions for changes in how national producers
organize and make available to stations their national content, some very focused and others very
broad.

Multiple uses of ontent. National producersshould allow stations to usexceptional piecesutside
theLINEINI Y AY GKAOK (GKS& FINBE 2NAIAyYylffe LINBaAaSYiSRo
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the NPR newsnagazinesnd other national programsn their own so they can present threelsewhere

in their schedules. Others envisipational producerst St SOUGAY 3 aS@OSNrft ad2L) ad2N
would be offered, on a standlone basisperhapsthrough Content Depobr PRX National producers
mightalsoconsider replaying some piecksm their weekday programsn their weekendvehicles

perhaps with some addn or followup reporting.

Exploration of a possible NPR news strearSfome programmersuggest thalNPR movérom distinct
newsprograms toward a continuously available news &mformation stream that is unified editorially,
designed and paced with sensitivity to changing listener needs and interests in different day parts, but
which listeners can enter at any time with a sense that they are immediately connecting to a service
they know and trust. Those favoring such an approach believe it better aligns with how listeners use the
radio and makes even more sense for how listeners use services offered online.

Others believe current public radio news programs and hosts have digéridentities personalities

and daypart sounds and sensibilitiesd that public radio listeners like and value skequalities In this
view the distinctive personalities of the programs give a unique flavor to public radio news and keeps
public rado apart from the sometimes dronkike qualities of the cable news channels and other all
newsall-the-time services.

AnNPRoprogramming streamvould have dramaticnplicationsfor how NPR invests its news resources,

for carriage of programming from oth@ational producers, and branding of station servicétw

would NPR and stations finance hours of additional original programming at substantial additional cost?

How would such a format interact with current NPR wday talk offerings that do not flow ia the

magazine format, such as tlidane Rehm Shoand Talk of the Nationas well as offerings from other

networks, such aMarketplace,The World andThe Takeawd Given the likelihood that any such

stream would be offered on the Internet by NPR itseould this accelerate changasthe fundamental

dynamics between stations and the netw@rRhese are not easy questions, but there appears to be
Sy2dzZakK AyGiSNBad Ay (GKS GLINRBINI YYAYy3I y2i LINRINI Yaé
warrant further serious discussion.

Support the development of new national news programming that will give stations meaningful
choices for differentiating their news servicemd give more listenersa newschoice that neets their
interests and need®n-air and onlne.

Fa all the power and successloddzo £ A O NI} RA2Q& aAA3IYylF Gdz2NE yIl A2yt yS
close attention to their continued strength, lonigrm and larged OF £ S INR g GK Ay Lldzof A O
franchise also requires investment in innovatiand differentiation.

Several years agBeorge Bailey of Walrus Research,n&&G Discussion Paper, urged public radio to

! Gdr O1 , 2dzNRESE T o . FAfSe GNRGS
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4 SNBQa oKIG YFENJSGAYy3I AGNF G§SIAAEG &0 snEesSRINNGEGS v R
it becomes a prime targetattack yourself. MTV attacked itself with VH1. General Motors

attacked itself with SaturnPBS did nothing and was attacked by Discovery, which attacked itself
bylaunching TLC, Animal Planet, Discovery Kids, Discovery WiegBiscovery Espafiol.

0Going forward, we think that public radio could serve more listeners, ra@®e revenue and
block the competition by establishing at least two NPR n&taions per market, a winning
strategy so long as each NPR news station takgistinct position, clearly differentiated from the
other.€

More recentlyPRI President (and Audience Task Force member) Alisarbiter this caséor multiple,
differentiated news servicdsoth on-air and online

GThe BBC has retained its domeséach in news on radio and grown through other platforms by
offering more choices through different formats on radio and a variety of different applications on
other media platforms.If BBC had just focused on strengthening Radio 4 (its premiere radio news
channel), i€Q unlikely they would have been able to retain and grow their radio audience to the
extent they have.

GThis need for more dynamisim franchise. . .to meet American@eeds becomes even more
pronounced due to the growing space availabfedigital platformseven as it is important to
broadcast too. Competition will require public media to be prepared to offer more options in an
infinite channé & 2 NI Rd ¢

The decentralized character of public radio requires a collective effdreiflifferentiation that

Bailey and Miller encourage is to be achievetations will be hard pressed to succeed in pursuing a
different news audience without the power and leverage of network program assets. National
program producers that aspire to creatingntent for a different audience will not succeed unless
there are sufficient stations that will commit to carrying such programming at times that matter.

Three key steps are necesséoy a broad effort at innovative differentiation

e Agree on approachResource constraints demand focas a short lisbf possibilities Public
radio often defaults to the demography of age or race in talking about a different appeal
But both marketers and audience researchevbo have worked with public radiounsel a
more nuanced approacthich, while it may include demography, would lissedmore on
such factors asalues, lifestyles, information needsnd patterns of media consumption
These are difficult choices and require careful consideration and consultziareen
station organizations genuinely interested in differentiation of news sesdod national
producers.
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e Assessand sortcurrent programming. \th a differentiation plan or segmentation scheme
in mind, it may be possible to assess and sort theattar of existing national programming
along these lineas an initial foundation of service.

e Investin new, signature contentThis will involve significamvestmentg but with the
prospect of major gains in audience service and audience support.

2.2 Journalism: Local Reporting

Create a dozen high profile, statiebased reporting centers around the country whose signature is
superior local reportingincreasethe capacityand performanceof other stations that have made
substantial commitments tolocalnews reporting, and support journalistic collaborations that save
money, incorporate broader perspectives, and achieve a larger impact.

Aff . dZ SY6SNH &dzYYFENAT SR GKS OFLasS F2N 20t SEOS
GrROW THAUDIENCESSay.

dn every market, public radio is a critical, primary news sourcelnvesng in local harehews,
fact-based, reporterdriven coverage has never been more essential as so many local newspapers
continue to soften and contract, while lacTV stations continue to go their merry ratingysven,

hyper ventilating, irrelevant way. Yes, quality counts, and good editing¢cFaaiking, and careful
news selection are vital. But if public radio is to create the highest value that it can proside

thus attract an audience that does not have to go elsewhédtenust make news sparkle at the
local/regional level, as it so often does nationally and internatiorally.

If public radio intends to take up some of the space in local and regional jamatw being

abandoned by newspapers, it must achieve a local/regional scale considerably beyond that now enjoyed

o SOPSy GKS fIFNBSald LMzt AO NIXRAZ2 ySga aldliarzyao
reporters to cover their communities, mogt¥ LJdzo f AO NI RA2Qa I NBS&adG t 20l ¢
or fewer regular reporters. Total newsroom headcountews directors, reporters, editors, hosts,

producersg exceed two dozen people in fewer than 10 locations outside NPR.

There are thre, nonmutually-exclusive paths toward the scadad effectivenesgublic radio need# it
isto make a major leap ithe impact and significancef its local reporting

We recommendncreasng local broadcast and online reporting at a dozen stations whigh audience
service potential throughsignificantinvestments that increase the number of news staff, enhance-on
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air and online news production capacity, develop skills for reporting and content management in a
digital age, and foster innovative apprades to community connections.

Ten to fifteen stations (or state networks) are already embarked on efforts to build substantial daily

reporting capacity. They are in communities in which we can envisiortdéomg sustainable funding

that will grow as tleir efforts grow. Public radio, as a systetmuld invest in accelerating their
developmentcY dzOK | & ¢t a R2yS G SFENIASNI adr3asSa 27F Llzf A
OSYGSNE YR GaYl 22NJ YighetaSsé of therimiheBigeS i thgsa dperaions y (i &

can deliver to the large audiences they reach, their role model for other stations that may follow this

LI KX FyR GKS adGrtSyd YF3aySitié adzOK KAIK AYLI Otz K
veteran reporters.

We have emphasil the importance of assuring a range of views and voices throughout the news
reporting process at national producersi KA & Aa Ffaz2 GNHzS F2NJ 6KSaS SYSN
organizations.

Aramp-up ofa targeted number ofmajor, station-based newsooms warrants a sustained, muitear
effort in which national funds from CPB and elsewhere would stimulate and match growing local
investment.

