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Introduction

Public radio has a shared misstorhelp individuals live better lives, to nurture thealth 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.

t dzof A0 NI RA2Qa 7T dig ehakedrggiamminglatigaality add valseiaie@s
audiences ofignificant sizePublic radichasenormousassets, a prominent position, and important
opportunities

1 To create and presergtronger programming itraditional areasandthroughnew offerings
f To captureaudiences thagreatly extendi 2 Rslaliealy sigricantreach use and diversity
1 Toforgedeeper, moreengaged connectigwith individuals and communities

The Public Radio Audience Growth Task Foasereated an ambitious plato capture these

opportunitiesin an unfolding network agaVe addresshoth national andocal activities We speak to

stations that present different formats and serve different kinds of communitidsinclude the range

of channels and platforms through which public radio engagh its audienceOurreport and

recommendaions reflect themes we heard from most every corrour fieldYy LINA RS Ay Lldzof A O
longterm accomplishments and current woakd confidentambitions fora largerrole in the broader

media environment

We proposechallenginggoals fompublic radi€ growth over the coming decadegoalsthat are framed

within a larger visiomf service Ourstrategc directionreflectsthe changing character of our

communities and the changing technology of communicatidvisler use and deeper value for public

radio, at the scale weecommend requires transformational changgin the capacitiesof LJdzo f A O NI RA 2 ¢
organizations, in conceptions ofeaningfulpublic serviceandin notions of whdits in an expanded

public radio audienceSuccess requiraselcomngnew players into the field as both creators and

presentersand making careful choices among competing optiongh exciting prospectbut uncertain

outcomes.

We of the Task Force share with our colleagues across the caustrgng, almost impatient senshdt
public radiois ready now, to move to a new level of serviesmd impact.

Public Radid&udienceGrowth Task Force Repoctl
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Summary of Recommendations

Public radiohas asharedmission ofpublicservice to individuals, communities, and the natigvorking
together, public radio stations, netwosk producers, and partner organizations

Help people lead a better liflgemore thoughtful, joyful, and useful; more fulfilled in the pursuit
of understanding and personal growtempowered to findsolutionsfor themselvesand their
families and inspirecand comforted bynmoments of beautyhumor,and reflection.

Nurture healthy communities which we seek to understand and care for across many
dimensiong; education, arts and culturdyusiness angconomics, the environment, health
care, the sense of conntion tovalues and soal responsibility and more.

Strengtherthe vitality of our democracy the free flow of ideasnd debate accountability for
those who govern, and information that helps citizens make good decisions

Public radiawill realize thé mission more fully by achieviambitious, collective goals to increaise
use,reach, and inclusiveness by significant measuiés proposehat over the coming decadeublic
radio:

Increase the average audiengéhe number of people using public riadat any given momeng
to half again as large as it is today.

Double the number of people who use public radio every week-air, online, andbn other
platforms.

Triple the amount of listening by people of calor

We recommend seven broad measures fpublic radio to achievdeeper value and wider use
Commit to amore inclusive public service
Become he mosttrusted, mostused daily journalism in America
Create &1 centurypublic radio musiservice
Embrace the networked environmeas a primay platform
Strengthen core competencies throughout public radio
Develop markeby-market strategies for audienagowth.

Support bllow-up and accountabilitjor addressing these recommendatians

Public Radid&udienceGrowth Task Force Repoct2
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Commit to a more inclusive public service

Deepen the véue of public radio for all its audiences by strengthening the diversitfyvoices and

views inLJdzo f A OmaibtrRaimBe@s$and musicprogramming by encouraging multiple,
differentiated services that reach a wider range of listeners, and by making caed investments in
stations and programmingleveloped andcontrolled 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 thausiveness 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 dimgnsion
the governance of stations and national organizations,hinimg of management and programming

staff, and the voices, views, stories, and music oftdagay programmingWe propose four
complementary efforts, each with a special emphasis.

Diversity at thecore.We recommend a focused and collaborative initiatig increase the accessibility

2T LMzt A0 NI RA2Q& Y| ahedhghifs@wdnichargingl @petdiSithg #ffSts iy T O2 f 2
committed and ready stations with the largest audiences in markets with the largest populations of
AfricanAmericansand Latinos and similar efforts by national produderscrease their service and

value to people of coloiThis initiative should include managed, myisiar projects that involve

learning, change, and mutual accountability.

Program innovationWe re@mmend investments in program innovation at both the local and national
levelc¢ prototyping, testing, and developing programs and fornthest explore different styles and
sensibilities with the aim of greater appeal to audiences of cdlbis effort musbe mindful thatrace

and ethnicity alone,are limited tools in programming development and give close attentiahéo
values, lifestyles, and interestsat will define the programming and those who respond to it.

Differentiated serviceswWe recommen&s A RSNJ I @ Af oAt AdGe 2F Lzt A0 NI R
news, classical music, jazz, and Afach with its distinctive audience appeghnd experimentation

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

audiencesBYy pursuing multiple public radio services in as many markets as can supporg trem

meaningful differentiation of the services offered by each of thepublic 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 calorcludingpursuing opportunitieto increase the number of

such stationslt is important to develop clearer expectatioAs¥ | dzZRA Sy OS LISNF 2 NX I yOS
stations controlled by people of color, based on format, market factors, and sustainable resources.

Public Radid&udienceGrowth Task Force Repoct3
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2 Become the most-trusted , most-used daily journalism in America

al 1S Lldzof A0 NI RAZ ! Y sdtkidely-Bedsodieedf dailyjodblaisinS R | y R Y
Srengthen the power and scope dfJdzo f A OmastliisRehedt@ @ational news programs,

invest inprograminnovation that will lead to more choice and service for listeners, suppsignificant

growth in the sale, quality, and impactof localjournalism, and develop an integrated online news

presence

Claiming a significantly larger role in American journalism regaidtamaticallymore robust news

gathering capacitg Y2 NB G FSSi 2y K &s, ractrte’ Satdécamerksiad mprd (1 S 6 2 2
editors and producers to shape their worlkhe distance between current reality and the role we

imagine¢ and that others urge upon public radids large Public radio must also think carefully and
collectively abouthie character of the journalistic franchigeseeks: ittannot simply take up roles,

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

We should proceed in an audiencentered fashion, beginning with thieterests 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

StrengthenLJdzo f A OsigNdtuFe hatiddal news progims 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 newand information programs tsa dramatic impact on the number of listerseand
amount of listening to public radidd t wMbening Editiorand All Things Consideradp this list,which
also includes$resh AirTalk of the NationWeekend Edition, MarketplacEéheDiane Rehm Shqwand
The WorldKey stepgo strengthen these ath other signature national news progranmelude:

9 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 whitddzo £t A O NI} RA2 Q& & A 3y I G dzN
programming competes for attention and the changing information needs of the listeners they
seek to serve
1 Commit to much more communication and coordination on an ongoing basis betsezreor
national program executives arstiation leaders in programming and news

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

Public Radi®&udienceGrowth Task Force Repoct4
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We recommendncreads Yy 3 LJdzo f AvOmitedlinRestthadtirenyegbrise 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 imew national newsand informationprogramming that will give stations
meaningful choices for differentiating their news services and give tigiemersa news choice that
meets their interests and needs @ir 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 purnalism centersWe recommend increasing local broadcasti@nline reporting at a dozeor

more stations with high audience service potential through significant investments that increase the
number of news staff, enhance @ir and online news production capacity, develop skills for reporting
and content managmaent in a digital age, and foster innovative approaches to community connections.

Build capacity across the fieldin addition to these highRargeted investments, we recommend
initiatives for otherstations that have made substantiakal reportingcommitmentsin order to
increa® their capacity to create and present regular, higality journalism at a level consistent with
the scale and resources of their organizations and communities.

Collaboration.We recommend support for collaborative projettat 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 conterhat support work at more than one statioBuch efforts should have a

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

Partner beyond the fieldWe recommend partnerships and collaborations that look outside public radio
to other contentcreating organizations and community resources, and development of
recommendtions for areditorial framework hat will preserve the trusted position and integrity of

public radio in this more inclusive and mudimensional environment.

2.3 Integrate online news

Qeate an integrated online news presence for diverse public media sourciegernational, national

and localg that extends current capacities and brands, leverages current editorial assets and adds or
creates new ones, and thanight includethe distinctive strengths and separate assets of public
television and online public servicenedia organizations.

Public Radid&udienceGrowth Task Force Repoct5
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We recommend that public radio and other public media partneosyenas quickly and as far as possible
through a sequence of nemutuallyS E Of dza A S aGSLla (2 o0daAf R Lzt AO YS

Behindthe curtain. Enhancdl KS LINP RdzOGA @A G& YR AYLI OG 2F Lzt AO
collaborative measures such as coordinated backend systems, APIs, standards, tools and shared
investments in activities such as federated search and search engine optimization.

Aggreation of public medigournalism 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 niplé sources, showcasing collective efforts in

a way that both stands on its own and leads back todhginalreporting and producing entities.

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

radio listenersOr material could be organized in content verticals that would match broad;kwelin
areas of audience interest.

Aggregation plus curationHulu 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 ontinky journdism initiatives to various
citizen journalists and other kinds of usgenerated content.

Content collaboration Public broadcasters have periodically collaborated on content creatitim

limited succesdmprove the impact by working toward larger sga&ronger commitment of reporting
NE&a2dNODSa G2 GKS 02ttt 02N iAGPS SYyRSI@2NE FyR 3ANBL
organizes and focuses the work.

A webfirst entity. Public media should considenaw or expanded journalistic entity whe mission

would be webfirst but would feed to broadcast platform$his entity would be organized and focused

principaly on online contentcreating text, images, audio, and video in a fashion that draws on the

values, strengths, and brands of publiedr RO & dAy 3 odzi ¢2NjJa G2 | G2yS I\
to the networked spacdn a turnabout of current practice in which broadcast material is often
GSELRNISReé (2 GKS $S03x (KA& SyiAidiréeam2dz R FSSR Ada

The autput of the entity could take several forms, from a single destination or ptyts site to
multiple, contentfocused sitesSimilarly, the focus could be principally on a national identity or on
integration with local efforts that would give users abgeaphicallycustomized experience.

Public Radid&udienceGrowth Task Force Repoct6
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Create a 21st century public radio music service

Createa renewed vision foipublic radio musia; on multiple platforms, in multiple genres.

/[ LI dzZNBE GKS OoNRBIFROIF&ad FNI yOKAASin@sanddy iadets 4O NI R A
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.

Musicis acriticalLJ- NI 2 F LJdzoehck servidequRtioRc@iout bnézBuhof every three hours

oflisteningck YR 6F NNJ yiad F KAIKSNI LINBPFAES Ay Lzt AO NI RA

Capture the broadcast franchis&Ve recommend a concerted effort tadrease the number of markets
in whichpublicradiod i I G A 2 y & 2 T Bt®hgestddmicfranthisddlRsical @dsic, jazz, and
AAAC on a consistent basi$ his can be achieved through a combination of-detcted change and
focusing at current public radio stations and adding statiomsubh acquisitions, mergers, and
management agreements.

Move to new platforms.We recommend continued development of public radio music sergjdegh
core genres and special nichei the networked environment of online and mobile devices and the
devdopment of an organized approach to music rights issues in this space.

Higher standard.t dzo f AO NI} RA2Q&a YdzaA O aidlGAz2ya Ydzd I &aLA NS
greater value for the listener compelling, trusted personalés, a sense of conmtion with audience
and community, and excellence in production values.

New content, new approachWe recommend that stations and producers experiment with how public
radio organizes and presents music within its current genres and think outside th&fageifres 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 radiolistenersin their changing patterns of media usevhichincreasingly

include online and mobile platformscultivate new userdy providing morechannels and
platforms on whichto find and use public radio contentand make public radio more flexible,
participatory, and engaging

We challenge public radio to move with anlgead 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

Public Radid&udienceGrowth Task Force Repoct?
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In the near term these changes will mostly be about new pathways of distribution for both national

producers and local stationBut we encourage public radio at all levels to commit now tongerterm

paradigmshift in how public radio creates and organizes its contembvingtoward newmodels of

engagement and participation K | & t SHASNIF IS ' yR SEGSYR. Lzt A0 NI RA 2

Online strategies for stationsWe recommend organizeahd ongoing gpport for stations in developing
strategic clarity about their roles and expectations in tiidine and mobilenetworked environment; at

the different levels of resources and operations and different phases of development found across the
station community.

