
 

 

 

 

Public Radio in the  
 New Network Age  

Wider Use, Deeper Value, Compelling Change

 
 

Report and Recommendations  
of the  

Public Radio Audience Growth Task Force  
 
 
 
 

grow the audience  
      for public radio  

 

 



grow the audience  

 Public Radio in the New Network Age  
 

Public Radio Audience Growth Task Force Report ς i 

PUBLIC RADIO IN THE NEW NETWORK AGE presents findings and recommendations from 

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

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

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

The Station Resource Group provides ongoing leadership for the GROW THE AUDIENCE 

initiative. SRG assembled and supported the Public Radio Audience Growth Task Force, 

prepared this report, and will work to turn the recommendations into action. 

George Bailey, of Walrus Research, served as research director for GROW THE AUDIENCE 

and prepared in-depth quantitative and statistical analyses that informed the Task Force 

and others in drafting the recommendations presented here. 

Professionals and lay leaders throughout public media have contributed their views ς in 

working groups and advisory teams, personal interviews, correspondence, and at 

ŎƻƴŦŜǊŜƴŎŜǎ ŀƴŘ ōƻŀǊŘ ƳŜŜǘƛƴƎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŀǘƛƻƴŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴǎΦ The project 

also sought views from academia, philanthropy, and public policy advocates. These 

many contributors are acknowledged at the end of the report.  

Research reports, essays, and other project materials can be found at the GROW THE 

AUDIENCE website: 

www.srg.org/GTA 

 

For additional information: 

 

 STATION RESOURCE GROUP |3 01.270.2617 | www.srg.org 
 

Tom Thomas, co-CEO  tthomas@srg.org 

Terry Clifford, co-CEO  tclifford@srg.org 
 

PO Box 5807 |  Takoma Park, Maryland 20913-5807 

Station Resource Group is a membership organization of 

leading public media organizations. {wDΩǎ focus is strategy, 

analysis, policy, and innovation. 

Copyright © 2010 Corporation for Public Broadcasting  

http://www.srg.org/GTA
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Introduction  
 

 

Public radio has a shared mission to help individuals live better lives, to nurture the health of the 

communities in which we live, and to support the American democracy from small towns to great cities 

to the nation as a whole. 

 

tǳōƭƛŎ ǊŀŘƛƻΩǎ ŦǳƴŘŀƳŜƴǘŀƭ ǇǳōƭƛŎ ǎŜǊǾƛŎŜ is to make programming of quality and value available to 

audiences of significant size. Public radio has enormous assets, a prominent position, and important 

opportunities: 

 

¶ To create and present stronger programming in traditional areas and through new offerings. 

¶ To capture audiences that greatly extend ǘƻŘŀȅΩs already significant reach, use, and diversity. 

¶ To forge deeper, more engaged connections with individuals and communities. 

 

The Public Radio Audience Growth Task Force has created an ambitious plan to capture these 

opportunities in an unfolding network age. We address both national and local activities. We speak to 

stations that present different formats and serve different kinds of communities. We include the range 

of channels and platforms through which public radio engages with its audience. Our report and 

recommendations reflect themes we heard from most every corner of our fieldΥ ǇǊƛŘŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

long-term accomplishments and current work and confident ambitions for a larger role in the broader 

media environment. 

 

We propose challenging goals for public radioΩǎ growth over the coming decade ς goals that are framed 

within a larger vision of service. Our strategic direction reflects the changing character of our 

communities and the changing technology of communications. Wider use and deeper value for public 

radio, at the scale we recommend, requires transformational change ς in the capacities of ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

organizations, in conceptions of meaningful public service, and in notions of who fits in an expanded 

public radio audience. Success requires welcoming new players into the field as both creators and 

presenters and making careful choices among competing options with exciting prospects but uncertain 

outcomes. 

 

We of the Task Force share with our colleagues across the country a strong, almost impatient sense that 

public radio is ready, now, to move to a new level of service and impact. 
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Summary of Recommendations  
 

 
Public radio has a shared mission of public service to individuals, communities, and the nation. Working 

together, public radio stations, networks, producers, and partner organizations:  
 

Help people lead a better life ς more thoughtful, joyful, and useful; more fulfilled in the pursuit 

of understanding and personal growth; empowered to find solutions for themselves and their 

families; and inspired and comforted by moments of beauty, humor, and reflection. 
 

Nurture healthy communities which we seek to understand and care for across many 

dimensions ς education, arts and culture, business and economics, the environment, health 

care, the sense of connection to values and social responsibility, and more. 
 

Strengthen the vitality of our democracy ς the free flow of ideas and debate, accountability for 

those who govern, and information that helps citizens make good decisions. 

 

Public radio will realize this mission more fully by achieving ambitious, collective goals to increase its 

use, reach, and inclusiveness by significant measures. We propose that over the coming decade public 

radio: 
 

Increase the average audience ς the number of people using public radio at any given moment ς 

to half again as large as it is today. 
 

Double the number of people who use public radio every week ς on-air, online, and on other 

platforms. 
 

Triple the amount of listening by people of color.  

 

We recommend seven broad measures for public radio to achieve deeper value and wider use: 

Commit to a more inclusive public service. 

Become the most-trusted, most-used daily journalism in America. 

Create a 21st century public radio music service. 

Embrace the networked environment as a primary platform. 

Strengthen core competencies throughout public radio. 

Develop market-by-market strategies for audience growth. 

Support follow-up and accountability for addressing these recommendations. 
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Commit to a  more inclusive public service  
Deepen the value of public radio for all its audiences by strengthening the diversity of voices and 

views in ǇǳōƭƛŎ ǊŀŘƛƻΩǎ mainstream news and music programming, by encouraging multiple, 

differentiated services that reach a wider range of listeners, and by making continued investments in 

stations and programming developed and controlled by people of color. 

 

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 cultures it presents. 

 

We challenge public radio to commit to a greater inclusiveness of people of color in every dimension ς 

the governance of stations and national organizations, the hiring of management and programming 

staff, and the voices, views, stories, and music of day-to-day programming. We propose four 

complementary efforts, each with a special emphasis. 

 

Diversity at the core. We recommend a focused and collaborative initiative to increase the accessibility 

ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳŀƧƻǊ ŦƻǊƳŀǘǎ ǘƻ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ through institution-changing, appeal-shifting efforts by 

committed and ready stations with the largest audiences in markets with the largest populations of 

African-Americans and Latinos and similar efforts by national producers to increase their service and 

value to people of color. This initiative should include managed, multi-year projects that involve 

learning, change, and mutual accountability. 

 

Program innovation. We recommend investments in program innovation at both the local and national 

level ς prototyping, testing, and developing programs and formats that explore different styles and 

sensibilities with the aim of greater appeal to audiences of color. This effort must be mindful that race 

and ethnicity, alone, are limited tools in programming development and give close attention to the 

values, lifestyles, and interests that will define the programming and those who respond to it. 

  

Differentiated services. We recommend ǿƛŘŜǊ ŀǾŀƛƭŀōƛƭƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎǳǊǊŜƴǘ ǇǊƛƴŎƛǇŀƭ ŦƻǊƳŀǘǎ ƻŦ 

news, classical music, jazz, and AAA ς each with its distinctive audience appeal ς and experimentation 

with other formats and services that might hold a greater appeal for people of color or other new 

audiences. By pursuing multiple public radio services in as many markets as can support them ς and 

meaningful differentiation of the services offered by each of them ς public radio will increase the 

diversity of the audience it reaches.  

 

Diversity of control. We recommend continued strong support for public radio stations that are 

developed and controlled by people of color, including pursuing opportunities to increase the number of 

such stations. It is important to develop clearer expectations ƻŦ ŀǳŘƛŜƴŎŜ ǇŜǊŦƻǊƳŀƴŎŜ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

stations controlled by people of color, based on format, market factors, and sustainable resources.  

1 
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Become the most-trusted , most-used daily journalism  in America  

aŀƪŜ ǇǳōƭƛŎ ǊŀŘƛƻ !ƳŜǊƛŎŀΩǎ Ƴƻǎǘ ǘǊǳǎǘŜŘ ŀƴŘ Ƴost widely-used source of daily journalism. 

Strengthen the power and scope of ǇǳōƭƛŎ ǊŀŘƛƻΩǎ most listened-to national news programs, 

invest in program innovation that will lead to more choice and service for listeners, support significant 

growth in the scale, quality, and impact of local journalism, and develop an integrated online news 

presence.  

 

Claiming a significantly larger role in American journalism requires a dramatically more robust news 

gathering capacity ς ƳƻǊŜ άŦŜŜǘ ƻƴ ǘƘŜ ǎǘǊŜŜǘέ ǿƛǘƘ ƴƻǘŜōƻƻks, recorders, and cameras and more 

editors and producers to shape their work. The distance between current reality and the role we 

imagine ς and that others urge upon public radio ς is large. Public radio must also think carefully and 

collectively about the character of the journalistic franchise it seeks: it cannot simply take up roles, 

beats, and topics as they are left behind by others, but must think considerably beyond current work. 

We should proceed in an audience-centered fashion, beginning with the interests and needs of those 

who already respond strongly to public radio news and information programming and building to a 

larger audience of news users. 

2.1 Strengthen signature  national programs   

Strengthen ǇǳōƭƛŎ ǊŀŘƛƻΩǎ signature national 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 news and information programs has a dramatic impact on the number of listeners and 

amount of listening to public radio. btwΩǎ Morning Edition and All Things Considered top this list, which 

also includes Fresh Air, Talk of the Nation, Weekend Edition, Marketplace, The Diane Rehm Show, and 

The World. Key steps to strengthen these and other signature national news programs include: 

 

¶ Assure continuing management focus and budget priority, both nationally and locally, on the 

core programming assets of the public radio news franchise. 

¶ Monitor the changing information environment in which ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎƛƎƴŀǘǳǊŜ ƴŜǿǎ 

programming competes for attention and the changing information needs of the listeners they 

seek to serve.  

¶ Commit to much more communication and coordination on an ongoing basis between senior 

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 on how to achieve this goal.  

 

2 
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We recommend increasƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴƻw-limited investment in enterprise and investigative 

reporting, building on efforts already in place at NPR News and American Public Media and eventually 

extending to other national producers and leading local news stations.  

 

We recommend investing in new national news and information programming that will give stations 

meaningful choices for differentiating their news services and give more listeners a news choice that 

meets their interests and needs on-air and online.  

 

2.2 Build the impact and significa nce of local journalism   

 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.  

 

Local journalism centers. We recommend increasing local broadcast and online reporting at a dozen or 

more stations with high audience service potential through significant investments that increase the 

number of news staff, enhance on-air and online news production capacity, develop skills for reporting 

and content management in a digital age, and foster innovative approaches to community connections. 

 

Build capacity across the field. In addition to these highly-targeted investments, we recommend 

initiatives for other stations that have made substantial local reporting commitments in order to 

increase their capacity to create and present regular, high-quality journalism at a level consistent with 

the scale and resources of their organizations and communities.  

 

Collaboration. We recommend support for collaborative projects that advance shared use of local 

station reporting on a regional and topical basis and investments in shared resources such as editors for 

broadcast and online content that support work at more than one station. Such efforts should have a 

clear focus on wider use of content, cost reduction, or both. 

 

Partner beyond the field. We recommend partnerships and collaborations that look outside public radio 

to other content-creating organizations and community resources, and development of 

recommendations for an editorial framework that will preserve the trusted position and integrity of 

public radio in this more inclusive and multi-dimensional environment. 

 

2.3 Integrate online news 
Create an integrated online news presence for diverse public media sources ς international, national 

and local ς that extends current capacities and brands, leverages current editorial assets and adds or 

creates new ones, and that might include the distinctive strengths and separate assets of public 

television and online public service media organizations. 
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We recommend that public radio and other public media partners move as quickly and as far as possible 

through a sequence of non-mutually-ŜȄŎƭǳǎƛǾŜ ǎǘŜǇǎ ǘƻ ōǳƛƭŘ ǇǳōƭƛŎ ƳŜŘƛŀΩǎ ŎŀǇŀŎƛǘȅ ƛƴ ǘƘƛǎ ǘŜǊǊƛǘƻǊȅΦ 

 

 Behind the curtain. Enhance ǘƘŜ ǇǊƻŘǳŎǘƛǾƛǘȅ ŀƴŘ ƛƳǇŀŎǘ ƻŦ ǇǳōƭƛŎ ƳŜŘƛŀΩǎ ƻƴƭƛƴŜ ƧƻǳǊƴŀƭƛǎƳ ǘƘǊƻǳƎƘ 

collaborative measures such as coordinated backend systems, APIs, standards, tools and shared 

investments in activities such as federated search and search engine optimization. 

Aggregation of public media journalism. Much as NBC and Fox created Hulu as a single online vehicle 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 leads back to the original 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 versions of Morning Edition are perceived by 

radio listeners. Or material could be organized in content verticals that would match broad, well-known 

areas of audience interest. 

Aggregation plus curation. Hulu now includes content from dozens of sources beyond its two founders. 

Similarly, an integrated public media journalism effort could grow to include curated content from other 

sources, ranging from conventional journalism partners to online-only journalism initiatives to various 

citizen journalists and other kinds of user-generated content. 

Content collaboration. Public broadcasters have periodically collaborated on content creation with 

limited success. Improve the impact by working toward larger scale, stronger commitment of reporting 

ǊŜǎƻǳǊŎŜǎ ǘƻ ǘƘŜ ŎƻƭƭŀōƻǊŀǘƛǾŜ ŜƴŘŜŀǾƻǊΣ ŀƴŘ ƎǊŜŀǘŜǊ ƛƴǾŜǎǘƳŜƴǘ ƛƴ ǘƘŜ άŎƻƭƭŀōƻǊŀǘƛǾŜ ǘƛǎǎǳŜέ ǘƘŀǘ 

organizes and focuses the work. 

A web-first entity. Public media should consider a new or expanded journalistic entity whose mission 

would be web-first but would feed to broadcast platforms. This entity would be organized and focused 

principally on online content: creating text, images, audio, and video in a fashion that draws on the 

values, strengths, and brands of public brƻŀŘŎŀǎǘƛƴƎ ōǳǘ ǿƻǊƪǎ ǘƻ ŀ ǘƻƴŜ ŀƴŘ ǎŜƴǎƛōƛƭƛǘȅ ǘƘŀǘ ƛǎ άƴŀǘƛǾŜέ 

to the networked space. In a turn-about of current practice in which broadcast material is often 

άŜȄǇƻǊǘŜŘέ ǘƻ ǘƘŜ ǿŜōΣ ǘƘƛǎ Ŝƴǘƛǘȅ ǿƻǳƭŘ ŦŜŜŘ ƛǘǎ ƻƴƭƛƴŜ ǿƻǊƪ ōŀŎƪ ƛƴǘƻ ǘƘŜ ƻƴ-air realm. 

The output of the entity could take several forms, from a single destination or portal-type site to 

multiple, content-focused sites. Similarly, the focus could be principally on a national identity or on 

integration with local efforts that would give users a geographically-customized experience. 
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Create a 21st century  public radio music service  
Create a renewed vision for public radio music ς on multiple platforms, in multiple genres. 
/ŀǇǘǳǊŜ ǘƘŜ ōǊƻŀŘŎŀǎǘ ŦǊŀƴŎƘƛǎŜ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎǘǊƻƴƎŜǎǘ ƳǳǎƛŎ ŦƻǊƳŀǘǎ in as many markets as 

possible, move to new platforms with both core genres and new services, work to higher standards 
and greater value for listeners, and explore new approaches in content and presentation. 
 

Music is a critical ǇŀǊǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛence service equation ς about one out of every three hours 

of listening ς ŀƴŘ ǿŀǊǊŀƴǘǎ ŀ ƘƛƎƘŜǊ ǇǊƻŦƛƭŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ Ǿƛǎƛƻƴ ŀƴŘ ƎƻŀƭǎΦ 

 

Capture the broadcast franchise. We recommend a concerted effort to increase the number of markets 

in which public radio ǎǘŀǘƛƻƴǎ ƻŦŦŜǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ strongest music franchises ς classical music, jazz, and 

AAA ς on a consistent basis. This can be achieved through a combination of self-directed change and 

focusing at current public radio stations and adding stations through acquisitions, mergers, and 

management agreements. 

 

Move to new platforms. We recommend continued development of public radio music services ς both 

core genres and special niches ς in the networked environment of online and mobile devices and the 

development of an organized approach to music rights issues in this space. 

 

Higher standards. tǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎǘŀǘƛƻƴǎ Ƴǳǎǘ ŀǎǇƛǊŜ ǘƻ ƘƛƎƘŜǊ ǎǘŀƴŘŀǊŘǎ ƻŦ ǇǊŜǎŜƴǘŀǘƛƻƴ ŀƴŘ 

greater value for the listener ς compelling, trusted personalities, a sense of connection with audience 

and community, and excellence in production values. 

 

New content, new approach. 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 possibilities that might fit within the broader public radio domain.  

  

 

Embrace the network ed environment  as a primary platform  
Follow current public radio listeners in their changing patterns of media use, which increasingly 

include online and mobile platforms, cultivate new users by providing more channels and 

platforms on which to find and use public radio content, and make public radio more flexible, 

participatory, and 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 choices in how to listen to public radio, and 

finding new listeners and creating new services by exploiting the multiple channels and participatory 

capacities the lie beyond broadcasting.  

 

3 
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In the near term these changes will mostly be about new pathways of distribution for both national 

producers and local stations. But we encourage public radio at all levels to commit now to a longer-term 

paradigm shift in how public radio creates and organizes its content, moving toward new models of 

engagement and participation ǘƘŀǘ ƭŜǾŜǊŀƎŜ ŀƴŘ ŜȄǘŜƴŘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ Ƴƛǎǎƛƻƴ ŀƴŘ ōǊŀƴŘǎ. 

 

Online strategies for stations. We recommend organized and ongoing support for stations in developing 

strategic clarity about their roles and expectations in the online and mobile networked environment ς at 

the different levels of resources and operations and different phases of development found across the 

station community. 

 

Baseline capacity. We recommend development of a baseline capacity and fluency in the networked 

environment throughout public radio, with particular emphasis on organizations committed to content 

that will extend the inclusiveness of public radio. This baseline should include mastering website basics, 

ŀŘƻǇǘƛƻƴ ƻŦ ŀǇǇǊƻǇǊƛŀǘŜ άƴŜǿ ƳŜŘƛŀέ ŎŀǇŀōƛƭƛǘƛŜǎΣ ǇǊƻƳƻǘƛƻƴ ǎǘǊŀǘŜƎƛŜǎΣ ǘŜŎƘƴƛǉǳŜǎ ǘƻ ƛƴŎǊŜŀǎŜ ǘƘŜ 

άŦƛƴŘŀōƛƭƛǘȅέ ƻŦ ŎƻƴǘŜƴǘ ƛƴ ǘƘŜ ƴŜǘǿƻǊƪ ǎǇŀŎŜΣ ŀƴŘ ŀǘǘŜƴǘƛƻƴ ǘƻ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ŜȄǘŜƴŘ ǘƘŜ ǊŀƴƎŜ ƻŦ 

views and voices public radio presents online. 
 