In addition to these highlytargeted investments, we recommend initiatives for other stations that
have made gbstantial local reporting commitments that will increase their capacity to create and
present regular, highguality journalism at a level consistent with the scale and resources of their
organizations and communities.

Public radio needs to increase tmeporting and editing capacities of stations with a substantial

commitment to news and information programming@he key to success in such a brdmsed effort is

to recognize that expectations must be different in large markets;siidd markets, and ral
O2YYdzyAGGAS&Y o6dzi G2 &aSaé | 3F21t 4GKFG FEf 2F Lzt AO
guality in both orair and online reporting.

Most of these investments will be made by individual stations as they develop and allocate resources
G26FNR ySga 3FFGKSNAYI YR LINSBASYGlFrGA2y e | 26SOSNI &
School (MEGSPublic Radio News Directors (PRNl)kshops, and other such projeatan leverage

existing research and practical knowledge to inform letategies and practices.

The most criticastation needs are in basibroadcast jounalism. Marcia AlvaE 5 A NS OG2NJ 2F bt w

News Initiativegxhortsd (0 I G A 2 Yy & |y RIselwkidd wedakeady Bave. Do avhatiwe already
know,¢€ and places a strig emphasis on the need for quality in local news:

DRAFPublic Radidudience Task Force Repqr28



grow the audience

Public Radio in the New Network Age

a wt SBeénde of Plaékesearch reported widespread listener disappointment with the quality

and consistency of local news programming. This finding was consistent with those of three

earlier studiesi®f dzZRAYy 3 t wt 5Q& wnnm &/ 2NB +IfdzSa 2F [ 20!l f
both Local News Project | and LNP Il studies for PRNDI done by Market Trends Research. Covering

a period of seven years and built on different methodologies, all four studies faoiné same

inescapable conclusion: we are paying moreyitteA 2y (2 ljdzZr yaAGe GKIFy |ljdz £ A

Given the steadily increasing importance of the public radio news franchise and the still largely under
developed capacities at stations working within this fisise, we recommend an annual investment in
professional development for local news programming personnel.

We recommend support focollaborativeprojects that advance shared use of local station reporting
on a regional and topical basis and investmentssimared resources such as editors for broadcast and
online content. Such efforts should have a clear focus on cost reductigder use of contentor

both.

Public radio can achieve local/regional scale through collaborations among public radio oigasizat
While there are numerous smaltale examples around the country, mostly in the form of shared state
house reporters and FTP news exchange sites, examples that involve multiple reporters, significant
investments, and a regular egir presence are re. One example in recent years has been the

Northwest News Network, involving a number of stations in the Pacific Northwest. Participating stations
have invested in a shared editing and reporting function, as well as contributing stories coming out of
their own newsrooms.

Station collaborations do not need to be exclusively geographic in their focus. Another approach is to
organize around shared editorial themes such as economics, education, the environment, health, and

other such issues that often reiwe priority in public radio newsrooms. Participating stations would

AKFNB GKSANI O2y(iSyid GK2NAT 2yGrfteé | ONRaa G(KS Lidzo
I @GIENRFGAZ2Y 2y (GKS abSsad bSig2N)]dozhgsamieKS Cdzil dzNBé Y

Investments in this approach would aim at overcoming the significant barriers teugiast such
collaborations, helping collaborators demonstrate the value of shared efforts in order to attract future
investments from the stations themselsand other funders and sponsors.

We recommend experiments with partnerships and collaborations that look outside public radio to
other content-creating organizations and community resourcaad development of a recommended
editorial framework to preservethe trusted position and integrity of public radio in this more
inclusive and multidimensional environment.
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Scale is also achievable through partnerships and collaborations that look outside public radio. The
proliferation of accessible media tools hasiltiplied the number of groups and individuals that create

and collect information about our communities. While many of these individuals and organizations have
their own direct pathways to audiences online, few have the visibility and reach of oiorgatOnline

only news organizations (often staffed with newspaper refugees), arts and cultural organizations, and
blogs and listserv forums on community issues such as education, health, the environment and local
politics are a few examples.

Stations wil need to give careful thought to the principles, policies, and practices that shape which
organizations and individuals they choose to work with and how they distinguish their own work from
that of their community partners. But there are significant trt opportunities both for broadcast

and online presentation in this space.

Two kinds of investments would advance such outward looking partnerships. One would be to

SyO02dzN} 3S FyR &dzlLl2 NI | FS¢ RSY2yad NI dhipraodel LINR 2S O
might look like. The other would be to formulate the editorial framework needed to preserve the

trusted position of public radio in this new, more inclusive and mdittiensional environment.

2.3 Journalism: Integrated Online News

Create anntegrated online news presence for diverse public media sourgaésternational, national

and localc that extends current capacities and brands, leverages current editorial assets and adds or
creates new ones, and thanight includethe distinctive strenghs and separate assets of public
television and online public service media organizations.

GROWTHRUDIENGRA b S¢ aSRAI 2 2 NJ Awdril-clasdidlidtoratSefydanangdd2 y SR |
publicservice mediaews site hat wouldprovide a online presencecomparable to theBBCthe New

York TimesThe Washington Postr CNN.The site would integrate content from multiple sources and
brandsg international, national, regional, and local. By matching IP addresses to locations aind opt
preferences, usersoelld be presented a localized version of the site, in some ways replicating the

listener experience dflorning Edition which might move from an NPR foreign bureau Maxketplace
Morning Reportto a local update from City Hall.

The Working Group surfad £veral ideas for how to best integrakecal and national elementbut
there was broad agreement that such seamleshnicalintegration was essentialThere is substantial
divergence on how to best name and brand the site, however, as well asohsiveicture and monetize
it. Also worth considering would bgartnerships with local newspapers, combined public radio and
public television efforts, and special emphasig@aching audiences now outside the principal public
radio constituencies
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This would be a huge and complex undertaking, surpassing in scale other coordinated digital initiatives

such as the nowinder-developmentAmerican Archivé .dzi AG Aa LINRPolofeé Llzof A
presence in online services that would be comparabléhe role and impact it has achieved in

broadcasting.

alye 2F LlJzofAO0 NIFrRA2Q& LINPANIYYAY3I YR ySg (SOKy2
discussions abowt shared backbone or infrastructure figital distributionof public radio conteng

without meaningful fruition. An observation about those efforts is that they centered more on

technology and structure than on content.

More recently, an ad hocgroup of public radio and television leaders opened a discussion about
possibilities for agggation and collaboration in online public media journalism. The group mapped out
several different possibilities for such an integrated effort that speak equally well to both integration
and collaboration among multiple parties within public radio oefforts across public radio and public
televisia.

We recommend that public radio and other public media partners more as quickly and as far as
possible through a sequence of nemutually-exddza A S a G SLJa (2 0 dznéwR LJdzof A O )
capacity.

Colhboration behind the curtain. Threshold opportunities to enhance the productivity and impact of

LJdzof AO N} RA2 FyR LlzofAO (St S@OAarAz2yQa 24adingy S 22 dzNy
identities of the respective producing and distributioganizations. Frequently cited collaborative

measures include coordinated backend systems, APIs, standards, tools and shared investments in

activities such as federated search and search engine optimization (SEO).

Aggregation of public medigournalism t dzof A0 (St S@GAaA2y |yR Lzt AO NIR
currently presented on sites that align with separate networks, producers, shows, and stations. There is

no integrated public media journalism presence, scant clioging or promotion of othepublic media

content, little unified branding, and weak search optimization. This makes it harder for users to find our
content than it should be and fails to capture natural affinities that cut across our work.

Much as NBC and Fox created Hulu as assimgine vehicle to distribute their respective sitcoms and
related material, public media could create a public media journalism destination that presents work
from multiple sourceg, international, national, and localshowcasing of our collective eftarin a way
that both stands on its own and leads back to our respective entities.

In one view this function could be advanced through a single, high visibility site that would give the
online user an integrated yet varied experience, much as the maniMecsionsof Morning Editiorare
perceived by radio listeners. Others suggest users will increasingly seek content that is organized in
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content verticals and that we should not confuse our desire for aggregation from multiple sources with
an audience dere for focused presentation. This point extends through the following steps as well.

Aggregation plus curationHulu has grown to include content from dozens of sources beyond its two
founders Similarlyan integrated public media journalism effortutd also include curated content
from other sources, ranging from conventional journalism partners to ordimlg journalism initiatives

to various citizen journalists and other kinds of ugenerated content.