Basdine capacity We recommend dvelopment ofa baseline capacity and fluenicythe networked
environmentthroughoutpublic radig with particularemphasis on organizations committed to content

that will extend the inclusiveness of public radidis baselia should include mastering website basics,
FR2LIGAZ2Y 2F FLIINBPLINRIFGS aySs YSRAFE OlFLIO6AfTAGASE
GFAYRIOAfAGRE 2F O2yGSyd Ay (GKS ySig2N)] aLlk OSsz |
views andvoices public radio presents online.

b2
y

G2S0o ylFiArA@Se 02 WdérScgnimendyadyreRigefperidedthition and development of
public service content and delivery methods explicitly designed for a digital, networked enviranment
This includes:

Invesi YSyGa Ay O2yidSyd GKIG Aa ayldAag@gSé G2 GKS yS
Reorganizing content for networked use

& Btributeeverywheré (G SOKY A ljdzSa GKFG YIF 1S LMzt AO NI RAZ
Exploration of ew mobile platforms

Development of a rights framewotkat supports these new approaches to public service.

= =4 =4 -4 A

The natural networks of our audience8Ve recommendnvestments in pilots and demonstrations that
exploit the communityd dzA f RAy 3 LR GSy dAlrt 2F (GKS ySilengage G2 aidN
listeners and useraround issues and interests in communities, and leverage the resoofces

knowledge, experience, and perspectitkat surround public radio stations, producers, and audiences.

Public Radi®&udienceGrowth Task Force Repoct8
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58trengthen core competencies throughout public radio

| ROl yOS Lzt AO NIRA2Qa FoAfAGe G2 I OKAS@S GKS 3
of public radio professionals, strengthening the capacities of public media organizations across

0KS O2dzy iNEXZ FyR 02y A ¢gilinteffigencedandRdctical kh@vledgk with F A St RQA&

audience research and marketing.

Thinking audiencePublic radio must continually renew and reinforce its commitment to the
effectiveness of its audience servigéne details of execution in production, schdohg, and promotion
the audience experience of content and seryiead the application of research and experience to daily
operations.This work should include:

T WAGALF GADSa o6& Lzt A0 NI RA2Qa LINAYOA Ldndl LINR T Sa3
organizations to advance skills of the public radio workforce directly connected with audience
growth.
1 Gontinuing investments in program research and audience use metrics that build our current
knowledge base, explore areas we have targeted for iatiom, and foster integrated, cross
platform measurements that track behavior in a changing media environment.

Organizational developmen2 S NB O2 YYSY R YdzZ GALX S AYyAGAlI GAGBSE G2
organizationsas effective and responsive institutiarthat collectively contribute to a public media
service of the highest quality and impachese initiatives shoulisiclude:

Sronger govermnce and leadership in all licensee types
Astrategic sensibility in key decisions

Inclusiveness throughout the ganization

GCommunity engagement

Advanced fundraising that includes major giving and philanthropy
Sronger, more effective Inteprganizational relationships

=A =4 =4 4 -4 4

Public radio musalsoconfront longterm structural issues too little aggregation and scalmany

licensees with agendaxher than public radipand no plan for how to incorporate emerging public

media enterprises with shared values but no base in broadcadtimgse issues are beyond the scope of

GKAA LINRP2SO0 o0dzi | N@ternd Alliénde@lcessii 2 LIJdzof A O NI} RA2Q&a f

Marketing ¢ the missing piece2 S NB O2 YYSYR ONBI GAy3 |
GAOK tAZ08YSNEQ y88Ra LyR AydSNBada
through a multiorganizationalmulti-¢ S+ NJ SFF2NIi (12 o0dzZAf R LJz2f A0 NI RA2Q
activities

Public Radid&udienceGrowth Task Force Repoct9
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Public radio must build its marketing skills almost from scraktie. work should begin with
development of a shared sensibility regarding marketing principles, definitiodsparposes.

¢t KS RS@St 2 LISy inark@fingcapdeiyshouldl extncRasré@s€all professional disciplines
and encompass work by alhtional organizations serving public radiey tasks include:

1 Connecting with togevel marketing expertise aexperience beyond the public radio field.
91 Developing tactical ideas and best practices that can be implemented at the station level.
1 Helping stations engage with outside marketing expertise in their local efforts.

Launch a markeby-market audience growth initiative for a new generation of servigea

broad-based, collective effort by stations, networks, and fundegsnaking targeted investments
and crafting stationspecific solutions in commuties where the current level of public radio
performance indicates significant opportunities for audience growth.

6Deve|op market -by-market strategies for audience growth

In any given market public radio is most successful at aggregating audiences of both significant size and
significant diversity when it presits multiple, focused, and differentiated services delivered at a high
level of performance. There are three key elements in this equation:

1 Enough channels committed to public radio on which to offer different services.
1 Strategic alignment of the servige focused, differentiated, complementary.
1 Superior performance of each of the services within the context of the specific market.

Market analysisWe recommend additional markdty-market analysis that extendsRoOw THE

AUDIENCR & Ylamlfo8riatspedfic work, incorporating additional variables, particularly values and
fAFSaGetS AYRAOIFIG2NE &adzOK Fa {wLQa =x![{ aeadasSyx i
the most important opportunities for audience growth.

Options in the top marketsWe recommend a concentrated effort tmprove existing stations and
develop new services in the top 50 markets designed to increase the availability of multiple, focused,
and differentiated higkperforming public radio services:

1 Strengthen service at undperforming stations.Simply bringingnews and classical stations
that are below the predicted level gkrvice, given the character of their market, up to the
Y2NY g2dZ R KIS | YSFadaNIofS AYLI OG 2y Lzt AO
f OGAligré service atexisting dations. ¢ F NBESG YIN]J Sdia Ay 6KAOK Lzt AO
available in a consistent and focused manner.

Public Radid&udienceGrowth Task Force Repottl0
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1 Develop new services on existirggations. These new services, by definition, are unproven,
but format innovation is a critical step towar@w listeners for public radio.

1 Create opportunities for new servicdsy gaining control of additional stations through
acquisitions or operating agreements and by upgrading limited coverage signals.

1 Add stations with full market coverage through upgrades acquisitionsin communities that
currently benefit from only 1 or 2 full coverage public stations.

These measures require substantial investmensaquisitions, careful negotiation of operating
agreements, or other arrangementhat reorganize statin controlg 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 follow -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 perspectivesmfitiple constituencies, organizations, and individuals
and result in a progress report to the public radio system.

We recommead a multityear followup effort that includes:

1 Broad endorsement of the goals and recommendations presented here.
1

Publicradi®a Yyl GA2yFf LINRPRddzOSNE>X ySig2N]laz FyR LINRT

report to their respective members and affiliates how they intend to integrate elements of
GROW THAUDIENCEecommendations into their priorities, programming, conferenaesearch
activities, and other initiatives.

1 Every public radio station shoulet encouraged testablish an audience service goal and a
method for monitoring its own progress on an annual baliss information should be reported
in brief fashion to CRRither through a special survey or as part of the Annual Activities Report.

1 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@oities.

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

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

Public Radid&udienceGrowth Task Force Repogtll
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1. Diversity

Deepen the valueof public radiofor all its audiences bystrengthening the diversity of
voices and views ipublicNJ R kefvéaid musigprogramming by encouraging
multiple, differentiated services that reach a wider range of listeneasid by making
continued investments in stations and programmirdgveloped andcontrolled by
people of color.

The founding visions g@ublic radiog from antecedents in educational broadcasting and the Pacifica
Foundation to the 1967 Public Broadcasting Act and the initiséion statement of National Public
Radiog 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 increasihg inclusiveness of its work and the authenticity of the
voices, views, and cultures it presents.

2 KAfS GKSNB INB Ylyeée RAYSyairzya (02 PUMEAIOOTHRA RA DS
New NETWORKAGEfocuses on race and ethnicityWe challenge public radio to commit to a greater

inclusiveness of people of color in every dimengjdhe governance of stations and national

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

music of dayto-pay programming.

Inclusivenesss an expression of public radio core valuesuch ageflecting our world and our
communities providingauthentic voicesand lifelong learning,and offering a spirit ofidealism.We
and our listenersshouldexpect nclusiveness imall our work, especiallyour most important, most
listenedto services.

One direction of momentum is toward an inclusiveness of views, voices, and perspectives in all that
public radio presentst KS [ F G Ay 2 t dzof BOwnwhpetalB for/ 2 y & 2 NIi A dzY Q&

& . . apublic media system that includes Latino voices, services and perspectives at eveijhevel.
public radio system needs to be bold in creating initiatives that establish opportunities for Latino
managers, producers and youbtElorenceHernandezRamospProjectDirector, Latino Public Radio
Consortium
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Loris Tayloof Native Public Mediarites:

& ¢ K S &eScitihgidBes to repurpose our role as media architects for a new America and to
redesign our Public Service Mediainawaythatdn ' yR f 22148 Y2NB fA1S @&2dz

HernandezRamosand Taylospeakto inclusion, at least in part, from a perspective of empowerment,
and selfrealization.Increasingly, though, inclusion is an expectation of the broader audieitds the
reality of ow we live our lives.

Veteran public radio hews executive Bill Buzenbetty now heads the Center for Public Integrity,
asserts

G¢KS o0Sad ¢gle G2 YIS adaNBE GKS |dzZRASYOS Aa | a RA
diversity into everything puix radio does: into every driviime program, every program staéind

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

angles with a diverse eair and offair stafft is the best approach. My view is thiiis can only
A0NBY3IGKSY GKS yFrGA2Y FyYyR Lzt AO NI} RAZ2 PE

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

AmoS Ay OfdzaAaADS yYyR RADGSNAS &az2dzyR (2 Lzt AQO NI RA2Q3
perhaps in small ways, perhaps in largeronesziT RAFFSNBy (> 0 KI (V@@theeINBG G e Y
the audience will also grow is a gamibat mostof the system leader@ith whom we have spokeare

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

Relative to the proportion africanAmericars in the general population, Africalimericansare only

about 80percentas likely tbe foundy LJdzo t A O NI R A 2Theécomparéble hdnbdr fdzRA Sy O S
Hispanisis 42percent (SourceProfile 2008 NPR Audience Insight and Researgbians are more

likely tobe in thepublic radicaudience 11percentmore than theér presence in theeneral population.

Daa for Native Americani this studyare toolimited for reliable statistics.

WhenGrow THRUDIENCHTrilled down to look more closely at tlmount of listeningby different
groups and the performance of different foats, the disparities are more significant and the story gets
more complicated.

la ¢S t221 G2 ONBFGS | Lzt AO NItiRimportantdeRanS§deIOS G K1 {
the advicewe heard from numerous researchers amghlyststhat raceand ethnicity are limited tools

in programming developmerdgnd that public radio should giveoseattention to values, lifestyles, and
interestsas it pursues goals of inclusiveness and diversity
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Sustain current investments in station operations andggrammingowned 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 diveoserall serviceloris Taylor of Native Public Media writes

LI a3dA2yF 0SSt @KBY a3@zBLIRSI SAFAYF A2y 2F The®dnz 6y Y SRA
PaperSY @A AA 2y a | Lldddaf iclOdesyaSdsipportsiadstiongd Xtcontrolled pubic

mediag

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

industry. YetK SaS adGlraazya LIXlFe&  €FNHSN NS (KFy Ylye |1
level of diversityGoingforward, leaders from these stations can bring the knowledge and needs of their
respective communities to a broader system discussion.

Ourrecommendationgollow the lines othe three broad strategiesutlined above
f Inclusiveness and accessibility iropli A O neWsRA 2 Qa
1 Multiple stations with focused and differentiated service
1 Ownership and controby people of color

Inclusiveness in Public Radio News

PublicNJ R pus@itiof greater inclusiormustextendto i KS O2NB 2 F LJzof A0 NI RA 2 Q:
beginning with the most successfubrograms andstations in communities with the largest numbers of

people of color This requiresa careful shifini KS OKIF NI} OGSNJ | YR nodtJLISF £ 2 F  LJd:
listenedto national programming parallelchange at stationgespecially those with the largest

audience$, 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 coloe#sy to graspMajor news stations like WAMU
(Washington)WWNYGNew York)WBURBoston) KPCELos Angeles)VLRNMiami), and KQE[Ban
Franciscogalready reach large numbers of AfricAmerican and Latino listenerthe only two

racial/ethnic groups masured by Arbitron

These stationbave large overall audiences aark located in markets with largeumbers ofAfrican
Americars, Latincs, and other racial and ethnic groups of significant $fazbe appeal of their respective
services tilted even naestly more in the direction of these constituencies, tudlectiveresults would
be significant.

This is a bold direction for public radio and not without rlsks our clear sense, however, that it is
where the leaders of these stations anthnyothers areready to go.