ά²Ŝō ƴŀǘƛǾŜέ ŎƻƴǘŜƴǘ ŀƴŘ ŘŜƭƛǾŜǊȅ. We recommend aggressive experimentation and development of 

public service content and delivery methods explicitly designed for a digital, networked environment. 

This includes: 

 

¶ InvesǘƳŜƴǘǎ ƛƴ ŎƻƴǘŜƴǘ ǘƘŀǘ ƛǎ άƴŀǘƛǾŜέ ǘƻ ǘƘŜ ƴŜǘǿƻǊƪ ǎǇŀŎŜ 

¶ Reorganizing content for networked use.  

¶ ά5istribute everywhereέ ǘŜŎƘƴƛǉǳŜǎ ǘƘŀǘ ƳŀƪŜ ǇǳōƭƛŎ ǊŀŘƛƻ ŎƻƴǘŜƴǘ ŀǾŀƛƭŀōƭŜ ƛƴ ƴŜǿ ǿŀȅǎ.  

¶ Exploration of new mobile platforms 

¶ Development of a rights framework that supports these new approaches to public service. 

  

The natural networks of our audiences. We recommend investments in pilots and demonstrations that 

exploit the community-ōǳƛƭŘƛƴƎ ǇƻǘŜƴǘƛŀƭ ƻŦ ǘƘŜ ƴŜǘǿƻǊƪ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻƴǘŜƴǘΣ engage 

listeners and users around issues and interests in communities, and leverage the resources of 

knowledge, experience, and perspectives that surround public radio stations, producers, and audiences.  
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Strengthen  core competencies throughout public radio  
!ŘǾŀƴŎŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀōƛƭƛǘȅ ǘƻ ŀŎƘƛŜǾŜ ǘƘŜ Ǝƻŀƭǎ ƻŦ ǘƘƛǎ Ǉƭŀƴ ōȅ ǎƘŀǊǇŜƴƛƴƎ ǘƘŜ ǎƪƛƭƭǎ ŀƴŘ ŦƻŎǳǎ 

of public radio professionals, strengthening the capacities of public media organizations across 

ǘƘŜ ŎƻǳƴǘǊȅΣ ŀƴŘ Ŏƻƴǘƛƴǳŀƭƭȅ ǳǇŘŀǘƛƴƎ ǘƘŜ ŦƛŜƭŘΩǎ ǎǘǊŀǘegic intelligence and tactical knowledge with 

audience research and marketing. 

 

Thinking audience. Public radio must continually renew and reinforce its commitment to the 

effectiveness of its audience service ς the details of execution in production, scheduling, and promotion; 

the audience experience of content and service; and the application of research and experience to daily 

operations. This work should include: 

 

¶ IƴƛǘƛŀǘƛǾŜǎ ōȅ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƛƴŎƛǇŀƭ ǇǊƻŦŜǎǎƛƻƴŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴǎΣ ƴŜǘǿƻǊƪǎΣ ŀƴŘ ƻǘƘŜǊ ƴŀǘional 

organizations to advance skills of the public radio workforce directly connected with audience 

growth. 

¶ Continuing investments in program research and audience use metrics that build our current 

knowledge base, explore areas we have targeted for innovation, and foster integrated, cross-

platform measurements that track behavior in a changing media environment. 

 

Organizational development. ²Ŝ ǊŜŎƻƳƳŜƴŘ ƳǳƭǘƛǇƭŜ ƛƴƛǘƛŀǘƛǾŜǎ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

organizations as effective and responsive institutions that collectively contribute to a public media 

service of the highest quality and impact. These initiatives should include: 

 

¶ Stronger governance and leadership in all licensee types 

¶ A strategic sensibility in key decisions 

¶ Inclusiveness throughout the organization 

¶ Community engagement 

¶ Advanced fundraising that includes major giving and philanthropy 

¶ Stronger, more effective Inter-organizational relationships 

 

Public radio must also confront long-term structural issues ς too little aggregation and scale, many 

licensees with agendas other than public radio, and no plan for how to incorporate emerging public 

media enterprises with shared values but no base in broadcasting. These issues are beyond the scope of 

ǘƘƛǎ ǇǊƻƧŜŎǘ ōǳǘ ŀǊŜ ŎǊƛǘƛŎŀƭ ǘƻ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƭƻƴg-term audience success. 

 

Marketing ς the missing piece. ²Ŝ ǊŜŎƻƳƳŜƴŘ ŎǊŜŀǘƛƴƎ ŀ ōŜǘǘŜǊ ŀƭƛƎƴƳŜƴǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎŜǊǾƛŎŜǎ 

ǿƛǘƘ ƭƛǎǘŜƴŜǊǎΩ ƴŜŜŘǎ ŀƴŘ ƛƴǘŜǊŜǎǘǎ ŀƴŘ ŀ ƎǊŜŀǘŜǊ ŀǿŀǊŜƴŜǎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎŜǊǾƛŎŜǎ ŀƴŘ ōŜƴŜŦƛǘǎ 

through a multi-organizational, multi-ȅŜŀǊ ŜŦŦƻǊǘ ǘƻ ōǳƛƭŘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳŀǊƪŜǘƛƴƎ ŜȄǇŜǊǘƛǎŜ ŀƴŘ 

activities.  

 

5 
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Public radio must build its marketing skills almost from scratch. The work should begin with 

development of a shared sensibility regarding marketing principles, definitions, and purposes.  

¢ƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ marketing capacity should extend across all professional disciplines 

and encompass work by all national organizations serving public radio. Key tasks include: 

 

¶ Connecting with top-level marketing expertise and experience beyond the public radio field. 

¶ Developing tactical ideas and best practices that can be implemented at the station level. 

¶ Helping stations engage with outside marketing expertise in their local efforts. 

 

 

Develop market -by-market strategies for audience growth  
 Launch a market-by-market audience growth initiative for a new generation of service ς a 

broad-based, collective effort by stations, networks, and funders ς making targeted investments 

and crafting station-specific solutions in communities where the current level of public radio 

performance indicates significant opportunities for audience growth.  

 

In any given market public radio is most successful at aggregating audiences of both significant size and 

significant diversity when it presents multiple, focused, and differentiated services delivered at a high 

level of performance. There are three key elements in this equation: 

 

¶ Enough channels committed to public radio on which to offer different services. 

¶ Strategic alignment of the services ς focused, differentiated, complementary. 

¶ Superior performance of each of the services within the context of the specific market. 

 

Market analysis. We recommend additional market-by-market analysis that extends GROW THE 

AUDIENCEΩǎ ƳŀǊƪŜǘ- and format-specific work, incorporating additional variables, particularly values and 

ƭƛŦŜǎǘȅƭŜ ƛƴŘƛŎŀǘƻǊǎ ǎǳŎƘ ŀǎ {wLΩǎ ±![{ ǎȅǎǘŜƳΣ ǘƻ ǎƘŀǊǇŜƴ ǘƘŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǿƘƛŎƘ ƳŀǊƪŜǘǎ ǇǊŜǎŜƴǘ 

the most important opportunities for audience growth.  

Options in the top markets. We recommend a concentrated effort to improve existing stations and 

develop new services in the top 50 markets designed to increase the availability of multiple, focused, 

and differentiated high-performing public radio services: 

 

¶ Strengthen service at underperforming stations. Simply bringing news and classical stations 

that are below the predicted level of service, given the character of their market, up to the 

ƴƻǊƳ ǿƻǳƭŘ ƘŀǾŜ ŀ ƳŜŀǎǳǊŀōƭŜ ƛƳǇŀŎǘ ƻƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŀǘƛƻƴŀƭ ǊŜŀŎƘΦ  

¶ άAlignέ service at existing stations. ¢ŀǊƎŜǘ ƳŀǊƪŜǘǎ ƛƴ ǿƘƛŎƘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŦƻǊƳŀǘǎ ŀǊŜ ƴƻǘ 

available in a consistent and focused manner.  

6 
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¶ Develop new services on existing stations. These new services, by definition, are unproven, 

but format innovation is a critical step toward new listeners for public radio. 

¶ Create opportunities for new services by gaining control of additional stations through 

acquisitions or operating agreements and by upgrading limited coverage signals.  

¶ Add stations with full market coverage through upgrades or acquisitions in communities that 

currently benefit from only 1 or 2 full coverage public stations.  

 

These measures require substantial investments in acquisitions, careful negotiation of operating 

agreements, or other arrangements that reorganize station control ς 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 public radio listening since 2001. 

 

 

Support f ollow -up and accountabil ity  for this plan  
Establish responsibility and accountability, nationally and locally, for this audience growth plan 
through an annual review of system progress in addressing the recommendations in this report. 

The assessment should include perspectives of multiple constituencies, organizations, and individuals 
and result in a progress report to the public radio system. 
 
We recommend a multi-year follow-up effort that includes: 
 

¶ Broad endorsement of the goals and recommendations presented here. 

¶ Public radioΩǎ ƴŀǘƛƻƴŀƭ ǇǊƻŘǳŎŜǊǎΣ ƴŜǘǿƻǊƪǎΣ ŀƴŘ ǇǊƻŦŜǎǎƛƻƴŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǎƘƻǳƭŘ ŎƻƴǎƛŘŜǊ ŀƴŘ 
report to their respective members and affiliates how they intend to integrate elements of 
GROW THE AUDIENCE recommendations into their priorities, programming, conferences, research 
activities, and other initiatives. 

¶ Every public radio station should be encouraged to 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. 

¶ Ask CPB, 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. 

¶ Conduct an annual review of progress on the initiatives outlined above using goals and metrics 
appropriate to the particular activity. 

¶ Report results and updated goals and recommendations to the system on an annual basis.  

7 
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1. Diversity  
 

 

Deepen the value of public radio for all its audiences by strengthening the diversity of 

voices and views in public ǊŀŘƛƻΩǎ news and music programming, by encouraging 

multiple, differentiated services that reach a wider range of listeners, and by making 

continued investments in stations and programming developed and controlled by 

people of color. 

  

The founding visions of public radio ς from antecedents in educational broadcasting and the Pacifica 

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

Radio ς all spoke to pluralism, diversity, and inclusiveness.  

 

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 cultures it presents. 

 

²ƘƛƭŜ ǘƘŜǊŜ ŀǊŜ Ƴŀƴȅ ŘƛƳŜƴǎƛƻƴǎ ǘƻ !ƳŜǊƛŎŀΩǎ ŘƛǾŜǊǎƛǘȅ ŀƴŘ ǇƭǳǊŀƭƛǎƳΣ ǘƘƛǎ ǎŜŎǘƛƻƴ ƻŦ PUBLIC RADIO IN THE 

NEW NETWORK AGE focuses on race and ethnicity. We challenge public radio to commit to a greater 

inclusiveness of people of color in every dimension ς the governance of stations and national 

organizations, the hiring of management and programming staff, and the voices, views, stories, and 

music of day-to-pay programming. 

 

Inclusiveness is an expression of public radio core values, such as reflecting our world and our 

communities, providing authentic voices and lifelong learning, and offering a spirit of idealism. We 

and our listeners should expect inclusiveness in all our work, especially our most important, most 

listened-to services.  

 

One direction of momentum is toward an inclusiveness of views, voices, and perspectives in all that 

public radio presents. ¢ƘŜ [ŀǘƛƴƻ tǳōƭƛŎ wŀŘƛƻ /ƻƴǎƻǊǘƛǳƳΩǎ Brown Paper calls for  

ά. . . a public media system that includes Latino voices, services and perspectives at every level. The 

public radio system needs to be bold in creating initiatives that establish opportunities for Latino 

managers, producers and youthΦέ Florence Hernández-Ramos, Project Director, Latino Public Radio 

Consortium 
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Loris Taylor of Native Public Media writes: 

ά¢ƘŜǎŜ ŀǊŜ exciting times to repurpose our role as media architects for a new America and to 

redesign our Public Service Media in a way that sounŘǎ ŀƴŘ ƭƻƻƪǎ ƳƻǊŜ ƭƛƪŜ ȅƻǳ ŀƴŘ ƳŜΦέ 

Hernández-Ramos and Taylor speak to inclusion, at least in part, from a perspective of empowerment, 

and self-realization. Increasingly, though, inclusion is an expectation of the broader audience ς it is the 

reality of how we live our lives.  

Veteran public radio news executive Bill Buzenberg, who now heads the Center for Public Integrity, 

asserts: 

ά¢ƘŜ ōŜǎǘ ǿŀȅ ǘƻ ƳŀƪŜ ǎǳǊŜ ǘƘŜ ŀǳŘƛŜƴŎŜ ƛǎ ŀǎ ŘƛǾŜǊǎŜ ŀǎ ƻǳǊ ƴŀǘƛƻƴ ŀǎ ŀ ǿƘƻƭŜ ƛǎ ǘƻ ōǳƛƭŘ ǘƘŀǘ 

diversity into everything public radio does: into every drive-time program, every program staff, and 

every story topic; in short, every input and every output. Getting that coverage rightτfrom diverse 

angles with a diverse on-air and off-air staffτis the best approach. My view is that this can only 

ǎǘǊŜƴƎǘƘŜƴ ǘƘŜ ƴŀǘƛƻƴ ŀƴŘ ǇǳōƭƛŎ ǊŀŘƛƻΦέ  

A strategy for diversity and audience growth requires close attention to audience needs, behavior, 

and values, creative use of multiple services and formats, and a willingness to experiment and learn.  

A morŜ ƛƴŎƭǳǎƛǾŜ ŀƴŘ ŘƛǾŜǊǎŜ ǎƻǳƴŘ ǘƻ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƻƎǊŀƳƳƛƴƎ ǿƛƭƭ ƭŜŀŘ ǘƻ ŀ ŘƛŦŦŜǊŜƴǘ ŀǳŘƛŜƴŎŜ ς 

perhaps in small ways, perhaps in larger ones. .ǳǘ ŘƛŦŦŜǊŜƴǘΣ ǘƘŀǘΩǎ ǇǊŜǘǘȅ ƳǳŎƘ ŀ ǎǳǊŜ ǘƘƛƴƎΦ Whether 

the audience will also grow is a gamble that most of the system leaders with whom we have spoken are 

prepared to take ς although most seem convinced that growth will be a result as well. 

Relative to the proportion of African-Americans in the general population, African-Americans are only 

about 80 percent as likely to be found iƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǿŜŜƪƭȅ ŀǳŘƛŜƴŎŜ. The comparable number for 

Hispanics is 42 percent. (Source: Profile 2008, NPR Audience Insight and Research). Asians are more 

likely to be in the public radio audience, 11 percent more than their presence in the general population. 

Data for Native Americans in this study are too limited for reliable statistics.  

When GROW THE AUDIENCE drilled down to look more closely at the amount of listening by different 

groups and the performance of different formats, the disparities are more significant and the story gets 

more complicated.  

!ǎ ǿŜ ƭƻƻƪ ǘƻ ŎǊŜŀǘŜ ŀ ǇǳōƭƛŎ ǊŀŘƛƻ ŀǳŘƛŜƴŎŜ ǘƘŀǘ άƭƻƻƪǎ ƳƻǊŜ ƭƛƪŜ !ƳŜǊƛŎŀΣέ it is important to consider 

the advice we heard from numerous researchers and analysts: that race and ethnicity are limited tools 

in programming development and that public radio should give close attention to values, lifestyles, and 

interests as it pursues goals of inclusiveness and diversity.  
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Sustain current investments in station operations and programming owned 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 a diverse overall service. Loris Taylor of Native Public Media writes 

ǇŀǎǎƛƻƴŀǘŜƭȅ ƛƴ ǎǳǇǇƻǊǘ ƻŦ άǘƘŜ ǎŜƭŦ ŘŜǘŜǊƳƛƴŀǘƛƻƴ ƻŦ ƻǳǊ ƻǿƴ ƳŜŘƛŀ ŘŜǎǘƛƴȅ ŀǎ ŀ ǇŜƻǇƭŜΦέ The Brown 

Paper ŜƴǾƛǎƛƻƴǎ ŀ ǇǳōƭƛŎ ƳŜŘƛŀ ǎȅǎǘŜƳ άthat includes and supports a strong Latino-controlled public 

media.έ  

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

industry. Yet tƘŜǎŜ ǎǘŀǘƛƻƴǎ Ǉƭŀȅ ŀ ƭŀǊƎŜǊ ǊƻƭŜ ǘƘŀƴ Ƴŀƴȅ ǊŜŀƭƛȊŜ ƛƴ ŀŎƘƛŜǾƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎǳǊǊŜƴǘ ƻǾŜǊŀƭƭ 

level of diversity. Going forward, leaders from these stations can bring the knowledge and needs of their 

respective communities to a broader system discussion. 

Our recommendations follow the lines of the three broad strategies outlined above: 

¶ Inclusiveness and accessibility in puōƭƛŎ ǊŀŘƛƻΩǎ news 

¶ Multiple stations with focused and differentiated service 

¶ Ownership and control by people of color 

 

Inclusiveness in Public Radio News 
Public ǊŀŘƛƻΩǎ pursuit of greater inclusion must extend to ǘƘŜ ŎƻǊŜ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƛŘŜƴǘƛǘȅ ς 

beginning with the most successful programs and stations in communities with the largest numbers of 

people of color. This requires a careful shift in ǘƘŜ ŎƘŀǊŀŎǘŜǊ ŀƴŘ ŀǇǇŜŀƭ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ most 

listened-to national programming, parallel change at stations (especially those with the largest 

audiences), and 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 communities of color is easy to grasp. Major news stations like WAMU 

(Washington), WNYC (New York), WBUR (Boston), KPCC (Los Angeles), WLRN (Miami), and KQED (San 

Francisco) already reach large numbers of African-American and Latino listeners, the only two 

racial/ethnic groups measured by Arbitron.  

These stations have large overall audiences and are located in markets with large numbers of African-

Americans, Latinos, and other racial and ethnic groups of significant size. If the appeal of their respective 

services tilted even modestly more in the direction of these constituencies, the collective 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 stations and many others are ready to go. 

