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also sought views from academia, philanthropy, and public policy advocates. These
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Research reports, essays, and other project materials can be found at the GRow THE
AUDIENCE website:
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Introduction

Public radio has a shared mission to help individuals live better lives, to nurture the health of the
communities in which we live, and to support the American democracy from small towns to great cities
to the nation as a whole.

t dzof AO NI RA2 Q& T daytRrhake$rdgtainrhing bdaadlify AnDvalde SviilEble © S
audiences of significant size. Public radio has enormous assets, a prominent position, and important
opportunities:

9 To create and present stronger programming in traditional areas and through new offerings.
1 To capture audiences that greatly extend U 2 Rslal@a@y significant reach, use, and diversity.
9 To forge deeper, more engaged connections with individuals and communities.

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

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

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

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

recommendations reflect themes we heard from most every corner of our fieldY LINA RS Ay LJzof A O
long-term accomplishments and current work and confident ambitions for a larger role in the broader

media environment.

We propose challenging goals for public radioQ growth over the coming decade ¢ goals that are framed

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

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

radio, at the scale we recommend, requires transformational change ¢ in the capacitiesof LJdz0 f A O NJ RA 2 ¢
organizations, in conceptions of meaningful public service, and in notions of who fits in an expanded

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

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

outcomes.

We of the Task Force share with our colleagues across the country a strong, almost impatient sense that
public radio is ready, now, to move to a new level of service and impact.

Public Radio Audience Growth Task Force Report ¢ 1
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Summary of Recommendations

Public radio has a shared mission of public service to individuals, communities, and the nation. Working
together, public radio stations, networks, producers, and partner organizations:

Help people lead a better life ¢ more thoughtful, joyful, and useful; more fulfilled in the pursuit
of understanding and personal growth; empowered to find solutions for themselves and their
families; and inspired and comforted by moments of beauty, humor, and reflection.

Nurture healthy communities which we seek to understand and care for across many
dimensions ¢ education, arts and culture, business and economics, the environment, health
care, the sense of connection to values and social responsibility, and more.

Strengthen the vitality of our democracy ¢ the free flow of ideas and debate, accountability for
those who govern, and information that helps citizens make good decisions.

Public radio will realize this mission more fully by achieving ambitious, collective goals to increase its
use, reach, and inclusiveness by significant measures. We propose that over the coming decade public
radio:

Increase the average audience ¢ the number of people using public radio at any given moment ¢
to half again as large as it is today.

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

Triple the amount of listening by people of color.

We recommend seven broad measures for public radio to achieve deeper value and wider use:
Commit to a more inclusive public service.
Become the most-trusted, most-used daily journalism in America.
Create a 21° century public radio music service.
Embrace the networked environment as a primary platform.
Strengthen core competencies throughout public radio.
Develop market-by-market strategies for audience growth.

Support follow-up and accountability for addressing these recommendations.

Public Radio Audience Growth Task Force Report ¢ 2
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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 the inclusiveness of its work and the authenticity of the
voices, views, and cultures it presents.

We challenge public radio to commit to a greater inclusiveness of people of color in every dimension C
the governance of stations and national organizations, the hiring of management and programming
staff, and the voices, views, stories, and music of day-to-day programming. We propose four
complementary efforts, each with a special emphasis.

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

2F Llzof A0 NI RA2Q& Y| @hdodghifRuidfiichinging hibealtshFtthg sffotsbg ¥ 02 f 2
committed and ready stations with the largest audiences in markets with the largest populations of

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

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

learning, change, and mutual accountability.

Program innovation We recommend investments in program innovation at both the local and national
level ¢ prototyping, testing, and developing programs and formats that explore different styles and
sensibilities with the aim of greater appeal to audiences of color. This effort must be mindful that race
and ethnicity, alone, are limited tools in programming development and give close attention to the
values, lifestyles, and interests that will define the programming and those who respond to it.

Differentiated servicesWe recommend$ A RSNJ | @ Af F oAt AGe 2F Lzt AO NI R
news, classical music, jazz, and AAA ¢ each with its distinctive audience appeal ¢ and experimentation

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

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

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

diversity of the audience it reaches.

Diversity of control. We recommend continued strong support for public radio stations that are
developed and controlled by people of color, including pursuing opportunities to increase the number of
such stations. It is important to develop clearer expectations2 ¥ | dzZRA Sy OS LISNF 2 NX I yOS

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

Public Radio Audience Growth Task Force Report ¢ 3
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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 requires a dramatically more robust news

gathering capacity CY2 NB aFSSi0 2y i KSs, retoidNS SBdicdmerdsand fforey 2 (1 S 6 2 2
editors and producers to shape their work. The distance between current reality and the role we

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

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

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

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

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

larger audience of news users.

2.1 Strengthen signature national programs

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 news and information programs has a dramatic impact on the number of listeners and
amount of listening to public radio. b t wWMbegning Editiorand All Things Consideradp this list, which
also includes Fresh AirTalk of the NationWeekend Edition, MarketplacEheDiane Rehm Shqwnd
The WorldKey steps to strengthen these and other signature national news programs include:

9 Assure continuing management focus and budget priority, both nationally and locally, on the
core programming assets of the public radio news franchise.
f Monitor the changing information environment inwhich LJdzo £ A O NI} RA2 Q& & A 3y G dzN
programming competes for attention and the changing information needs of the listeners they
seek to serve.
Commit to much more communication and coordination on an ongoing basis between senior
national program executives and station leaders in programming and news.

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

Public Radio Audience Growth Task Force Report ¢ 4
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We recommend increasA Y 3 LJdzo f Av-OmitbtlinfRdtrde & enyerise and investigative
reporting, building on efforts already in place at NPR News and American Public Media and eventually
extending to other national producers and leading local news stations.