GLGQa y2i odlidedi aNFRLMBNDG Myina K26 65 RSTAYS 6KEG GK!
perspective Even if our audience was the same tomorrow as it is today, we have to create these
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connections with our community to ekedz(ii S 3 2 2 R Dedh &Apjellof ChiafCredtive Officer,
WNYC, New York

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

different views and skills into the station and onto the &ite have to diversify aff, especially on

air, to better reflect our community and inca2pNJ 4 S y S g LIS NRob&Patarsds a 2y € A T
Administrative Manager, KWM\$t. Louis

How does this change happemfethemes that surface repeatedly iIBROW THAUDIENCEONversations

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

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

metaphors; announcing style, pacing, and vocabuléeyartists and songs we choose for interstitial

musiccl £ £ GKS GKAy3a GKFEG YIS a2Y$8 LIS2L)X S ¥SSt alGKA

Loreta Rucker, of the AfricaAmerican Public Radio Consortium, paree pointthis way

oFirst andforemost is the issue of presentatioBecond, even those educated AfrieAmerican

opinionf S RSNA ¢K2 fAaGSy (G2 LlzofAO NIRA2Qa LINAYI NE
stories and voices that reflect their communities in the rimd third, tere 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 appreciatedytithe distinction is cleat.

Beyond Tone and Sensibilitidenry Cisnerogormer Secretary of Housing and Urban Development,

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

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

groups that contribute to persistent negative stereotyping in our cultboré. G A @S t dzof A0 aSRA I ¢
¢CFreft 2N gNAGSasx aLy (GKS 1 0aSyOS 27 coveragd NisidddA S NI LI
portrayals easily become the reality in the minds of our audiereablic 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 acrosstteb NR 2 F 2 dzNJ NAOK RAGSNEA (@ ¢

Understanding Current Patterng.o understand where we begi@Row THRUDIENCEXamined the

LI GGSNY 2F fAAGSYAy3 I ONR&Aa ! ND AcBaRsyHishanidskaNdS S Y S a
Others.Knowing that the strogest predictor of public radio listening is educatiand that educational
FOGEAYYSY (G RAFFSNE 08 NIOS FyR SUKyAOAGEZ 68 GKSE
college graduates.
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Share Of Radio Listening — News Stations
Black, Hispanic and Other College Grads
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This chart shows the share of listening by college gtk to ningpublic radionews stationsin the
yIEGdA2yQa fICRINS Sk I WLNISS i &t the16fit saptyted d DementoflalEradio
listening by collegeducated Other listeners in their market, 2&rcentof the total listening by Blac
college grads, and faercentof the listening by Hispanic graddhere is a clear overall pattern: the share
2F ftAAGSYAY3 FY2y3 ahiGKSNE fAaGSYSNR ovyzadfe
Hispanic listeners by very large margins

Within the broad patterntere arealsoimportant stdion-to-station differencesThe shareof-listening
chart above is based on a single survey pegiodwe recommend further exploration and analysis
before drawing conclusions about individual station periance.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.

2

KA U

Signature National Program3.he programming success arntktaudienceappeal ofLlddzo f A O NJ RA 2 Qa

stations and newsnd-music stationseflecta partnership of local and national efforSormost of
thesestations,a handful of national programeccounsfor a huge portion of listening and profoundly
shapsthS & 0 I (0 A 21y LDANGeled, J6rleXample, abalf thetotal listening b both KPCC
(news and KCRVthews and musid) & (i @wedkdayadd weekendews magazinesor public
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NI RA2Qa ySéa aidldAazya G2 NBI bfkdobit il takekchafiges irthye § K S A N.
national programming they present in their most important hours of the day.

Publicrad2 Q& &A 3yl GdzNB y I GA 2y flargepsi@edagd of dverall Bstenimg§of @ ISy S
news and newsandmusic stations,hey also are the beneficiaries of perhaps 10 percdmtublic

NI RA2Qa (2 i ndmb&appyoAcHiRGIOO dilidn Rowing on an annual basis from stations,

business sponsors, foundations, and individual donors.

New Programming Different programnmg causes different listeners to listetWe recommend
investments in program innovation at both the local and national leyebtotyping, testing, and
developing programs and formatisat explore different styles and sensibilities with the aim of greate
appeal to audiences of coldFhis effort must be mindful thatace and ethnicity are limited tools in
programming development and give close attentiorthie values, lifestyles, and interedtisat 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

2y aildlidAz2yaqQ aOKSRdzZ Sa a ¢Sttt | a (HSBkho@sWE O02YY2y
discussed in more detail in the following sectiong KS bSgazé¢ Lzt AO NI RA2 KI &
meaningful differentiation of audience appeaithin the broader news franchis&hat 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 THAUDIENCBRasheard time and agaithat success in achieving inclusiveness goals

Ay Llzf A0 NIRA2QA LINPINI YYAYy3T (dz2Nya 2y 3INBIFGSNI AY
In New YorkMaxie Jackson, WN/ Sedior Director for Program Developmedesigned an aggressive

approach to match mission and the people in assembling the production team for the new progeam
TakeawayWNYC advertised with organizations that includedAlseanAmerican Journalighssociation

Spelman Colleg&lative American Journalist Associatiblational Association of Black Journalists

National Association of Hispanic JournaliSsuth Asian Journalist AssociatiamdWNY C.orgHires

were madebased on criterighat included journalistic expertise, work ethic, intellectual curiosity, and

openness to new medidhe result is one of the most diverse production teams in public radio.

0Coalitions of theCommitted.¢ We recommend a focused and collaborative initiativériorea® the
FOOSaaAroAtAle 2F Lizf A O NlthPaghitsttutionictarmyiNg, apgedly | (G a G 2
shifting efforts by committed and ready stations with the largest audiences in markets with the largest
populations of AfricasAmericans and Latinand similar efforts by national produceisincrease their

service and value to people of coldhis initiative should include managed, myiéiar projects that

involve learning, change, and mutual accountability.
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Such efforts might be similartothéi$ G A 2y wS&a2 dzNOS DNR dzLJQad [ SFRSNEQ t
NI RA2Qa TFANRG O2f f SO0 A @MBthePHbicREdiodnteinsf StatibnARiaddeIA TG a ¥
(PRISA), through which a half dozen stations worked together exploring early activiges.In these

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

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

progress problemsand resultdo each otherin an atmosphere of mutual accountability.

Effectived A y Of dza A @S yindll eguire@@ppoftfarii A 2 y & ¢

9 Audience research to explore such issues as the current patterns of information consumption
among target AfricasAmerican and Latino lishers, broader patterns of media use, and
responses to programming changes over time.

1 Advisors from outside public medrho canhelp with planning and implementing change in
governance and workforce development, drawing on successful efforts elsewhide in
nonprofit sector and in business.

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

1 Manadngthe connections among those patrticipating in the initiatite realize effidncies 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.

l OKAS@AY3a OKIy3aSa Ay GKS Ay Olkldemarketghs stations wolld RA @S NA
have an important impact on the overall fieBut public radio has other strong options as wetowv

THEAUDIEENCE f 82 SEF YAY SR (KS LI GGSNya 2F tAaaSyay3a oe
classical stations and jazz statiombese analysgzoduced significant differences the response of

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

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

1 Among seven largmarketjazz stationsthe pattern is much higher shares among Black college
grads than are found among Hispanic and Other coleyecated listeners, with mostations
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.

Theclassical and jafindings point toward a second key element in an @estrategy for audience
diversity¢ the importance of multiple stations with different formats in realizing audience diversity
goals Different programming causes different listeners to listercouraging multiple public radio
services in as many marlseds can support them, anelguallyimportant, encouraging meaningful
differentiation of the services offered by each of them, will incremgdiencediversity.

This principle is illustrated in the following example from Los Angeles, one of the mosediva
markets in the countrylt is important to note that this chart shows a single survey period, Fall 2007.
Individual station data might look different if several surveys were combined and as more recent
changes in the market are reflectethe impotant information is the broad pattern.

Public Radio’s College Share Of Listening
Other, Black and Hispanic — Los Angeles
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This chart showthe pattern ofpublic radi? & & S bullegeQyBdatesin Los Angeles through
multiple stations and multiple formats Fall 2007

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

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

1 Listening by collegeducated Hispanics is spread across all five public radio stations,avith n
one of them achieving a real breakthrough to this audience.
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Another lesson from Los Angeles is that even with its different stations and different formats, and even
focusing just on collegeducated listenerss KSNB 6S 62dzx R SELISé@nfetdBdzo £ A O NI |
strongest,shares of listening by Africalamerican listeners and by Hispanic listeners are dramatically

less than shares of listening by Others.

Public radio shouldlsolook beyondnews, classical, and jazzother formatsthat might hold a geater

appeal for AfricarAmericars, Latincs, and/or younger listenerdn 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, Englistanguage andnajority Latino demogaphic that itself is highly diverse in terms of

education, class, home culture, and langudgeChicag®® . 9 ¥ e6xalo.comis letting the listening

community both define and produce the news.Milwaukee, WYMS continues to refine a
contemporarymusichasS R 2 SNIWA OS dzy RSNJ 1 KS 0 yy SINdsadaRdoBi& NBE S Y d:
efforts at innovation are all at the edges of the current system and thereamgety 2 &G 6 NB I { i K NR dz3
in audience service teeport.

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

Acentral,longa i I YRAY 3 GKSYS Ay Lzt AO NI RekvRerasbeepat SOUGA DS
commitment to station ownership and contrby people of colarOver the years CPB and others have

fostered development of 75 CPBIpported stations at which the majority of those governing the

licensee organization and a majority of tbeaff are African Americans (31), Latinos (11), Native

Americans (29), or a combination of the foregoing \Mith broad support from the public radio system,

CPB provides these stations with larger basic annual grants than other stations and matahlesahei

support at a higher rate, recognizing the particular economic challenges they face.

CPB has also made multiple investments in national progthathave been developed by and that are
principallyusedby these stations, such aea AbiertaNoticiero Latino, National Native Nevand
Native America CallingPB has also funded several program initiatives developed by NPR and the
AfricanrAmerican Public Radio Consortium that have been widely used by Africarican stations as
well as others, sah as theTavisSniley ShowNews and NotesandTellMe More. The Public Radio
Satellite System provides, at no charge, atfoie distribution channel for botlsatélite Radio Bilingtie
andNative Voice One

These investments have produced measurabiits.

1 Seven of the ten public radio stations that generate the most Afrfaerican listening are
controlled by AfricarAmericansWBGO (New York), KCEP (Las Vegas), WPFW (Washington),
KMOJ (MinneapoliSt. Paul), KKJZ (Los Angeles), WBAI (New afatlyEAA (Baltimore)The
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other three stations in the top ten are WAMU (Washington), WIA¥O(New York), and WBUR
(Boston).Source: Arbitra as processed by AudiGraphics, average of Fall 03y 08.

9 Three of the ten stations with the most Latino listenarg controlled by Latino&NAI (Phoenix),
KANW (Albuquerque), and KUFW (Woodlake, T#) other seven stations in the top ten for
Latino listening ar&USC (Los Angeles), KPCC (Los Angeles), KKJZ (Los Angel&d), (Nalv C
York). WLRN (Miami), KCRWs(Amgeles), and KQED (San Francisco).

1 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 contined strong support for public radio stations that are developed and controlled by

people of colorWhen opportunities arise tocrease the number of such statiotilsoughapplications

for new stationspotential acquisitionsor public service managemeagreements, aggressive efforts

should be made to pursue ther8imilarly, the success of sor@@Native American groups in gaining

Al GA2y O2yaidNHzOGA2Yy LISNNAGA KNP dzRakd thiegrSspect/ /| Qa NB
of still more to be grantd) needs strong followup 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 (Metr
share, Spring 2008, Arbitron diary
markets only)Each segmertf a
bar is a different station.

Stations Controlled by People of Color

10 i

The 17 stations highlighted in red
I are controlled by people of color,
2 r i E_ as are two stations in Houston (a
|| [ PPM market not shown) and two

[}
'“(}\210 S e 5 e ““i SRl other stations with audiences too

S

Source: Arhitron: Radio Research Consortium Sma” to report'

e@”

We recommendhe development of @arerquantitative and qualitativexpectations of audience
LISNF2NXYIFyOS FT2NJ Lzt AO NIRA2Qa adGlrdGdAz2ya O2yiNRffS
resourcesand the characteristics of the different markets they setaehe largest marketghere are

several stations with full service signals that currently garakativelysmall shares of listeningn some

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

service expectations may be quitdfdirent.
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2.Journalism

al 1S LlzotAO NIRAZ2 ! YSNA Ol-@adsotdolidaily Ndza G SR |
journalism. Srengthen the power and scope of its most listeneld national news

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

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

journalism, and develop an integrated online news presence.

t dzo £ A O NI R A-tBr@ appdrtinEoSaudiencgé §rowiidand new public service is wse
national programslocaljournalism and aggressive expansion of online service.