άLǘΩǎ ƴƻǘ Ƨǳǎǘ ǊŜǇƻǊǘƛƴƎ on ǘƘŜ ǎǘƻǊȅΣ ƛǘΩǎ Ƙƻǿ ǿŜ ŘŜŦƛƴŜ ǿƘŀǘ ǘƘŜ ǎǘƻǊȅ ƛǎ ŀƴŘ ǿƘƻ ǿŜ ǊŜŦŜǊŜƴŎŜ ŦƻǊ ŀ 

perspective. Even if our audience was the same tomorrow as it is today, we have to create these 



grow the audience  

 Public Radio in the New Network Age  
 

Public Radio Audience Growth Task Force Report ς 15 

connections with our community to exeŎǳǘŜ ƎƻƻŘ ƧƻǳǊƴŀƭƛǎƳΦέ Dean Cappello, Chief Creative Officer, 

WNYC, New York 

άWe 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 air. We have to diversify staff, especially on 

air, to better reflect our community and incorpƻǊŀǘŜ ƴŜǿ ǇŜǊǎǇŜŎǘƛǾŜǎ ƻƴ ƭƛŦŜΦέ Robert Peterson, 

Administrative Manager, KWMU, St. Louis 

How does this change happen? The themes that surface repeatedly in GROW THE AUDIENCE conversations 

center on community connection, tone, and sensibility ς 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 style, pacing, and vocabulary; the artists and songs we choose for interstitial 

music ς ŀƭƭ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ ƳŀƪŜ ǎƻƳŜ ǇŜƻǇƭŜ ŦŜŜƭ άǘƘƛǎ ƛǎ ƳŜέ ŀƴŘ ƻǘƘŜǊǎ ŦŜŜƭ άǘƘƛǎ ƛǎ ǎƻƳŜƻƴŜ ŜƭǎŜΦέ  

Loretta Rucker, of the African-American Public Radio Consortium, parsed the point this way: 

άFirst and foremost is the issue of presentation. Second, even those educated African-American 

opinion-ƭŜŀŘŜǊǎ ǿƘƻ ƭƛǎǘŜƴ ǘƻ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƛƳŀǊȅ ƴŜǿǎ ǇǊƻƎǊŀƳǎ ŦŜŜƭ ǘƘŀǘ ǘƘŜǊŜ ŀǊŜ ƴƻǘ ŜƴƻǳƎƘ 

stories and voices that reflect their communities in 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 clear.έ 

Beyond Tone and Sensibility. Henry Cisneros, former Secretary of Housing and Urban Development, 

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

should play in actively breaking down and through media representations of different racial and ethnic 

groups that contribute to persistent negative stereotyping in our culture. bŀǘƛǾŜ tǳōƭƛŎ aŜŘƛŀΩǎ [ƻǊƛǎ 

¢ŀȅƭƻǊ ǿǊƛǘŜǎΣ άLƴ ǘƘŜ ŀōǎŜƴŎŜ ƻŦ ŀƭǘŜǊƴŀǘƛǾŜ ǊŜǇǊŜǎŜƴǘŀǘƛƻƴǎ ŀƴŘ ōǊƻŀŘŜƴŜŘ ƴŜǿǎ coverage, one-sided 

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 

and educates audiences across the bƻŀǊŘ ƻŦ ƻǳǊ ǊƛŎƘ ŘƛǾŜǊǎƛǘȅΦέ  

Understanding Current Patterns. To understand where we begin, GROW THE AUDIENCE examined the 

ǇŀǘǘŜǊƴ ƻŦ ƭƛǎǘŜƴƛƴƎ ŀŎǊƻǎǎ !ǊōƛǘǊƻƴΩǎ ǘƘǊŜŜ ƳŜŀǎǳǊŜŘ ǊŀŎƛŀƭκŜǘƘƴƛŎ ŎŀǘŜƎƻǊƛŜǎ ς Blacks, Hispanics, and 

Others. Knowing that the strongest predictor of public radio listening is education, and that educational 

ŀǘǘŀƛƴƳŜƴǘ ŘƛŦŦŜǊǎ ōȅ ǊŀŎŜ ŀƴŘ ŜǘƘƴƛŎƛǘȅΣ ǿŜ άƘŜƭŘ Ŏƻƴǎǘŀƴǘέ ŦƻǊ ŜŘǳŎŀǘƛƻƴ ŀƴŘ ŜȄŀƳƛƴŜŘ ƭƛǎǘŜƴƛƴƎ ōȅ 

college graduates.  
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This chart shows the share of listening by college graduates to nine public radio news stations in the 

ƴŀǘƛƻƴΩǎ ƭŀǊƎŜǎǘ ƳŀǊƪŜǘǎΦ CƻǊ ŜȄŀƳǇƭŜΣ ǎǘŀǘƛƻƴ άbŜǿǎ !έ at the left captured 12.7 percent of all radio 

listening by college-educated Other listeners in their market, 2.2 percent of the total listening by Black 

college grads, and 5 percent of the listening by Hispanic grads. There is a clear overall pattern: the share 

ƻŦ ƭƛǎǘŜƴƛƴƎ ŀƳƻƴƎ άhǘƘŜǊέ ƭƛǎǘŜƴŜǊǎ όƳƻǎǘƭȅ ²ƘƛǘŜύ ŜȄŎŜŜŘǎ ǘƘŜ ǎƘŀǊŜǎ ƻŦ ƭƛǎǘŜƴƛƴƎ ŀƳƻƴƎ .ƭŀŎƪ ŀƴŘ 

Hispanic listeners by very large margins. 

Within the broad pattern there are also important station-to-station differences. The share-of-listening 

chart above is based on a single survey period and we recommend further exploration and analysis 

before drawing conclusions about individual 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 Programs. The programming success and the audience appeal of ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ 

stations and news-and-music stations reflect a partnership of local and national efforts. For most of 

these stations, a handful of national programs accounts for a huge portion of listening and profoundly 

shapes thŜ ǎǘŀǘƛƻƴǎΩ ŀǇǇŜŀƭΦ In Los Angeles, for example, about half the total listening to both KPCC 

(news) and KCRW (news and music) ƛǎ ǘƻ btwΩs weekday and weekend news magazines. For public 
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ǊŀŘƛƻΩǎ ƴŜǿǎ ǎǘŀǘƛƻƴǎ ǘƻ ǊŜŀƭƛȊŜ ŀ ǎƘƛŦǘ ƛƴ ǘƘŜƛǊ ŀǇǇŜŀƭ ǘƻ ƳƻǊŜ ǇŜƻǇƭŜ of color, it will take changes in the 

national programming they present in their most important hours of the day.  

Public radiƻΩǎ ǎƛƎƴŀǘǳǊŜ ƴŀǘƛƻƴŀƭ ǇǊƻƎǊŀƳǎ ƴƻǘ ƻƴƭȅ ƎŜƴŜǊŀǘŜ ŀ large percentage of overall listening for 

news and news-and-music stations, they also are the beneficiaries of perhaps 10 percent of public 

ǊŀŘƛƻΩǎ ǘƻǘŀƭ ŜŎƻƴƻƳȅΣ ǿƛǘƘ numbers approaching $100 million flowing on an annual basis from stations, 

business sponsors, foundations, and individual donors. 

New Programming. Different programming causes different listeners to listen. We recommend 

investments in program innovation at both the local and national level ς prototyping, testing, and 

developing programs and formats that explore different styles and sensibilities with the aim of greater 

appeal to audiences of color. This effort must be mindful that race and ethnicity are limited tools in 

programming development and give close attention to the values, lifestyles, and interests that will 

define the programming and those who respond to it. 

 

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

ƻƴ ǎǘŀǘƛƻƴǎΩ ǎŎƘŜŘǳƭŜǎ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜ ƳƻǊŜ ŎƻƳƳƻƴ ǎǘǊŀǘŜƎȅ ƻŦ ƻŦŦŜǊƛƴƎ ƻǇǘƛƻƴǎ ŦƻǊ ƻŦŦ-peak hours. As 

discussed in more detail in the following section, ά¢ƘŜ bŜǿǎΣέ ǇǳōƭƛŎ ǊŀŘƛƻ Ƙŀǎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ǇǳǊǎǳŜ 

meaningful differentiation of audience appeal within the broader news franchise. That will happen in 

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

service in prime times. 

 

New People. GROW THE AUDIENCE has heard time and again that success in achieving inclusiveness goals 

ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƻƎǊŀƳƳƛƴƎ ǘǳǊƴǎ ƻƴ ƎǊŜŀǘŜǊ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ŀƳƻƴƎ ǘƘƻǎŜ ǿƘƻ ŎǊŜŀǘŜ ǘƘŜ ǇǊƻƎǊŀƳƳƛƴƎΦ 

In New York, Maxie Jackson, WŅ/Ωǎ Senior Director for Program Development, designed an aggressive 

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

Takeaway. WNYC advertised with organizations that included the Asian American Journalist Association, 

Spelman College, Native American Journalist Association, National Association of Black Journalists, 

National Association of Hispanic Journalists, South Asian Journalist Association, and WNYC.org. Hires 

were made based on criteria that 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.  

 

άCoalitions of the Committed.έ We recommend a focused and collaborative initiative to increase the 

ŀŎŎŜǎǎƛōƛƭƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳŀƧƻǊ ŦƻǊƳŀǘǎ ǘƻ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ through institution-changing, appeal-

shifting efforts by committed and ready stations with the largest audiences in markets with the largest 

populations of African-Americans and Latinos and similar efforts by national producers to increase their 

service and value to people of color. This initiative should include managed, multi-year projects that 

involve learning, change, and mutual accountability. 
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Such efforts might be similar to the Sǘŀǘƛƻƴ wŜǎƻǳǊŎŜ DǊƻǳǇΩǎ [ŜŀŘŜǊǎΩ tŀǊǘƴŜǊǎƘƛǇ ǘƘŀǘ ŎǊŜŀǘŜŘ ǇǳōƭƛŎ 

ǊŀŘƛƻΩǎ ŦƛǊǎǘ ŎƻƭƭŜŎǘƛǾŜ ŜŦŦƻǊǘǎ ƛƴ ƳŀƧƻǊ ƎƛŦǘǎ ŦǳƴŘǊŀƛǎƛƴƎΦ Or the Public Radio Internet Station Alliance 

(PRISA), through which a half dozen stations worked together exploring early online activities. In these 

examples, the participating stations shaped their agenda as the project unfolded, drew resources from 

both in the field and outside experts, committed to sharing what they learned, and presented their 

progress, problems, and results to each other in an atmosphere of mutual accountability. 

Effective άƛƴŎƭǳǎƛǾŜƴŜǎǎ Ŏƻŀƭƛǘƛƻƴǎέ will require support for:  

¶ Audience research to explore such issues as the current patterns of information consumption 

among target African-American and Latino listeners, broader patterns of media use, and 

responses to programming changes over time.  

¶ Advisors from outside public media who can help with planning and implementing change in 

governance and workforce development, drawing on successful efforts elsewhere in the 

nonprofit sector and in business.  

¶ Program innovations both at individual stations in their local efforts and for larger initiatives 

that could be used nationally. 

¶ Managing the connections among those participating in the initiatives to 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 radio presents its strongest formats over different 

stations, each with a focused and differentiated service. 

!ŎƘƛŜǾƛƴƎ ŎƘŀƴƎŜǎ ƛƴ ǘƘŜ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ŀƴŘ ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ large-market news stations would 

have an important impact on the overall field. But public radio has other strong options as well. GROW 

THE AUDIENCE ŀƭǎƻ ŜȄŀƳƛƴŜŘ ǘƘŜ ǇŀǘǘŜǊƴǎ ƻŦ ƭƛǎǘŜƴƛƴƎ ōȅ .ƭŀŎƪǎΣ IƛǎǇŀƴƛŎǎΣ ŀƴŘ hǘƘŜǊǎ ǘƻ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

classical stations and jazz stations. These analyses produced significant differences in the response of 

the different racial/ethnic groups, but in different patterns than we saw for news.  

¶ Among seven large-market classical stations we examined, the pattern is that the classical 

format, whether public or commercial, can attract Hispanic college grads along with Others ς in 

some cases with near-equal shares ς but its appeal to Black listeners who are college graduates 

is limited.  

¶ Among seven large-market jazz stations, the pattern is much higher shares among Black college 

grads than are found among Hispanic and Other college-educated listeners, with most stations 

claiming about equal shares of listening from the latter two groups. 
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Other music services, such as AAA, have their own distinctive patterns of audience appeal as well.  

The classical and jazz findings point toward a second key element in an overall strategy for audience 

diversity ς the importance of multiple stations with different formats in realizing audience diversity 

goals. Different programming causes different listeners to listen. Encouraging multiple public radio 

services in as many markets as can support them, and, equally important, encouraging meaningful 

differentiation of the services offered by each of them, will increase audience diversity. 

This principle is illustrated in the following example from Los Angeles, one of the most diverse major 

markets in the country. It 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 and as more recent 

changes in the market are reflected. The important information is the broad pattern.  

 

This chart shows the pattern of public radioΩǎ ǎŜǊǾƛŎŜ ǘƻ college graduates in Los Angeles through 

multiple stations and multiple formats in Fall 2007.  

 

¶ Listening by college-educated Other listeners is driven by news KPCC, classical KUSC, and news-

and-music KCRW.  

 

¶ Over half of all public radio listening by college-educated Black listeners in LA is to jazz station 

KKJZ.  

¶ Listening by college-educated Hispanics 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 college-educated listeners, ǿƘŜǊŜ ǿŜ ǿƻǳƭŘ ŜȄǇŜŎǘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇŜǊŦƻǊƳance to be 

strongest, shares of listening by African-American listeners and by Hispanic listeners are dramatically 

less than shares of listening by Others. 

Public radio should also look beyond news, classical, and jazz to other formats that might hold a greater 

appeal for African-Americans, Latinos, and/or younger listeners. In Los Angeles CPB is currently 

supporting a project that aims to create a new sound and media resource that will appeal to a younger, 

urban, English-language and majority Latino demographic that itself is highly diverse in terms of 

education, class, home culture, and language. In Chicago, ².9½Ωǎ Vocalo.com is letting the listening 

community both define and produce the news. In Milwaukee, WYMS continues to refine a 

contemporary-music-basŜŘ ǎŜǊǾƛŎŜ ǳƴŘŜǊ ǘƘŜ ōŀƴƴŜǊ άŘƛǾŜǊǎŜ ƳǳǎƛŎ ŦƻǊ ŀ ŘƛǾŜǊǎŜ ŎƛǘȅΦέ These and other 

efforts at innovation are all at the edges of the current system and there are, as yet, ƴƻ άōǊŜŀƪǘƘǊƻǳƎƘǎέ 

in audience service to report.  

 

Diversity of Ownership and Control  
Continue investments in operations and programming of stations owned and controlled by people of 

color, increase their number, and strengthen their programming performance. 

A central, long-ǎǘŀƴŘƛƴƎ ǘƘŜƳŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻƭƭŜŎǘƛǾŜ ǿƻǊƪ ǘƻ ǎƘŀǇŜ ŀ ŘƛǾŜǊǎŜ service has been a 

commitment to station ownership and control by people of color. Over the years CPB and others have 

fostered development of 75 CPB-supported stations at which the majority of 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 with 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 programs that have been developed by and that are 

principally used by these stations, such as Linea Abierta, Noticiero Latino, National Native News, and 

Native America Calling. CPB has also funded several program initiatives developed by NPR and the 

African-American Public Radio Consortium that have been widely used by African-American stations as 

well as others, such as the Tavis Smiley Show, News and Notes, and Tell Me More. The Public Radio 

Satellite System provides, at no charge, a full-time distribution channel for both Satélite Radio Bilingüe 

and Native Voice One. 

These investments have produced measurable results. 

¶ Seven of the ten public radio stations that generate the most African-American listening are 

controlled by African-Americans: WBGO (New York), KCEP (Las Vegas), WPFW (Washington), 

KMOJ (Minneapolis-St. Paul), KKJZ (Los Angeles), WBAI (New York), and WEAA (Baltimore). The 
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other three stations in the top ten are WAMU (Washington), WNYC-AM (New York), and WBUR 

(Boston). Source: Arbitron as processed by AudiGraphics, average of Fall 07 and Spring 08. 

¶ 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 are KUSC (Los Angeles), KPCC (Los Angeles), KKJZ (Los Angeles), WNYC-FM (New 

York). WLRN (Miami), KCRW (Los Angeles), and KQED (San Francisco). 

¶ While Arbitron does not break out listening by Native Americans, virtually all of the stations that 

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. When opportunities arise to increase the number of such stations through applications 

for new stations, potential acquisitions, or public service management agreements, aggressive efforts 

should be made to pursue them. Similarly, the success of some 33 Native American groups in gaining 

ǎǘŀǘƛƻƴ ŎƻƴǎǘǊǳŎǘƛƻƴ ǇŜǊƳƛǘǎ ǘƘǊƻǳƎƘ ǘƘŜ C//Ωǎ ǊŜŎŜƴǘ ƴƻƴŎƻƳƳŜǊŎƛŀƭ ŦƛƭƛƴƎ ǿƛƴŘƻǿ (and the prospect 

of still more to be granted) needs strong follow-up to get these stations on the air as sustainable 

operations.  

 

 

This chart shows the share of 

listening in the top 25 markets that 

goes to public radio stations (Metro 

share, Spring 2008, Arbitron diary 

markets only). Each segment of a 

bar is a different station.  

The 17 stations highlighted in red 

are controlled by people of color, 

as are two stations in Houston (a 

PPM market not shown) and two 

other stations with audiences too 

small to report. 

 

We recommend the development of clearer quantitative and qualitative expectations of audience 

ǇŜǊŦƻǊƳŀƴŎŜ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎǘŀǘƛƻƴǎ ŎƻƴǘǊƻƭƭŜŘ ōȅ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ōŀǎŜŘ ƻƴ ŦƻǊƳŀǘΣ ǎǳǎǘŀƛƴŀōƭŜ 

resources, and the characteristics of the different markets they serve. In the largest markets, there are 

several stations with full service signals that currently garner relatively small shares of listening. In 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  
 

 

aŀƪŜ ǇǳōƭƛŎ ǊŀŘƛƻ !ƳŜǊƛŎŀΩǎ Ƴƻǎǘ ǘǊǳǎǘŜŘ ŀƴŘ Ƴƻǎǘ ǿƛŘŜƭȅ-used source of daily 

journalism. Strengthen the power and scope of its most listened-to national news 

programs, invest in program innovation that will lead to more choice and service for 

listeners, support significant growth in the scale, quality, and impact of local 

journalism, and develop an integrated online news presence.  

 

tǳōƭƛŎ ǊŀŘƛƻΩǎ ƭŀǊƎŜǎǘ ƴŜŀǊ-term opportunity for audience growth and new public service is in news ς 

national programs, local journalism, and aggressive expansion of online service. 

 

2.0 Public Radio and Journalism  
ά!ƭƭ ƴŜǿǎέ is the most-listened-to public radio format in all but a handful of the markets in which it is 

offered and news stations account for four out of every ten hours of listening to public radio nationwide. 

tǳōƭƛŎ ǊŀŘƛƻΩǎ Ƴƻǎǘ ǎǳŎŎŜǎǎŦǳƭ ƴŜǿǎ ǎǘŀǘƛƻƴǎ ŀǊŜ ŀƴŎƘƻǊŜŘ ōȅ btwΩǎ ǇƻǿŜǊŦǳƭ ƴŜǿǎ ƳŀƎŀȊƛƴŜǎ Morning 

Edition and All Things Considered, are most readily identified through the salience of the NPR brand, and 

typically feature programs from other producers as well, such as !taΩǎ MarketplaceΣ ǘƘŜ ../Ωǎ World 

Service, ²I¸¸Ωǎ Fresh Air, ²!a¦Ωǎ Diane Rehm Show, and The World, which is co-produced by WGBH, 

PRI, and the BBC. At the public radio stations and websites that garner the largest audiences, local 

reporting within Morning Edition and other local news and talk programming play important roles.  

bŜǿǎ ǎǘŀǘƛƻƴǎ ƭŜŘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƭŀǎǘ ƳŀƧƻǊ ǎǳǊƎŜ ƛƴ ƭƛǎǘŜƴƛƴƎΣ ŦǊƻƳ нллл ǘƘǊƻǳƎƘ нллоΦ After a couple of 

years in which their audiences sagged along with stations presenting other formats, news stations are 

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

2008, during which overall listening (AQH) to public radio grew by 2.3 percent (Arbitron Nationwide), 

news stations grew by 6 percent (Audience Research Analysis AudiGraphics, 99 news stations, diary 

markets only). 