Such steps toward partnership and participaticurrently play only a small role in most public media
journalism but will grow over time as our organizations learn how to manage such relationships and as
users, supporters, and major funders increasingly expect it.

Content collaboration. Public broacasters have periodically collaborated on content creation

Minnesota Public Radio organized several rounds of an annual Public Radio Collaboration in which
yEGA2Y Lt ySGg2N)la FyR atlriaArzya O2ftt SOGA#ading T2 0dza
which also included several prograspecific partnerships. This past year CPB sponsored an Election
Collaboration that spanned public television and public radio and is following with a new collaboration

focused on the economy.

Most observers haveonsidered these efforts modest successes at best. They have often been more

GLI NI £ €St LXFeég GKEY (GNHZS O2ftlF 02Nl A2y ® {dza3sSai
scale, stronger commitment afriginalreporting resources to the collabative endeavor, and greater
Ay@SaitdyYSyid Ay GKS aO2fftl062NF (A J§nofijustedpdetng G KI G 2 NH
partners to carve out time from their current roles, but rather a strong central capacity that is

accountable to the overall calboration.

A new or expanded journalistic entity whose mission would be wétst but would feed tobroadcast

platforms. This vision for online public media journalism calls for an entity that would be organized and
focused principally on online conteriireating text, images, audio, and video in a fashion that draws on

the values, strengths, and brands of public broadcasting but works to a tone and sensibility that is

Gyl G6A@SE G2 GKS vy SabauroNr@m practick idvéhibh radiny telkvisidndzNJy/
YFEGSNRALFE A& 2FGSy GSELRNISRéE (2 GKS 6So0x GKA&A Syl
television realms.

¢tKS SydGAaide YAIKG 0SS SYOSRRSR $gAGKAY Fy SEAaGAYy3T 2
aL) 0S¢ izg retwdtl® anfl Belween public radio and public television. It would need

sufficient scale to create a distinctive and competitive presence on a daily basis, perhaps aiming for an

initial staff of 200 or more.

The output of the entity could take sewsiforms, from a single destination or poHigpe site to
multiple, contentfocused sites. Similarly, the focus coutddincipally on a national identity or on
integration with local efforts that would give users a geographiaalistomized experience.
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3. Music

BdzA f R LJdzo f A GenitéstRraughthétter bGratir@Y dza A O Ay G2 LJdzo f A
servicevision,adding music stations through acquisitions and operating agreements,

stronger performancea strengthened position in the networked spacand

innovation in presentation and new genres.

GLT ySga Aa GKS O0NIAY B sonddrovi, huBic had 1654 RaflisiiYOdaa AyQ@ OA & &l
much on the public radio radar asitusedtot®@2 NJ |t 23 2 F 2 dzNJ théydom&tg SNRE X { ¢
publicradio.! YR L GKAY{1 6S NRa]l fz2aiy3a LIS2LIXS K2 ol yid
Davia Nelson, Kitchen SisteBrow THRAUDIENCKession, Third Coast Festival, Chicago

Public Radio and Music
Music is a critical partof pull O NJ RA 2 Q& | dzR A Siya@@untsif& bdghifc&ypolidndzl G A 2 v
of the listenerswho tune to public radio each weelind a major share of total public radio listening.

G! £t ‘iimasth@BINB A SY G Lzt A O NI RA 2 @t aciohNGoBecoRed y I yi Y
four hours of public radio listening.

e 46 classical stations accounted forfdércentof all listening to public radio in Spring, 2008.
e 25 mostly jazz stations accounted fop&rcentof all listening
e Adozen AAA stationseounted for 4oercentof all listening

Add in the listening to music presented on the scores of namgmusic stations and those stations
presenting music other than classical, jazz, and addmusic accounts for more thamme out of every
three hoursof total public radio listening.

adzaAO adldAazya LXIFe AYLRNIFIYyG NRfSa Ay (GKS NI OALlf
stations like KUSLos Angelesind WETAWashingtonyeach large Latino audiences. Half of the top

ten stations for African! YSNRA OFYy fA&0GSyAy3a FSEHGdz2NB 2111 @ t dzo f A ¢
musicbased.
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az2zald 2F Lzt AO NIRA2Qa Y2 a-baselgmpO R5Fa Addeo f 20y AN R AR
streaming stations (measured intermsioft @S NI IS (dzyAy 3 K2dzNBEk! ¢1 €0 FSI G
AUGNBIlIYao tdzof A0 NIRA2Qa fSFRAy3I OflFaaaolrtz 211
like KCRWlos Angelesand KEXPSeattle)have established national online brands for therwes in

contemporary music. WKJKent) with Folk Alleyand WAMUWashington)with Bluegrass Country

have established 24/7 music channels that are distinct from their primary broadcast service.

btw adzaAO0X bl GA2YyL{f t dgwilide®ervicé, iR haphiag indoitsSovriRflllsie S E LI y
with concerts, interviews, featureand links to an array ghusicstreams from NPR member stations.

NPR Music tests the idea of an integrated portal of material from diverse soyrzg#sunlike the mtion

proposed for news in the previous sectigand also the idea & single pathway into multiple music

genres.

The Public Radio Tuner iPhone bggition has become the top rankdéake music aplicationon the
iPhone with over 1.5million downloads a of April2009

5SaLIAGS ff GKAAX laldaiof fllyntaydatddingsgsiem YodeéraatonssabodId A O S a
strategy and servicePart of the reason is political and culturathe various political entities at the

federal, state, and loddevel that contribute significant sums to the public radio enterprise tend to be

more focused on civic life and public affaifhe sensibility that lets music and art fade from public
schoolsalsoNB f S3F 1Sa Lzt A O NI RA 20 boweyldzal bf Gespeof dvd iatestii dzNJ- f

Part of the reason is dustryperception. The long arc of public radio programming and listening bends

in the direction of news. News and talk programs replace musicon-Nedi A O a il GA2yaQ &aoOK.
news gations replace mixedormat stations in several markets each year; and most of the net growth in

listening to public radio over the past decade has been to news and information programiruirtger,

public radio music has no visible public champj@enior network executives almost all associate

themselves with news rather than music.

And there are structural issues. Music elements within mifaethat stations play second fiddle to
news as news attracts larger audiences and more dollars. Mamualt stations; especially classical
are part of multiple station operations, paired with either a public television staiicam alknews
station that has a much larger constituency, and sometithesmusic station iselegated to therole of
cashcow.

NBYRI . FNYySas LINBaAARSY(d 2F GKS ! yAOGSNERAGE 2F { 2dz
that dpublic radi@ hasbeconreY 2 NS aeéy2yevYz2dzi 6AO0K (GKS btw OoNI}YyR I\
music stations and other kinds of stations will mowere to the fringe, not more to the center, at least
F2N) 6KS FT2NBaSSFofS Fdzi dzNB ¢
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But whether music stations are at the center or at the fringe of the overall enterprise, public radio
clearly has valuable radio assets in the music area and the opptyrtoninake these services more
meaningful and valuable for millions of listenésth on-air and online.

Capture the Broadcast Franchise

We recommend a concerted effort to increase the number of markets in which stations offer public

NI RA2Qa asic Mahohide® da$sical dusic, jazz, and A&MAN a consistent basis. This can be

achieved through a combination of setfirected change and focusing at current public radio stations

and adding or changing the control and direction of stations througtquisitions, mergers, and

management agreements.

TKS fFNBSad FdzRASYOSa YR KAIKSal tAalGPefanyirly € SOSTE 3
formats are offered by multiple stations that are differentiated from each other. In terms of fprma

LJdzof A0 NI RA2Qa Y24l LIR2gSNFdA t & IniSvBFaBodatluyhgNPE2 Yo 2 A
and other network programand a classical music statigrmsseen from Washington to Cincinndi

Portlandand 18 other tog50 markets

The prinmary driver of audience growth for classical music stations over the past several years has been
LJdzo f AO NI RA2Q&a GO LIWadaNB¢ 2F (GKS Ofaaaldlt Ydz&aAo ¥
has occurred through abandonment of the format by a ceencialstation¢ in Washington, DC, WGMS

shuttered its classical service and WEBAumed the franchise with great succassl in Los Angeles

commercial KMozartclosed shop and KUSC became the sole classitat. It has also happened
throughacquisiton of a station or control of the service through a management agreemémerican

Public Media purchased/KCP in Miami and Detroit Public Televisiow managesWRCJ in Detroit.