2.0 Public Radio and Journalism

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

offered andnews stations accat for four out of every ten hours of listening to public radio nationwide.

tdzof AO NIRA2Qa Y2al {@ROSBRTFoL YEwRAAIMIBRF dL | MBS 5
Editionand All Things Considereare most readily identified through the saliea of the NPR brandnd

typically featureprograms from other producers as wedlich ag t a Maiketplac& 1 K SWorld / Q&
Service? | | FeshAir,2 | a | @ane Rehm ShowndThe Worldwhich is ceproduced by WGBH,

PRI, and the BB®&t the public raé stations and websites that garner the largest audiences, local

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

bSga adridAz2ya SR LWzt AO NIRA2Qa f | afteraYdu@eoN) & dzZNB S
years in whichiheir audiencessaggel along with stations presenting other formats, restations are

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

2008, during which overall listenir{§(H)to public radio grew by 2.Bercent(Arbitron Nationwide)

news stations grew by percent(Audience Research Analysis AudiGraphiceg98& stations, diary

markets only).

News isusuallythe strongest programming at the many public radio stations tfédr a mixed format
of news and musj@attractingmore listeners and more listeningthan other programming

9@SY |a LJzftAO NIXRA2QA& ySéa YR AYTF2NNIGAZ2Y LINEIN
largest practitioners of daily journalism, AmeOl Q& ySgalLd LISNBXZ FNB Ay RSSLI F
thousands of jobsTheir plight follows the general abandonment of most serious reporting in

commercial radio and dramatic curtailments in broadcast television nBurther large changes in the

organizaton, 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 developmAnthe same time,
S YySSR (G2 06S NBIFIfAAGAO I 02dzi elnmiongl And loddlleRels2aa O dzNN.
we need to bdocused in our aspirations to be something more.

tdzof AO NI RA2Qa 22dz2NV It AaY Sy 22¢daraNds year,pdlllafedpsl. § NHza
At the national level NPR is our strongest joustalibrand, along with individual programs such as
Marketplaceand The WorldLocally there are perhaps tguublic radio stations with a significant local

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

half that.

Public radio hasther 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 watmerging stanehlone online news operationBut these

assets are generally disaggregated anderai the edge othe field than the center

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

gathering capacitc Y2 NBE aFSSG 2y (GKS AGNBSGE¢ o6 mrdikore/20S0221 a3
editors and producers to shape their workhe distance between current reality and the role we

imagine¢ and that others urge upon usis large.

Public radio must also think cafully and collectively about the character of the journalistic franchise
to whichit aspires. Public radio organizationgonot simply take up roles, beats, and topics as they are
left behind by othersRather, ve should proceed in an audiencentered fahion, beginning with the
interests and needs of those who already respond strongjyutdic radionews and information
programming and building to a largservice and a largexudience of news users.

2.1 Journalism: National Programs

StrengthenpublicNJ RA 2 Q&  Y-B aaliondl fevsiprSgyai&vith a renewed focuson these
programsby senior network executives, stronger reporting from across the nation, a greater
commitment to enterprise reportingmore diverse views and voiceand exploration ofnew
approaches to the availability and organization of national content.

Renewed focus on key asset&.short list of signature national news progrageieratesa huge

amount of listening fopublic radioas a wholeas much as half or more of &fiteningto the stations

that carry them and greater listener loyaltyran mostother programming on statiofchedulesb t w Q a
Morning Editiorand All Things Consideradp this list,which also includeBresh AirTalk of the Nation
Weekend Editiorifhe Diare Rehm ShoyWarketplace and The World

Many in public radio believihat inrecentyearb t wQa G 2LJ Yyl 3SYSyid ad221 (K
with respect to the broadcast performance of key national progrdttakes nothing away from
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revitalization eforts already underway inside NPR and statiooused efforts such as Morning Edition
Graduate School to assert that more needs to be doneinvigorate and renew these prograros a
continuing basisKey stepsnclude

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

f Investinresearchtogy A G2 NJ GKS OKFYy3IAYy3I AYF2NNIGAZ2Y Sy@aNd
signature news programming competes for atien and the changing information needs of the
listeners they seek to serve.

1 Commit toregular, ongoing editorial and operatior@mmunication and coordination between
seniornational program executives and station leaders in programming and tiewsenters
on the performance of key national programs

Reporting from across the nationVe recommend significanincreasel y  LJdzo f matonaNJ RA 2 Q&
reporting capacityfrom across the natiorCurrent national reporting is criticized as too often sounding

fA1S GLI NI OKdzi S-oMNBINMA NIBE Yy FS I 71 NING G2 Gepeh&ard oS K S NI € |
station programmers and news executives thatiencesvould like to hear more reporting from

outside the usual media cente¢(slew York, Washington, Los Angelets.) which they suggesiften
yieldsdistinctived 2 NA Sa § Klwith listeNass £ £ @ aGA O ¢

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

Someassertthat national reportng is an area in whiamational news producersespecially NPRould

make better use of station talentesourcesand reporting.In this view, statiorbased reporters;

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

tapped regularly to report for a national audiendehisrequires commitments by botmational

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

staff training,and development of systemsrfavorkflow managementb t wRRogect Argo and

discussions ahe asyet-dzy RS @St 2 LJSR dabSga mmdyfabigthdare8. ¥ G KS Cdzi dzNB

Others counter that opportunities to advance national reporting throngtional producerstation
partnerships may be nre limited than at first appears to be the cased that t is difficult for even the
most accomplished reporters wevelop a storyor both a national audience and a local audiertes
suggestedhatd ¥ N2 Y  {irat®nafép&tindRréquirean allocation of resourcefor reporters and
editors based around the country who would be focused on reporting far tletwork. One scenario
would be forNPRo create four to six regional reporting centestaffedby several reporters, a
producer, and a ragnal editor.The facilities might beo-located with stationsbut perhaps not.
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Enterprise andnvestigative reporting2 S NB O2 YYSYR A Y ONBl-imked3d LJdzo f A O NI
investment in enterprise and investigative reportifdnose concerned about the cent state of

' YSNAOIY 22d2NyFtAayYy 2FGSy YSyidAazy GKS ONRGAOLFf NP
government, corporations, and large issues and interests in civic life.

At its best, investigative reporting produces high visibility, highaichpoverage that both makes a
difference on important matters and advances the credibility and authority of a news b®arath. work
O2dzf R FftA3dy Of2aSteée 6A0GK LlzofAO NIRA2Q&A& Lzt AO

ax
(V)]

At the same timethis is difficult and costly reporting drsome 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 effopyblic radio should build on the efforts already iaq® within

NPR newswhich recently hired its first editor dedicated to investigative work/ R ! t a Q&4 R2 OdzY Sy
unit, American RadioWorkhiitial efforts might focus otthree or fourenterprise/investigativdeams

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

Diverseviews and voicesWe reiterate here our recommendation the preceding sectiothat public

NI RA2Qa aAiA3ayl (ddz2NB y I (i AdvgrdevoicgsSmd &iewsIdtBoss Mk rdrge of iR Y 2 N.
stories, the pegple doing the newsandthosepresenting analysig his will increase the accessibility and
authenticity of programming in communities across the courtirgphasis ora wider range of views

andvoicess K2dzf R y20 0S O2yFTAYSR into2Jdzo & K BRH 811 RA RPIRE INI €2 NJ
programs.

Programmers urgall national producerso avoid an oft-heardhomogeneity in delivery tone, to create

more settings in which people from different backgrounds speak the way they speak among themselves,
with a soundhat rings true and authentic both for those like them and for those hroaddition 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 organizah and availability of national contentGROW THRAUDIENC®
consultationswith programmers surfaced several suggestions for changes in how national producers
organize and make available to stations their national content, some very focused and others ver
broad.

Multiple uses of ontent. National producershould allow stations to usexceptional piecesutside the

program in which they are originally present¢d2 YS a4l GA2ya ¢2dZ R fA1S G2 dad
NPR newsnagazinegnd other national ppgramson their own so they can present them elsewhere in

their schedulesOthers envisiomational producerst St SOGAY 3 aSGSNI f aid2L) &d2NA
be offered, on a standlone basisperhapsthrough Content Depobr PRXNational producersnight
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alsoconsider replaying some pieces fraheir weekday program their weekendvehicles perhaps
with some adeon or followup reporting.

Exploration of a possible NPR news streaBome programmersuggest thaNPR movérom distinct
newsprogramstoward 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 threyimmediately connecting to a service

they know and trustThose 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 ramnews programs and hosts have distinctive identjjessonalities
and daypart sounds and sensibilitiésd that public radio listeners like and value skegualitiesin this
view the distinctive personalities of the programs give a unique flavoubtipradio news and keep
public radio apart from the sometimes dro#like qualities of cable news channels and othenallvs
all-the-time services.

AnNPRprogramming streamvould have dramatiamplicationsfor how NPR invests its news resources,

for cariage of programming from other national producers, dadbranding of station serviceklow

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

How would such a format interact with current NPR &y talk offerings that do not flow into the

magazine format, such aheDiane Rehm ShoandTalk of the Nationas well as offerings from other

networks, such aMarketplace,The World andThe TakeawaGiven the likelihood that any such

stream would be o#red on the Internet by NPR itself, would this accelerate chamgiee fundamental

dynamics between stations and the netw@rkhese are not easy questions, but there appears to be
Sy2dzaK AYydSNBad Ay (GKS aLINEIANI YY progeam girdciors kdNE A NI Y & €
warrant further serious discussion.

Support the development of new national news programming that will give stations meaningful
choices for differentiating their news servicemnd give more listenersa newschoice that neets their
interests and needsn-air and online

Fa all the power and successloddzo f A O NI RA2Qa aA3Iyl idaNB ylraAaz2ylLf yS
close attention to their continued strength, loigrm and larged O £ S INB G K Ay Llzof A O

franchise als@equires investment in innovation and differentiation.

Several years agéeorge Bailey of Walrus Research,nrf&&G Discussion Paper, urged public radio to
G! GGl O] BalRydekaieSt F d¢

4 SNBQa ¢KIFG YFN]SGAY I &0 NF G Sr3ervicdligio seBesSSINMNaS Y R 6 K S
it becomes a prime targetattack yourselfMTV attacked itself with VH1. General Motors
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attacked itself with Saturr?BS did nothing and was attacked by Discovery, which attacked itself
by launching TLC, Animal Planet, Disry Kids, Discovery Wings, e\@iscovery Espafidle

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

More recentlyPRI President (and Audience Task Force member) Alisa kit this caséor multiple,
differentiated news servicdsoth onair and online

GThe 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 platformslf BBC had just focused on strengtheningiBdd(its premiere radio news
channel), i€ unlikely they would have been able to retain and grow their radio audience to the
extent they have.

GThis need for more dynamisim franchise. . .to meet American@eeds becomes even more
pronounced due tdhe growing space available on digital platforregen as it is important to
broadcast too. Competition will require public media to be prepared to offer more options in an
infinite channé & 2 NX R® £

The decentralized character of public radio requiresléective effort if tie differentiation that

Bailey and Miller encourage is to be achiev@tiations will be hard pressed to succeed in pursuing a
different news audience without the power and leverage of network program adsatinal

program producershat 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 necesséoy a broad effort at innovative differentian:

1 Agree on approactiResource constraints demand focaa a short lisof possibilitiesPublic
radio often defaults to the demography of age or race in talking about a different aftheal
both marketers and audience research&hko have worked witlpublic radiocounsel a more
nuanced approackvhich, while it may include demography, would lsedmore on such
factors asvalues, lifestyles, information needsnd patterns of media consumptiofihese
are difficult choices and require careful considéatand consultation between station
organizations genuinely interested in differentiation of news seszcel national producers.
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1 Assessand sortcurrent programmingWith a differentiation plan or segmentation scheme in
mind, it may be possible to asseand sort the character of existing national programming
along these lineas an initial foundation afvo distinct services

91 Investin new, signature contenthis will involve significamvestmentg but with the
prospect of major gains in audiencergice and audience support.