We recommend investing in new national news and information programming that will give stations
meaningful choices for differentiating their news services and give more listeners a news choice that
meets their interests and needs on-air and online.

2.2 Build the impact and significa nce of local journalism
Public radio must develop greater scale and higher quality in local and regional reporting to realize
the impact and significance to which many stations aspire

Local purnalism centersWe recommend increasing local broadcast and online reporting at a dozen or
more stations with high audience service potential through significant investments that increase the

number of news staff, enhance on-air and online news production capacity, develop skills for reporting
and content management in a digital age, and foster innovative approaches to community connections.

Build capacity across the fieldin addition to these highly-targeted investments, we recommend
initiatives for other stations that have made substantial local reporting commitments in order to
increase their capacity to create and present regular, high-quality journalism at a level consistent with
the scale and resources of their organizations and communities.

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

Partner beyond the fieldWe recommend partnerships and collaborations that look outside public radio
to other content-creating organizations and community resources, and development of
recommendations for an editorial framework that will preserve the trusted position and integrity of
public radio in this more inclusive and multi-dimensional environment.

2.3 Integrate online news

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 Radio Audience Growth Task Force Report ¢ 5
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We recommend that public radio and other public media partners move as quickly and as far as possible

through a sequence of non-mutually-S E Of dza A S aiGSLla (2 o6dzAft R LMzt AO YS

Behindthe curtain Enhance i KS LINR RdzOGA @A G& FyR AYLI OG 27
collaborative measures such as coordinated backend systems, APls, 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 multiple sources, showcasing collective efforts in
a way that both stands on its own and leads back to the original reporting and producing entities.

This function could be advanced through a single, high visibility site that would give the online user an
integrated yet varied experience, much as the many local versions of Morning Editiorare perceived by
radio listeners. Or material could be organized in content verticals that would match broad, well-known
areas of audience interest.

Aggregation plus curatiorHulu now includes content from dozens of sources beyond its two founders.
Similarly, an integrated public media journalism effort could grow to include curated content from other
sources, ranging from conventional journalism partners to online-only journalism initiatives to various
citizen journalists and other kinds of user-generated content.

Content collaboration Public broadcasters have periodically collaborated on content creation with
limited success. Improve the impact by working toward larger scale, stronger commitment of reporting

LJzo £ A O

NBaz2dNODSa G2 GKS O2tfF 02N GAGS SYRSI@2NE +FyR 3INBI

organizes and focuses the work.

A webHfirst entity. Public media should consider a new or expanded journalistic entity whose mission
would be web-first but would feed to broadcast platforms. This entity would be organized and focused
principally on online content: creating text, images, audio, and video in a fashion that draws on the
values, strengths, and brands of publicbr2  ROF aG Ay 3 o6dzi ¢2Nja G2 |
to the networked space. In a turn-about of current practice in which broadcast material is often

GSELRNISRE (2 (GKS ¢S03 GKAA SylAdiréeand2dzf R FSSR A4

The output of the entity could take several forms, from a single destination or portal-type site to
multiple, content-focused sites. Similarly, the focus could be principally on a national identity or on
integration with local efforts that would give users a geographically-customized experience.

Public Radio Audience Growth Task Force Report ¢ 6
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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.

Musicisa critical LJ- NIi 2 ¥ LJdzoeficd s@vicddguRtibr2c @ubut dnelaitbf every three hours

oflistening¢ YR 6F NNJF yiad F KAIKSNI LINBPFAES Ay Lzt AO NI RA

Capture the broadcast franchis&ve recommend a concerted effort to increase the number of markets
in which publicradiod G I G A 2 y & 2 T Etfonhgdstiddza frahcRisesNklaksikaPndsic, jazz, and
AAA ¢ on a consistent basis. This can be achieved through a combination of self-directed change and
focusing at current public radio stations and adding stations through acquisitions, mergers, and
management agreements.

Move to new platforms.We recommend continued development of public radio music services ¢ both
core genres and special niches ¢ in the networked environment of online and mobile devices and the
development 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 personalities, a sense of connection with audience
and community, and excellence in production values.

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

Embrace the network ed environment as a primary platform

Follow current public 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 and ahead of its audience to the unfolding platforms of the
networked environment, offering current listeners new choices in how to listen to public radio, and
finding new listeners and creating new services by exploiting the multiple channels and participatory
capacities the lie beyond broadcasting.

Public Radio Audience Growth Task Force Report ¢ 7
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In the near term these changes will mostly be about new pathways of distribution for both national

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

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

engagement and participation i K+ & f SGSNI IS +yR SEGSYR. LWzt A O NI RA 2

Online strategies for stationswWe recommend organized and ongoing support for stations in developing
strategic clarity about their roles and expectations in the online and mobile networked environment ¢ at
the different levels of resources and operations and different phases of development found across the
station community.

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

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

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

b3
y

G2S0 ylFiA@Seé 02 Wdir&ominent aggiessitk Sxpekir@eftatidn and development of
public service content and delivery methods explicitly designed for a digital, networked environment.
This includes:

Invesi YSy Ga Ay O2yidSyd GKIG Aa aylidAag@gSé G2 GKS yS
Reorganizing content for networked use.

& Gtribute everywhereé (1 SOKY A ljdzS&a GKFG YIF 1S LMzt AO NI RAZ2
Exploration of new mobile platforms

= =4 =4 -4 A

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

The natural networks of our audience®Ve recommend investments in pilots and demonstrations that

exploitthe community-0 dzA f RAYy 3 LR GSYy dAlt 2F (GKS ySlesgggd] G2 &aidN
listeners and users around issues and interests in communities, and leverage the resources of

knowledge, experience, and perspectives that surround public radio stations, producers, and audiences.