News is usually the strongest programming at the many public radio stations that offer a mixed format 

of news and music, attracting more listeners and more listening than other programming. 

9ǾŜƴ ŀǎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ ŀƴŘ ƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻƎǊŀƳƳƛƴƎ ǎǘŀƴŘǎ ƛƴ ŀ Ǉƻǎƛǘƛƻƴ ƻŦ ƎǊŜŀǘ ǎǘǊŜƴƎǘƘΣ ǘƘŜ 

largest practitioners of daily journalism, AmerƛŎŀΩǎ ƴŜǿǎǇŀǇŜǊǎΣ ŀǊŜ ƛƴ ŘŜŜǇ ŘƛǎǘǊŜǎǎ ŀƴŘ ǎƘŜŘŘƛƴƎ 

thousands of jobs. Their plight follows the general abandonment of most serious reporting in 

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. 
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There is both responsibility and opportunity for public radio in these developments. At the same time, 

ǿŜ ƴŜŜŘ ǘƻ ōŜ ǊŜŀƭƛǎǘƛŎ ŀōƻǳǘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎǳǊǊŜƴǘ ŎŀǇŀŎƛǘƛŜǎΣ ŀǘ ōƻǘƘ ǘƘe national and local levels, and 

we need to be focused in our aspirations to be something more. 

tǳōƭƛŎ ǊŀŘƛƻΩǎ ƧƻǳǊƴŀƭƛǎƳ ŜƴƧƻȅǎ ǊŜƳŀǊƪŀōƭŜ ǘǊǳǎǘ ōȅ ǘƘŜ !ƳŜǊƛŎŀƴ ǇǳōƭƛŎ ς year after year, poll after poll. 

At the national level NPR is our strongest journalistic brand, along with individual programs such as 

Marketplace and The World. Locally there are perhaps ten public radio stations with a significant local 

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

half that.  

Public radio has other journalistic assets: independent producers and freelancers, international 

broadcasters (most notably the BBC), a few partnerships with newspapers at both the national and local 

level, and several loose relationships with emerging stand-alone online news operations. But these 

assets are generally disaggregated and more at the edge of the field than the center. 

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

gathering capacity ς ƳƻǊŜ άŦŜŜǘ ƻƴ ǘƘŜ ǎǘǊŜŜǘέ ǿƛǘƘ ƴƻǘŜōƻƻƪǎΣ ǊŜŎƻǊŘŜǊǎΣ ŀƴŘ ŎŀƳŜǊŀǎ and more 

editors and producers to shape their work. The distance between current reality and the role we 

imagine ς and that others urge upon us ς is large. 

Public radio must also think carefully and collectively about the character of the journalistic franchise 

to which it  aspires. Public radio organizations cannot simply take up roles, beats, and topics as they are 

left behind by others. Rather, we should proceed in an audience-centered fashion, beginning with the 

interests and needs of those who already respond strongly to public radio news and information 

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

 
2.1 Journalism: National Programs  
Strengthen public ǊŀŘƛƻΩǎ Ƴƻǎǘ ƭƛǎǘŜƴŜŘ-to national news programs with a renewed focus on these 

programs by senior network executives, stronger reporting from across the nation, a greater 

commitment to enterprise reporting, more diverse views and voices, and exploration of new 

approaches to the availability and organization of national content. 

 

Renewed focus on key assets. A short list of signature national news programs generates a huge 

amount of listening for public radio as a whole, as much as half or more of all listening to the stations 

that carry them, and greater listener loyalty than most other programming on stationsΩ schedules. btwΩǎ 

Morning Edition and All Things Considered top this list, which also includes Fresh Air, Talk of the Nation, 

Weekend Edition, The Diane Rehm Show, Marketplace, and The World. 

 

Many in public radio believe that in recent years btwΩǎ ǘƻǇ ƳŀƴŀƎŜƳŜƴǘ άǘƻƻƪ ǘƘŜƛǊ ŜȅŜǎ ƻŦŦ ǘƘŜ ōŀƭƭέ 

with respect to the broadcast performance of key national programs. It takes nothing away from 
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revitalization efforts already underway inside NPR and station-focused efforts such as Morning Edition 

Graduate School to assert that more needs to be done to reinvigorate and renew these programs on a 

continuing basis. Key steps include: 

 

¶ Assure continuing management focus and budget priority, both nationally and locally, on the 

core programming assets of the public radio news franchise. 

 

¶ Invest in research to mƻƴƛǘƻǊ ǘƘŜ ŎƘŀƴƎƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ŜƴǾƛǊƻƴƳŜƴǘ ƛƴ ǿƘƛŎƘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

signature news programming competes for attention and the changing information needs of the 

listeners they seek to serve.  

 

¶ Commit to regular, ongoing editorial and operational communication and coordination between 

senior national program executives and station leaders in programming and news that centers 

on the performance of key national programs.  

 

Reporting from across the nation. We recommend a significant increase ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ national 

reporting capacity from across the nation. Current national reporting is criticized as too often sounding 

ƭƛƪŜ άǇŀǊŀŎƘǳǘŜ ǊŜǇƻǊǘƛƴƎέ ƻǊ άŎƻŎƪƭŜ-ǿŀǊƳƛƴƎέ ŦŜŀǘǳǊŜǎ ŦǊƻƳ ǘƘŜ ƘŜŀǊǘƭŀƴŘΦ We have heard from 

station programmers and news executives that audiences would like to hear more reporting from 

outside the usual media centers (New York, Washington, Los Angeles, etc.), which they suggest often 

yields distinctive ǎǘƻǊƛŜǎ ǘƘŀǘ άǊŜŀƭƭȅ ǎǘƛŎƪέ with listeners.  

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

exploration and discussion. 

Some assert that national reporting is an area in which national news producers, especially NPR, could 

make better use of station talent, resources, and reporting. In this view, station-based reporters ς 

especially at leading news stations with experienced reporters, editors, and producers ς should be 

tapped regularly to report for a national audience. This requires commitments by both national 

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

staff training, and development of systems for workflow management. btwΩǎ Project Argo and 

discussions of the as-yet-ǳƴŘŜǾŜƭƻǇŜŘ άbŜǿǎ bŜǘǿƻǊƪ ƻŦ ǘƘŜ CǳǘǳǊŜέ may fall in this area. 

Others counter that opportunities to advance national reporting through national producer/station 

partnerships may be more limited than at first appears to be the case and that it is difficult for even the 

most accomplished reporters to develop a story for both a national audience and a local audience. It is 

suggested that άŦǊƻƳ ǘƘŜ ŦƛŜƭŘέ national reporting requires an allocation of resources for reporters and 

editors based around the country who would be focused on reporting for their network. One scenario 

would be for NPR to create four to six regional reporting centers, staffed by several reporters, a 

producer, and a regional editor. The facilities might be co-located with stations, but perhaps not.  
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Enterprise and Investigative reporting. ²Ŝ ǊŜŎƻƳƳŜƴŘ ƛƴŎǊŜŀǎƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴƻǿ-limited 

investment in enterprise and investigative reporting. Those concerned about the current state of 

!ƳŜǊƛŎŀƴ ƧƻǳǊƴŀƭƛǎƳ ƻŦǘŜƴ ƳŜƴǘƛƻƴ ǘƘŜ ŎǊƛǘƛŎŀƭ ǊƻƭŜ ƻŦ άŀŎŎƻǳƴǘŀōƛƭƛǘȅ ǊŜǇƻǊǘƛƴƎέ ǿƛǘƘ ǊŜǎǇŜŎǘ ǘƻ 

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 authority of a news brand. Such work 

ŎƻǳƭŘ ŀƭƛƎƴ ŎƭƻǎŜƭȅ ǿƛǘƘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǳōƭƛŎ ǎŜǊǾƛŎŜ ƳƛǎǎƛƻƴΦ 

At the same time, this is difficult and costly reporting and some believe the cost/benefit equation is not 

strong enough for public radio to consider this path until resources for the field have increased 

dramatically.  

To mount a serious investigative effort, public radio should build on the efforts already in place within 

NPR news, which recently hired its first editor dedicated to investigative work, ŀƴŘ !taΩǎ ŘƻŎǳƳŜƴǘŀǊȅ 

unit, American RadioWorks. Initial efforts might focus on three or four enterprise/investigative teams 

that, together, would be expected to break about one major story per month.  

Diverse views and voices. We reiterate here our recommendation in the preceding section that public 

ǊŀŘƛƻΩǎ ǎƛƎƴŀǘǳǊŜ ƴŀǘƛƻƴŀƭ ƴŜǿǎ ǇǊƻƎǊŀƳǎ ƴŜŜŘ ƳƻǊŜ diverse voices and views across the range of daily 

stories, the people doing the news, and those presenting analysis. This will increase the accessibility and 

authenticity of programming in communities across the country. Emphasis on a wider range of views 

and voices ǎƘƻǳƭŘ ƴƻǘ ōŜ ŎƻƴŦƛƴŜŘ ǘƻ άǘŀǊƎŜǘέ ǇǊƻƎǊŀƳǎΣ ōǳǘ ōǳƛƭǘ into ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳŀƧƻǊ ƴŜǿǎ 

programs. 

 Programmers urge all national producers to avoid an oft-heard homogeneity 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 like them and for those not. In 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 content. GROW THE AUDIENCEΩs 

consultations with 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 content. National producers should allow stations to use exceptional pieces outside the 

program in which they are originally presented. {ƻƳŜ ǎǘŀǘƛƻƴǎ ǿƻǳƭŘ ƭƛƪŜ ǘƻ άǳƴōǳƴŘƭŜέ ǇƛŜŎŜǎ ŦǊƻƳ ǘƘŜ 

NPR news magazines and other national programs on their own so they can present them elsewhere in 

their schedules. Others envision national producers ǎŜƭŜŎǘƛƴƎ ǎŜǾŜǊŀƭ άǘƻǇ ǎǘƻǊƛŜǎέ ŜŀŎƘ ǿŜŜƪ ǘƘŀǘ ǿƻǳƭŘ 

be offered, on a stand-alone basis, perhaps through Content Depot or PRX. National producers might 
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also consider replaying some pieces from their weekday programs in their weekend vehicles, perhaps 

with some add-on or follow-up reporting. 

Exploration of a possible NPR news stream. Some programmers suggest that NPR move from distinct 

news programs toward a continuously available news and information stream that is unified editorially, 

designed and paced with sensitivity to changing listener needs and interests in different dayparts, 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 distinctive identities, personalities, 

and daypart sounds and sensibilities and that public radio listeners like and value these qualities. In this 

view the distinctive personalities of the programs give a unique flavor to public radio news and keep 

public radio apart from the sometimes drone-like qualities of cable news channels and other all-news-

all-the-time services. 

An NPR programming stream would have dramatic implications for how NPR invests its news resources, 

for carriage of programming from other national producers, and for branding of station services. How 

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

How would such a format interact with current NPR mid-day talk offerings that do not flow into the 

magazine format, such as The Diane Rehm Show and Talk of the Nation, as well as offerings from other 

networks, such as Marketplace, The World, and The Takeaway? Given the likelihood that any such 

stream would be offered on the Internet by NPR itself, would this accelerate changes in the fundamental 

dynamics between stations and the network? These are not easy questions, but there appears to be 

ŜƴƻǳƎƘ ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜ άǇǊƻƎǊŀƳƳƛƴƎ ƴƻǘ ǇǊƻƎǊŀƳǎέ ŀǇǇǊƻŀŎƘ ōȅ ŀ ƴǳƳōŜǊ ƻŦ program directors to 

warrant further serious discussion. 

 

Support the development of new national news programming that will give stations meaningful 

choices for differentiating their news services and give more listeners a news choice that meets their 

interests and needs on-air and online. 

 

For all the power and success of ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎƛƎƴŀǘǳǊŜ ƴŀǘƛƻƴŀƭ ƴŜǿǎ ǇǊƻƎǊŀƳǎ ŀƴŘ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ 

close attention to their continued strength, long-term and large-ǎŎŀƭŜ ƎǊƻǿǘƘ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ 

franchise also requires investment in innovation and differentiation. 

 

Several years ago George Bailey of Walrus Research, in an SRG Discussion Paper, urged public radio to 

ά!ǘǘŀŎƪ ¸ƻǳǊǎŜƭŦΦέ Bailey wrote: 

 

άIŜǊŜΩǎ ǿƘŀǘ ƳŀǊƪŜǘƛƴƎ ǎǘǊŀǘŜƎƛǎǘǎ ǊŜŎƻƳƳŜƴŘ ǿƘŜƴ ȅƻǳǊ ǇǊƻŘǳŎǘ ƻr service is so successful that 

it becomes a prime targetτattack yourself. MTV attacked itself with VH1. General Motors 
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attacked itself with Saturn. PBS did nothing and was attacked by Discovery, which attacked itself 

by launching TLC, Animal Planet, Discovery Kids, Discovery Wings, even Discovery EspañolΦέ 

 

άGoing forward, we think that public radio could serve more listeners, raise more revenue and 

block the competition by establishing at least two NPR news stations per market, a winning 

strategy so long as each NPR news station takes a distinct position, clearly differentiated from the 

other.έ 

 

More recently PRI President (and Audience Task Force member) Alisa Miller made this case for multiple, 

differentiated news services both on-air and online: 

 

άThe BBC has retained its domestic reach 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), itΩs unlikely they would have been able to retain and grow their radio audience to the 

extent they have.  

 

άThis need for more dynamism in franchises . . . to meet AmericansΩ needs becomes even more 

pronounced due to the growing space available on digital platforms, even as it is important to 

broadcast too. Competition will require public media to be prepared to offer more options in an 

infinite channeƭ ǿƻǊƭŘΦέ 

 

The decentralized character of public radio requires a collective effort if the differentiation that 

Bailey and Miller encourage is to be achieved. Stations 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 creating content 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 necessary for a broad effort at innovative differentiation: 

 

¶ Agree on approach. Resource constraints demand focus on a short list of possibilities. Public 

radio often defaults to the demography of age or race in talking about a different appeal. But 

both marketers and audience researchers who have worked with public radio counsel a more 

nuanced approach which, while it may include demography, would be based more on such 

factors as values, lifestyles, information needs, and patterns of media consumption. These 

are difficult choices and require careful consideration and consultation between station 

organizations genuinely interested in differentiation of news services and national producers. 
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¶ Assess and sort current programming. With a differentiation plan or segmentation scheme in 

mind, it may be possible to assess and sort the character of existing national programming 

along these lines as an initial foundation of two distinct services. 

 

¶ Invest in new, signature content. This will involve significant investment ς but with the 

prospect of major gains in audience service and audience support.  

 

  

2.2 Journalism: Local Reporting  
Create a dozen high profile, station-based reporting centers around the country whose signature is 

superior local reporting, increase the capacity and performance of other stations that have made 

substantial commitments to local news reporting, and support journalistic collaborations that save 

money, incorporate broader perspectives, and achieve a larger impact. 

 

.ƛƭƭ .ǳȊŜƴōŜǊƎ ǎǳƳƳŀǊƛȊŜŘ ǘƘŜ ŎŀǎŜ ŦƻǊ ƭƻŎŀƭ ŜȄŎŜƭƭŜƴŎŜ ƛƴ άCƛǾŜ ¢ŜƴŜǘǎ ŦƻǊ tǳōƭƛŎ wŀŘƛƻΩǎ CǳǘǳǊŜΣέ ŀ 

GROW THE AUDIENCE essay. 

 

άIn every market, public radio is a critical, primary news source . . . Investing in local hard-news, 

fact-based, reporter-driven coverage has never been more essential as so many local newspapers 

continue to soften and contract, while local TV stations continue to go their merry ratings-driven, 

hyper ventilating, irrelevant way. Yes, quality counts, and good editing, fact-checking, and careful 

news selection are vital. But if public radio is to create the highest value that it can provideτand 

thus attract an audience that does not have to go elsewhereτit must make news sparkle at the 

local/regional level, as it so often does nationally and internationally.έ 

 

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

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

by even the largest public radio news stations. ²ƘŜǊŜ άŦŀƛƭƛƴƎέ ƴŜǿǎǇŀǇŜǊǎ ǎǘƛƭƭ ŜƳǇƭƻȅ ŘƻȊŜƴǎ ƻŦ 

reporters to cƻǾŜǊ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘƛŜǎΣ Ƴƻǎǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƭŀǊƎŜr local news operations are fielding 10 

or fewer regular reporters. Total newsroom headcounts ς news directors, reporters, editors, hosts, 

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

 

There are three complementary paths toward the scale and effectiveness public radio needs if it is to 

make a major leap in the impact and significance of its local reporting. 

 

We recommend increasing local broadcast and online reporting at a dozen stations with high audience 

service potential through significant investments that increase the number of news staff, enhance on-

air and online news production capacity, develop skills for reporting and content management in a 

digital age, and foster innovative approaches to community connections. 
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Ten to fifteen stations (or state/regional networks) have already embarked on efforts to build 

substantial daily reporting capacity. They are in communities in which we can envision long-term, 

sustainable funding that will grow as their efforts grow. Public radio, as a system, should invest in 

accelerating their development ς much as was done at earlier stages of public radio development with 

άǇǊƻŘǳŎǘƛƻƴ ŎŜƴǘŜǊέ ŀƴŘ άƳŀƧƻǊ ƳŀǊƪŜǘ ƛƳǇǊƻǾŜƳŜƴǘέ ƎǊŀƴǘǎ ς because of the immediate value these 

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

Ŧƻƭƭƻǿ ǘƘƛǎ ǇŀǘƘΣ ŀƴŘ ǘƘŜ άǘŀƭŜƴǘ ƳŀƎƴŜǘέ ǎǳŎƘ ƘƛƎƘ ƛƳǇŀŎǘΣ ƘƛƎƘ Ǿƛǎƛōƛƭƛǘȅ ƻǇŜǊŀǘƛƻƴǎ ǇǊƻǾƛŘŜ ŦƻǊ ōƻǘƘ 

new and veteran reporters. 

 

We have emphasized the importance of assuring a range of views and voices throughout the news 

reporting process at national producers. TƘƛǎ ƛǎ ŀƭǎƻ ǘǊǳŜ ŦƻǊ ǘƘŜǎŜ ŜƳŜǊƎƛƴƎ άŦƛǊǎǘ ǘƛŜǊέ ƭƻŎŀƭ ƴŜǿǎ 

organizations and should be a feature of investments in building increased local capacity. 

 

A ramp-up of targeted major, station-based newsrooms warrants a sustained, multi-year effort in which 

national funds from CPB and elsewhere would stimulate and match growing local investments. 

 

In addition to these targeted investments, we recommend initiatives for other stations that have 

made substantial local reporting commitments in order to increase their capacity to create and 

present regular, high-quality journalism at a level consistent with the scale and resources of their 

organizations and communities.  