Today, there ar@erhaps three major markets in whicommercial classicatationsare at the brink of

turnoverand several others in which there is no fiithe classical station, commercial or public

Althoughless dramatic, growth of listening to AAA stations has been driven by sitaitatfopments in
availability, includig acquisition and format change (Minneapefis. Paul)AAA stations entering the
CPBsupported system (Baltimoredndemergence of the format from a previously eclectic schedule
(Salt Lake).

The availability of jazz stations has been going the ottesr, with astation inone large marketeaving

the format(Milwaukee) and several jazz stations failing to remain qualified for thesGprted
system (St. Louis, Orlando, Murfeesboro, TN).
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Music in the Networked Environment

We recommend continued deMepment of public radio music servicesboth core genres and special
nichesc in the networked environment of online and mobile devicesd the development of an
organized approach to music rights issues in this space

¢KS @I aid YI 22 N3Buirent odlife mudicdfferdings andBirRulcasQ &faonservices A

growing number of music stations are offering second streams, podcasts, archives, concerts, and special
features. For everyone working in this area, however, ldagn financial sustaiability issues loom

large. As KCRW General Manager Ruth Seymour pugit interview inFast Compana ¢ KS T O
2yS KlIFa 02YS dzlJ gAGK | FSraAaofS odaAiySaa LIy
gorgeous blond@ How doyou keephdd Ay ¥ dzNBR K¢

Aa
|.

a
Y R

Determining how toexpand activity inthe networked, new media space ¢riticalfor music stations in

remaining accessible and relevant for their audienespecially with respect tgounger listenersAAA
stations, with the youngestkewirg audience of the major public radio music formats, know thistm
acutely, but it applies to all the music formats and for listeners of all ages.

Music rights issues pose different challenges for the different music foramatsnake it more difficult

for music stations to move aggressivéiyo the new network age than their colleagues in newBublic

radio recently concluded negotiatiafNR & I f GAS& F2NJ 2yfAyS ai0NBIYAy3a 2F
The negotiationproduced a comprehensive arrangent for the field and a single payment by CPB to

cover the public radio system. But that contract ends in a couple of yé@&s,not addresaumerous

programmatic restrictionsin copyright lawand covers onlgtreamingservices.

Usingmusicin podcass, for cellphones, and in other settingequires obtaining the rights for each of

these uses. Some artists aretording companieare eager to partner up, some have plans for

exclusive domain in the networked space, and sa@or't want to give ugightsthat might be valuable

in the future even absent specific plans. Rights issues have steered public radio away from the kind of
innovation and experiments users associaith public radio.

An organized approach to identifying key rights issues and fiatesolutions would identify the scope

of costs and obligations, encourage the development of more robust services in the network space, and

clarify prospects foa workableF A y I YOAF f Y2RSt F2NJ LMzt A O NI RA2Qa Y
environment.
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New Approaches

We recommend that stations and producers experiment with how public radio organizes and presents
music within its current genres and to think outside the familiar genres to other music possibilities
that might fit within the broader publc radio domain.

Nearly three years ago sond® leaders in music performance, music presentation, and electronic media
gatheredat the invitation of leading public radio organizations to discuss the future of music and media.
hyS 2F (KS 3IdoRchmidnsivasSneé hakd tduhd@rstand and respond to a changing
audience.

a ke audience for this music is evolving in tandem with the aging dbdy boomer population,
the growing power of youth media habits, the integratioriraimigrant populationsnto a
changing mainstream, and other huge cultural aesnographic shifts. Young people, in
particular, inhabit an omnivorous media andisical environment with many more choices,
fueled by a global internet and a#PodcultureChat allows them to findsample, and experience
a dizzying array of musiogénres and cultures with much lower barriers than ever before. We
must adapt the creatioand presentation ofmbitious musiQo this pervasive, usedriven, self
defining musicatulture£ A Beport orthe Music & Media ForunGlobal Business Network)

There are really two provocations here. One is to rethink how public radio organizes and presents music
within its current signature genredA few stations are doing just that, mostly in fringe listenperiods
onHD2 channels, or online. There needs to be more.

Thesecondchallenges to think outside thdamiliargenres to other music possibilities that might fit
within the broader public radio domain.

When we look at public radio music stationge see different genres of musicy ¢ KA OK a0 S G SNE
performingstations are eithein the 2-3 share range (classical) 62 khare range (jazz and AAA). In

all of these genres there agefewtop performersg stations that really pop out of the crowgland

numerous stations that are seriously ungegrforming,but sustainabilityfor a public radiomusic

service is somewhere ingkeranges of market share.

Public radio should open its mind to new music possibilitiespecially music that has not had a

niche in the public radio landscaptn the space between commercial viability and neartain

obscurity, WK & ' N’ GKS YdzaaA O 3ASYNBa (GKIFG LI &aa Lzt AO NI
1 share in the tofpOmarkets? What music would appdala demographi@ decade youngdhan

classical, jazz, or AAA?
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For some years it has been clear that the broad direction in mass media is smaller audience shares

for any given channel and thigtrger shares must be aggregated across multiple channals.trénd

Ada OOStSNIGAY3I FT2NINFRA2QA YdzaAO aSNIWAOSA T aidSN
considei KS ANRGGK &a0GNI G0S3IASAE G t KAfIFITRSELKAIFIQA 2-tbod

WXPN ha@ 1.7 share inFall 2008smaller than theother two public radio stationsn Fhiladelphia

but a top performer in the AAA music franchisé/XPN alsoperates World Café, a venue for
concerts, performancesind community-events,arestaurant, and general gathering spothe
stationproduces the nationalkgistributed AAA World Cafgrogram,makesfour online streams
available to userghree of which it produces ithouse has aligned itself with NPR Mudias a

second HD service, and a host of other ongoing activitlXPN is aggregating market share across
every channel it canrfd.

Younger listeners are using online for much of their mgsuhat about a online music service
designed exclusively for the network space and aimed at capturing this demographic?

How about seriously considering some different music presentaéohniques? Pandoria a

LISNE2Y I f AT SR AYGiSNYySi NIRA2 aSNBAOS (KIG KSt LA dz
favorites¢ does this sound toalgorithmicfor public radio? How about a software version that

0dzA f Ra 2y LJdzo f A AusihgeRrdsPRMis eXiiotid§ tNdippskibillBes ®rfsuch a

ASNIBAOS FT2NJ YdzaA O aidlidArAz2yaqQ ¢gSoarisSao

These are all speculations. None have been tested, vetted, or exploGRbity THAUDIENCE But

public radio is stuck in a music box of its own makimgdjthe path out starts with ideas and
experiments and a few risks until something sticks.
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4. The Network

Use ubiquitous networkedligital mediato follow current public radio listeners in

their changing patterns of media use, cultivate new users bpyding more ways to
find and use public radio content, and make public radio more flexible, participatory,
and engaging.

We are developing plans fpublic radio audiencgrowth in the midst of a globahediatransformation
Increases in the availalyl of computing power and storage, digitization of all forms of content,
expanding telecommunications bandwidth, and the rise of a conneatlyanywhere Interneprotocol
network accessible through an expanding number of devices will drive this chamggafs to come.

The transformatiorpresens opportunities toincrease public servicggiving audiences greater, more
convenient access to our work, enabling Aorear and ultraniche offerings, and drawing audiences
into the process of selecting, crildy, commenting upon and sharing content.also disrupts and
threatens core elements of the public radio enterpriskbroadcasting, journalism, recorded music, and
geographic quasexclusivity. This interplay of opportunigyd disruption has uncertaiconsequences
for both established public radio services and new initiatives.

But it is not as though we stand at the edge of these changes. We are already deeply intdtiem.
Pew Research Center's Project for Excellence in Journalisich tracksnedia use on the broad and
longterm basis, makes these observations:

oRadio is well on its way to becoming something altogether newmedium called audio.. To a

greater degree than some other media, radio is unusually well suited to the digitelition. Voice and
music are mobile and move easily among new platforms. And audio has done better as a medium of
holding its audience than some other sectérs.