2.2 Journalism: Local Reporting

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

ATt . dzZ SYoSNH adzYYlFNAT SR (KS OF 806 wl 2R\ 2t 230 | X dzISHENBS
GrROW THAUDIENCIassay.

dln every market, public radio is a critical, primary news sourcénvesing in local harehews,
fact-based, reporterdriven coverage has never been more essential as so many local newspapers
continue tosoften and contract, while local TV stations continue to go their merry ratingsn,

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

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

If public radio intends to take up some of the spatéocal 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 statiochsK SNB a FF Af Ay 3¢ ySgaLll LISNBR aiAa
reportersto @ @S NJ G KSANJ O2YYdzy A (A S aldal edsioperagiofis atedfisddingi10 NI R A 2
or fewer regular reportersTotal newsroom headcountsnews directors, reporters, editors, hosts,

producersg exceed two dozen people in fewer than 10 locationtsae NPR.

There are threeomplementarypaths toward the scaland effectivenesgublic radio need§ it isto
make a major leap ithe impact and significancef its local reporting

We recommendncreasng local broadcast and online reporting at a den stations with high audience
service potential throughsignificantinvestments 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 fosteminovative approaches to community connections.
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Ten to fifteen stations (or stateegionalnetworks)havealready embarked on efforts to build

substantial daily reporting capacityhey are in communities in which we can envision f@mm,

sustainable funohg that will grow as their efforts groPublic radio, as a systeshould invest in

accelerating their developmertmuch as was done at earlier stages of public radio development with
GLINRRdAzOGA2Y OSYUSNE | YR 4 X beeaddebthelinvdediate valuthi® S Y Sy i
operations can deliver to the large audiences they reach, their role model for other stations that may
F2ff2¢ GKAA LI GKEZ FYyR GKS adGFfSyd YIF3aySaé adzOK KA
new and veteran repders.

We have emphasized the importance of assuring a range of views and voices throughout the news
reporting process at national producef&K A & A& I f a2 (GNHzS F2N) G6KSaS SYSNH
organizationsand should be a feature of investmenisbuilding increased local capacity.

Aramp-up oftargetedmajor, station-based newsrooms warrants a sustained, mydar effort in which
national funds from CPB and elsewhere would stimulate and match growing local investment

In addition to these tageted investments, we recommend initiatives for other stations that have
made substantial local reporting commitmenis order toincrease their capacity to create and
present regular, higkguality journalism at a level consistent with the scale and resoes 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 programminbhe key to success in such a brdmded effort is

to recognie that expectations must be different in large markets, 1sized markets, and rural
O2YYdzyAGASaxY odzi G2 asSad I 32 kah mav&fondarditoivérd higfer LJdzo £ A O
quality in both orair and online reporting.

Most of these investrants will be made by individual stations as they develop and allocate resources
G26FNR ySéa IFHGKSNAY3I FyR LINBaSyidalriaarzye 1 26SASNI &
School (MEGSyublic Radio News Directors (PRNI)kshops, and other sugbrojectscan leverage

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

The most criticastationneeds are in basibroadcast jounalism.Marcia AvaE 5 A NS OU2NJ 2F bt w(
News Initiativeplaces a strong emphasis the need for quality in local news:

a wt SBénae of Plackesearch reported widespread listener disappointment with the quality

and consistency of local news programming. This finding was consistent with those of three
SFNIASNI atdZRASANKMY OFf AARB Yy Al t kS5 QAF [ 20Kt bSgakLyT
both Local News Project | and LNP Il 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 moreyitteA 2y (12 ljdzr yGAGe GKIFy |jdzk £ A

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 rewenad an annual investment in
professional development for local news programming personnel.

We recommend support focollaborativeprojects that advance shared use of local station reporting
on a regional and topical basis and investments in shared resesrsuch as editors for broadcast and
online contentthat will serve more than one stationSuch efforts should have a clear focus on cost
reduction, wider use of contentor both.

Public radio can achieve local/regional scale through collaborations amuiig radio organizations.
While there are numerous smaitale 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 regulan-air presence are raré@ne example in recent years has been the
Northwest News Network, involving a number of stations in the Pacific NorthRasticipating stations
have invested in a shared editing and reporting function, as well as contributingstoming out of

their own newsrooms.

Station collaborations do not need to be exclusively geographic in their fAoosher approach is to

organize around shared editorial themes such as economics, education, the environment, health, and

other such isues that often receive priority in public radio newsroomarticipating stations would

AKFNB GKSAN O2y Syl &aK2NMXI 2BRK is & eliicke fot sGoNBoBakoratiok. S LJdzo
I GFENAIFGAZ2Y 2y (GUKS dabSga DbeSioush2nightdozhgsamieK S Cdzi dzZNB¢ Y

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

We recommend partnerships and collaborations that look outside public radio to other content
creating organizations and community resourcedVe recommendlevelopment ofsuggested editorial
principles,policies, and practiceshat will preserve the trusted position and integrity of public radio in
this more inclusive and multdimensional environment.

Scale is also achievable through partnerships and collaborations that look outside publid hadio.
proliferation of accessible media tools has multiplied the number of groups and individuals that create
and collect information about our communitied/hile many of these individuals and organizations have
their own direct pathways to audiences online, faave the visibility and reach of our statio@nline
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 envirpantkltcal
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 communitypartners.But there are significant content opportunities both for broadcast and
online presentation in this space.

Two kinds of investments would advance such outward looking partnershigswould be to

encourage and support a few demonstration prajeg G KIF 0 dK2¢ 6KI G | aFdzZ £ 02
might look likeThe other would be to formulate the editorial framework needed to preserve the

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

2.3 Journali sm: Integrated Online News

Create an integrated online news presence for diverse public media sougdeternational, national,

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

GROWTHAUDIENC®A b S¢ aSRAI 2 2 NJ Aworl-clasdidlataratbefdanagdd2 y SR |
publicservice mediaews sitethat wouldprovide a online presencecomparable to theBBCthe New

York TimesThe Washington Pogtr CNNThe site would integrate content from multiple sources and
brandsg international, national, regional, and loc8ly matching IP addresses todtions and optin
preferences, users could be presented a localized version of the site, in some ways replicating the
listener experience d¥lorning Edition which might move from an NPR foreign bureau tdaxketplace
Morning Reportto a local update fronCity Hall.

The Working Group surfaced\seral ideas for how besb integratelocal and national elementbut

there was broad agreement that such seamleshnicalintegration was essentialhere is substantial
divergence on howo name and brand thsite, however, as well as how to structure and monetize it.
Also worth considering would lqgartnerships with local newspapers, combined public radio and public
television efforts, and special emphasisreaching audiencesurrently outside the principapublic

radio constituencies

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

such as the nowinder-developmentAmerican Archive dzi A G A& LINRPol of& Lzt AO |
presence in onlinservices that would be comparable to the role and impact it has achieved in

broadcasting.
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alyed 2F LlzofAO NIXRA2Qa LINPINIYYAY3I YR ySs GSOKyz2
discussions aboud shared backbone or infrastructure fadigital distibution of public radio conteng

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

technology and structure than on content.

More recently, an ad hocgroup of public radio and television leaders opened a dsousabout
possibilities for aggregation and collaboration in online public media journalieegroup mapped out
several different possibilities for such an integrated effort that speak equally well to both integration
and collaboration among multiple pg#es within public radio or to efforts across public radio and public
televisim.

We recommend that public radio and other public media partners weoas quickly and as far as
possible through a sequence of nemutually-exdusive steps to build public med Q& néwst Ay S
capacity.

Collaboration behind the curtainThreshold opportunities to enhance the productivity and impact of

LJdzo f AO NI} RA2 YR Lzt A0 GStS@ArAarzyQa 246dingy S 22 dzNy
identities of the respectie producing and distributing organizatiolsequently 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 pblic mediajournalismt dzo f AO (St S@PAaA2y FyR LlzofAO NI R,
currently presented on sites that align with separate networks, producers, shows, and statiens.is

no integrated public media journalism presence, scant clioging orpromotion of other public media

content, little unified branding, and weak search optimizatidhis 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 cted 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 sourceg, international, national, and loc&lshowcasing cadktive efforts in a way that
both stands on its own and leads backhe 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 asniany local versionsf Morning Editiorare
perceived by radio listener@thers 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 presentatiorhis point extends through the following steps as well.

Aggregation plus curationHulu has grown to include content from dozens of sources beyond its two
founders Similarly an integrated public media journalisnf@t could also include curated content from
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other sources, ranging from conventional journalism partners to orimlg journalism initiatives to
various citizen journalists and other kinds of ugenerated content.

Such steps toward partnership and ganpation 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 Publicbroadcasters have periodically collaborated on content creation

Minnesota Public Radio organized several rounds of an annual Public Radio Collaboration in which
yEGA2Yy Lt ySGg2Nla FyR aitliarzya O2ff SOidogréhtning T2 Odza
which also included several prograspecific partnershipslhis 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 ave considered these efforts modest successes at bégly have often been more

GLI NI £ €St LI I @&é SufdestionsitdlibigBoveritefinipacoirgltde thein2ed fr larger

scale, stronger commitment afriginalreporting resources to the collalative endeavor, and greater
Ay@SaiaySyid Ay GKS aO2ftftl 02NF (A J§nofijustedpdetng G KI G 2 NH
partners to carve out time from their current roles, but rather a strong central capacity that is

accountable to the overall daboration.

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

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

the values, strengths, and brands of public broadcadiimgvorks to a tone and sensibility that is

Gy dA@Se G2 O KiSa tyirsaboatdiNdrrEnRpra&ticd irOabidh radio atelevision

YFEGSNALFE A& 2F0GSy GSELRNISRé (G2 GKS 6So6x (GKAaa Syi
television realms.

¢tKS SyidAadeé YAIKEG 6S SYOSRRSR gAGKAY Ly SEA&aGAY3T 2
aLJ 0S¢ 2 dajinetivdksS an8 kefwaeth pulflic radio and public televislowould need

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

staff of 200 or more;, about two-and-a-half times the current size of NPR BagMedia.

The output of the entity could take several forms, from a single destination or giypielsite to
multiple, contentfocused sitesSimilarly, the focus couldelprincipally on a national identity or on
integration with local efforts that woudl give users a geographicatiystomized experience.
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3. Music

Create a21* century public radio music service on multiple platforms, in multiple
genres.Capture the broadcast franchise faublicNI RA 2 Qa a dNRydInSald Ydz
as many markets s1possible move to new platforms with both core genres and new

services, work to higher standardand greater value for listenersand explore new

approaches in contenéind presentation

GLFT ySsa A& GKS ONIAY 2F LKASIOYMAROZ2El ¥dBEDAA&EI IH

much on public radi@®J RIF NJ & A G dzaSR G2 o06S® C2NJ I 20 27F 2 dz\

LJdzof AO NIXRA2® ! YR L GKAY]l 6S NR&a|l f2aiAy3d LIS2LX S ¢
Davia Nelsomwf the Kitchen Sister$sRow THRAUDIENCSession, Third Coast Festival, Chicago

Public Radio and Music

adzaA0 Aa I ONRGAOITT LI NI 2 ¥FItdcideints forQ sighifidamushioeéof | dzZRA Sy
the listenerswho tune to public radio &h weeka major share of total public radio listenirgnd a

principal point ofconnection withY' I y &8 2 T LJdddidarhA@eribkh, Rakird (aid Native listeners.

tdzof AO NI RA2Q&a YdzaAO &aSNIAOSA Kikhd&h strard@ingBnaA y 3 LINB &
mobile applications. Many music stations are deeply engaged with their communities, with long

standing connections to localiltural institutions, performers, and the avitbvoteesof their music.

t dzo f A Oardesdt &lliéhced and highesttéining levels occur in markets where public radio offers its

bestperforming formats, both news and music, over multiple stations that are differentiated from each
other. The mostpowerfully performing combination is a news station featuring NPR and oit@rork

news programs and a classical music statjas seen from Washington to Cincinnati to Portland and 18

other top-50 markets.

Still, somdj dzZSaGA2YyY (GKS FdzidzNE LINPALISOGa F2NJ Lzt A0 NI RA
Gt dzof A O NbnkeAngréasingly synoy®ous with the NPR News brand. The broadcast audiences

for many music stations have been essentially flat for yeats2O® A O NJ RA 2 @@ novfua A O a S NI
integrated intosystemstrategies and plans.