 

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

commitment to news and information programming. The key to success in such a broad-based effort is 

to recognize that expectations must be different in large markets, mid-sized markets, and rural 

ŎƻƳƳǳƴƛǘƛŜǎΣ ōǳǘ ǘƻ ǎŜǘ ŀ Ǝƻŀƭ ǘƘŀǘ ŀƭƭ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ ǎǘŀǘƛƻƴǎ can move forward toward higher 

quality in both on-air and online reporting.  

 

Most of these investments will be made by individual stations as they develop and allocate resources 

ǘƻǿŀǊŘ ƴŜǿǎ ƎŀǘƘŜǊƛƴƎ ŀƴŘ ǇǊŜǎŜƴǘŀǘƛƻƴΦ IƻǿŜǾŜǊ ǎƘŀǊŜŘ ŜŦŦƻǊǘǎΣ ǎǳŎƘ ŀǎ btwΩǎ aƻǊƴƛƴƎ 9Řƛǘƛƻƴ DǊŀŘ 

School (MEGS), Public Radio News Directors (PRNDI) workshops, and other such projects can leverage 

existing research and practical knowledge to inform local strategies and practices. 

 

The most critical station needs are in basic broadcast journalism. Marcia AlvarΣ 5ƛǊŜŎǘƻǊ ƻŦ btwΩǎ [ƻŎŀƭ 

News Initiative, places a strong emphasis on the need for quality in local news: 

 

άtwt5Ωǎ ΨSense of PlaceΩ research reported widespread listener disappointment with the quality 

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

ŜŀǊƭƛŜǊ ǎǘǳŘƛŜǎ ƛƴŎƭǳŘƛƴƎ twt5Ωǎ нллм ά/ƻǊŜ ±ŀƭǳŜǎ ƻŦ [ƻŎŀƭ bŜǿǎκLƴŦƻǊƳŀǘƛƻƴ tǊƻƎǊŀƳƳƛƴƎέ ŀƴŘ 

both Local News Project I and LNP II studies for PRNDI done by Market Trends Research. Covering 
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a period of seven years and built on different methodologies, all four studies point to the same 

inescapable conclusion: we are paying more atteƴǘƛƻƴ ǘƻ ǉǳŀƴǘƛǘȅ ǘƘŀƴ ǉǳŀƭƛǘȅΦέ 

 

Given the steadily increasing importance of the public radio news franchise and the still largely under-

developed capacities at stations working within this franchise, we recommend an annual investment in 

professional development for local news programming personnel. 

 

We recommend support for collaborative projects that advance shared use of local station reporting 

on a regional and topical basis and investments in shared resources such as editors for broadcast and 

online content that will serve more than one station. Such efforts should have a clear focus on cost 

reduction, wider use of content, or both. 

 

Public radio can achieve local/regional scale through collaborations among public radio organizations. 

While there are numerous small-scale 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 on-air presence are rare. 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 receive priority in public radio newsrooms. Participating stations would 

ǎƘŀǊŜ ǘƘŜƛǊ ŎƻƴǘŜƴǘ άƘƻǊƛȊƻƴǘŀƭƭȅέ ŀŎǊƻǎǎ ǘƘŜ ǇǳōƭƛŎ ǊŀŘƛƻ ǎȅǎǘŜƳΦ PRX is a vehicle for such collaboration. 

! ǾŀǊƛŀǘƛƻƴ ƻƴ ǘƘŜ άbŜǿǎ bŜǘǿƻǊƪ ƻŦ ǘƘŜ CǳǘǳǊŜέ ƳŜƴǘƛƻƴŜŘ Ǉreviously might do the same. 

 

Investments in this approach would aim at overcoming the significant barriers to the start-up of such 

collaborations, helping collaborators demonstrate the value of shared efforts in order to attract future 

investments from the stations themselves and other funders and sponsors. 

 

We recommend partnerships and collaborations that look outside public radio to other content-

creating organizations and community resources.  We recommend development of suggested editorial 

principles, policies, and practices that will preserve the trusted position and integrity of public radio in 

this more inclusive and multi-dimensional environment. 

 

Scale is also achievable through partnerships and collaborations that look outside public radio. The 

proliferation of accessible media tools has multiplied 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 our stations. Online-

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

politics are a few examples. 

 

Stations will 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 content opportunities both for broadcast and 

online presentation in this space. 

 

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

encourage and support a few demonstration projecǘǎ ǘƘŀǘ ǎƘƻǿ ǿƘŀǘ ŀ άŦǳƭƭ ōƻǊŜέ ǇŀǊǘƴŜǊǎƘƛǇ ƳƻŘŜƭ 

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 multi-dimensional environment. 

 

 

2.3 Journali sm: Integrated Online News  
Create an integrated online news presence for diverse public media sources ς international, national, 

and local ς that extends current capacities and brands, leverages current editorial assets and adds or 

creates new ones, and that might include the distinctive strengths and separate assets of public 

television and online public service media organizations. 

 

GROW THE AUDIENCEΩǎ bŜǿ aŜŘƛŀ ²ƻǊƪƛƴƎ DǊƻǳǇ ŜƴǾƛǎƛƻƴŜŘ ŀ world-class, collaboratively-managed 

public service media news site that would provide an online presence comparable to the BBC, the New 

York Times, The Washington Post, or CNN. The site would integrate content from multiple sources and 

brands ς international, national, regional, and local. By matching IP addresses to locations and opt-in 

preferences, users could be presented a localized version of the site, in some ways replicating the 

listener experience of Morning Edition, which might move from an NPR foreign bureau to a Marketplace 

Morning Report to a local update from City Hall.  

 

The Working Group surfaced several ideas for how best to integrate local and national elements, but 

there was broad agreement that such seamless technical integration was essential. There is substantial 

divergence on how to name and brand the site, however, as well as how to structure and monetize it. 

Also worth considering would be partnerships with local newspapers, combined public radio and public 

television efforts, and special emphasis on reaching audiences currently outside the principal public 

radio constituencies.  

 

This would be a huge and complex undertaking, surpassing in scale other coordinated digital initiatives 

such as the now-under-development American Archive. .ǳǘ ƛǘ ƛǎ ǇǊƻōŀōƭȅ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ōŜǎǘ ōŜǘ ŦƻǊ ŀ 

presence in online services that would be comparable to the role and impact it has achieved in 

broadcasting. 
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aŀƴȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƻƎǊŀƳƳƛƴƎ ŀƴŘ ƴŜǿ ǘŜŎƘƴƻƭƻƎȅ ƭŜŀŘŜǊǎ ƘŀǾŜ ǇŀǊǘƛŎƛǇŀǘŜŘ ƛƴ ƻƴŜ ƻǊ ƳƻǊŜ 

discussions about a shared backbone or infrastructure for digital distribution of public radio content ς 

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

technology and structure than on content. 

 

More recently, an ad hoc group of public radio and television leaders opened a discussion about 

possibilities for aggregation 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 or to efforts across public radio and public 

television. 

 

We recommend that public radio and other public media partners move as quickly and as far as 

possible through a sequence of non-mutually-exclusive steps to build public medƛŀΩǎ ƻƴƭƛƴŜ news 

capacity. 

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

ǇǳōƭƛŎ ǊŀŘƛƻ ŀƴŘ ǇǳōƭƛŎ ǘŜƭŜǾƛǎƛƻƴΩǎ ƻƴƭƛƴŜ ƧƻǳǊƴŀƭƛǎƳ Ŏŀƴ ōŜ ǊŜŀƭƛȊŜŘ ǿƛǘƘ ƴƻ ŎƘŀƴƎŜ ƛƴ ǇǳōƭƛŎ-facing 

identities of the respective producing and distributing organizations. Frequently cited collaborative 

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

activities such as federated search and search engine optimization. 

Aggregation of public media journalism. tǳōƭƛŎ ǘŜƭŜǾƛǎƛƻƴ ŀƴŘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƻƴƭƛƴŜ ƧƻǳǊƴŀƭƛǎƳ ƛǎ 

currently presented on sites that align with separate networks, producers, shows, and stations. There is 

no integrated public media journalism presence, scant cross-linking or promotion of other public 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 a single online vehicle to distribute their respective sitcoms and 

related material, public media could create a public media journalism destination that presents work 

from multiple sources ς international, national, and local ς showcasing collective efforts in a way that 

both stands on its own and leads back to the original reporting. 

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 many local versions of Morning Edition are 

perceived by radio listeners. Others suggest users will increasingly seek content that is organized in 

content verticals and that we should not confuse our desire for aggregation from multiple sources with 

an audience desire for focused presentation. This point extends through the following steps as well. 

Aggregation plus curation. Hulu has grown to include content from dozens of sources beyond its two 

founders. Similarly, an integrated public media journalism effort could also include curated content from 
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other sources, ranging from conventional journalism partners to online-only journalism initiatives to 

various citizen journalists and other kinds of user-generated content. 

Such steps toward partnership and participation currently 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 broadcasters have periodically collaborated on content creation. 

Minnesota Public Radio organized several rounds of an annual Public Radio Collaboration in which 

ƴŀǘƛƻƴŀƭ ƴŜǘǿƻǊƪǎ ŀƴŘ ǎǘŀǘƛƻƴǎ ŎƻƭƭŜŎǘƛǾŜƭȅ ŦƻŎǳǎŜŘ ƻƴ ŀ ǎƛƴƎƭŜ ǘƻǇƛŎ ŦƻǊ ŀ ǿŜŜƪΩǎ ǿƻǊǘƘ ƻŦ Ǉrogramming, 

which also included several program-specific 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 have considered these efforts modest successes at best. They have often been more 

άǇŀǊŀƭƭŜƭ Ǉƭŀȅέ ǘƘŀƴ ǘǊǳŜ ŎƻƭƭŀōƻǊŀǘƛƻƴΦ Suggestions to improve the impact include the need for larger 

scale, stronger commitment of original reporting resources to the collaborative endeavor, and greater 

ƛƴǾŜǎǘƳŜƴǘ ƛƴ ǘƘŜ άŎƻƭƭŀōƻǊŀǘƛǾŜ ǘƛǎǎǳŜέ ǘƘŀǘ ƻǊƎŀƴƛȊŜǎ ŀƴŘ ŦƻŎǳǎŜǎ ǘƘŜ ǿƻǊƪ ς not just expecting 

partners to carve out time from their current roles, but rather a strong central capacity that is 

accountable to the overall collaboration. 

A new or expanded journalistic entity whose mission would be web-first but would feed to broadcast 

platforms. This vision for online public media journalism calls for an entity that would be organized and 

focused principally on online content, creating 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 

άƴŀǘƛǾŜέ ǘƻ ǘƘŜ ƴŜǘǿƻǊƪŜŘ ǎǇŀŎŜΦ In a turn-about of current practice in which radio and television 

ƳŀǘŜǊƛŀƭ ƛǎ ƻŦǘŜƴ άŜȄǇƻǊǘŜŘέ ǘƻ ǘƘŜ ǿŜōΣ ǘƘƛǎ Ŝƴǘƛǘȅ ǿƻǳƭŘ ŦŜŜŘ ƛǘǎ ƻƴƭƛƴŜ ǿƻǊƪ ōŀŎƪ ƛƴǘƻ ǘƘŜ ǊŀŘƛƻ ŀƴŘ 

television realms. 

¢ƘŜ Ŝƴǘƛǘȅ ƳƛƎƘǘ ōŜ ŜƳōŜŘŘŜŘ ǿƛǘƘƛƴ ŀƴ ŜȄƛǎǘƛƴƎ ƻǊƎŀƴƛȊŀǘƛƻƴ ƻǊ ŎǊŜŀǘŜŘ ƛƴ ŀ ƴŜǿ ŀƴŘ ƴŜǳǘǊŀƭ άǘƘƛǊŘ 

ǎǇŀŎŜέ ƻǳǘǎƛŘŜ ŜȄƛǎǘƛƴg networks and between public radio and public television. It would need 

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

staff of 200 or more ς about two-and-a-half times the current size of NPR Digital Media.  

The output of the entity could take several forms, from a single destination or portal-type site to 

multiple, content-focused sites. Similarly, the focus could be principally on a national identity or on 

integration with local efforts that would give users a geographically-customized experience. 
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3. Music 
 

 

Create a 21st century public radio music service ς on multiple platforms, in multiple 
genres. Capture the broadcast franchise for public ǊŀŘƛƻΩǎ ǎǘǊƻƴƎŜǎǘ ƳǳǎƛŎ ŦƻǊƳŀǘǎ in 
as many markets as possible, move to new platforms with both core genres and new 
services, work to higher standards and greater value for listeners, and explore new 
approaches in content and presentation. 

 

άLŦ ƴŜǿǎ ƛǎ ǘƘŜ ōǊŀƛƴ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΣ ƳǳǎƛŎ ƛǎ ǘƘŜ ǎƻǳƭΦ .ǳǘΣ ǎƻƳŜƘƻǿΣ ƳǳǎƛŎ Ƙŀǎ ƭŜǎǎ ǎǘŀǘǳǎΦ LǘΩǎ ƴƻǘ ŀǎ 

much on public radioΩǎ ǊŀŘŀǊ ŀǎ ƛǘ ǳǎŜŘ ǘƻ ōŜΦ CƻǊ ŀ ƭƻǘ ƻŦ ƻǳǊ ƭƛǎǘŜƴŜǊǎΣ ǘƘƻǳƎƘΣ ƛǘΩǎ ǿƘȅ ǘƘŜȅ ŎƻƳŜ ǘƻ 

ǇǳōƭƛŎ ǊŀŘƛƻΦ !ƴŘ L ǘƘƛƴƪ ǿŜ Ǌƛǎƪ ƭƻǎƛƴƎ ǇŜƻǇƭŜ ǿƘƻ ǿŀƴǘ ǘƻ ōŜ ǇŀǊǘ ƻŦ ƻǳǊ ǇǳōƭƛŎ ǊŀŘƛƻ ŦŀƳƛƭȅΦέ  

Davia Nelson of the Kitchen Sisters, GROW THE AUDIENCE Session, Third Coast Festival, Chicago  
 

Public Radio and Music  
aǳǎƛŎ ƛǎ ŀ ŎǊƛǘƛŎŀƭ ǇŀǊǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǎŜǊǾƛŎŜ Ŝǉǳŀǘƛƻƴ. It accounts for a significant number of 

the listeners who tune to public radio each week, a major share of total public radio listening, and a 

principal point of connection with Ƴŀƴȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ African-American, Latino, and Native listeners. 

tǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎŜǊǾƛŎŜǎ ƘŀǾŜ ŀ ƎǊƻǿƛƴƎ ǇǊŜǎŜƴŎŜ ōŜȅƻƴŘ ǘƘŜ ōǊƻŀŘŎŀǎǘ through streaming and 

mobile applications. Many music stations are deeply engaged with their communities, with long-

standing connections to local cultural institutions, performers, and the avid devotees of their music.  

 

tǳōƭƛŎ ǊŀŘƛƻΩǎ largest audiences and highest listening levels occur in markets where public radio offers its 

best-performing formats, both news and music, over multiple stations that are differentiated from each 

other. The most powerfully performing combination is a news station featuring NPR and other network 

news programs and a classical music station ς as seen from Washington to Cincinnati to Portland and 18 

other top-50 markets.  

 

Still, some ǉǳŜǎǘƛƻƴ ǘƘŜ ŦǳǘǳǊŜ ǇǊƻǎǇŜŎǘǎ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎǘŀǘƛƻƴǎ ŀƴŘ ƳǳǎƛŎ ǇǊƻƎǊŀƳƳƛƴƎΦ 

άtǳōƭƛŎ ǊŀŘƛƻέ Ƙŀǎ ōŜcome increasingly synonymous with the NPR News brand. The broadcast audiences 

for many music stations have been essentially flat for years. PǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎŜǊǾƛŎŜǎ are not fully 

integrated into system strategies and plans.  

 

We believe that music, arǘǎΣ ŀƴŘ ŎǳƭǘǳǊŜ ŀǊŜ ŀ ŦǳƴŘŀƳŜƴǘŀƭ ǇŀǊǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ Ƴƛǎǎƛƻƴ ǘƻ ǎŜǊǾŜ 

individuals, communities, and the nation, and are important elements of a comprehensive strategy to 

ŀŎƘƛŜǾŜ ŘǊŀƳŀǘƛŎ ƎǊƻǿǘƘ ƛƴ ǘƘŜ ǳǎŜΣ ǊŜŀŎƘΣ ŀƴŘ ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎe.  
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The State of Play 
ά!ƭƭ ƳǳǎƛŎέ ǎǘŀǘƛƻƴǎ ǘƘŀǘ ǇǊŜǎŜƴǘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǘƘǊŜŜ ŘƻƳƛƴŀƴǘ ƳǳǎƛŎ ŦƻǊƳŀǘǎ ς most of which are in 

major markets ς account for one out of every four hours of public radio listening. In Spring 2008  

 

¶ 46 classical stations attracted 15 percent of all listening to public radio 

¶ 25 jazz stations attracted 6 percent of all listening 

¶ A dozen AAA stations attracted 4 percent of all listening 

 

[ƛǎǘŜƴƛƴƎ ǘƻ ƳǳǎƛŎ ƻƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎŎƻǊŜǎ ƻŦ ƴŜǿǎ-and-music stations adds to the total, as do those 

stations presenting music other than classical, jazz, and AAA. In all, music accounts for about one-third 

of all listening to public radio in America. 

 

aǳǎƛŎ ǎǘŀǘƛƻƴǎ Ǉƭŀȅ ƛƳǇƻǊǘŀƴǘ ǊƻƭŜǎ ƛƴ ǘƘŜ ǊŀŎƛŀƭ ŀƴŘ ŜǘƘƴƛŎ ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜΦ Iŀƭf of 

the top ten stations for African-American listening feature jazz. Classical stations like KUSC (Los Angeles) 

ŀƴŘ ²9¢! ό²ŀǎƘƛƴƎǘƻƴύ ǊŜŀŎƘ ǎƛƎƴƛŦƛŎŀƴǘ [ŀǘƛƴƻ ŀǳŘƛŜƴŎŜǎΦ tǳōƭƛŎ ǊŀŘƛƻΩǎ bŀǘƛǾŜ ǎǘŀǘƛƻƴǎ ŀǊŜ 

predominately music-based. 

 

aƻǎǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩs most successful online services are music ς мр ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǘƻǇ нл ǎǘǊŜŀƳƛƴƎ 

ǎǘŀǘƛƻƴǎ όƳŜŀǎǳǊŜŘ ƛƴ ǘŜǊƳǎ ƻŦ άŀǾŜǊŀƎŜ ǘǳƴƛƴƎ ƘƻǳǊǎέύ ŦŜŀǘǳǊŜ ƻƴŜ ƻǊ ƳƻǊŜ ƳǳǎƛŎ ǎǘǊŜŀƳǎΦ tǳōƭƛŎ 

ǊŀŘƛƻΩǎ ƭŜŀŘƛƴƎ ŎƭŀǎǎƛŎŀƭΣ ƧŀȊȊΣ ŀƴŘ !!! ǎǘŀǘƛƻƴǎ ƘƻƭŘ ǎƛƳƛƭŀǊ Ǉƻǎƛǘƛƻƴǎ ƻƴline. Stations like KCRW (Los 

Angeles) and WWOZ (New Orleans) have established national online brands for themselves. WKSU 

(Kent, OH), with Folk Alley, and WAMU (Washington, DC), with Bluegrass Country, have established 24/7 

music channels that are distinct from their primary broadcast service.  