There ardour important vectors of change for public radio within the broader transforomtieach
GAUK AlGa 26y ReyFYAO 2F 2L NIdzyAde FyR GKNBFG T2

Shift in delivery platforms.a dzOK 2 F LJdzo f A O NI RA 2 Q§credtiNg, delecling2 y I £ & G N
and presenting content of high quality and demtheadiy shifsfrom broadcasting to the networked
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environment. With that shifhascome the opportunity to offer multiple program services, to offer
listeners the ability to shift the time and place of their listening, to unbundle content from the linear
program flow, and to reach audiences far outside the local broadcast contour. Concurrently, as others

A8AT S GKS &1 YS 2LILJ2 NI daehaiihgS £ LI ydza fyBO ONIZROBAA | iy R4 L.

stations, producers, and networks face increasing cetitipn from hundreds of other entities, including
each other. Public radio can advance its strategic position through the media transformation, but all
public radio organizations must rethink the competitive landscape and their respective place(s)itwithin

Shift in relationships with the audienceThe networked environment encourages change in individual
media behavior and relationships between individuals and media institutions. Search engines, news
feeds, podcasts, and links and recommendationsiffdends and colleagues shape daily consumption.
Individuals take on curating roles with rankings, critiques, playlists, and postings on social networks.
Usergenerated content moves from letters and eailtalk shows to raw material for professional
productions, photos and blogs on station sites, and cre@drcing on a wide range of topics. At some
point on this path, the relationship shifts from presentation to conversation, fromtoA@any to
many-to-manyg not in everything (far from it) but irmportant ways felt by the institution and the user.

tKSaS OKIy3asSa Oly I Rt cddnectadebcorvedmdNBuBIA & d | & LIA NI G A

communities on civic and culturelsues add depth and perspective to public radio content, and

strengthenéi  GA2yaQ LIRaAAGAZ2Yya & 3ISydzAiyS O2YYdzyAide Ayali
FYyR Of FNRGe 2F | adlFrGA2yQa ARSyidAaideszr L12asS O02YLX A0
2F FdziK2NRAGe FyR | dzi s@etdnted franahises of feishayid mubsizdamimO NI RA 2

time and resourcefar out of proportion to actual gains in use and value.

Shiftsin relationships within the field. Content creators of all sorts have increasing opportunities to
connect directly withisteners and users, bypassing conventional distributors and stations. And within a
decentralized system like public radio, content can move in new ways, horizontally from station to
station and among@d hocnetworks of interest, bypassing large centratlzeetworks. These shifts strain
relationships within the public radio field and put both natioaad locabusiness models at risk. The
audience service impact ofigdisintermediationis determined byhe value added by the

intermediaries at risk. $0e believe a direeto-end-user shift will reduce inefficiencies and wasteful
infrastructure while expanding audience choasd satisfactiod® hiKSN&E F NBdzS GKI
of both networks and stationmakes it possible for them tsupport impotant, but less viable content
(e.g.,international bureaus, local reporting, and emerging talent) and provides needed coherence and
focus in an increasingly chaotic media environment.

{ KAFO Ay Th&nRtworkad eavitzirdent lowers baers to entry and allows many new
entrants to claim aole aspublicradio or, more likely, publiservice media organizationsT'hese
emerging entities are staking claims to public attention, public policy support, and public funding. In
some ways thissimerely an extension of an issue that has been with public radio since its inception
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sorting among the several thousand noncommercial radio stations to identify several hundred entities
GKFG ljdzZh £ AF& F2NJ Lldzof A O T dayfeskioha antl goliegidlrrhidgem@tsLI G S A

But it is also different. Among the growing number of public service media organizations that work
entirely in the norbroadcast, networked space are entities at the leading edge with greater use,
visibility, andsupport than those at the trailing edge of the public radio systéngrowing number of
communitieshavenonprofit, online-only media groups that, with respect to community partnerships,
number of journalists, or foundation support, match their local fiwbadio station.Public radio has
only just begun thinking about how it will relate to these ontmdy effortsq as competitors, as
colleagues, as partners, or something else. These questions are likely to become steadily more
important, both operatbnally and as matters of public policy.

Guiding Principles

Media technology consultant Skip Pizzi and @row THAUDIENCEew Media Working Group offered a
list of 10 important concepts that public radio professionals should keep as touchstones inghiagir
courses through tis emerging media environment.

AGILITY ¢ 2RI &Qa Y2 suivivahinstidetoddnedid pirofessionals is the ability to shift
among content creation and delivery models more readily than in the fasilic
media management ot gainsuchagility to adapt to new platforms aralchanging
marketplace, while maintaining a central focus on core content strengths.

BRAND This is the fundamental asset of public media. It includes a rare combination of
integrity/credibility with hipness and high marketability to certain desirable
demographics.In fact, it manages today to hold slighdifferentvalues for several
different demographics, and this potential must be expanded (another form of
agility ¢ maintaining multiple variations diranding for various audience cohorts).
LiQa ONM (thald cohErenki@ods Der&aidederhaps this is best
SELINB&&4SR &4 da@ tNRE@Xé Ay SHKAOK Lidzmt A0
worldview¢ both for news/info and arts/entertaament¢ and ideally one that
a ¢ 2 Nile atanslates easily) for several distinct demographic targets.

MAINTAIN Keep the anchor of aon-air service sacrosancEM is still strong as a core. Without
it, public media web audience would be much leésdiences are shifting, but at
best there is still a 10:1 advantage to-ai listenership, with typical station
numbers at 50:1 or higher.

BALANCE tdzof AO YSRAFQa 3IAINBIGSad YIylr3asSySyid OKIffS
driving a proper balance (withigh temporal granularity) between currently shifting
parameters:

e Local vs. National content
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e Realtime vs. Ordemand services
e hNAIAYLI gad ! Oljdz2NBRAEGKRNER O2yiSyid o
e Mission vs. Monetization

l'ye GNBAYGSYyGAz2yé 27F ntdgreritalyQvittNdciefld & K2 dzf R
weighing of institutional priorities against the advantages or disadvantages of each
prospective new approach.

Aggressive promotion via traditional and new venues is increasingly important.

Perhaps the bestareatoe®NB A a LI NIYSNEKALA 6A0GK ao6Sa
where mutual benefits can flove(g., Google, Starbucks; certain national magazines;

local newspapers; large local employers).

Encourage and assess audience reactions; get representation from a
demographics; learn, adapt and grow. Hire smartlydert people are one
opportunity ¢ much of the NPR News brand was built this way, taking strong print
journalists and teaching them the craft of aural storytellingyite listener feedback
and paricipation through social networks and new venues of CONSUGEESS.

Keepabreastof allrelevant and peripheral new technologie€onsider them both
for the appropriateness of their inclusion within your services, and for their
potential impacts ifmplemented by competitorsDevelop stable metrics or
benchmarks by which to evaluatew opportunities.

Watch the changing audience numbers closely, with special attention to the
Diary/PPM shift as it continues. Weight respective metricsgjoand online), and
establish crediblenalysisalgorithms. Remember to account for behavioral shifts
that may occur as audiences age: These may proceed differently or faster today
than in the past, but they will occur.

Public mediadoesnoti®S | YIFyRFIGS (42 06S FKSFR 2F (KS
LR2AAGAZ2Y A& LINBTFSNIOGESP alAyildlAy 3I22R OAA
1SSLI FALANYGAZ2YIE GFINBSGA Ay arA3akidoe .S 2L
for deus ex machinavents. Scalevell.

Remember that compelling content always trumps delivery technology. If you
provide something listeners want to hear, they will find their way to it, however
cumbersome. Conversely, the most convenient andasdate mediaaccess

methods areof little value if they provide no interesting content. Thus the true goal
in new media for public broadcastersgieat content made broadly and easily
available Seek new talent, topics and presentation methods, while maintaining
traditional programming.Extend and expand the core.
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Reality Check

Public radio is now about 10 years alonghi@ networked space How are we doingEvaluation of

activity on the netverk is still a work in progress and much debate surrounds appropriate metrics, the
strengthst YR Ffl g4 2F RAFTFSNBYG YSIFadaNBYSyid @S3R2NA
I LILJ c®rapéarability (or lack thereof) of online indicators to broadcast measures.