Public Radio Audience Growth Task Force Report ¢ 8
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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 service ¢ the details of execution in production, scheduling, and promotion;
the audience experience of content and service; and the application of research and experience to daily
operations. This work should include:

T WAGAFGADSa o0& Lilzof A0 NIRA2QAa LINRAYOA Ldnd LINRPFSAE3
organizations to advance skills of the public radio workforce directly connected with audience
growth.
1 Continuing investments in program research and audience use metrics that build our current
knowledge base, explore areas we have targeted for innovation, and foster integrated, cross-
platform measurements that track behavior in a changing media environment.

Organizational developmen2 S NB O2 YYSY R YdzZ GALX S AYyAGAlI GAGBSE G2
organizations as effective and responsive institutions that collectively contribute to a public media
service of the highest quality and impact. These initiatives should include:

Stronger governance and leadership in all licensee types

A strategic sensibility in key decisions

Inclusiveness throughout the organization

Community engagement

Advanced fundraising that includes major giving and philanthropy

=A =4 =4 4 -4 4

Stronger, more effective Inter-organizational relationships

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

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

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

GKA& LINR2SO0 o0dzii I NBter Ndieinck Odcebs. (12 LIdzof A O NI RA2Qa&a f

Marketing ¢ the missing piece2 S NB O2 YYSYR ONBI GAy3 | SGGSNI ATy
gAGK fAaA0SYSNARQ YySSRa FyR AyiGSNBada R I 3aNBIF SN
through a multi-organizational, multi-€ S NJ STFF2 NI (2 060daAf R Lzt AO NI RAZ2Q

activities.
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Public radio must build its marketing skills almost from scratch. The work should begin with
development of a shared sensibility regarding marketing principles, definitions, and purposes.

¢t KS RS@St 2 LIV SY tharketihg caplstify §hauld exiddd Btio’ 41} grofessional disciplines
and encompass work by all national organizations serving public radio. Key tasks include:

9 Connecting with top-level marketing expertise and experience beyond the public radio field.
9 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 presents multiple, focused, and differentiated services delivered at a high
level of performance. There are three key elements in this equation:

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

Market analysisWe recommend additional market-by-market analysis that extends GROw THE

AUDIENCEQ &  Y-tardFoisnét-specific work, incorporating additional variables, particularly values and
fATSaGetsS AYyRAOIFG2NE adzOK a {wLQa ! [{ &aeaidsSyvysz i
the most important opportunities for audience growth.

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

9 Strengthen service at undperforming stations.Simply bringing news and classical stations
that are below the predicted level of service, given the character of their market, up to the
Y2NY g2ddZ R KIFI@S | YSFadaNYofS AYLI OG 2y Llzof A
f OGAligré service atexisting dations. ¢ F NBESG YINJ Sdia Ay 6KAOK Llzof A
available in a consistent and focused manner.

o)
o
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Develop new services on existirgjations. These new services, by definition, are unproven,
but format innovation is a critical step toward new listeners for public radio.

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

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 investments in acquisitions, careful negotiation of operating
agreements, or other arrangementshat reorganize station control ¢ 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 recommend a multi-year follow-up effort that includes:

)l
1

Broad endorsement of the goals and recommendations presented here.

PublicradioQa Yyl GA2yl+f LINRPRdzOSNE>X ySig2Njlaz I yR
report to their respective members and affiliates how they intend to integrate elements of
GROW THE AUDIENCE recommendations into their priorities, programming, conferences, research
activities, and other initiatives.

Every public radio station should be encouraged to establish an audience service goal and a
method for monitoring its own progress on an annual basis. This information should be reported
in brief fashion to CPB, either through a special survey or as part of the Annual Activities Report.
Ask CPB, foundations, and agencies that provide significant support to public radio to address
how recommendations in this plan will be reflected in their funding priorities and policies.
Conduct an annual review of progress on the initiatives outlined above using goals and metrics
appropriate to the particular activity.

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

Public Radio Audience Growth Task Force Report ¢ 11
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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 of public radio ¢ from antecedents in educational broadcasting and the Pacifica
Foundation to the 1967 Public Broadcasting Act and the initial mission statement of National Public
Radio ¢ all spoke to pluralism, diversity, and inclusiveness.

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

2 KATS GKSNB IINB YlIye RAYSyaArAzya (2 PuiNHOTHQE RAJS
New NETWORK AGE focuses on race and ethnicity. We challenge public radio to commit to a greater

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

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

music of day-to-pay programming.

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 presents. ¢ KS [ I GAy 2 t dzo f BOwnwvPaperaliRfor/ 2 y & 2 NI A dzY Qa

@ .. a public media system that includes Latino voices, services and perspectives at every level. The
public radio system needs to be bold in creating initiatives that establish opportunities for Latino
managers, producers and youth® ElorenceHernandezZRamospProjectDirector, Latino Public Radio
Consortium
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Loris Taylor of Native Public Media writes:

& ¢ K S &ekcitirlg tildes to repurpose our role as media architects for a new America and to
redesign our Public Service MediainawaythatsounRd 'y R f 2214 Y2NB fA1S @&2dz

Hernandez-Ramos and Taylor speak to inclusion, at least in part, from a perspective of empowerment,
and self-realization. Increasingly, though, inclusion is an expectation of the broader audience ¢ it is the
reality of how we live our lives.