 

btw aǳǎƛŎΣ bŀǘƛƻƴŀƭ tǳōƭƛŎ wŀŘƛƻΩǎ ǎǘŜŀŘƛƭȅ ŜȄǇŀƴŘƛƴƎ ƻƴƭƛƴŜ ǎŜǊǾƛŎŜΣ ƛǎ ƳƻǊǇƘƛƴƎ ƛƴǘƻ ƛǘǎ ƻǿƴ Ŧǳƭƭ ǎƛǘŜ 

with concerts, interviews, features, and links to music streams from a dozen NPR member stations. NPR 

Music tests the notion of an integrated portal of material from diverse sources ς not unlike the notion 

proposed for news in the previous section ς and the idea of a single pathway into multiple music genres. 

 

The Public Radio Tuner iPhone application had become the top free music application on the iPhone, 
with over 1.5 million downloads by mid-2009.  
 
Some public radio music stations are an important part of the cultural lives of their communities by 
virtue of their long-term engagement with organizations and individuals working within the music 
genres they present. These stations foster an awareness of events, venues, and organizations that 
encourages attendance and support. They create and present concerts, festivals, and other events of 
their own, showcase emerging artists, ŀƴŘ ōǳƛƭŘ ŀǿŀǊŜƴŜǎǎ ƻŦ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘȅΩǎ ŎǳƭǘǳǊŜΦ  
 

In programming and listening, however, the long arc of change has turned in the direction of news.  

News and talk programs have replaced music on news-and-ƳǳǎƛŎ ǎǘŀǘƛƻƴǎΩ ǎŎƘŜŘǳƭŜǎ, mixed-format 

stations have switched to all-news in several markets in each of the past few years, and most of the net 
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growth in listening to public radio over the past decade has been to news and information programming 

rather than music.  

 

 

The median share of listening to 
public radio news stations in the 
top 50 markets is a full share point 
above the median for news-and-
music and all-classical stations and 
two share points above AAA and 
jazz stations. These are truly 
significant differences in 
performance.  
 
But the different status of news 

and music within public radio is 

also political and cultural. Congress 

and the various political entities 

at the state and local levels that contribute significant sums to the public radio enterprise tend to focus 

on civic life and public affairs. The sensibility that lets music and art fade from public schools and 

ƳŀǊƎƛƴŀƭƛȊŜǎ ƴŀǘƛƻƴŀƭ ƛƴǾŜǎǘƳŜƴǘǎ ƛƴ ǘƘŜ ŀǊǘǎ ŀƴŘ ƘǳƳŀƴƛǘƛŜǎ ŀƭǎƻ ǊŜƭŜƎŀǘŜǎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ŀƴŘ 

cultural offerings to a lower level of respect, interest, and financial support. 

 
There are also structural issues within the field. tǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ Ƙŀǎ ŦŜǿ ǾƛǎƛōƭŜ ǇǳōƭƛŎ ŎƘŀƳǇƛƻƴǎΦ 

Senior network executives usually associate themselves more with their news and information efforts 

than their music services. There is no dominant music host or personality to match the best known 

ƴŀƳŜǎ ŦǊƻƳ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ ŀƴŘ ŜƴǘŜǊǘŀƛƴƳŜƴǘ ǇǊƻƎǊŀƳǎΦ Many all-music stations ς especially 

classical ς are part of multiple-station operations where they are paired with a public television station 

or an all-ƴŜǿǎ ǊŀŘƛƻ ǎǘŀǘƛƻƴ ǿƛǘƘ ōƛƎƎŜǊ ŀǳŘƛŜƴŎŜǎ ŀƴŘ ƭŀǊƎŜǊ ŎƭŀƛƳǎ ƻƴ ǘƘŜ ƭŜŀŘŜǊǎƘƛǇΩǎ ŀǘǘŜƴǘƛƻƴΦ 

 

Public radio has a significant choice to make going forward. It can allow its music services to drift in the 

ŘƛǊŜŎǘƛƻƴ ƻŦ άƳŀƛƴǘŜƴŀƴŎŜ ƳƻŘŜέ ǿƛǘƘΣ ŀǘ ōŜǎǘΣ ǎǘŜŀŘȅ-state long-term prospects or worse, progressive 

marginalization. Or it can re-imagine and re-invigorate the role of music in public service media. 
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Capture the Broadcast Franchise  
We recommend a concerted effort to increase the number of markets in which public radio stations 

offer ǘƘŜ ŦƛŜƭŘΩǎ strongest music franchises ς classical music, AAA, and jazz ς on a consistent basis 

through a combination of self-directed change and focusing at current public radio stations and 

adding stations through acquisitions, mergers, and management agreements. 

 

The primary driver of audience growth for classical music stations over the past several years has been 

ǇǳōƭƛŎ ǊŀŘƛƻΩǎ άŎŀǇǘǳǊŜέ ƻŦ ǘƘŜ ŎƭŀǎǎƛŎŀƭ ƳǳǎƛŎ ŦǊŀƴŎƘƛǎŜ ǘƘǊƻǳƎƘ ƳŀǊƪŜǘ ŎƘŀƴƎŜǎ ŀƴŘ ǎǘŀǘion 

acquisitions. This has occurred through abandonment of the classical format by a commercial station ς 

in Washington, DC, WGMS shuttered its classical service and WETA assumed the franchise with great 

success and in Los Angeles commercial K-Mozart closed shop and KUSC became the sole classical outlet. 

It has also happened through acquisition of a station or control of the service through a management 

agreement ς American Public Media purchased WKCP in Miami and Detroit Public Television now 

manages WRCJ in Detroit. As this report was being finalized, WNYC acquired the WQXR classical 

franchise in New York and WGBH purchased classical WCRB in Boston.  

 

Although less dramatic, growth of listening to AAA stations has been driven by similar developments in 

avaƛƭŀōƛƭƛǘȅΣ ƛƴŎƭǳŘƛƴƎ ŀŎǉǳƛǎƛǘƛƻƴ ŀƴŘ ŀ ŦƻǊƳŀǘ ŎƘŀƴƎŜ όά¢ƘŜ /ǳǊǊŜƴǘέ ƛƴ aƛƴƴŜŀǇƻƭƛǎ-St. Paul), AAA 

stations entering the CPB-supported system (WTMD, Baltimore), and emergence of the AAA format 

from a previously eclectic schedule (KRCL, Salt Lake). Most recently, KERA acquired and launched a new 

AAA service in Dallas, KXT, to complement its existing news and information channel. 

 

The availability of jazz stations has been going the other way, with a station in one large market leaving 

the format (Milwaukee) and three jazz stations failing to remain qualified for the CPB-supported system 

(St. Louis, Orlando, and Murfreesboro, TN). 

 

The surest path to more listening to public radio music is more stations presenting music on a 

consistent, full-time basis in markets with significant audience opportunity. 

 

 [The chart on the following page shows CPB-ǎǳǇǇƻǊǘŜŘ άŀƭƭ ƳǳǎƛŎέ ǇǳōƭƛŎ ǊŀŘƛƻ ǎǘŀǘƛƻƴǎ ǘƘŀǘ  

present the three principal public radio music formats in the top 50 markets.] 
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  Classical  Jazz  AAA 

New York  WQXR  WBGO  WFUV 

Los Angeles  KUSC  KKJZ   

Chicago    WDCB   

San Francisco    KCSM   

Dallas      KXT 

Philadelphia  WRTI    WXPN 

Houston    KTSU   

Atlanta    WCLK   

Washington  WETA     

Boston  WCRB     

Detroit  WRCJ     

Miami  WKCP  WDNA   

Seattle       

Phoenix  KBAQ     

Minneapolis-St Paul  KSJN  KBEM  KCMP, KUOM 

San Diego    KSDS   

Tampa       

St Louis       

Baltimore  WBJC    WTMD 

Denver  KVOD  KUVO   

Portland  KQAC  KMHD   

Pittsburgh  WQED    WYEP 

Charlotte  WDAV  WNSC   

Riverside       

Sacramento  KXPR     

Cleveland       

Cincinnati  WGUC     

San Antonio  KPAC     

Salt Lake City  KBYU    KRCL 

Kansas City      KTBG 

Las Vegas  KCNV  KUNV   

Orlando    WUCF   

Milwaukee       

Columbus       

Providence       

Indianapolis       

Norfolk  WHRO     

Austin  KMFA     

Raleigh-Durham    WNCU, WSHA   

Nashville       

Greensboro    WSNC   

West Palm Beach       

Jacksonville       

Oklahoma City  KCSC     

Memphis       

Hartford  WMNR     

Buffalo  WNED     

Rochester  WXXI     

Louisville  WUOL    WFPK 
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Move to Multiple Platforms  
We recommend continued development of public radio music services ς both core genres and special 

niches ς in the networked environment of online and mobile devices and the development of an 

organized approach to music rights issues in this space. 

A growing number of music stations are also offering second streams that differ from their main channel 

in ways both large and small, as well as podcasts, archives, concerts, community calendars, and other 

special features. These stations are using the networked environment to go deeper into their respective 

formats, to engage with listeners and events in their communities, and to experiment with and explore 

specialized niches, new approaches to presentation, and new music options. 

Issues of long-term financial sustainability loom large for everyone working in this area. Adding services 

that go beyond the core on-air broadcast adds costs ς but on the other side of the ledger it is difficult to 

track revenues that the new activities generate. As KCRW General Manager Ruth Seymour put it in an 

interview in Fast Company, ά¢ƘŜ ŦŀŎǘ ƛǎ ƴƻ ƻƴŜ Ƙŀǎ ŎƻƳŜ ǳǇ ǿƛǘƘ ŀ ŦŜŀǎƛōƭŜ ōǳǎƛƴŜǎǎ Ǉƭŀƴ ŀƴŘ ǘƘŀǘΩǎ ŀ 

major concern. How do you sustain this gorgeous blonde? How do you ƪŜŜǇ ƘŜǊ ƛƴ ŦǳǊǎΚέ  

A core concept for both seizing opportunities in the networked space and creating a plausible 

business plan is aggregation. For some years it has been clear that the broad direction in mass media 

is smaller audience shares for any given channel and the creation of market position through 

aggregation of audience across multiple networked and business platforms. This trend is accelerating 

ŦƻǊ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎŜǊǾƛŎŜǎ ŦŀǎǘŜǊ ǘƘŀƴ ŦƻǊ ƴŜǿǎΦ Lƴ ǘƘƛǎ ǊŜƎŀǊŘ ƛǘ ƛǎ ƛƴǎǘǊǳŎǘƛǾŜ ǘƻ ŎƻƴǎƛŘŜǊ ǘƘŜ ƎǊƻwth 

ǎǘǊŀǘŜƎƛŜǎ ŀǘ tƘƛƭŀŘŜƭǇƘƛŀΩǎ ²·tbΣ ǿƘƛŎƘ ƛǎ ŀƎƎǊŜƎŀǘƛƴƎ ƳŀǊƪŜǘ ǎƘŀǊŜ ŀŎǊƻǎǎ ŜǾŜǊȅ ŎƘŀƴƴŜƭ ŀƴŘ 

platform it can find.  

 

WXPN had a 1.7 share of radio listening in Fall 2008 ς smaller than the other two public radio stations 

in Philadelphia, but a top performer in the AAA music franchise. WXPN also operates World Café, a 

venue for concerts, performances, and community-events, a restaurant, and general gathering spot. 

The station produces the nationally-distributed AAA World Café program, and makes four online 

streams available to users, three of which it produces in-house. The station has also aligned itself 

with NPR Music, has a second HD service, and a host of other ongoing activities.  

 

Determining how to expand activity in the networked, new media space is critical for music stations in 

remaining accessible and relevant for their audiences, especially with respect to younger listeners. AAA 

stations, with the youngest-skewing audience of the major public radio music formats, know this most 

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 formats, but across all music 

formats these issues have made aggressive moves into the new network age more difficult for music 

services than for their colleagues in news.  
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tǳōƭƛŎ ǊŀŘƛƻ ǊŜŎŜƴǘƭȅ ŎƻƴŎƭǳŘŜŘ ƴŜƎƻǘƛŀǘƛƻƴ ƻŦ ǊƻȅŀƭǘƛŜǎ ŦƻǊ ǎǘŀǘƛƻƴǎΩ ƻƴƭƛƴŜ ƳǳǎƛŎ ǎŜǊǾƛŎŜǎ ŀƴŘ ǿŀǎ ŀōƭŜ 

to secure a comprehensive arrangement for the field and a single payment by CPB to cover the public 

radio system. The current contract for streaming rights and royalties, however, does not address 

numerous programmatic restrictions in copyright law that challenge music programmers and it covers 

only streaming services. Using music in podcasts, for cell-phones, and in other settings requires 

obtaining the rights for each of these uses. Some artists and recording companies are eager to partner 

up, but others have plans for exclusive domain in the networked space or are reluctant to give up rights 

that 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 associate with public radio. 

Public radio needs a comprehensive rights strategy that will encourage the most robust development of 

its music services in the networked space. 

Higher Standards  
tǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǎǘŀǘƛƻƴǎ must aspire to higher standards of presentation and greater value for the 

listener ς compelling, trusted personalities, a sense of connection with audience and community, and 

excellence in production values.  

 

One music programmer expressed the problem this way: 

 

ά²Ŝ ŀǊŜ ǇǊƻǘŜŎǘŜŘ ōȅ ƻǳǊ ƴƛŎƘŜ ŀƴŘ ƻǳǊ н ǎƘŀǊŜΦ ²Ŝ ŀǊŜ ǘƻƻ ǎƳŀƭƭ ŦƻǊ ǘƘŜ ŎƻƳƳŜǊŎƛŀƭ Ǝǳȅǎ ǘƻ 

attack, but large enough to keep our nose above water financially. So why rock the boat, why try 

ƘŀǊŘŜǊΚέ 

 

Listeners in all genres have increasing options to find their favorite music. Radio stations must offer 

compelling value to the listener by presenting the music and something more. We have heard many 

ǎǳƎƎŜǎǘƛƻƴǎ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǇŜǊŦƻǊƳŀƴŎŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻǊŜ ƳǳǎƛŎ ŦǊŀƴŎƘƛǎŜΤ ǘƘŜȅ Ŧŀƭƭ ƛƴto three 

principal categories.  

 

First, recruit, develop, and keep compelling personalities that build trust with listeners. The music is 

ŀƭǿŀȅǎ ǘƘŜ άǎǘŀǊέ ƻŦ ǘƘŜ ǎƘƻǿΣ ōǳǘ ŀƴ ŜƴƎŀƎƛƴƎ ŀƴŘ ǘǊǳǎǘŜŘ ƎǳƛŘŜ ǎŜǘǎ ŀǇŀǊǘ ŀ ǘƻǇ-performing service 

from the generic offerings available online, from satellite radio, cable companies, and elsewhere. Public 

radio listeners appreciate it when a knowledgeable host introduces them to new music or new 

performances or shares a little bit of information about the music, its composer, or the artist. Public 

radio music listeners like to learn ς a little bit ς and they enjoy the companionship of smart, familiar 

hosts. 

 

Second, create a sense of timeliness, immediacy, and community connection. Music stations add value 

when there is some sense of purpose to the piece that pops up next on the playlist ς a connection to a 

local performance or a soon-to-arrive touring artist or a link between the music or artist and something 
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else the station has presented or featured. The service needs to be more than an endless soundtrack or 

an artful algorithm. 

 

Third, production values ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ǇǊƻƎǊŀƳƳƛƴƎ ǎƘƻǳƭŘ ƳŀǘŎƘ ƻǊ ŜȄŎŜŜŘ ǘƘƻǎe we expect 

and demand of news and information programming. Even in Ƴŀƴȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƭŀǊƎŜǊ ƳŀǊƪŜǘǎΣ there 

is a day-in, day-out lack of consistent quality to music presentation. 

 

New Approaches  
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 possibilities that 

might fit within the broader public radio domain.  

 

Nearly three years ago some 60 leaders in music performance, music presentation, and electronic media 

gathered at the invitation of leading public radio organizations to discuss the future of music and media. 

hƴŜ ƻŦ ǘƘŜ ƎǊƻǳǇΩǎ ŜƳǇƘŀǘƛŎ ŎƻƴŎƭǳǎƛƻƴǎ ǿŀǎ ǘƘŜ ƴŜŜŘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ŀƴŘ ǊŜǎǇƻƴŘ ǘƻ ŀ ŎƘŀƴƎƛƴƎ 

audience. 

 

άThe audience for this music is evolving in tandem with the aging of the baby boomer population, 

the growing power of youth media habits, the integration of immigrant populations into a 

changing mainstream, and other huge cultural and demographic shifts. Young people, in 

particular, inhabit an omnivorous media and musical environment with many more choices, 

fueled by a global internet and an ΨiPod cultureΩ that allows them to find, sample, and experience 

a dizzying array of musical genres and cultures with much lower barriers than ever before. We 

must adapt the creation and presentation of Ψambitious musicΩ to this pervasive, user-driven, self-

defining musical culture.έ όA Report on the Music & Media Forum, Global Business Network) 

 

There are really two provocations here. One is to rethink how public radio organizes and presents music 

within its current signature genres. A few stations are doing just that, mostly in fringe listening periods, 

on HD2 channels, or online. There needs to be more. 

 

The second challenge is to think outside the familiar genres and consider other music possibilities 

that might fit within the broader public radio domain. The threshold of sustainability for a public 

radio music broadcast service is about a 1% market share, based on current formats. In the space 

between commercial viability on the one hand and lack of sustainability for a nonprofit on the other, 

what are the music genres that would generate at least a 1 share in the top 50 markets?  

 

Younger listeners are going online for much of their music ς what about an online music service 

designed exclusively for the network space and aimed at capturing this demographic? How about 

seriously considering some different music presentation techniques? Pandora is a personalized 
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internet raŘƛƻ ǎŜǊǾƛŎŜ ǘƘŀǘ ƘŜƭǇǎ ǳǎŜǊǎ ŦƛƴŘ ƴŜǿ ƳǳǎƛŎ ōŀǎŜŘ ƻƴ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭΩs favorites ς does this 

ǎƻǳƴŘ ǘƻƻ ŀƭƎƻǊƛǘƘƳƛŎ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΚ Iƻǿ ŀōƻǳǘ ŀ ǎƻŦǘǿŀǊŜ ǾŜǊǎƛƻƴ ǘƘŀǘ ōǳƛƭŘǎ ƻƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

repertoire of music genres? PRX is exploring the possibilities foǊ ǎǳŎƘ ŀ ǎŜǊǾƛŎŜ ŦƻǊ ƳǳǎƛŎ ǎǘŀǘƛƻƴǎΩ 

websites. 