One way to assedsldzo f A Ocuriht Rekf@n@aace is to look at the mostdadcastlike web
application, streaming, using a familiar broadcast meftise averagequarter-hour audience (AQH)

Sh‘eqming AQH  sclected SRG members In thls Chart we see the average

KQED audience online for a number of
K\ZEEEE SRG members who were willing tc

ec share their numbers. We can see
e cowple of stations; major players
i in our field like KQED and

oo Minnesota Public Radipto which
e a significant number of people are
Woom listening online. But we also see
%EE that there is a pattern of very quick
wer fall off in the use of the web as an
ol online audio deliery system. For

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 mOSt Statlons! the average On“ne

Source: Corporation for Public Broadcasting, Arbitron through Audience Research Analysis

audience is very small.

Streaming AQH and Total AQH We see this more clearly when we
KQED : : ; look at listening online in the
K\ZCEE .F : context of total listening, both on
- : the air and online. The online
wour | 1 numbers are small fractions of the
Ko 3 total for even the most successful
|
|

KUT
WVPR
WBEZ
KERA
WTMD

WGBH
public radio streamers.
W Streaming AQH

Total AQH

wuom When we shared this data with
KWMU
WNPR people knowledgeable about and
WEFPK
. working in the online space, they
wol were quick to point out that the

WuOoL

web is not just about replicating
the broadcast listening experience
Streaming is currently the most

10,000 20,000 30,000 40,000 50,000

Source: Corporation for Public Broadcasting, Arbitron through Audience Research Analysis
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used content feature on public radio station web sites. But it is just one of many possible public media
applications online and there are many other ways in which people can use and benefit from what we
do online, much ofvhich may be based on text and images.

Monthly Web Visitors and Weekly Cume This chart looks at theonthly
sefected SRG members unique visitors to a number of
e ——— 1 | | A0 GA2yaQ & Svieeksy .
KQED  — : ‘ : broadcastcumec each is an

WGBH
OPB
WBEZ
WBUR
KPBS
KUuow
VPR
KIZz
KWMU
WEFPK
KBAQ
WPSU
WFPL
WuUOL

|

: indicator of the reach of the

! 3 platform. We see that some

| ® Monthly Web Visitors . . L.

| Weekly Radio Cume stations are making sigihnt

| progress in reaching people on the
web relative to those they reach by

broadcast. We should note that a

number of the stations with the

largest numbers of visitors are joir

200,000 400,000 600,000 800,000 1,000,000  1,200000  radio/television operations (KQED

Source: Google Analytics through Integrated Media Association Public Media Metrics, Arbitron through Radio Research Consortium .
WGBH, OPB, KPBS) that are usin

both of their broadcast platform$o drive traffic to their sites, and that we are comparing the web
traffic to their radio audiencenly.

T

o

There are some important caveats in looking at this kind of data:

e Some studies suggest that most people who visit statieb sites are also station broadcast
listeners. Some stations report a substantial number of visitors from outside their coverage
areas. We do not have standardized data on this point across all stations and it is best to think
of monthly web visitors aad people in the weekly radio cume as overlapping but different
populations.

e Public Media Metrics, which reported the data on which this chart is based, also reports that
over 70 percentof the monthly visitors to public radio web sites show up only anper
month® Ly O2ydNY&adz LIS2LXS Ay | Ge8LAOIf Lzt AO
dozentimes perweek on average.

e Mostvisits to public radio web sites are very shartlO seconds or less.
On the national level National Public Ra@dia Yy LIN»2NH Aa (GKS Yz2ad adz00Saat¥d

over 8 milion unique visitors per month. During the 2008 election, that number spiked to over 10
million.

DRAFPublic Radidudience Task Force Repqi4
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None of these data really speak to the interactisecial networkingapacitiesof the web with which

both networks and stationare experimentingb t wsfdlenew social networking, the growing number

of station Facebook pages,w - Q& KA IKf & Ay SNI Olahdber appisationall wl RA 2
produce interesting glimpseof changing dynamics with listeners. But we are a ways from

understanding enduring consequences for overall audience use and value.

NPR, other national producers, and many stations believe that the web is central to their future and
critical to their public service mission, but they are still searching for ways to translateléwgh
aspirations into workable strategies and implementationis klear that public radio has an enormous
distance to travel in realizing its online potential and achie@ngmpact that begins to approach what
has been achieved in broadcasting. In the remainder of this section we explore key steps to begin
getting there.

Online Strategies for Stations

We recommend organized and ongoingport for stations in developing Bategic clarityabout their
roles and expectations in the onlinand mobile networkedenvironment¢ at the different levels of
resources andperations and different phases of developmentfound across the station community

Many public radio stations beg their online work with a website aimed atganizatioral presence
promotions | YR O2y {iNROdziA2Yyad CKIG YySOSNIespechhg I ol & d
nonprofit organization needs a companion website. It is basic customer service tadabu

A second step shifts the focus to content and almost always begins wgttatton of thebroadcast

service onto the welg click here, listen now. Streaming is the most common content application that
stations provide and the most popular conteaqtplication for public radio web site visitors. As stations
develop more robust service in this phase they add more content choices, such as additional streams,
playlists, archives, and podcasts.

At some point the content evolution becomes arpdigm sHi, with the oneto-many model of
broadcasting opening into a maiy-many dynamic with new models of user contmhgagementand
participation In all the public radio examples to date, broadcasting functionality and support remains
central; there ishowever, a growing presence of content specifically created for the web, curated
content from other sources, interactive features, and utilities that enable users to shape their
experience and manage the content they seek. This third phase sets thd@tageat some envision

as a fully realized, muiplatform public service media company of the future.

The public radio system includes stations at all three of these phases, with most somewhere in the

middle. As we develop support, training, and slibpéans for online development, it is important to be
clear which stage of development is being addressed and which roles are being strengthened. Further,
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gKAES (GK2asS Ay@SadAy3da Ay Lzt AO NI RA2QA feheg/ft AYyS | O
third phase, we must recognize that many stations, including those that have begun third phase

explorations, still have much room for improvement in the quality, effectiveness, and use of the earlier
dimensions of their online work.

Mark Fuerst, fonder of the Integrated Media Association, urges setting realistic expectations about
how many stations can move to more advanced and complex levels of online service. In a comment for
GROW THRUDIENCEhe writes:

OAll the talk aboutthulti media publismgCand Wistribution through multiple platform@bscures

the reality that most public radio stations have a companion website, a stream and, in some
cases, an archive of locally produced programs. That's it, and they will be very hard pressed to do
more. Why? Because the vast majority of stations are too small to fund the level of staffing
required.

GThis can no longer be viewed as developmental issue, where large stations, funded by CPB, will
lead the way and smaller stations can adopt the best peastidiscovered by their largstation
colleagues. Even the largest stations with staffs of six to sixteen people working the web are
having trouble developing Web presence€Dne person shops will never follow that model.

This past year PRX surveydatisons that many in the field would consider leaders in public radio web
development. A cluster aésues around strategic clarity surfaced with full forceRXobserved

CKS aySiteg2N] ¢ Aa adGAtt S@2ft OAy 3 dieSdifgs. 2 NE X ONB
Stations need to be mindful of multiple risks, includihgsing trends and picking up tools

simply because they are therggking an online direction misaligned with overall strategy for
GAyadAadldzi A 26¥nd feacting, arifig ankl ddsigang resources

e Limited resources to invest and-get unclear ROheans there are potentially significant
opportunity costs of mignvesting in the web

e Stations facehe dilemma of choice nothing has choices like the web and too mahypices
can lead to poor choices

e Limitations of scale and talent at the station leladd torisks of overreaching and poor
execution for all to see

PRX asked these leading stationd KI & | NS @2 dzNJ INBI G4Said ySSRa F2NJ ad
nexti 62 &8SFNE Ay RSOSE2LMAYI FyR YIyF3IAy3d @82dNI 2y A
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margin, was strategy developmentConsultant Quentitdope developed a example of a starting place

Ay I aGNIGS3IA0 LXIFyyAy3d GSYLXIdSe |1 SNBQa +y SEOS

KEY FACTORS | [STRATEGIC OPTIONS
C Existing segment(s)
Target C Extension of existing segments(s)
C New segment(s)