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

G¢KS oSad slre G2 YIS &adz2NB (GKS |dZRASYyOS Aa | a RA
diversity into everything public radio does: into every drive-time program, every program staff, and

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

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

AmorS Ay Of dzaA@PS YR RAOSNES &d2dzyR (2 Lzt AO NI RA2Q3
perhaps in small ways, perhapsin largerones.. dziT RAFFSNBYy (G > G KI (WhathetINBGGE Y
the audience will also grow is a gamble that most of the system leaders with whom we have spoken are

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

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

about 80 percent as likely to be found iy’ LJdzo f A O NI RA 2TBetompatalie|ntintber fordzZRA Sy O S
Hispanics is 42 percent. (Source: Profile 2008NPR Audience Insight and Research). Asians are more

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

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

When GRow THE AUDIENCE drilled down to look more closely at the amount of listeningby different
groups and the performance of different formats, the disparities are more significant and the story gets
more complicated.

la ¢S 221 G2 ONBIFGS || Lzt AO NitiRikpdrtahttzboAsle OS G K|
the advice we heard from numerous researchers and analysts: that race and ethnicity are limited tools

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

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

LI a3A2yF 0SSt @KBY a3@zBLIRSI SAFAYF A2y 2F TRe@®Wdn2 sy YSRA
PaperSY @A AA 2y a | Lldzbaf incl@es ¥n8 dRppdrts adtéodg liaBns-codtrolled public

media.£

Many of the public radio stations controlled by people of color have limited visibility in the public radio
industry.YettKk S&a S adGlrdAaz2ya LIXLe&  €FNHSN NS (KFy Ylye |1
level of diversity. Going forward, leaders from these stations can bring the knowledge and needs of their

respective communities to a broader system discussion.

Our recommendations follow the lines of the three broad strategies outlined above:
1 Inclusiveness and accessibilityinpud £ A O nd¥sRA 2 Q&
I Multiple stations with focused and differentiated service
I Ownership and control by 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 color is easy to grasp. Major news stations like WAMU
(Washington), WNYC (New York), WBUR (Boston), KPCC (Los Angeles), WLRN (Miami), and KQED (San
Francisco) already reach large numbers of African-American and Latino listeners, the only two
racial/ethnic groups measured by Arbitron.

These stations have large overall audiences and are located in markets with large numbers of African-
Americans, Latinos, and other racial and ethnic groups of significant size. If the appeal of their respective
services tilted even modestly more in the direction of these constituencies, the collective results would
be significant.

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

GLGQa y2i o@idkaSi aNIRLMEEND Mylilda K2g ¢S RSTAYS gKIFG (K
perspective. Even if our audience was the same tomorrow as it is today, we have to create these

Public Radio Audience Growth Task Force Report ¢ 14



grow the audience
Public Radio in the New Network Age

connections with our communitytoexeO dzii S 32 2 R Dedh CAppellof ChizfCredtive Officer,
WNYC, New York

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

different views and skills into the station and onto the air. We have to diversify staff, especially on

air, to better reflect our community andincorp2 NI 1S y S¢ LIS NRSPétards5a 2y AT
Administrative Manager, KWM\$t. Louis

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

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

musiccl £ € GKS GKAy3a GKFEG YF1S a2Y$8 LIS2L)X S ¥SSt alGKA

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

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

opinionf S RSNE ¢6K2 fAaGSy G2 LdzoftAO NIRA2Q& LINRA Yl N
stories and voices that reflect their communities in the mix. And third, there is the issue of

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

or may not be of color) and those with the express purpose of expressing the perspectives of their

communities. Both are appreciated, but the distinction is clear.§

Beyond Tone and Sensibilitylenry Cisneros, former Secretary of Housing and Urban Development,

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

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

groups that contribute to persistent negative stereotyping in our culture.b G A @S t dz6f A O aSRAI |
Clreft 2Nl gNAGSas aLY GKS 0aSyOS 27T covérageSoNdsided A S NI LJ
portrayals easily become the reality in the minds of our audiences. Public media is a medium of trust

and a solid foundation upon which to expand a communications and information network that lifts up

and educates audiences acrosstheb2  NR 2 F 2 dzNJ NAOK RAOGSNBAGE ¢

Understanding Current Patterng.o understand where we begin, GROW THE AUDIENCE examined the

LI GGSNY 2F fAAGSYAy3 I ONR&AA ! ND AcBIMNB WihanicsfakdNE S Y SI a
Others. Knowing that the strongest predictor of public radio listening is education, and that educational
FGGFAYYSYyd RAFTFSNR o068 NIOS FyR SGKyAOAGES 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 graduates to nine public radio news stationsin the
f ICIRINS B | WILNISS (i & thelieft daRuyed 12.B deredt of alléradio
listening by college-educated Other listeners in their market, 2.2 percent of the total listening by Black

yiGA2yQa

college grads, and 5 percent of the listening by Hispanic grads. There is a clear overall pattern: the share
2T ftAalSyAy3
Hispanic listeners by very large margins.

Y2y 3

GhiKSNE tA&aGSYySNE

6vy2aite

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

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

before drawing conclusions about individual station performance. With more data and scrutiny of both

the stations and the markets, it should be possible to identify key factors and successful tactics for

inclusion and diversity that could then be shared.

2

z

KA U

Signature National Program3he programming success and the audience appealof LJdzo f A O NJ RA 2 Qa
stations and news-and-music stations reflect a partnership of local and national efforts. For most of

these stations, a handful of national programs accounts for a huge portion of listening and profoundly
shapesthS & 0 I (i A 21yLas@ngdiet, JodSNarbpk®, about half the total listening to both KPCC
0 2wedkdayward weekend news magazines. For public

(news) and KCRW (news and music) A a
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NI RA2Qa ySga aidlidrzya G2 NBI dfkoloSit whl take Ehangesiin they G K S A N.
national programming they present in their most important hours of the day.