We believe that music, &ra = | YR Odzf 4 dzZNB | NB | Fdzy RIFYSy Gl f LI NI

individuals, communities, and the nation, and are important elements of a comprehensive strategy to
I OKAS@S RNIYIFGAO INRPGGK Ay GKS dza&z NBI OKZ | yR RA
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The State of Play
G! £t YdzaAO¢ adldAazya GKIFG LINBa&S ygmodtaaghich abe il RA 2 Q&
major markets; account for one out of every four hours of public radio listeningspring 2008

9 46 classical stations attracted percent of all listening to public radio
1 25 jazz stations attracted 6 percent of all listening
1 A dozen AAA stations attracted 4 percent of all listening

[AaGSyAy3a (2 Ydzai O 2 yandduzsidstatonsHMddRid theQaial, dasOetheE &4 2 F y S
stations presenting music other than classical, jazz, and s/, music accounts for about osteird
of all listening to public radio in America.

adzaA O adldAazya LXIFe AYLRNIFIYyd NRtSa Ay (#B NI OAl €
the top ten stations for Africahmerican listening feature jazz. Classical stations like KUSC (Los Angeles)

FYR 29¢! 021 aKAYy3Ii2y0 NBFOK aAIYAFAOLIYG [FGAY2 | dz
predominately musibased.

az2ail 27F LJdaost suaGesdillt oRlihe2sOvicesaremgsicp 2 F LJzof A O NI RA2Qa 1z
adFdA2ya o6YSFadz2NBR Ay GSN¥Ya 2F al OSNFX 3IS ldzyAy3a Kz
NI RA2Qa fSIRAy3a Ofl daA0Ft 3z 2I iiné Statibng ke KCRW (Lasii G A 2 vy &
Angeles) and WWOZ (New Orleans) have established national online brands for themselves. WKSU

(Kent OH, with Folk Alleyand WAMU (Washingto® G, with Bluegrass Countphave established 24/7

music channels that are distintom their primary broadcast service.

btw adzaA0Os bliAz2ylf tdzoftAO wikRA2Q& &a0GSIRAf& SELIY
with concerts, interviews, features, and links to music streams from a dozen NPR member stations. NPR
Music ests the notion of an integrated portal of material from diverse sourgest unlike the notion

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

The Public Radio Tuner iPhone bggttion had becoméhe top free music apfcationon the iPhone,
with over 1.5million downloadsby mid2009

Some public radio music stations are an important part of the cultural lives of their communities by

virtue of their longterm engagement with organizations andlimiduals working within the music

genres they preseniThese 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 emging artistsk YR 0 dzAf R | g NBySaa 2F GKSANI O2YYc

In programming and listening, howevehgtlong arc othange has turneth the direction of news
News and talk programisavereplaced music on newsaindY dza A O a i I ( Aixedf@mai OK SRdzf S a
stationshave switched to athewsin several marketg eachof the past fewyears,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 diktening to
Different Station Formats: Different Shares . . . X
Median Share of Listening, Top 50 Diary Marksts, Meiro Survey, Spring 2008 public radio news stations in the
top 50 markets is a full share poin
20 above the median for newand
music and aitlassical stations and
25 two share points above AAA and
vo 2.0 19 jazz stations. These are truly
significant differences in
performance.

3.5

3.0

1.5 —1

1.0 | 0.9

05 || i But the different status of news
. and music within public radio is
News News+Music Classical AAA lazz Other a|sopo|itica| and cultural. Congres
Source: Arbitron; Radio Research Consortium Station Resource Group . . L.

and the various political entities

0.0

at the state and local levels that contribute significant sums to the public radio enterprise tend to focus
on civiclife and public affairs. The sensibility that lets music and art fade from public schools and

YIENBAYFEAT Sa yidA2ylt Ayo@SadySyida Ay GKS I NI& |FyR

cultural offerings to a lower level of respettiterest, andfinancial support

There are also structural issues within the figlddzo f A O NI} RA2Q& YdzAAO Kl & FSg

Senior network executives usually associate themselves mithetheir news and information efforts

than their music service3here is no dominant music host or personality to match the best known

YIEYSAd FNRY Lzt AO NI RA2QA MAY alinusic gtations ¢speSiallyii | A y Y Sy
classicat; are part of multiplestation operations where they are paired with a publieigsion station

oranally Sga NIRA2 adldAaz2y ¢6AGK 0A3FIASNI I dZRASYyOSa | yR

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

RANBOUAZ2Y 27F @&YIBAYIKSY I SoatdIdhgani fraspe@sloRabrse, progressive
marginalization. Or it can fienagine and renvigorate the role of music in public service media.
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Capture the Broadcast Franchise

We recommend a concerted effort to increase the nier of markets in whictpublic radiostations
offeri KS TthoBgesRrmudidranchisesg classical musicAAA and jazz; on a consistent basis
through a combination of selflirected change and focusing at current public radio staticared
addingstations through acquisitionsmergers, and management agreements

The primary driver of audience growth for classical music stations over the past several years has been
LJdzo f AO NI} RA2Q& GOl LJWidz2NB¢ 2F GKS OfFaéh OFf YdzaAo ¥
acquisitions. This has occurred through abandonment of the classical format by a commercialcstation

in Washington, DC, WGMS shuttered its classical service and WETA assumed the franchise with great
success and in Los Angeles commereidbKart closel 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
agreementc American Public Media purchased WKCP in Miami and Detroit Public Television now

manages WRQ@J 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

avah f F OAfAGeY AyOfdzZRAY3 I OljdAaArAlGAz2y StyPFRU)AAA2NXY I G OK
stations entering the CR&ipported system (WTMD, Baltimore), and emergence of the AAA format

from a previously eclectic schedule (KRCL, Salt Lake). Mostlyet&ERA 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) ad three jazz stations failing to remain qualified for the GBBported 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, fultime basis in markis with significant audience opportunity.

[The chart on the following page shows @P8zL.JLJ2 NI SR aF f € YdzaA O¢ Lzt A O
present the three principal public radio music formats in the top 50 majkets.
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Classical Jazz AAA
New York WQXR WBGO WFUV
Los Angeles KUSC KKJzZ
Chicago WDCB
San Franciscc KCSM
Dallas KXT
Philadelphia WRTI WXPN
Houston KTSU
Atlanta WCLK
Washington WETA
Boston WCRB
Detroit WRCJ
Miami WKCP WDNA
Seattle
Phoenix KBAQ
MinneapolisSt 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
Indiarapolis
Norfolk WHRO
Austin KMFA
RaleighDurham WNCU, WSHA
Nashville
Greensboro WSNC
West Palm Beact
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 servigdsth core genres and special
nichesc in the networked environment of online and mobile déses 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 smadis well as podcasts, archives, concerts, community calendars, hed ot
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 prestoitga and new music options.

Issues ofongterm financial sustainability loom larder everyone working in this areddding services

that go beyond the core cair broadcast adds costsbut on the other side of the ledger it is difficult to

track revemes that the new activities generate. As KCRW General Manager Ruth Seymour put it in an
interview inFast Companda ¢ KS FI OG A& y2 2yS KFa O02YS dzZll 6AGK |
major concern. How do you sustain this gorgeous blonde? How dp & L] KSNJ Ay T dzNAK £

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 giwdannel and the creation of market position through

aggregation of audience across multiple networked and business platforms. This trend is accelerating
F2NJ N RA2Qa YdzaAA O aSNBAOSa FFHadSNI GKIFy wik NJ ySgao
A0NY GS3IASEAa UG tKAfFRSELKAIQA 2-tbX ¢gKAOK A& | 33INB
platform it can find.

WXPN had a 1.7 share of radio listening in Fall 2608aller than the other two public radio stations
in Philadelphia, but a top pfarmer in the AAA music franchise. WXPN also operates World Café, a
venue for concerts, performances, and commusgtents, a restaurant, and general gathering spot.
The station produces the nationaidjstributed AAA World Café prograamdmakes four orihe
streams available to users, three of which it producelsdnse.The station haslsoaligned itself

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

Determining how toexpand activity in the networked, new media spa&geriticalfor music stations in
remaining accessible and relevant for their audiences, especially with respgminger listenersAAA
stations, with the youngestkewing audience of the major public radio music formats, know this most
acutely, but itapplies to all the music formats and for listeners of all ages.

Music rights issues pose different challenges for the different music formatsacross all music

formats these issues have made aggressive moves into the new networkaagalifficult fa music
services tharfor their colleagues in news.
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tdzof AO NI RA2 NBOSyidfte O2y0OfdzZRSR yS3I20AF A2y 2F NP
to secure a comprehensive arrangement for the field and a single payment by CPB to coverithe publ

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.sihgmusicin podcastsfor cel-phones, and in other settingequires

obtaining the rights for each of these uses. Some artists aodrding companieare 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 encouragadiserobust development of
its music services in the networked space.

Higher Standards

t dzo £ A O NI RA 2 @ust adpileto higher StanbaliddoRpyesentation andgreatervaluefor the
listener ¢ compelling trusted personalities,a sense otonnecion with audienceand community, and
excellence improduction values

One music programmer expressed the problem this way:
G2S INB LINRPGSOGSR o0& 2dzNJ yAOKS |yR 2dz2NJ H aKI NB®
attack, but large enough to keep ouose above water financially. So why rock the boat, why try
KI NRSNX¢

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. Véehleavd many
ddz33SadAazya G2 aGNBy3IGKSY LISNF2NXI yO®thes Lzt A O N
principal categories.

First, ecruit, develop, and keep compellingngonalitesthat build trust with listenersThe music is

It ol eaNEK@FaakIS aK2es odzi |y Sy 3l -Bekofriingbeyvige G NXza 0 S R
from the generic offerings available online, from satellite radio, cable companies, and elsewhere. Public

radio listeners appreciate it when a knowledgeable host intredutem 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 leagm little bit ¢ and they enjoy the companionship of smart, familiar

hosts.

Second, eate a €nse of timelinessimmediacy and community connection. Music stations add value

when there is some sense of purpose to the piece that pops up next on the ptag/liginnection to a
local performance or a soeto-arrive touring artist or a linketween 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, poduction valuesF 2 NJ LJdzo f AO NI RA2Qa YdzaA O LINB®EeNIpat Ay I akK
anddemand of news and information programmirgveniny | y& 2 F LJdzof A O NheRA 2 Qa f |
is a dayin, dayout lack of consistent quality tmusicpresentation.

New Approaches

We recommend that stations and producers experiment tvihow 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 sond@ leaders in music performaacmusic presentation, and electronic media
gatheredat the invitation of leading public radio organizations to discuss the future of music and media.

hyS 2F (GKS 3aANRdzZLIQa SYLKIGAO O2yOfdzaArzya gl a GKS y
audience.

GThe audience for this music is evolving in tandem with the aging dbalyy boomer population,
the growing power of youth media habits, the integrationmafmigrant populations into a
changing mainstream, and other huge cultural aeinographic shifts. Xmg people, in
particular, inhabit an omnivorous media amtisical environment with many more choices,
fueled by a global internet and a#PodcultureCthat allows them to find, sample, and experience
a dizzying array of musiagénres and cultures with ach lower barriers than ever before. We
must adapt the creatiomand presentation oflmbitious musi€o this pervasive, usedriven, self
defining musicatulture£ A Beport on the Mus& Media Forum Global Business Network)

There are really two provaations 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 chahge 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 ontdormats. 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 argoing online formuch of their musig what about an online music service

designed exclusively for the network space and aimed at capturing this demogréjavic@bout
seriously considering some different music presentation techniques? Paiglansersonalized
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internetraRA 2 aSNIAOS (KFG KSf LJA dza S NIsfaborhitgsfloegthis YdzaA O o
d2dzyR (22 FEI2NAGKYAO TFT2NJ LIoEAO NIRAZ2K 126 | o2 dzi
repertoire of music genres? PRX is exploring the possibilithed f& dzOK & SNIA OS F2 NJ Y dz3
websites.

These are all speculationsf 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 contearid make
public radio more flexible, participatory, and engaging.

We are developing plans fpublic radio audiencgrowth in the midst of a globahediatransformation
Increases in the availability of computing power and storage, digitizationfofiads of content,

expanding telecommunications bandwidth, and the rise of a conrneatly-anywhere Internetprotocol
network accessible through an expanding number of devices will drive this change for years to come.

The transformatiorpresens opportunities toincrease public serviaggiving audiences greater, more
convenient access to our work, enabling Aorear and ultraniche offerings, and drawing audiences
into the process of selecting, creating, commenting u@ord sharing contentt also disupts and
threatens core elements of the public radio enterpréskbroadcasting, journalism, recorded music, and
geographic exclusivity. This interplay of opporturihd disruption has uncertain consequences for both
established public radio services anelninitiatives.

But it is not as though we stand at the edge of these chanyfesare already deeply into theffthePew
Research Center's Project for Excellence in Journaéimch tracks media use @broad, longterm
basis, makes ik observation:

oRadio is well on its way to becoming something altogether neawmedium 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 platfoAnd.audio has done better as a

medium of holding its audience than some other sectors.