— Audience C Greater share of target segment(s)
Impact C More time spent using
Increased value from time spent using

Geographic

orientation
— Content

Subjectmatter_[ C Broadsurvey[ cover the | andscape; keep usersbo
Public orientation c
Media

Local from a global perspective

c

C Local from the local perspective

g
C Global for the locals

Deepdivel own certain subjects; be the fAgo t:

Strategic C Broadcast leads]all web content linked to and supplements broadcast programs]
Options | Platform C Fully cross-leveraged[complementary but distinct content; heavy cross-promotion]
positioning C Web leads[unique, deep web content; resources shift to web; broadcast sends to web]
C Agnostic and independent[content determines platform; each grows/serves on own]
L Access _|: C Where expected]e.g. analog F-M broadcast alnd web str-eam - for now]
C Early to everywherele.g. mobile, other websites, satellite - others as emerge]
. C Encouraging contributions
Interaction — - -
- C Building station community & loyalty
& engagement T, :
C Building civic community

C Some new sources and remix

C Existing sources and mix
Sources/mix {

C Significant new sources and remix

— Economic
model Interrelation- { C Independent streams
c

ship of sources Integrated approach/appeals .

Baseline Capacity

We recommend @velopment of a baselinecapacityand fluencyin the networked environment
among all content creation and delivery nodes in the public radio system, wieiitigular emphasis on
organizations comritted to content that will extend the inclusiveness of public radio.

Whatever strateg an individal station adops, public radio collectively neediiéncy and agilityn the
online, networked environment. While some of this will happen naturally 6verYS | a 2y f Ay S
enter the public radio workforce in growing numbers, there is a clear need for significant organizational

and professional development.

Get the basic elementsight. Stations at all stages of development need to get their orthagics in
order: easy navigatiothroughout the site streaning, search, program schedulmusicplaylistsand
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newsarchivei | & | LILINR LINR | G S, canfmunitKeSentgcdntadt mnfaryidiién, amd2 NJY I
accountability and transparency material suchaaboard member listing, financial reports, and
announcements of public meetings.

[ SINY YR dza$S &y S éStativoSsRvll tréngthelndthiir au@ienteiseryicd ds they learn
and deploy such applications as customizable alerts, membershigls)abcial networks and ojir
pushed content.

Promotion. Public radio has an enormous advantage in building its online services; it can drive traffic to
web sites with the powerful megaphone of its broadcasts. But just as stations need organized and
effective techniques in promoting their broadcast programs on their own air, they need a promotion
plan for their web sites as well.

Findability. Mostof us in public radio are amateurs at search and search optimization. Yet search is an
increasingly important pathway for getting public radio content in front of users who may have an

interest in it. As online content choices continue to explode, findability is a key competitive factor and
GKSNBE INB Ylye 20KSNE ¢ 2 NJ) Acyfdcontehtirdndhiges addddat 2y 3aA RS
better job.

Diverse views and voicesThe networked space provides potentially huge opportunities for

constituencies thatare notnowwell SNISR o0& LJdzof A0 NI} RA2Q& YIFIAY ONRLI
as competition fo airtime in a singlehannel schedule and geographicaligpersed communities fall

away. But the opportunities will only be realized if these constituencies, whether definietelbgsts

and tastes in information and culture demographicsuch asage,race, or ethnicity, have the capacity

to create an effective online public service presence. It will take a consciouactive effort to assure

such groups are included in shared capacity building.

07 AA . Konkeht A Delivery
We recommend aggresiveexperimentation and development of public service content and delivery
methods explicitly designed for a digital, networked environment

Most of the content public radio offers on its web sites and other networked platforms is repurposed

from broad@sting. This is a natural evolution for the field, leveraging existing content assets and

considerable investments already made in them into new delivery channels. It speaksitediiser

RSYlFYRa T2NJ 02y GSyld GaoKSYy KS RSHN OSH 2 o K'SNBO KL2 2aIAyY(E
alye 2F (K24aS ¢6AGK gK2Y ¢S O2yadzZ SR dzZNHS Lzt A O
approach with investmentsi@2 y 4 Sy i G KIF G0 A& a4yl inth @hilwed2 mavikgS y S ¢ 2
{ dzZOK O2y GSy( ODdzZ2R/ fNléy I JIZRANE ¥ S d@iQzZNBa GKIF G 32 RSSL
material or text and image material.
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A second recommendation in this area is to rethink howonganize our content for networked use
Currently, much of the content public radio presentsioelis organized in ways that reflect its

broadcast origins, by network, source, and show. Instead, it is suggestad; radioshould organize
contentaround topical themes, such as government, science, culture, health, and so on, integrating
materialfrom multiple sources and presenting it in a way that better aligns how users will be seeking it.
These steps introduce potentially difficult issues around branding, identity, and relationships with
content suppliers that will require careful deliberation

A third theme might be summarized distribute everywhere.b t wQa 5Syy A& | FF N&EIF 3 SNJ
GRAAZGNAOMzi SR RA&AGNAROdziA2YZé & SLAG2YAT SR 6@ btwQ
to present content from npr.org on their own weh gi S ® tw- Q3 O KHRUDENZNT K& X Ay
Sdaale a5Aa0NROdzIAZ2Y | & dedbipk 2oitan2fy6rh ibs pleedl& &rigin dnitizdo A O N.
push it out to reach people in many and surprising ways. And then let that content lead people back to

stations and networks.

The exhortations to distribute everywhere increasingly inclodes mobile platforms. This seems a

YyIEGdzNF £ SEGSyaArzy 2F NIRA2Q& GN}RAGAZYIE adGNBy3iGK
collaborative efforttodevel LI | YR & dzLJLIR2 NI Fy | LILX AOIFGA2y 2y | LILX S
streams is one such example.

While all these possibilities are potentially important, many of them feel out of reach for a large number
of stations and producers. To address thatiis, national and station leaders have explored several
possibilities for ahared public radio digital distribution infrastructureAmong the services proposed
for such an initiative:
e Systems and tools for providing -olemand access to signature, lodaly R €ifr Ay 3 LJdzo f A O
media programming via station websites
e Backend support for stations integrating local and national underwriting and sponsor spots in
audio, video and on web pages
e A packaging and curating service for surfacing, promoting and ptiagerelevant, timely and
diverse digital content
e A critical mass of activities to drive the development of shared standards, best practices, and
metrics across the system.
e A business development and licensing role on behalf of a broad range of conbeidgrs
seeking presence on thifparty sites and services (such as iTunes and mobile platforms)

To exploit the unfolding optiond 6 S6 Yy I G A @S¢ O 2pyblic3adid neédy RrighsS f A IS NE =
framework that supports public service goals and purpos@sK SNBX | N NAIKGA KSEfR 08
providers, such as the composers and performers of recorded randithe music labels, some of

which have their own online aspirationg here are also rights issues witthie field, such as the terms
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under which statios can present programming they haiensedfor broadcast over other distribution
platformsin ways other than a simulcast of their-air service For public radio to deliver on new
platforms the same kinds of diverse and robust content that have lisesignature over the air, it must
have comparable rights, flexibilitgnd economic sustainability.

The Natural Networks of Our Audiences

We recommend investments in pilots and demonstrations thatoit the community-building

potential of the network(i 2 A G NBYy I KSy LIdzcOINSd (N RIdHD 3 OG2y i SWeidz/ R
interests in communities, and leverage the resourdist surround public radio stations, producers,

and audiences.

Public broadcasters used to talk about outreach; the current tefiart is engagement. But neither
jdzA 6 S 3SGa AG NRIKG Ay GSN¥a @ldFontddztafural Getwdik Gt A 2 Qa  dzy
our audienceg, the connections and affiliations that already form a web among those we serve.

The Berkman Centeat Harvard talks about public participation in the media. The Center for Social

Media at American University talks about public me@i® N&yLJdzo t A O&d¢ | NRdzy RinA a &4 dzSa
our communities. Others talk aboweragngthe publics and theesourcesthat are allaround us

through social networking tools. These are all dynamic and evolving processes, bringing the audience

the publicg into the creation of content and services, taking the creation process out into the

community to engage witthe audience in different ways, and connecting members of the audience to

one another.