Publicradiz Q& & A3yl G dzNB y I GA 2y flargd ght@rdladoN6eralyidetingdry f @ ISy S
news and news-and-music stations, they also are the beneficiaries of perhaps 10 percent of public

NI RA2Qa (2 0 Indmbess@udrgazhigS$I00 dillkon fléwing on an annual basis from stations,

business sponsors, foundations, and individual donors.

New Programming Different programming causes different listeners to listen. We recommend
investments in program innovation at both the local and national level ¢ prototyping, testing, and
developing programs and formats that explore different styles and sensibilities with the aim of greater
appeal to audiences of color. This effort must be mindful that race and ethnicity are limited tools in
programming development and give close attention to the values, lifestyles, and interests that will
define the programming and those who respond to it.

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

2y altliArz2yaqQ aOKSRdZ Sa a oStf | a (#8khaiBd NS O2YY2Y
discussed in more detail in the following section,d ¢ KS b S¢aX¢ LIdzof AO NI RAZ2 KI &
meaningful differentiation of audience appeal within the broader news franchise. That will happen in

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

service in prime times.

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

Ay Llzf A0 NIRA2Q& LINPIAINI YYAYTI (d2Nya 2y 3IAINBFGSNI Ay
In New York, Maxie Jackson, WN, / Sewior Director for Program Development, designed an aggressive

approach to match mission and the people in assembling the production team for the new program The
TakeawayWNYC advertised with organizations that included the Asian American Journalist Association,

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

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

were made based on criteria that included journalistic expertise, work ethic, intellectual curiosity, and

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

oCoalitions of the Committed.€ We recommend a focused and collaborative initiative to increase the

F OO0SaaAroAtAle 2F Lzt A O NIthRiAgRiBdtutiohichanginglagh&INY | & (2
shifting efforts by committed and ready stations with the largest audiences in markets with the largest

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

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

involve learning, change, and mutual accountability.
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Such efforts might be similartotheSi F G A2y wS&a2 dzNOS DNRdzLJQd [ S RSNEQ t
NI RA2Qa FTANRG O2ff SO0 A @EtheBublE RBadNdinderndt $fatiof BlldeNJ IAFH & T
(PRISA), through which a half dozen stations worked together exploring early online activities. In these

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

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

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

Effectived A Y Of dza A @ S ywll #eduireGupgort farii A 2 y & ¢

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

9 Advisors from outside public media who can help with planning and implementing change in
governance and workforce development, drawing on successful efforts elsewhere in the
nonprofit sector and in business.

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

Managing the connections among those participating in the initiatives to realize efficiencies in
finding outside knowledge and advisors and to foster a shared sense of work and accountability.

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

Il OKAS@AY3 OKIy3aSa Ay GKS Ay Obrgeanari@dthgwSsiationsivgiie RA @S NE&
have an important impact on the overall field. But public radio has other strong options as well. GRow

THEAUDIENCEF f 82 SEFYAYSR (KS LI GGSNya 2F tAaaSyay3a oe
classical stations and jazz stations. These analyses produced significant differences in the response of

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

I Among seven large-market classical stationsve examined, the pattern is that the classical
format, whether public or commercial, can attract Hispanic college grads along with Others ¢ in
some cases with near-equal shares ¢ but its appeal to Black listeners who are college graduates
is limited.

1 Among seven large-market jazz stationsthe pattern is much higher shares among Black college
grads than are found among Hispanic and Other college-educated listeners, with most stations
claiming about equal shares of listening from the latter two groups.
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Other music services, such as AAA, have their own distinctive patterns of audience appeal as well.

The classical and jazz findings point toward a second key element in an overall strategy for audience
diversity ¢ the importance of multiple stations with different formats in realizing audience diversity
goals Different programming causes different listeners to listen. Encouraging multiple public radio
services in as many markets as can support them, and, equally important, encouraging meaningful
differentiation of the services offered by each of them, will increase audience diversity.

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

Public Radio’s College Share Of Listening
Other, Black and Hispanic — Los Angeles
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Arbitron Fall 2007 Metro

This chart shows the pattern of publicradioQ & & S bblkge @&luatesin Los Angeles through
multiple stations and multiple formats in Fall 2007.

9 Listening by college-educated Other listeners is driven by news KPCC, classical KUSC, and news-
and-music KCRW.

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

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

focusing just on college-educated listeners, s KSNB ¢S g2dzZ R SE LIS é@éetobddzo f A O NJ §
strongest, shares of listening by African-American listeners and by Hispanic listeners are dramatically

less than shares of listening by Others.

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

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

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

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

education, class, home culture, and language. In Chicago, 2 . 9 W6xalo.comis letting the listening

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

contemporary-music-basS R @ SNIIA OS dzy RSNJ 1 KS o yy ShNdednRANSS NE S Y d:
efforts at innovation are all at the edges of the current system and there are, asyet,y 2 & 0 NB I { (1 K N2 dz3
in audience service to report.

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,long-a i YRAY 3 GKSYS Ay Lzt AO NI ReiizeQaabenat f SOUA DS
commitment to station ownership and control by people of color. Over the years CPB and others have

fostered development of 75 CPB-supported stations at which the majority of those governing the

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

Americans (29), or a combination of the foregoing (4). With broad support from the public radio system,

CPB provides these stations with larger basic annual grants than other stations and matches their local

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

CPB has also made multiple investments in national programs that have been developed by and that are
principally used by these stations, such as Linea AbiertaNoticiero Latino, National Native Newsyd
Native America CallingPB has also funded several program initiatives developed by NPR and the
African-American Public Radio Consortium that have been widely used by African-American stations as
well as others, such as the TavisSniley ShowNews and Notesand TellMe More. The Public Radio
Satellite System provides, at no charge, a full-time distribution channel for both Satélite Radio Bilingtie
and Native Voice One

These investments have produced measurable results.