The opportunities of networked technologies are a continuing thread throughout most sections of this

reportci KS& | NB AYyONBI aAy3af @ iddeligerslitssarvice. But thafdr&@of Ay K2 6
change is powerful enoughd 8 2 YSG KAy 3 | f (2 3 S Grhat\k hekevedt isveérth t S ¢ Lidzd .
reflecting upornthe broad directions in which new technoloigghangngour field, guiding principles for

the emerging environment, andecommendations for national and local actions.
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Vectors of Change
There ardour important vectors of change for public radio within the broader transformation, each
gAGK Ala 26y ReylrYAO 2F 2 Llaadelcdayfdwthe 'y R GKNBFG T2

Shift in delivery platformsa dzOK 2 F LJdzo f A O NI RA 2 Qé&credtiNg, selediing,andl £ a G N
presenting content of high quality and depttreadily shifs from broadcasting to the networked

environment.With that shifthascome 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 cor@omurrently, as others

aSATS GKS &l YS 2LIJ2 NI daesainiagSa& LI yidza fy 80 OKIZR OB @A | fy Ra L.
stations, producers, and networks face increasing competition from hundreds of other entities, including

each otherPublic radio an 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 audiencelhe networked environment encoages change in individual

media behavior and relationships between individuals and media institutidesich engines, news

feeds, podcasts, and links and recommendations from friends and colleagues shape daily consumption.
Individuals take on curatingles with rankings, critiques, playlists, and postings on social networks.
Usergenerated content moves from letters and ealltalk shows to raw material for professional
productions, photos and blogs on station sites, and cr@adrcing on a wide rangef topics.At some

point on this path, the relationship shifts from presentation to conversation, fromtormany to
many-to-manyg not in everything (far from it) but in important ways felt by the institution and the user.

These changes can advance pub O NJ R A 2 t@ éonnkcianih chidvenéd®iguals and

communities on civic and culturesisues add depth and perspective to public radio content, and
AONBYIAGKSY adl dAaz2yaqQ L2aAdABRuyikey dasals@difysdzksiatSre O2 Y Y dzy A
FYyR Of FNARGe 2F | adlridArAz2yQa ARSydAdes LkRrasS O02YLX AO
2F FdziK2NARAGE | yR | dziscBe/conkear idnéhises &f ted ayid nuisio) dadmO NI R A 2
time and resourcefar out of proprtion to actual gains in use and value.

Shiftsin relationships within the field.Content creators of all sorts have increasing opportunities to

connect directly with listeners and users, bypassing conventional distributors and st#mhgvithin a

decentralized system like public radio, content can move in new ways, horizontally from station to

station and amon@d hocnetworks of interest, bypassing large centralized networkese shifts strain

relationships within the public radio field and put batationaland locabusiness models at riskhe

audience service impact ofigdisintermediationis determined bythe value added by the

intermediaries at riskSome believe a dire¢b-end-user shift will reduce inefficiencies and wasteful

infrastructure while expanding audience choiaad satisfactionh § KSNA | NBdzS (0Kl & GKS a
of both networks and stationsnakes it possible for them teupport important, but less viable content
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(e.g.,international bureaus, local reporting, and emergiagent) and provides needed coherence and
focus in an increasingly chaotic media environment.

{ KATUO Ay Theetworked envidzinie it lowers barriers to entry and allows many new entrants

to claim arole aspublicradio or, more likely, publiservice mediaThese emerging entities are staking

claims to public attention, public policy support, and public fundinggome ways this is merely an

extension of an issue that has been with public radio since its incegpsonting among the several

thousand noncommercial radio stations to identify several hundred entities that qualify for public

Fdzy RAY3 YR LINIHAOALIGS Ay Lzt A0 NIFRA2Qa& LINRFTSaa

But it is also differentAt the leading edgef the public service media ganizations that work entirely in
the nonbroadcast, networked space are entities with greater use, visibility, and support than those at
the trailing edge of the public radio systefgrowing number of communitiesavenonprofit, online-

only media groupshat, through they may lag far behind the local public radio station in daily reach, are
the equal or morawith respect to community partnerships, number of journalists, or foundation
support.Public radio has only just begun thinking about how it wiliteeto these onlineonly effortsg

as competitors, as colleagues, as partners, or something Bi@se questions are likely to become
steadily more important, both operationally and as matters of public policy.

Guiding Principles

Media technology constant Skip Pizzi and tHerow THAUDIENCEew Media Working Group offered a

list of 10 important concepts that public radio professionals should keep as touchstones in charting their
courses through tis emerging media environment.

AGILITY ¢ 2 Rl @ Q& onéas suivivahingtidcfor media professionals is the ability to shift
among content creation and delivery models more readily than in the pabtic
media management must gasuchagility to adapt to new platforms arglchanging
marketplace, while mataining 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
demographicsln fact, it manages taay to hold slighthdifferentvalues for several
different demographics, and this potential must be expanded (another form of
agility ¢ maintaining multiple variations of branding for various audience cohorts).
LGQ& ONMR (thaldcobhBrenkf@cdbs @tSimet Perhaps this is best
SELINB&&ASR 4 daé tNRE@Xé Ay HKAOK Lizmt Aol
worldview¢ both for news/info and arts/entertainment and ideally one that
a ¢ 2 Nile atanslates easily) for several distinerdographic targets.
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Keep the anchor of aon-air service sacrosandeM is still strong as a core. Without
it, public media web audience would be much lessdiences are shifting, but at
best there is still a 10:1 advantage to-ain listenership with typical station
numbers at 50:1 or higher.

tdzof AO YSRAIFQ& 3INBFGSad YIlFylF3aSySyid OKIFfEfS
driving a proper balance (with high temporal granularity) between currently shifting
parameters:

Local vs. National coent

Realtime vs. Ordemand services

hNRAIAYIFE gad ! OlidzZRNSRRARKBRNBER O2yidSyid o
Mission vs. Monetization

E R

lye GNBAY@SyldAzyé 2F Lzt AO0 NIYRAZ2 aKz2dzZ R
weighing of institutional priorities against the advantageslisadvantages of each
prospective new approach.

Aggressive promotion via traditional and new venues is increasingly important.

t SNKIFLJA G(GKS o68ad NBIF G2 SELIX2NB A& LI NIy
where mutual benefits can flove(g, Google, Starbucks; certain national magazines;

local newspapers; large local employers).

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

Keepabreastof allrelevant and peripheral new technologi€sonsider them both
for the appropriateness of their inclusion within your services, and for their
potential impacts if implemented by competitofSevelop stable metrics or
benchmarks by which to evaluatew opportunities.

Watch the changing audience numbers closely, with special attention to the
Diary/PPM shift as it continues. Weight respective metricsgiorand online), and
establish credibl@analysisalgorithms. Remember to account for behanabshifts

that may occur as audiences agleese may proceed differently or faster today than
in the past, but they will occur.

tdzof AO YSRAI R2Sa y20 KIFI@S | YFYyRIGS G2 o
position is preferable. Maintad 2 2 R @GAAA2Y | KSIFIR (G2 1y26 6K
1SSLI FALIANY GAZ2YyLFE GFNBSGAa Ay airA3akKido .S 2L
for deus ex machinavents. 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 andasdate mediaaccess
methods are of little value if they provide no interesting content. Thus the true goal
in new media fo public broadcasters great content made broadly and easily
available Seek new talent, topics and presentation methods, while maintaining
traditional programmingExtend and expand the core.

Reality Check

Public radio is now about 10 years alonghie networked spaceHow are we doingEZvaluation of

activity on the netverk is still a work in progress and much debate surrounds appropriate metrics, the
A0NBYy3IGKAE YR FflLga 2F RAFTFSNBYG YSIFadaNBY®yYyid GSyR
aLJLJt Q@parability (or lack thereof) of online indicators to broadcast measures.

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

Sfreaming AQH  selected SRG members In thls Chart we see the average

KQED audience online for a number of
K\ZCE% SRG members who were willing tc
e share their numberswWe can see a
e couple of stationg major players
wemn in our field like KQED and
en Minnesota Public Radipto which
e a dgnificant number of people are
wuom listening onlineBut we also see
%EE that there is a pattern of very quicl
weL fall off in the use of the web as an
o online audio delivery systenfor

most stations, the average online
audience is very small.

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000

Source: Corporation for Public Broadcasting, Arbitron through Audience Research Analysis
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Streaming AQH and Total AQH We see this more ehrly when we
KQED : : ' look at listening online in the

Qop i context of total listening, both on
iE(EE : the air and onlineThe online
\ numbers are small fractions of the
total for even the most successful
public radio streamers.

|

|

|

|

!

WUNC ‘

WBUR :

KPBS :

WGBH :

KUT

WVPR ‘ M Streaming AQH

WBEZ ‘

KERA

woom ToralAgH When we shared this data with
o people knowledgehle about and
went working in the online space, they
:‘Eg’& were quick to point out that the
10,000 20,000 30,000 40,000 50,000 Web iS nOt jUSt abOUt replicating

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

the broadcast listening experience
Streaming is currently the most

used content feature on public radio station websitBst it is just me 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.

Monthly Web Visitors and Weekly Cume This chart looks at thmonthly
Selected SRG members unique visitors to a number of

: \ | aldFdA2yaq o Sveekly
: : broadcastcumec each is an
indicator of the reach of the
 onthy e visiors platform. We see that some

Weekly Raflio Cume stations are making significant
progress in reaching people on the
web relative to those they reach b
broadcastWe should note thaa
number of the stations with the
largest numbers of visitors are joir
200,000 400,000 600,000 800,000 1,000,000 1,200,000 radio/television operations (KQED

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

both of their broadcast platform® drive traffic to their sites, and that we are comparing the web
traffic to their radio audienceonly. 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.

MPR
WNYC
KQED
WGBH
OPB
WBEZ
WBUR
KPBS
KUOw
VPR
KIZZ
KwMU
WFPK
KBAQ
WPSU
WEFPL
WuOL

|

Rl

o

There are some important caveats in looking at this kind of data:
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1 Some studies suggeittat 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 lbgtkmf
monthly web visitors and people in the weekly radio cume as overlapping but different
populations.

1 Public Media Metrics, which reported the data on which this chart is based, also reports that
over 70 percentof the monthly visitors to public adio websites show up only once per month

Ly O2ydN}radszs LIS2LIXS Ay | GELAOIT Lzt AO NI RA?Z
times perweek on average.

1 Mostvisits to public radio websites are very shogtl0 seconds or less.

Onthe nationaf S@St bl GA2ylFf tdzofAO wlkRA2QAa YLINP2NAH Aad (K
over 8 millon unigue visitors per monttburing the 2008 election, that number spiked to over 10
million.

None of these data really speak to the interactisegal networkingcapacitiesof the web with which

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

station Facebook pages,w- Q& KA IKf & Ay SNI Olahdbder apicationsall wl RA 2 ¢
produce interestingjlimpses of changing dynamics with listen@st 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 dmtlire
critical to their public service mission, but they are still searching for ways to translatdeigih
aspirations into workable strategies and implementatitins clear that public radio has an enormous
distance to travel in realizing its onlinetential and achieving an impact that begins to approach what
has been achieved in broadcastitgthe remainder of this section we explore key steps to begin
getting there.

Online Strategies for Stations

We recommend organized and ongoingpport for stations in developing sategic clarityabout their
roles and expectations in the onlinand mobile networkedenvironmentc at the different levels of
resources andperations and different phases of developmentfound across the station community

Many pulblic radio stations began their online work with a website aimedrganizatioral presence

promotion, and contributionsThat never goes awak.y (2 Rl 8 Q&4 Sy JdedBingSy (1= S @S|
nonprofit organization needs a companion websltés basic cusimer service and outreach.
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A second step shifts the focus to content and almost always begins wgthtan of thebroadcast

service onto the welg click here, listen nowStreaming is the most common content application that
stations provide and the mogopular content application for public radio website visitoks. 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 becoma @radigm shift with the oneto-many model of
broadcasting opening into a maig-many dynamic with new models of user contrehgagementand
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 segkis third phaseets the stage for what some envision as
a fully realized, mulplatform 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, trainj and shared plans for online development, it is important to be

clear which stage of development is being addressed and which roles are being strengthentieek.,

GKAES (K2aS Ay@SaldAya Ay Lzt A0 NI RAPDIASRYS A yST I DI
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 sendaaeomment for
GROW THAUDIENCENe writes:

0All the talk aboutthulti meda publishingand Wistribution through multiple platform@bscures
the reality that most public radio stations have a companion website, a stream and, in some
cases, an archive of locally produced programs. That's it, and they will be very hard poedsed
more. Why? Because the vast majority of stations are too small to fund the level of staffing
required.

dThis can no longer be viewed @developmental issue, where large stations, funded by CPB, will
lead the way and smaller stations can adopt Hesst practices discovered by their largsation
colleagues. Even the largest stations with staffs of six to sixteen people working the web are
having trouble developing Web presenc&Dne person shops will never follow that model.