This is a change of roles for many in public radio who are used to working inside our organizations and
behind the glass of the studio, broadcasting daanany. Thigerritory is a manyto-many relationship.
While there has been good early discussion around these issues, the realities of moving forward to a
day-to-day operating reality across the whole system of public radio is an enormous challenge.

These emergingesvices and partnerships significantly engage multiple voices, include contributions and
ideas from outside sources, and may bring a different set of editorial expectations than for programs
which stations broadcast on their principal channéf®t part d the power of these services and
partnerships is that they carry forward pubtadioQa o6 NJ Yy Ra | $tiions needNindié (i dzNJIp
refined set of guidelines that will inform their staffs and their public and ensure a continuity of values,
trust, and or@nizational clarity in these new and evolving applications.
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The Long Term View

2 A0K SFOK LI aaiAy3d @2SFNI GKS AYLI OGO 2F GKS ySieg2N)] S
increase.Public radio has the opportunity and responsibility to bagiimagiring therole of stations

and national producersnot with the certainty of prediction, but as a mapping of strategic interd

possibility

Task Force membearaWdl SNE t NBaA RSy (i <toutbns guch intadldin@ ds follaws / =

OAsstations, we need to have the courage to define ourselves not primarily as distributors of
content and start more proactively conceiving of ourselves as creators of multiplatform content
and conveners of a new kind of conversation in our communittesiational producers, we need
to create radically new partnerships with stations, other nonprofits, sgapers,andinternet

sites, and do a much better job reflecting the American experience and driving a more full
American conversationCollectively, we @ed to be in the places that the audience is.

dt is inevitable that the distribution part of our work will become less important everytyear
radio antennas, satellite, distribution of programs to statiokfghile distribution will not
disappear overmght, it will become increasingly less vit#lis of course impossible for any report
to predict exactly how and when this will happeiHowever, | am certain that the audience on
radio vs. web will look drastically different in five years than it doesy.. . t is critical to our
work to acknowledge that the digital audience is the audience of the future.

oOnce we acknowledge this, we stations realize that we need to radically redefine ourselves.
Many stationsdefine their most important publiservice as offering listeners access to the great
journalism and programbéy NPR, APM and RRidut that content will be available directly on the
web, and more and more people will turn to it there.

0So stations need to transform from within if we don'amt to end up like newspapers.believe

this is a great time to redefine the public radio community in a digital spaceramunity

content creators; convenersandjournalists that not only chronicle our communities, but invite
others to do the same.By putting content first, this will free us up concentrate on the substance.
But to do this, we will need to readjust our budgets, reallocate resources, and get better at
raising money.We will need to create digitadnly content and distribute and marken the web
where the audienceis] SGQa 2NHFYy AT ST | 3aINBIAFGSET OdzNd GS | yR

This is a perspective at once inspiring and challenging. More of us need to push our own long term
views forward in a similar way.
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Weekly Online Radio Audience
X Up by Nearly One-Third in Last Year

% Who Have Listened to Online Radio in Last Week

Approximately

42 Million

20% - T
17%

15%

10% 8% 8% 8%

5% A

0% -

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

AA RBITRON Base: Total Population 12+ q;disn?l‘u

FromThe Infinite Dial 20QArbitron, Inc. and Edison Media Research.
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5. Market Strategies, Station Solutions

Improve existingstationsand developnew services in the top 50 markets designed to
increase the availability of multiple, focused, and differaated high-performing
public radio services.

Seven of the top 50 markets do not have a-finle public radionews station, 16 have neither a public
nor commercial classical station, 27 have notialle public radio jazz, and, depending a little on how
one counts, 40 do not have a ftillne public AAA station.

Among the markets that have multiple stations with different services, public radio does well in some
and less well in others. Some of the differences are due to market characteristics thahaef the
amount of public radio listening education levels, values, and lifestyles principal among them. But
after close analysis accounting for market factors, differences in public radio perforraarses

markets aresignificant.

Public radio is mst successful aggregating audiences of both significant size and significant diversity

gKSYy Al LINBaSyida Yd#Z GALX ST F20dz&ASRI YR RAFFSNBy
markets public radio does not have enough-pdwered stationdo deliver all of its signature formats,

let alone newor innovative services that would speak to different audiences.

In the earliest years afevelopngthe public radio system, CRihded coverage expansion initiatives
that targeted specific marketsithout a public radio station. CPB provided financial support and
planning assistance to organizations that stepped forward to launch a service. In a second wave of
expansion, CPB committed up to $1 million in special support to top market stationsehaiprepared
to make major upgrades in their organizational capacity and service.

We recommend an expansion initiative for a new generation of servica broadbased, collective
effort by stations, networks, and funderg; crafting stationspecificsolutions andmaking targeted
investments in markets where the current level of public radio performariodicates significant
opportunities for audience growth.
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Options in the Top Markets

CKS yradAz2yQa pn tFNBSald Nadem afallcufentpidbi iadio listéhid@ dzy G F 2 N.
Looking forward, these markets also present the greatest opporturfitiegrowth in the total number

of people using public radio, for significantly increasing listening by people of color, and for developing

new, selfsustaining services.

We recommend three key approaches In the top 25 markets that aiitengthenLJdzo £ A O NJ RA 2 Q&
performance

& wafigné S E Atatiénaby Slgnificantly improving the way formats are organized an

presentedacross stationg with the priority beingd K2 &S YIF NJ] Séia Ay 6KAOK LJdzo f .
successful formats are not presented in a consistent and focosether. An example is

Washington, DC, where, over several years, WAMU and WETA moveeatbprovidinga

news and-musicservice to respectively offering alews and aitlassical formats.

Develop new services on existing public raditations. Examples of this approaclare

Milwaukee, whergazz was replaced with format aimed at younger listeners under an operating
agreanent, andLos Angelesvhere an initiative is underway to develamew service targeting
younger, predominatelyatino audience

Create opportunities for new services by either gaining control of stations through acquisitions

or operating agreementsor by upgradindgimited coveragesignals Miami has a classical service
after American Public Media purchasedeadigiousstation. KXOT in Tacoma reaches more

listeners in the Seattldacoma market because Public Radio Capital purchased and upgraded the
signa) which is now operated by Puget Sound Public Radio.

We recommend approaabsin markets 2650that center on differentiating servicesn existing
stationsand adding stations withfull market coverage through upgrades or acquisitions.

Better performance by the top ranked public stationdn markets 2650, the median performance

of the first and second ranked public radio station is below that of the first and second stations in the
top 25 markets. This warrants analysis of market fadimigain beater understanding of

performance expectationand an effort to strengthen the performance at these stations.

Upgrade or addhew stations to achieve more stationgith full market coverage.Third and fourth
ranked public radio stations markets 2660 ale oftendistant cousins, broadcasting from locations
(typicallyuniversity campus@swell outside the core of the market.
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This chart shows the share of radio listening claimed by<stipported public radio stations in the top

25 markets. Eachsegment¥ | ol NJ NBLINBaSyda I RAFTFSNByG adl daz
the respective markets. In Washington, DC, for example, public radio accounts fpefde8tof all

radio listening. This combines WAMU (5.3%), WETA (4.4%), and WPFWalL&%hich are based in
Washington, plus a small amount of listening from WBJC (0.4%) in neighboring Baltimore. Philadelphia

and Houston are presented in a different color pattern because audience estimates for those two

YIN)] SG& I NB o9nmetdred te2hfiologyNatherithditiye diaries used elsewlediry and

PPM produce somewhat different results.

The chart highlights important differences in the performance of public radio in different markets and
some of the multiple factors at work.oFexample, there are significant differences in the share
achieved by the top performing public radio station in different markdtsok at San Francisco

compared to the markets that bracket it, Chicago and Dallas. There are also some markets in which
public radio is available over multiple outlets and others where only a couple of stations carry the flag.

In general, more channels translate as more service. There are other factors, however, that have to do

with the character of the markets themselveSome markets have more of the kinds of listeners who

are attracted to public radio than other market&Row THAUDIENCEOOK a first crack at sorting this out

in Situation Analysi,i KS LINP 2SO0 Qa FTANBG NBASI NOK pehlbflpizitli d I I
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