9 Seven of the ten public radio stations that generate the most African-American listening are
controlled by African-Americans: WBGO (New York), KCEP (Las Vegas), WPFW (Washington),
KMOJ (Minneapolis-St. Paul), KKJZ (Los Angeles), WBAI (New York), and WEAA (Baltimore). The
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other three stations in the top ten are WAMU (Washington), WNYC-AM (New York), and WBUR
(Boston). Source: Arbitron as processed by AudiGraphics, average of Fall 07 and Spring 08.

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

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

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

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

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

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

adFdA2y O2yaidNHzOGA2Y LISNX¥YAGA (KNP dzfKdthe fcdSpec€/ / Qa NB
of still more to be granted) needs strong follow-up to get these stations on the air as sustainable

operations.

This chart shows the share of

Stations Controlled by People of Color listening in the top 25 markets that

goes to public radio stations (Metro

share, Spring 2008, Arbitron diary

10 i

markets only). Each segment of a

bar is a different station.

The 17 stations highlighted in red
are controlled by people of color,

as are two stations in Houston (a
1 PPM market not shown) and two
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RS G other stations with audiences too
SF
Source: Arhitron; Radio Research Consortium Sma” to report.

We recommend the development of clearer quantitative and qualitative expectations of audience
LISNF2NXYIFyOS FT2NJ Lzt AO NIRA2Qa adGlrdGdAz2ya O2yiNRffS
resources, and the characteristics of the different markets they serve. In the largest markets, there are

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

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

service expectations may be quite different.
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2.Journalism

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 f A O NI R A-t2r@ dppoftunityIbSddience/gdwtiNahd new public service is in news ¢
national programs, local journalism, and aggressive expansion of online service.

2.0 Public Radio and Journalism

G! t f isyh® Widatdistened-to public radio format in all but a handful of the markets in which it is

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

tdzof AO NIXRA2Qa Y2al {XROSBRTOL YEwRAALIMGBRY dz | NS &
Editionand All Things Considergare most readily identified through the salience of the NPR brand, and

typically feature programs from other producers as well, suchas! t a Maiketplac& (1 K SwWorld / Q&
Service? | | FeshAr,2 ! a | Diane Rehm Shqwnd The Worldwhich is co-produced by WGBH,

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

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

5

bSsa adlriArzya fSR Lzt AO NIRA2Qa f | AfteraYolpRafNJ & dzZNH S
years in which their audiences sagged along with stations presenting other formats, news stations are

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

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

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

markets only).

News is usually the strongest programming at the many public radio stations that offer a mixed format
of news and music, attracting more listeners and more listening than other programming.

9@SY |a LJzftAO NIXRA2QA& ySéa YR AYTF2NNIGAZ2Y LINEIN
largest practitioners of daily journalism, AmerA OF Q& Yy SgalLd LISNBXZ FFNB Ay RSSLI F
thousands of jobs. Their plight follows the general abandonment of most serious reporting in

commercial radio and dramatic curtailments in broadcast television news. Further large changes in the

organization, business models, and availability of journalism in America are imminent.
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There is both responsibility and opportunity for public radio in these developments. At the same time,
S YySSR (2 0SS NBIfAAGAO | 02dzi ebddihdl shddocaNdvaRardQa O dzNN.
we need to be focused in our aspirations to be something more.

tdzof AO NI RA2Q&a 22dz2NV It A&aY Sy 22@éaratelat gdafteddolS § NHza {
At the national level NPR is our strongest journalistic brand, along with individual programs such as

Marketplaceand The WorldLocally there are perhaps ten public radio stations with a significant local

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

half that.

Public radio has other journalistic assets: independent producers and freelancers, international
broadcasters (most notably the BBC), a few partnerships with newspapers at both the national and local
level, and several loose relationships with emerging stand-alone online news operations. But these
assets are generally disaggregated and more at the edge of the field than the center.

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

gathering capacitc Y2 NBE aFSSG 2y (GKS AGNBSGE & andiorey2(S0221 a3
editors and producers to shape their work. The distance between current reality and the role we

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

Public radio must also think cafully and collectively about the character of the journalistic franchise
to whichit aspires. Public radio organizations cannot simply take up roles, beats, and topics as they are
left behind by others. Rather, we should proceed in an audience-centered fashion, beginning with the
interests and needs of those who already respond strongly to public radio news and information
programming and building to a larger service and a larger audience of news users.

2.1 Journalism: National Programs

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 asse#sshort list of signature national news programs generates a huge

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

that carry them, and greater listener loyalty than most other programming on stationsGchedules.b t wQ a
Morning Editiorand All Things Consideredp this list, which also includes Fresh AirTalk of the Nation
Weekend Editiorifhe Diare Rehm ShoyWarketplace and The World

Many in public radio believe thatinrecentyearsb t wQa G2 L) YIy I 3SYSyd adG221 GK:
with respect to the broadcast performance of key national programs. It takes nothing away from
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revitalization efforts already underway inside NPR and station-focused efforts such as Morning Edition
Graduate School to assert that more needs to be done to reinvigorate and renew these programs on a
continuing basis. Key steps include:

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

f Investinresearchtom2 Y AU 2NJ G KS OKFIy3IAy3a AYTF2NXYIGAZ2Y Sy dAaN
signature news programming competes for attention and the changing information needs of the
listeners they seek to serve.

I  Commit to regular, ongoing editorial and operational communication and coordination between
senior national program executives and station leaders in programming and news that centers
on the performance of key national programs.