 

 These are all speculations, of course. But public radio is currently stuck in a music box of its own 

making and the pathway out starts with ideas and experiments and a few risks until something sticks.  
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4. The Network
 

 

Follow current public radio listeners in their changing patterns of media use, which 

increasingly include online and mobile platforms, cultivate new users by providing 

more channels and platforms on which to find and use public radio content, and make 

public radio more flexible, participatory, and engaging.  

 
We are developing plans for public radio audience growth in the midst of a global media transformation. 

Increases in the availability of computing power and storage, digitization of all forms of content, 

expanding telecommunications bandwidth, and the rise of a connect-nearly-anywhere Internet-protocol 

network accessible through an expanding number of devices will drive this change for years to come. 

 

The transformation presents opportunities to increase public service ς giving audiences greater, more 

convenient access to our work, enabling non-linear and ultra-niche offerings, and drawing audiences 

into the process of selecting, creating, commenting upon, and sharing content. It also disrupts and 

threatens core elements of the public radio enterprise ς broadcasting, journalism, recorded music, and 

geographic exclusivity. This interplay of opportunity and disruption has uncertain consequences 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 into them. The Pew 

Research Center's Project for Excellence in Journalism, which tracks media use on a broad, long-term 

basis, makes this observation: 

 

άRadio is well on its way to becoming something altogether new τ a medium called audio . . . To a 

greater degree than some other media, radio is unusually well suited to the digital transition. 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 sectors.έ 

 

The opportunities of networked technologies are a continuing thread throughout most sections of this 

report ς ǘƘŜȅ ŀǊŜ ƛƴŎǊŜŀǎƛƴƎƭȅ ŀ άŦŀŎǘ ƻŦ ƭƛŦŜέ ƛƴ Ƙƻǿ ǇǳōƭƛŎ ǊŀŘio delivers its service. But the force of 

change is powerful enough ς άǎƻƳŜǘƘƛƴƎ ŀƭǘƻƎŜǘƘŜǊ ƴŜǿέ ŀǎ tŜǿ Ǉǳǘǎ ƛǘ ς that we believe it is worth 

reflecting upon the broad directions in which new technology is changing our field, guiding principles for 

the emerging environment, and recommendations for national and local actions. 

 

 



grow the audience  

 Public Radio in the New Network Age  
 

Public Radio Audience Growth Task Force Report ς 44 

Vectors of Change 
There are four important vectors of change for public radio within the broader transformation, each 

ǿƛǘƘ ƛǘǎ ƻǿƴ ŘȅƴŀƳƛŎ ƻŦ ƻǇǇƻǊǘǳƴƛǘȅ ŀƴŘ ǘƘǊŜŀǘ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ audience growth. 

 

Shift in delivery platforms. aǳŎƘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǘǊŀŘƛǘƛƻƴŀƭ ǎǘǊŀǘŜƎƛŎ Ǉƻǎƛǘƛƻƴ ς creating, selecting, and 

presenting content of high quality and depth ς readily shifts from broadcasting to the networked 

environment. With that shift has come 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 

ǎŜƛȊŜ ǘƘŜ ǎŀƳŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎΣ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƭƛǎǘŜƴŜǊǎ are gaining ŜȄǇŀƴŘƛƴƎ ŎƘƻƛŎŜǎ ŀƴŘ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

stations, producers, and networks face increasing competition 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) within it. 

 

Shift in relationships with the audience. The networked environment encourages change in individual 

media behavior and relationships between individuals and media institutions. Search engines, news 

feeds, podcasts, and links and recommendations from friends and colleagues shape daily consumption. 

Individuals take on curating roles with rankings, critiques, playlists, and postings on social networks. 

User-generated content moves from letters and call-in talk shows to raw material for professional 

productions, photos and blogs on station sites, and crowd-sourcing on a wide range of topics. At some 

point on this path, the relationship shifts from presentation to conversation, from one-to-many to 

many-to-many ς not in everything (far from it) but in important ways felt by the institution and the user.  

 

These changes can advance pubƭƛŎ ǊŀŘƛƻΩǎ ŀǎǇƛǊŀǘƛƻƴǎ to connect and convene individuals and 

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

ǎǘǊŜƴƎǘƘŜƴ ǎǘŀǘƛƻƴǎΩ Ǉƻǎƛǘƛƻƴǎ ŀǎ ƎŜƴǳƛƴŜ ŎƻƳƳǳƴƛǘȅ ƛƴǎǘƛǘǳǘƛƻƴǎΦ But they can also diffuse the stature 

ŀƴŘ ŎƭŀǊƛǘȅ ƻŦ ŀ ǎǘŀǘƛƻƴΩǎ ƛŘŜƴǘƛǘȅΣ ǇƻǎŜ ŎƻƳǇƭƛŎŀǘŜŘ ǉǳŜǎǘƛƻƴǎ ŀōƻǳǘ ŜŘƛǘƻǊƛŀƭ ƛƴǘŜƎǊƛǘȅΣ ǊŜŘŜŦƛƴŜ ŎƻƴŎŜǇǘǎ 

ƻŦ ŀǳǘƘƻǊƛǘȅ ŀƴŘ ŀǳǘƘŜƴǘƛŎƛǘȅ ǿƛǘƘƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩs core content franchises of news and music, and claim 

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

 

Shifts in relationships within the field. Content creators of all sorts have increasing opportunities to 

connect directly with listeners 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 ad hoc networks of interest, bypassing large centralized networks. These shifts strain 

relationships within the public radio field and put both national and local business models at risk. The 

audience service impact of this disintermediation is determined by the value added by the 

intermediaries at risk. Some believe a direct-to-end-user shift will reduce inefficiencies and wasteful 

infrastructure while expanding audience choice and satisfaction. hǘƘŜǊǎ ŀǊƎǳŜ ǘƘŀǘ ǘƘŜ άǇǳōƭƛǎƘŜǊέ ǊƻƭŜ 

of both networks and stations makes it possible for them to support important, but less viable content 
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(e.g., international bureaus, local reporting, and emerging talent) and provides needed coherence and 

focus in an increasingly chaotic media environment.  

 

{ƘƛŦǘ ƛƴ ǿƘƻ ƛǎ άǳǎΦέ The networked environment lowers barriers to entry and allows many new entrants 

to claim a role as public radio or, more likely, public service media. These emerging entities are staking 

claims to public attention, public policy support, and public funding. In some ways this is merely an 

extension of an issue that has been with public radio since its inception ς sorting among the several 

thousand noncommercial radio stations to identify several hundred entities that qualify for public 

ŦǳƴŘƛƴƎ ŀƴŘ ǇŀǊǘƛŎƛǇŀǘŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǇǊƻŦŜǎǎƛƻƴŀƭ ŀƴŘ ŎƻƭƭŜƎƛŀƭ ŀǊǊŀƴƎŜƳŜƴǘǎΦ  

 

But it is also different. At the leading edge of the public service media organizations that work entirely in 

the non-broadcast, networked space are entities with greater use, visibility, and support than those at 

the trailing edge of the public radio system. A growing number of communities have nonprofit, online-

only media groups that, through they may lag far behind the local public radio station in daily reach, are 

the equal or more with respect to community partnerships, number of journalists, or foundation 

support. Public radio has only just begun thinking about how it will relate to these online-only efforts ς 

as competitors, as colleagues, as partners, or something else. These questions are likely to become 

steadily more important, both operationally and as matters of public policy. 

 

Guiding Principles  
Media technology consultant Skip Pizzi and the GROW THE AUDIENCE New Media Working Group offered a 

list of 10 important concepts that public radio professionals should keep as touchstones in charting their 

courses through this emerging media environment. 

AGILITY ¢ƻŘŀȅΩǎ Ƴƻǎǘ ƛƳǇortant survival instinct for media professionals is the ability to shift 

among content creation and delivery models more readily than in the past. Public 

media management must gain such agility to adapt to new platforms and a changing 

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 slightly different values for several 

different demographics, and this potential must be expanded (another form of 

agility ς maintaining multiple variations of branding for various audience cohorts). 

LǘΩǎ ŎǊƛǘƛŎŀƭΣ ƘƻǿŜǾŜǊ, that a coherent focus be retained. Perhaps this is best 

ŜȄǇǊŜǎǎŜŘ ŀǎ άaȅ tǊƻȄȅΣέ ƛƴ ǿƘƛŎƘ ǇǳōƭƛŎ ǊŀŘƛƻ ǎŜǊǾŜǎ ŀǎ ŀ ǇǊƛƳŀǊȅ ŦƛƭǘŜǊ ŦƻǊ ŀ ŎŜǊǘŀƛƴ 

worldview ς both for news/info and arts/entertainment ς and ideally one that 

άǿƻǊƪǎέ όi.e., translates easily) for several distinct demographic targets. 
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MAINTAIN Keep the anchor of an on-air service sacrosanct. FM is still strong as a core. Without 

it, public media web audience would be much less. Audiences are shifting, but at 

best there is still a 10:1 advantage to on-air listenership, with typical station 

numbers at 50:1 or higher.  

BALANCE tǳōƭƛŎ ƳŜŘƛŀΩǎ ƎǊŜŀǘŜǎǘ ƳŀƴŀƎŜƳŜƴǘ ŎƘŀƭƭŜƴƎŜ ǘƻŘŀȅ ŀƴŘ ŦƻǊ ǘƘŜ ƴŜŀǊ ŦǳǘǳǊŜ ƛǎ 

driving a proper balance (with high temporal granularity) between currently shifting 

parameters: 

¶ Local vs. National content 

¶ Real-time vs. On-demand services 

¶ hǊƛƎƛƴŀƭ ǾǎΦ !ŎǉǳƛǊŜŘκǎƘŀǊŜŘ ŎƻƴǘŜƴǘ όάŎƻ-ƻǇŜǘƛǘƛƻƴέύ 

¶ Mission vs. Monetization 
 

!ƴȅ άǊŜƛƴǾŜƴǘƛƻƴέ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻ ǎƘƻǳƭŘ ōŜ ŘƻƴŜ ƛƴŎǊŜƳŜƴǘŀƭƭȅΣ ǿƛǘƘ ŀ ŎŀǊŜŦǳƭ 
weighing of institutional priorities against the advantages or disadvantages of each 
prospective new approach. 

PROMOTE Aggressive promotion via traditional and new venues is increasingly important. 

tŜǊƘŀǇǎ ǘƘŜ ōŜǎǘ ŀǊŜŀ ǘƻ ŜȄǇƭƻǊŜ ƛǎ ǇŀǊǘƴŜǊǎƘƛǇǎ ǿƛǘƘ άōŜǎǘ ƻŦ ŦƛŜƭŘέ ƻǊƎŀƴƛȊŀǘƛƻƴǎΣ 

where mutual benefits can flow (e.g., Google, Starbucks; certain national magazines; 

local newspapers; large local employers). 

ENGAGE Encourage and assess audience reactions; get representation from all 

demographics; learn, adapt and grow. Hire smartly (ex-print people are one 

opportunity ς much of the NPR News brand was built this way, taking strong print 

journalists and teaching them the craft of aural storytelling). Invite listener feedback 

and participation through social networks and new venues of consumer access. 

STUDY Keep abreast of all relevant and peripheral new technologies. Consider them both 

for the appropriateness of their inclusion within your services, and for their 

potential impacts if implemented by competitors. Develop stable metrics or 

benchmarks by which to evaluate new opportunities.  

MEASURE Watch the changing audience numbers closely, with special attention to the 

Diary/PPM shift as it continues. Weight respective metrics (on-air and online), and 

establish credible analysis algorithms. 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.  

FOLLOW FAST tǳōƭƛŎ ƳŜŘƛŀ ŘƻŜǎ ƴƻǘ ƘŀǾŜ ŀ ƳŀƴŘŀǘŜ ǘƻ ōŜ ŀƘŜŀŘ ƻŦ ǘƘŜ ŎǳǊǾŜΦ ! άŦŀǎǘ ŦƻƭƭƻǿŜǊέ 

position is preferable. Maintain ƎƻƻŘ Ǿƛǎƛƻƴ ŀƘŜŀŘ ǘƻ ƪƴƻǿ ǿƘŀǘΩǎ ŎƻƳƛƴƎΦ !ƭǿŀȅǎ 

ƪŜŜǇ ŀǎǇƛǊŀǘƛƻƴŀƭ ǘŀǊƎŜǘǎ ƛƴ ǎƛƎƘǘΦ .Ŝ ƻǇŜƴ ǘƻ ōƛƎ ƴŜǿ ƛŘŜŀǎΣ ōǳǘ ŘƻƴΩǘ ǊŜƭȅ ƻƴ ǘƘŜƳ 

for deus ex machina events. Scale well. 
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DEVELOP 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 and up-to-date media-access 

methods are of little value if they provide no interesting content. Thus the true goal 

in new media for public broadcasters is great content made broadly and easily 

available. Seek new talent, topics and presentation methods, while maintaining 

traditional programming. Extend and expand the core. 

Reality  Check 
Public radio is now about 10 years along in the networked space. How are we doing? Evaluation of 

activity on the network is still a work in progress and much debate surrounds appropriate metrics, the 

ǎǘǊŜƴƎǘƘǎ ŀƴŘ Ŧƭŀǿǎ ƻŦ ŘƛŦŦŜǊŜƴǘ ƳŜŀǎǳǊŜƳŜƴǘ ǾŜƴŘƻǊǎ ŀƴŘ ǘƘŜƛǊ ǊŜǎǇŜŎǘƛǾŜ ǎȅǎǘŜƳǎΣ ŀƴŘ ǘƘŜ άŀǇǇƭŜǎ-to-

aǇǇƭŜǎέ comparability (or lack thereof) of online indicators to broadcast measures. 

 

One way to assess ǇǳōƭƛŎ ǊŀŘƛƻΩǎ current performance is to look at the most broadcast-like web 

application, streaming, using a familiar broadcast metric ς the average-quarter-hour audience (AQH) 

 

 

In this chart we see the average 

audience online for a number of 

SRG members who were willing to 

share their numbers. We can see a 

couple of stations ς major players 

in our field like KQED and 

Minnesota Public Radio ς to which 

a significant number of people are 

listening online. But we also see 

that there is a pattern of very quick 

fall off in the use of the web as an 

online audio delivery system. For 

most stations, the average online 

audience is very small. 
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We see this more clearly when we 

look at listening online in the 

context of total listening, both on 

the air and online. The online 

numbers are small fractions of the 

total for even the most successful 

public radio streamers.  

 

When we shared this data with 

people knowledgeable about and 

working in the online space, they 

were quick to point out that the 

web is not just about replicating 

the broadcast listening experience. 

Streaming is currently the most- 

used content feature on public radio station websites. 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 of which may be based on text and images.  

 

 

This chart looks at the monthly 

unique visitors to a number of 

ǎǘŀǘƛƻƴǎΩ ǿŜōǎƛǘŜǎ ŀƴŘ ǘƘŜƛǊ weekly 

broadcast cume ς each is an 

indicator of the reach of the 

platform. We see that some 

stations are making significant 

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 joint 

radio/television operations (KQED, 

WGBH, OPB, KPBS) that are using  

both of their broadcast platforms to drive traffic to their sites, and that we are comparing the web 

traffic to their radio audience only. We should also note that these data are from 2008 and some of 

these stations have seen significant increases in web traffic over the past year. 

 

There are some important caveats in looking at this kind of data: 
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¶ Some studies suggest that most people who visit station websites 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 and people in the weekly radio cume as overlapping but different 

populations.  

 

¶ Public Media Metrics, which reported the data on which this chart is based, also reports that 

over 70 percent of the monthly visitors to public radio websites show up only once per month. 

Lƴ ŎƻƴǘǊŀǎǘΣ ǇŜƻǇƭŜ ƛƴ ŀ ǘȅǇƛŎŀƭ ǇǳōƭƛŎ ǊŀŘƛƻ ǎǘŀǘƛƻƴΩǎ ǿŜŜƪƭȅ ŎǳƳŜ ǘǳƴŜ ƛƴ ŀōƻǳǘ ŀ ƘŀƭŦ ŘƻȊŜƴ 

times per week on average. 

 

¶ Most visits to public radio websites are very short ς 10 seconds or less. 

 

On the national ƭŜǾŜƭ bŀǘƛƻƴŀƭ tǳōƭƛŎ wŀŘƛƻΩǎ ƴǇǊΦƻǊƎ ƛǎ ǘƘŜ Ƴƻǎǘ ǎǳŎŎŜǎǎŦǳƭ ǇǳōƭƛŎ ǊŀŘƛƻ ǎƛǘŜΣ ŀƴŘ ŎƭŀƛƳǎ 

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

million.  

 

None of these data really speak to the interactive, social networking capacities of the web with which 

both networks and stations are experimenting. btwΩǎ still-new social networking, the growing number of 

station Facebook pages, tw·Ωǎ ƘƛƎƘƭȅ ƛƴǘŜǊŀŎǘƛǾŜ tǳōƭƛŎ wŀŘƛƻ ¢ŀƭŜƴǘ vǳŜǎǘΣ and other applications all 

produce interesting glimpses of 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 translate high-level 

aspirations into workable strategies and implementation. It is clear that public radio has an enormous 

distance to travel in realizing its online potential and achieving an impact 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 ongoing support for stations in developing strategic clarity about their 

roles and expectations in the online and mobile networked environment ς at the different levels of 

resources and operations and different phases of development found across the station community. 

 

Many public radio stations began their online work with a website aimed at organizational presence, 

promotion, and contributions. That never goes away. Lƴ ǘƻŘŀȅΩǎ ŜƴǾƛǊƻƴƳŜƴǘΣ ŜǾŜǊȅ ǎŜƭŦ-respecting 

nonprofit organization needs a companion website. It is basic customer service and outreach. 
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A second step shifts the focus to content and almost always begins with migration of the broadcast 

service onto the web ς click here, listen now. Streaming is the most common content application that 

stations provide and the most popular content application for public radio website 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 a paradigm shift, with the one-to-many model of 

broadcasting opening into a many-to-many dynamic with new models of user control, engagement, and 

participation. In all the public radio examples to date, broadcasting functionality and support remains 

central; there is, however, 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 the stage for what some envision as 

a fully realized, multi-platform 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 shared plans for online development, it is important to be 

clear which stage of development is being addressed and which roles are being strengthened. Further, 

ǿƘƛƭŜ ǘƘƻǎŜ ƛƴǾŜǎǘƛƴƎ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƻƴƭƛƴŜ ŀŎǘƛǾƛǘƛŜǎ ƻŦǘŜƴ ǿƛǎƘ ǘƻ ƳƻǾŜ ǘƻ ǘƘŜ άŎǳǘǘƛƴƎ ŜŘƎŜέ ƻŦ ǘƘŜ 

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, founder 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 THE AUDIENCE, he writes: 

 

άAll the talk about Ψmulti media publishingΩ and Ψdistribution through multiple platformsΩ obscures 

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. 