This past year PRirveyed stations that many in the field would consider leaders in public radio web
developmentA cluster ofssues around strategic clarity surfaced with full ford@RXobserved
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T ¢KS aySio2N1¢é¢ Aa aidratt Sg2t drayehnds& bhdngs2 NBE > ONEB
Stations need to be mindful of multiple risks, includoh@sing trends and picking up tools
simply because they are therggking an online direction misaligned with overall strategy for
GAyadAaAlddzi A 2¢yehcting, aidird) yandHisspatigdes resources

9 Limited resources to invest and-gst unclear ROheans there are potentially significant
opportunity costs of mignvesting in the webLimitations of scale and talent at the station level
lead torisks of overraching and poor execution for all to see

9 Stations facelte dilemma of choice nothing has choices like the web and too many choices
can lead to poor choices

PRX asked these leading stationd K+ & ' NB @2 dzNJ INBF iSad ySISRa F2NJ
GKS ySEG G2 @SHFHNBER Ay RS@OSt 2 LINeFop angwRr, byhy I IAy I @&z
substantial margin, was strategy developmenfonsultant Quentitdope developed a example of

i oA I oA

astartingplacd y | adGNFI GS3A0 LI IyyAy3da GSYLXIGS® | SNBQa

KEY FACTORS | |STRATEGIC OPTIONS

C Existing segment(s)
Target C Extension of existing segments(s)
C New segment(s)

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

Geographic

orientation
— Content

Subjectmatter_[c Broad survey[ cover the | andscape; keep userso
Public orientation C Deepdivel own certain subjects; be the figo ¢t
Media

Local from a global perspective
Global for the locals

c

C Local from the local perspective
{ C

¢

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

Building civic community

Existing sources and mix
Some new sources and remix
Significant new sources and remix

——

O 000 O0O00 OO0

Sources/mix
— Economic *|:

model Independent streams

Interrelation- _[
C Integrated approach/appeals

ship of sources
tole]
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Baseline Capacity

We recommend @velopment of a baselinecapacityand fluencyin the networked environment
throughout public radia with particular emphasis ororganizations committed to content that will
extend the inclusveness of public radio.

Whatever strateg an individal station adops, public radio collectively needkiéncy and agilityn the

online, networked environment KAt S a42YS 2F (GKAa ¢Aff KILWLISY yI {dzN
enter the public radh workforce in growing numbers, there is a clear need for significant organizational

and professional development.

Get the basic elementsight. Stations at all stages of development need to get their online basics in
order: easy navigatiothroughout thesite, streaning, search, program schedulmusicplaylists and
newsarchivei | & | LILINR LINR | & S, cangmunityKeSentgcdntact mfaryiadicén, amd2 NI I
accountability and transparency material such as a board member listing, financial reparts, an
announcements of public meetings.

[ SINY |yR dza$S ay S &tatior$s Rill dtréngtthendhdir Audiénde’s@wed ab they learn
and deploy such applications as customizable alerts, membership models, social networks-gnd opt
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 broadca®st just as stations need organized and

effective techniques in promoting their broadcast grams 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 optimizatieinsearch is an

increasingly important pathway for getting public radio content in frohusers who may have an

interest in it.As online content choices continue to explode, findability is a key competitive factor and
GKSNBE INB YIyeé 20KSNB 2Nyl AYy3I gAGKAY 2N I f2y3aARS
better job.

Diverse viavs and voicesThe networked space provides potentially huge opportunities for

constituencies that are notnowweall SNIJSR o0& LJzof A O NI R APeolgins 8G¢h/as/ 0 N2 |
competition for airtime in a singlehannel schedule and geographicallgpersed communities fall

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

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

to create an effectig online public service presendewill take a conscious, practive effort to assure

such groups are included in shared capacity building.
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07 AA . KCénked Andl Delivery
We recommend aggressivexperimentation and development of public service carit 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 broadcastingThis is a natural evolution for the field, leveragegsting content assets and

considerable investments already made in them into new delivery charihefseaks to oftcited user
RSYlIyRa F2NJ 02y GSyd aoKSy L 4lyld A4 6KSNB L gty

Many of those with whom we consulRe dzNHS LJdzof A0 NI RA2 (G2 O2YLX SYSyi
approach with investmentsi®@2 y 4 Sy i G KI &G Aa &yl inth @il wela2 mavikgS y S g 2
Such content coulihclude text, images,andl 6 S0 2y f &¢é | dzZRA2 TSI (dildBa GKI G
broadcast material

A second recommendation in this area is to rethink howonganize 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, sme, and showlnstead, it is suggestegublic radioshould organize
contentaround 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 uskise seeking it.
These steps introduce potentially difficult issues around branding, identity, and relationships with
content suppliers that will require careful deliberation.

A third theme might be summarized distribute everywhereb t wQa SJasfgérirefersito
GRAZGNRODz SR RAAGONAOdzIAZ2YXé | & SLIAG2YAT SR 0@ bt wQ
‘to present content from npr.org on their own websitew - Q& wS | K IGRowdzMIIDIERCE A Y |
Saal e a5AadNhadzi MaNE Slaa Lddpddph Zointaxd s itd placeof origin and

push it out to reach people in many and surprising waysl then let that content lead people back to

stations and networks.

The exhortations to distribute everywhere increasinglyude new mobile platforms.This seems a

yIEiGdzNI ¢ SEGSyaiazy 2F NI RAZ2Q& (i NieRublic Radi Playerdali NBy 3 i K
collaborative effort hatdevelopedand supporsl Yy | LILX A OF G A2y 2y | LILX SQ&a At K
streamsis one such example.

While all these possibilities are potentially important, many of them feel out of reach for a large number
of stations and producerd.o address that issue, national and station leaders have explored several
possibilities for ahared public radio digital distribution infrastructureAmong the services proposed

for such an initiative:
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f Systems and tools for providing#hS Y+ yR | O0Saa G2 &AW\ EdzNRIZD fA00]!
media programming via station websites

1 Backend supportfor stations integrating local and national underwriting and sponsor spots in
audio, videgand on web pages

1 A packaging and curating service for surfacing, promoting and presenting relevant, &ngely
diverse digital content

9 A critical mass of adfities to drive the development of shared standards, best practices, and
metrics across the system.

1 A business development and licensing role on behalf of a broad range of content providers
seeking presence on thiggarty sites and services (such as iTauaad mobile platforms)

To exploit the unfolding optionsfa 6 So6 Yy I G A @S¢ O PyblicBadia neédy &righisSt A OGS NB =
framework that supports public service goals and purposésKk SNBE ' N3 NAIKia KStR o8&
providers, such as the composers gratformers of recorded musi&nd the music labels, some of

which have their own online aspirationBhere are also rights issues withire field, such as the terms

under which stations can present programming they hiicsensedfor broadcast over other diribution

platformsin ways other than a simulcast of their-air service For public radio to deliver on new

platforms the same kinds of diverse and robust content that have been its signature over the air, it must

have comparable rights, flexibilitgnd economic sustainability.

The Natural Networks of Our Audiences

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

LR GSYydArt 2F GKS ySig2N] eéehgageliddbershidiissounddzo f A O NI R
issues and interests in communities, and leverage the resourted surround public radio stations,

producers, and audiences.

Public broadcasters used to talk about outreach; the current term of art is engageBwdnieither
quite getsitrightinterm® ¥ LJdzof A O NJ RA 2 Q& dii dnate Rakugalshetv@otkiod2 NIi dzy A
our audienceg, the connections and affiliations that already form a web among those we serve.

The Berkman Center at Harvard talks about public participation in the niEuéeCater for Social

Media at American University talks about public me@i® NdgLJdzo f A O& ¢ L[OtRrdagfllR A & & dzS &
about keveragngthe communitiesand theresourcedhat are allaround usthrough social networking

tools. These are all dynamic and evolyiprocesses, bringing the audiengthe publicg 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&hange of roles for many in public radio who are used to working inside our organizations and
behind the glass of the studio, broadcasting daemany.This territory is a manyo-many relationship.
While there has been good early discussion around thesees, 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 fromoutside sources, and may bring a different set of editorial expectations than for programs
which stations broadcast on their principal chann#lst part of the power of these services and
partnerships is that they carry forward pubtadioQ & 6 NJ iigRiratuk. $fadfons 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 passingyeNJ 4 KS AYLI Ol 2F GKS ySGo2N]J SR SYy@ANRYyYSy
increase Public radio has the opportunity and responsibility to bagimagiring therole of stations

and national producersot with the certainty of prediction, but asmapping of strategic intersind

possibility

Task Force membearaWd] SNE t NBaA RSy (i <thutbnd guch intadldin@ ds foflatvs / =

0As stations, we need to have the courage to define ourselves not primarily as distributors of
content andstart more proactively conceiving of ourselves as creators of multiplatform content
and conveners of a new kind of conversation in our communifiesiational producers, we need
to create radically new partnerships with stations, other nonprofits, sgapers,andinternet

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

dit is inevitable that the distribution part of our work Wbecome less important every yaaour
radio antennas, satellite, distribution of programs to stationhile distribution will not
disappear overnight, it will become increasingly less \it&.of course impossible for any report
to predict exactly bw and when this will happefdowever, | am certain that the audience on
radio vs. web will look drastically different in five years than it does todalyis criticalto our
work to acknowledge that the digital audience is the audience of the future.

oOnce we acknowledge this, we stations realize that we need to radically redefine ourselves.
Many stationgdefinetheir most important public service as offering listeners access to the great
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journalism and programgy NPR, APM and RRiut that content wil be available directly on the
web, and more and more people will turn to it there.

0So stations need to transform from within if we don't want to end up like newspapbsieve

this is a great time to redefine the public radio community in a diggate aommunity

content creators; convenersandjournalists that not only chronicle our communities, but invite

others to do the sameBy putting content first, this will free us up concentrate on the

substanceBut to do this, we will need to readjtour budgets, reallocate resources, and get

better at raising moneyWe will need to create digitadnly content and distribute and market on

the web where the audience i.SG Qa 2 NHI yAT ST | 3aINB3IFG§ST OdzNIF GS |
conversationd

WalkeQ @erspectiveis at once inspiring and challengingbuilds from the scale and location of
WNYC as well as her own visibtore of us need to push our own long terriews forward in a
similar way, reflecting our own circumstances of mission, resouatgscommunity.

Weekly Online Radio Audience
A Up by Nearly One-Third in Last Year

% Who Have Listened to Online Radio in Last Week

Approximately

42 Million
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FromThe Infinite Dial 20Q@Arbitron, Inc. and Edison Media Research.

Public Radid&udienceGrowth Task Force Repogt56



grow the audience

Public Radio in the New Network Age

5.Core Competencies

| ROFyOS LJzmfAO NIRA2Qa loAfAde G2 | OKAS@S
and focus of public radio professionals, strengthing the capacities of public media

2NHI yAT I GA2ya | ONRraa (GKS O02dzyiNBI FyR 02y
intelligence and tactical knowledge with audience researahd marketing

In simple and blunt terms, public radio cannot reach our gfmlaudience 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 oaitgience
service( the details of executiorin production, scheduling and promotigrthe audience experience
of content and serviceand the application of research and experiende daily operations

Marcia Alvar, former President of the Public Radio Program Directors Association (PRPD) and now
Manager of Station F &SR t Ne2SOda F2N) btwQa [20Ff bSsa AyAdGA
 RA2Q& &4KINBR SELISNASYOS yR 68ai GKAYylAy3a (G2 62N
for the Local News Initiative, she wrote:

df a single mantra emerged from the discussion it was thée what we already have. Do what we
already knowé

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 &lhds 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

YR GKS LISNAZ2YIlIf AYLR2NIIYyOS 27F LldusiighrOopedtingA 2 Qa & S N.
effectiveness over many yearswith use, reach, and value to listeners as central thempsblic radio

has moved from serving audiences of thousands to audiences of millions.

Programming and marketing consultants Deborah Blakeleystagl Smith outlined key steps and best
LIN} OGAOSa F2NJ I dzZRASYOS 3ANRBGGK Ay GROMKHRAYOENGED ! dzZRASY
They assert that most public radio stations can realize significant audience gains by consistently focusing
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