Reporting from across the nationWe recommend a significant increase A Y LJdz0 f nktOnalNJ RA 2 Q&
reporting capacity from across the nation. Current national reporting is criticized as too often sounding

fA1S GLI NI OKdzi S-oMNBIMA NIEE Y FS I 71 NING G2 RS dfrark S KS T NI f |
station programmers and news executives that audiences would like to hear more reporting from

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

yields distinctive 3 G 2 NA S & { K Iwith listedeS. £ £ & adGA O ¢

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

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

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

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

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

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

staff training, and development of systems for workflow management. b t wWPEbect Argo and

discussions of the as-yet-dzy RS @St 2 LJISR dabSga mm&telbiRtislareaz ¥ G KS Cdzil dzNB

Others counter that opportunities to advance national reporting through national producer/station
partnerships may be more limited than at first appears to be the case and that it is difficult for even the
most accomplished reporters to develop a story for both a national audience and a local audience. It is
suggested thatd F N2 Y  (inf§tBnal FepoRihgiRe§uires an allocation of resources for reporters and
editors based around the country who would be focused on reporting for their network. One scenario
would be for NPR to create four to six regional reporting centers, staffed by several reporters, a
producer, and a regional editor. The facilities might be co-located with stations, but perhaps not.
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Enterprise andnvestigative reporting2 S NB O2 YYSYR A Y ONBl-limkedd LJdzo f A O NI
investment in enterprise and investigative reporting. Those concerned about the current state of

L' YSNROIY 22daNYIfAaAY 2FGSy YSyildAzy GKS ONRGAOIf NP
government, corporations, and large issues and interests in civic life.

At its best, investigative reporting produces high visibility, high impact coverage that both makes a
difference on important matters and advances the credibility and authority of a news brand. Such work
O2dzZA R Ff A3y Ofz2asSfteée gAGK LJz2ofAO NIRA2QA Lzt AO
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At the same time, this is difficult and costly reporting and some believe the cost/benefit equation is not
strong enough for public radio to consider this path until resources for the field have increased
dramatically.

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

NPR news, which recently hired its first editor dedicated to investigativework,F YR | t a Q& R2 O0dzYSy
unit, American RadioWorks. Initial efforts might focus on three or four enterprise/investigative teams

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

Diverseviews and voices We reiterate here our recommendation in the preceding section that public

NI RA2Qa aA3yl (dz2NB y I (i Advgfse doiceyaBddidws dcidsRtReMhg¥afdaiff SSR Y 2 N.
stories, the people doing the news, and those presenting analysis. This will increase the accessibility and

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

andvoicesa K2dzf R y20 0S O2yFTAYSR intb2Jdz6 & K BRH 811 RA RPIRE I NI €2 NJ
programs.

Programmers urge all national producers to avoid an oft-heard homogeneity in delivery tone, to create
more settings in which people from different backgrounds speak the way they speak among themselves,
with a sound that rings true and authentic both for those like them and for those not. In addition to the
on-air hosts and reporters, national producers need more people of color as editors and editorial gate-
keepers at all levels.

Explore new approaches to organizah and availability of national contentGrRow THE AUDIENCEQ@
consultations with programmers surfaced several suggestions for changes in how national producers
organize and make available to stations their national content, some very focused and others very
broad.

Multiple uses of ontent. National producers should allow stations to use exceptional pieces outside the

program in which they are originally presented.{ 2 YS aGF GA2y&a g2dZ R tA1S (2 ad
NPR news magazines and other national programs on their own so they can present them elsewhere in

their schedules. Others envision national producersa St SOGAY 3 aSGOSNIf aid2L) &02NA
be offered, on a stand-alone basis, perhaps through Content Depot or PRX. National producers might
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also consider replaying some pieces from their weekday programs in their weekend vehicles, perhaps
with some add-on or follow-up reporting.

Exploration of a possible NPR news streaSame programmers suggest that NPR move from distinct
news programs toward a continuously available news and information stream that is unified editorially,
designed and paced with sensitivity to changing listener needs and interests in different dayparts, but
which listeners can enter at any time with a sense that they are immediately connecting to a service
they know and trust. Those favoring such an approach believe it better aligns with how listeners use the
radio and makes even more sense for how listeners use services offered online.

Others believe current public radio news programs and hosts have distinctive identities, personalities,
and daypart sounds and sensibilities and that public radio listeners like and value these qualities. In this
view the distinctive personalities of the programs give a unique flavor to public radio news and keep
public radio apart from the sometimes drone-like qualities of cable news channels and other all-news-
all-the-time services.

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

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

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

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

magazine format, such as TheDiane Rehm Shosnd Talk of the Nationas well as offerings from other

networks, such as Marketplace,The Worlgand The TakeawayGiven the likelihood that any such

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

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

Sy2dzAK AYyuUSNBald Ay GKS & LINEINIF YY prog@Em diréttirs thJINE I 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

For all the power and successof LJdz0 f A O NI} RA2Qa &aA3Iyl idzaNB ylraAaAz2ylLf yS
close attention to their continued strength, long-termand large-2 OF £ S INR UG K Ay Llzoft A O

franchise also requires investment in innovation and differentiation.