 

άThis can no longer be viewed as a developmental issue, where large stations, funded by CPB, will 

lead the way and smaller stations can adopt the best practices discovered by their larger-station 

colleagues. Even the largest stations with staffs of six to sixteen people working the web are 

having trouble developing a Ψweb presence.Ω One person shops will never follow that model.έ 

 

This past year PRX surveyed stations that many in the field would consider leaders in public radio web 

development. A cluster of issues around strategic clarity surfaced with full force. PRX observed: 

  



grow the audience  

 Public Radio in the New Network Age  
 

Public Radio Audience Growth Task Force Report ς 51 

¶ ¢ƘŜ άƴŜǘǿƻǊƪέ ƛǎ ǎǘƛƭƭ ŜǾƻƭǾƛƴƎ ǘŜǊǊƛǘƻǊȅΣ ŎǊŜŀǘƛƴƎ ŀƭƭ ǘƘŜ ƳƻǊŜ ƴŜŜŘ ǘo take and set bearings. 

Stations need to be mindful of multiple risks, including chasing trends and picking up tools 

simply because they are there, taking an online direction misaligned with overall strategy for 

άƛƴǎǘƛǘǳǘƛƻƴŀƭ ǎƛƎƴƛŦƛŎŀƴŎŜ,έ reacting, drifting, and dissipating their resources.  

 

¶ Limited resources to invest and as-yet unclear ROI means there are potentially significant 

opportunity costs of mis-investing in the web. Limitations of scale and talent at the station level 

lead to risks of overreaching and poor execution for all to see. 

 

¶ Stations face the dilemma of choice ς nothing has choices like the web and too many choices 

can lead to poor choices.  

 

PRX asked these leading stations ά²Ƙŀǘ ŀǊŜ ȅƻǳǊ ƎǊŜŀǘŜǎǘ ƴŜŜŘǎ ŦƻǊ ǎǳǇǇƻǊǘ ŀƴŘ ŀǎǎƛǎǘŀƴŎŜ ƻǾŜr 

ǘƘŜ ƴŜȄǘ ǘǿƻ ȅŜŀǊǎ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ŀƴŘ ƳŀƴŀƎƛƴƎ ȅƻǳǊ ƻƴƭƛƴŜ ǎŜǊǾƛŎŜǎΚέ The top answer, by a 

substantial margin, was strategy development. Consultant Quentin Hope developed an example of 

a starting place ƛƴ ŀ ǎǘǊŀǘŜƎƛŎ ǇƭŀƴƴƛƴƎ ǘŜƳǇƭŀǘŜΦ IŜǊŜΩǎ ŀƴ ŜȄŎŜǊǇǘ: 

55
Ç Integrated approach/appeals

Content

Geographic 
orientation

Ç Local from the local perspective

Ç Local from a global perspective

Ç Global for the locals

Subject matter 

orientation

Ç Broad survey[cover the landscape; keep usersô in the know]

Ç Deep dive[own certain subjects; be the ñgo toò source]

Audience

Target

Impact 
Ç Greater share of target segment(s)

Ç More time spent using

Ç Increased value from time spent using

Ç Extension of  existing segments(s)

Ç New segment(s)

Ç Existing segment(s)

Access
Ç Where expected[e.g. analog FM broadcast and web stream - for now]

Ç Early to everywhere[e.g. mobile, other websites, satellite - others as emerge]

Interaction 

& engagement

Ç Encouraging contributions

Ç Building station community & loyalty

Ç Building civic community

Economic 

model

Sources/mix

Ç Existing sources and mix

Ç Some new sources and remix

Ç Significant new sources and remix

Interrelation-

ship of sources

Ç Independent streams

Platform

positioning

Ç Broadcast leads[all web content linked to and supplements broadcast programs]

Ç Fully cross-leveraged[complementary but distinct content; heavy cross-promotion]

Ç Web leads[unique, deep web content; resources shift to web; broadcast sends to web]

Ç Agnostic and independent[content determines platform; each grows/serves on own]

Public 

Media

Strategic 

Options

KEY FACTORS STRATEGIC OPTIONS
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Baseline  Capacity  
We recommend development of a baseline capacity and fluency in the networked environment 

throughout public radio, with particular emphasis on organizations committed to content that will 

extend the inclusiveness of public radio. 
 

Whatever strategy an individual station adopts, public radio collectively needs fluency and agility in the 

online, networked environment. ²ƘƛƭŜ ǎƻƳŜ ƻŦ ǘƘƛǎ ǿƛƭƭ ƘŀǇǇŜƴ ƴŀǘǳǊŀƭƭȅ ƻǾŜǊ ǘƛƳŜ ŀǎ ƻƴƭƛƴŜ άƴŀǘƛǾŜǎέ 

enter the public radio workforce in growing numbers, there is a clear need for significant organizational 

and professional development. 

 

Get the basic elements right. Stations at all stages of development need to get their online basics in 

order: easy navigation throughout the site, streaming, search, program schedule, music playlists, and 

news archiveǎ ŀǎ ŀǇǇǊƻǇǊƛŀǘŜ ǘƻ ǘƘŜ ǎǘŀǘƛƻƴΩǎ ŦƻǊƳŀǘ, community events, contact information, and 

accountability and transparency material such as a board member listing, financial reports, and 

announcements of public meetings.  

 

[ŜŀǊƴ ŀƴŘ ǳǎŜ άƴŜǿ ƳŜŘƛŀέ ŀǇǇƭƛŎŀǘƛƻƴǎΦ Stations will strengthen their audience service as they learn 

and deploy such applications as customizable alerts, membership models, social networks and opt-in 

pushed content.  

Promotion. Public radio has an enormous advantage in building its online services; it can drive traffic to 

websites 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 websites as well. 

 

Findability. Most of 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 

ǘƘŜǊŜ ŀǊŜ Ƴŀƴȅ ƻǘƘŜǊǎ ǿƻǊƪƛƴƎ ǿƛǘƘƛƴ ƻǊ ŀƭƻƴƎǎƛŘŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻǊŜ ŎƻƴǘŜƴǘ ŦǊŀƴŎƘƛǎŜǎ ǿƘƻ Řƻ ŀ 

better job. 

 

Diverse views and voices. The networked space provides potentially huge opportunities for 

constituencies that are not now well-ǎŜǊǾŜŘ ōȅ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ Ƴŀƛƴ ōǊƻŀŘŎŀǎǘ ŎƘŀƴƴŜƭǎΦ Problems such as 

competition for airtime in a single-channel schedule and geographically-dispersed communities fall 

away. But the opportunities will only be realized if these constituencies, whether defined by interests 

and tastes in information and culture or demographics such as age, race, or ethnicity, have the capacity 

to create an effective online public service presence. It will take a conscious, pro-active effort to assure 

such groups are included in shared capacity building. 
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Ȱ7ÅÂ .ÁÔÉÖÅȱ Content and Delivery  
We recommend aggressive experimentation 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 websites and other networked platforms is repurposed 

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

considerable investments already made in them into new delivery channels. It speaks to oft-cited user 

ŘŜƳŀƴŘǎ ŦƻǊ ŎƻƴǘŜƴǘ άǿƘŜƴ L ǿŀƴǘ ƛǘΣ ǿƘŜǊŜ L ǿŀƴǘ ƛǘΣ ŀƴŘ ƻƴ ǘƘŜ ŘŜǾƛŎŜ ƻŦ Ƴȅ ŎƘƻƻǎƛƴƎΦέ 

 

Many of those with whom we consulteŘ ǳǊƎŜ ǇǳōƭƛŎ ǊŀŘƛƻ ǘƻ ŎƻƳǇƭŜƳŜƴǘ ǘƘŜ άŜȄǇƻǊǘ ǘƻ ǘƘŜ ǿŜōέ 

approach with investments in ŎƻƴǘŜƴǘ ǘƘŀǘ ƛǎ άƴŀǘƛǾŜέ ǘƻ ǘƘŜ ƴŜǘǿƻǊƪ ǎǇŀŎŜ into which we are moving. 

Such content could include text, images, and άǿŜō ƻƴƭȅέ ŀǳŘƛƻ ŦŜŀǘǳǊŜǎ ǘƘŀǘ Ǝƻ ŘŜŜǇŜǊ ƻǊ ŦǳǊǘƘŜǊ than 

broadcast material. 

 

A second recommendation in this area is to rethink how we organize our content for networked use. 

Currently, much of the content public radio presents online is organized in ways that reflect its 

broadcast origins, by network, source, and show. Instead, it is suggested, public radio should organize 

content around topical themes, such as government, science, culture, health, and so on, integrating 

material from 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 as distribute everywhere. btwΩǎ 5Ŝƴƴƛǎ Iaarsager refers to 

άŘƛǎǘǊƛōǳǘŜŘ ŘƛǎǘǊƛōǳǘƛƻƴΣέ ŀǎ ŜǇƛǘƻƳƛȊŜŘ ōȅ btwΩǎ !tL ǘƘŀǘ ƳŀƪŜǎ ƛǘ ǇƻǎǎƛōƭŜ ŦƻǊ ōƻǘƘ ǎǘŀǘƛƻƴǎ ŀƴŘ ƻǘƘŜǊǎ 

`to present content from npr.org on their own website. tw·Ωǎ wŜƪƘŀ aǳǊǘƘȅΣ ƛƴ ŀ GROW THE AUDIENCE 

Ŝǎǎŀȅ ά5ƛǎǘǊƛōǳǘƛƻƴ ŀǎ tǊƻƳƻǘƛƻƴΣέ ǳǊƎŜǎ ǇǳōƭƛŎ ǊŀŘƛƻ ǘƻ decouple content from its place of origin and 

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 include new mobile platforms. This seems a 

ƴŀǘǳǊŀƭ ŜȄǘŜƴǎƛƻƴ ƻŦ ǊŀŘƛƻΩǎ ǘǊŀŘƛǘƛƻƴŀƭ ǎǘǊŜƴƎǘƘ ƛƴ ǇƻǊǘŀōƭŜκƳƻōƛƭŜ ǳǎŀƎŜΦ The Public Radio Player, a 

collaborative effort that developed and supports ŀƴ ŀǇǇƭƛŎŀǘƛƻƴ ƻƴ !ǇǇƭŜΩǎ ƛtƘƻƴŜ ǘƘŀǘ Ǉƭŀȅǎ ǇǳōƭƛŎ ǊŀŘƛƻ 

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 that issue, national and station leaders have explored several 

possibilities for a shared public radio digital distribution infrastructure. Among the services proposed 

for such an initiative: 
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¶ Systems and tools for providing on-ŘŜƳŀƴŘ ŀŎŎŜǎǎ ǘƻ ǎƛƎƴŀǘǳǊŜΣ ƭƻŎŀƭΣ ŀƴŘ άƭƻƴƎ-ǘŀƛƭέ ǇǳōƭƛŎ 

media programming via station websites. 

 

¶ Back-end support for stations integrating local and national underwriting and sponsor spots in 

audio, video, and on web pages. 

 

¶ A packaging and curating service for surfacing, promoting and presenting relevant, timely, and 

diverse digital content. 

 

¶ A critical mass of activities to drive the development of shared standards, best practices, and 

metrics across the system. 

 

¶ A business development and licensing role on behalf of a broad range of content providers 

seeking presence on third-party sites and services (such as iTunes and mobile platforms). 

 

To exploit the unfolding options of άǿŜō ƴŀǘƛǾŜέ ŎƻƴǘŜƴǘ ŀƴŘ ŘŜƭƛǾŜǊȅΣ public radio needs a rights 

framework that supports public service goals and purposes. ¢ƘŜǊŜ ŀǊŜ ǊƛƎƘǘǎ ƘŜƭŘ ōȅ άƻǳǘǎƛŘŜέ 

providers, such as the composers and performers of recorded music and the music labels, some of 

which have their own online aspirations. There are also rights issues within the field, such as the terms 

under which stations can present programming they have licensed for broadcast over other distribution 

platforms in ways other than a simulcast of their on-air service. For public radio to deliver on new 

platforms the same kinds of diverse and robust content that have been its signature over the air, it must 

have comparable rights, flexibility, and economic sustainability. 

 

The Natural Networks of Our Audiences  
We recommend investments in pilots and demonstrations that exploit the community-building 

ǇƻǘŜƴǘƛŀƭ ƻŦ ǘƘŜ ƴŜǘǿƻǊƪ ǘƻ ǎǘǊŜƴƎǘƘŜƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻƴǘŜƴǘΣ engage listeners and users around 

issues and interests in communities, and leverage the resources that surround public radio stations, 

producers, and audiences.  

 

Public broadcasters used to talk about outreach; the current term of art is engagement. But neither 

quite gets it right in terms ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǳƴŦƻƭŘƛƴƎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ōuild on the natural network of 

our audiences ς the connections and affiliations that already form a web among those we serve. 

 

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

Media at American University talks about public media άŎǊŜŀǘing ǇǳōƭƛŎǎέ ŀǊƻǳƴŘ ƛǎǎǳŜǎ. Others talk 

about leveraging the communities and the resources that are all around us through social networking 

tools. These are all dynamic and evolving processes, bringing the audience ς the public ς into the 
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creation of content and services, taking the creation process out into the community to engage with the 

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 one-to-many. This territory is a many-to-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 emerging services 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 channels. Yet part of the power of these services and 

partnerships is that they carry forward public radioΩǎ ōǊŀƴŘǎ ŀƴŘ imprimatur. Stations need a more 

refined set of guidelines that will inform their staffs and their public and ensure a continuity of values, 

trust, and organizational clarity in these new and evolving applications.  

 

The Long Term View  
With each passing yeŀǊ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǘƘŜ ƴŜǘǿƻǊƪŜŘ ŜƴǾƛǊƻƴƳŜƴǘ ƻƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǎŜǊǾƛŎŜ ǿƛƭƭ 

increase. Public radio has the opportunity and responsibility to begin reimagining the role of stations 

and national producers, not with the certainty of prediction, but as a mapping of strategic intent and 

possibility.  

Task Force member Laura WalƪŜǊΣ tǊŜǎƛŘŜƴǘ ƻŦ bŜǿ ¸ƻǊƪΩǎ ²b¸/Σ set out one such imagining as follows: 

άAs stations, 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 communities. As national producers, we need 

to create radically new partnerships with stations, other nonprofits, newspapers, and internet 

sites, and do a much better job reflecting the American experience and driving a more full 

American conversation. Collectively, we need to be in the places that the audience is. 

 

άIt is inevitable that the distribution part of our work will become less important every yearτour 

radio antennas, satellite, distribution of programs to stations. While distribution will not 

disappear overnight, it will become increasingly less vital. It is of course impossible for any report 

to predict exactly how and when this will happen. However, I am certain that the audience on 

radio vs. web will look drastically different in five years than it does today. . . it is critical to our 

work to acknowledge that the digital audience is the audience of the future. 

 

άOnce we acknowledge this, we stations realize that we need to radically redefine ourselves. 

Many stations define their most important public service as offering listeners access to the great 
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journalism and programs by NPR, APM and PRIτbut that content will be available directly on the 

web, and more and more people will turn to it there. 

άSo stations need to transform from within if we don't want to end up like newspapers. I believe 

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

content creators ς conveners and journalists that not only chronicle our communities, but invite 

others to do the same. By putting content first, this will free us up to 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 digital-only content and distribute and market on 

the web where the audience is. [ŜǘΩǎ ƻǊƎŀƴƛȊŜΣ ŀƎƎǊŜƎŀǘŜΣ ŎǳǊŀǘŜ ŀƴŘ ƛƳǇŀŎǘ ǘƘŜ !ƳŜǊƛŎŀƴ 

conversation. ά 

 

WalkerΩǎ perspective is at once inspiring and challenging. It builds from the scale and location of 

WNYC as well as her own vision. More of us need to push our own long term views forward in a 

similar way, reflecting our own circumstances of mission, resources, and community. 

 

 

 
 

 

From The Infinite Dial 2009, Arbitron, Inc. and Edison Media Research.
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5. Core Competencies 
 

 

!ŘǾŀƴŎŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀōƛƭƛǘȅ ǘƻ ŀŎƘƛŜǾŜ ǘƘŜ Ǝƻŀƭǎ ƻŦ ǘƘƛǎ Ǉƭŀƴ ōȅ ǎƘŀǊǇŜƴƛƴƎ ǘƘŜ ǎƪƛƭƭǎ 

and focus of public radio professionals, strengthening the capacities of public media 

ƻǊƎŀƴƛȊŀǘƛƻƴǎ ŀŎǊƻǎǎ ǘƘŜ ŎƻǳƴǘǊȅΣ ŀƴŘ Ŏƻƴǘƛƴǳŀƭƭȅ ǳǇŘŀǘƛƴƎ ǘƘŜ ŦƛŜƭŘΩǎ ǎǘǊŀǘŜƎƛŎ 

intelligence and tactical knowledge with audience research and marketing. 

  
In simple and blunt terms, public radio cannot reach our goals for audience growth or implement our 

plans for diversity, journalism, music, and the networked space with current skills, organizational 

capacity, and knowledge. Public radio must build itself as a field to make real the service to which we 

aspire. 

Thinki ng Audience 
Public radio must continually renew and reinforce its commitment to the effectiveness of its audience 

service ς the details of execution in production, scheduling and promotion, the audience experience 

of content and service, and the application of research and experience to daily operations.  

 

Marcia Alvar, former President of the Public Radio Program Directors Association (PRPD) and now 

Manager of Station-.ŀǎŜŘ tǊƻƧŜŎǘǎ ŦƻǊ btwΩǎ [ƻŎŀƭ bŜǿǎ ƛƴƛǘƛŀǘƛǾŜΣ ƛǎ ŀ ǎǘǊƻƴƎ ŀŘǾƻŎŀǘŜ ŦƻǊ ǇǳǘǘƛƴƎ ǇǳōƭƛŎ 

rŀŘƛƻΩǎ ǎƘŀǊŜŘ ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ōŜǎǘ ǘƘƛƴƪƛƴƎ ǘƻ ǿƻǊƪ ƻƴ ŀ Řŀƛƭȅ ōŀǎƛǎΦ wŜǇƻǊǘƛƴƎ ŦǊƻƳ ŀ ǇƭŀƴƴƛƴƎ ǎŜǎǎƛƻƴ 

for the Local News Initiative, she wrote: 

 

άIf a single mantra emerged from the discussion it was this: Use what we already have. Do what we 

already know.έ 

 

Public radio already has many of the insights and programming models needed for great leaps in the use 

and value of its work, but they must be applied in a consistent and disciplined way among stations at all 

levels of operation, in all formats, in all kinds of communities. This is the territory of effectiveness, best 

practices, and performance benchmarks, at the heart of which is giving close attention to listener loyalty 

ŀƴŘ ǘƘŜ ǇŜǊǎƻƴŀƭ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎŜǊǾƛŎŜ ǘƻ ǘƘƻǎŜ ǿƘƻ ǳǎŜ ƛǘΦ .ȅ ŦƻŎusing on operating 

effectiveness over many years ς with use, reach, and value to listeners as central themes ς public radio 

has moved from serving audiences of thousands to audiences of millions. 

 

Programming and marketing consultants Deborah Blakeley and Israel Smith outlined key steps and best 

ǇǊŀŎǘƛŎŜǎ ŦƻǊ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ ƛƴ ά¢ƘƛƴƪƛƴƎ !ǳŘƛŜƴŎŜΣέ ŀ ǇƛŜŎŜ ŎƻƳƳƛǎǎƛƻƴŜŘ ōȅ GROW THE AUDIENCE. 

They assert that most public radio stations can realize significant audience gains by consistently focusing 