Several years ago George Bailey of Walrus Research, in an SRG Discussion Paper, urged public radio to
a! GaF O] BailgydeNtE: St T &

d SNBQa 6KFG YFN]LSGAYI &0NF G S3ehvidetsfo sBARMY SY R 6 KS)
it becomes a prime targetT attack yourself. MTV attacked itself with VH1. General Motors
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attacked itself with Saturn. PBS did nothing and was attacked by Discovery, which attacked itself
by launching TLC, Animal Planet, Discovery Kids, Discovery Wings, even Discovery Espafiol® €

0Going forward, we think that public radio could serve more listeners, raise more revenue and
block the competition by establishing at least two NPR news stations per market, a winning
strategy so long as each NPR news station takes a distinct position, clearly differentiated from the
other.£

More recently PRI President (and Audience Task Force member) Alisa Miller made this case for multiple,
differentiated news services both on-air 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 platforms. If BBC had just focused on strengthening Radio 4 (its premiere radio news
channel), itQunlikely they would have been able to retain and grow their radio audience to the
extent they have.

GThis need for more dynamism in franchises . . . to meet AmericansCheeds becomes even more
pronounced due to the growing space available on digital platforms, even as it is important to
broadcast too. Competition will require public media to be prepared to offer more options in an
infinite channef g2 NI R®é€

The decentralized character of public radio requires a collective effort if the differentiation that
Bailey and Miller encourage is to be achieved. Stations will be hard pressed to succeed in pursuing a
different news audience without the power and leverage of network program assets. National
program producers that aspire to creating content for a different audience will not succeed unless
there are sufficient stations that will commit to carrying such programming at times that matter.

Three key steps are necessary for a broad effort at innovative differentiation:

9 Agree on approach. Resource constraints demand focus on a short list of possibilities. Public
radio often defaults to the demography of age or race in talking about a different appeal. But
both marketers and audience researchers who have worked with public radio counsel a more
nuanced approach which, while it may include demography, would be based more on such
factors as values, lifestyles, information needs, and patterns of media consumption. These
are difficult choices and require careful consideration and consultation between station
organizations genuinely interested in differentiation of news services and national producers.
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9 Assess and sort current programming. With a differentiation plan or segmentation scheme in
mind, it may be possible to assess and sort the character of existing national programming
along these lines as an initial foundation of two distinct services.

9 Investin new, signature content. This will involve significant investment ¢ but with the
prospect of major gains in audience service and audience support.

2.2 Journalism: Local Reporting
Create a dozen high profile, statiebased reporting centers around the country whose signature is
superior local reportingincreasethe capacityand performanceof other stations that havemade
substantial commitments to localnews reporting, and support journalistic collaborations that save
money, incorporate broader perspectives, and achieve a larger impact.
Aftf . dd SYyoSNAB &adzYYlI NAT SR GKS Ol a8 wi 2R\W 2120 | X dziSHENES
GROW THE AUDIENCE essay.

din every market, public radio is a critical, primary news source . . . Investing in local hard-news,
fact-based, reporter-driven coverage has never been more essential as so many local newspapers
continue to soften and contract, while local TV stations continue to go their merry ratings-driven,
hyper ventilating, irrelevant way. Yes, quality counts, and good editing, fact-checking, and careful
news selection are vital. But if public radio is to create the highest value that it can providet and
thus attract an audience that does not have to go elsewhereT it must make news sparkle at the
local/regional level, as it so often does nationally and internationally.€

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

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

by even the largest public radio news stations.2 KSNB a FF Af Ay3¢é¢ ySgall LISNB aiaAa
reporterstoc2 @S NJ G KSANI O2YYdzy A (A S &lccal névd BpératignFareffidddidg 16 O NI RA 2
or fewer regular reporters. Total newsroom headcounts ¢ news directors, reporters, editors, hosts,

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

There are three complementary paths toward the scale and effectiveness public radio needs if it is to
make a major leap in the impact and significance of its local reporting.

We 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 fosterminovative approaches to community connections.
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Ten to fifteen stations (or state/regional networks) have already embarked on efforts to build

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

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

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

GLINR RAzZOGA2Y OSYUGSNE I YR & X be2adsddf thelimbdGtéa valleYhestl 2 @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 reporters.

We have emphasized the importance of assuring a range of views and voices throughout the news
reporting process at national producers. TKA & A a | f a2 GNHzS F2NJ 4KSaS SYSNH
organizations and should be a feature of investments in building increased local capacity.

A ramp-up of targeted major, station-based newsrooms warrants a sustained, multi-year effort in which
national funds from CPB and elsewhere would stimulate and match growing local investments.

In addition to these 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 programming. The key to success in such a broad-based effort is

to recognize that expectations must be different in large markets, mid-sized markets, and rural
O2YYdzyAGASa>Y odzi G2 aSaG I 32 kah moleHorwidrd tbwiartl higheF LJdzo £ A O
quality in both on-air and online reporting.

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

G26FNR ySéa IFHGKSNAY3I FyR LINBaSyidalriaarzye 1 26SASNI &
School (MEGS), Public Radio News Directors (PRNDI) workshops, and other such projects can leverage

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

The most critical station needs are in basic broadcast journalism. MarciaAlvars 5 A NB OG2NJ 2F bt w(
News Initiative, places a strong emphasis on the need for quality in local news:

o wt Sdds@ of PlaceCTesearch reported widespread listener disappointment with the quality

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

SINIASN) A0dzRASAN MY OFf ARBy Bl t w68 QAT [ 2 OI ¢ bSgakLyT¥
both Local News Project | and LNP |l 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 payingmoreattey U A 2y (2 ljdzr yiAde GKFYy ljdzr £ 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 recommend an annual investment in
professional development for local news programming personnel.

We recommend support focollaborativeprojects that advance shared use of local station reporting
on a regional and topical basis and 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 among public radio organizations.
While there are numerous small-scale examples around the country, mostly in the form of shared state-
house reporters and FTP news exchange sites, examples that involve multiple reporters, significant
investments, and a regular on-air presence are rare. One example in recent years has been the
Northwest News Network, involving a number of stations in the Pacific Northwest. Participating stations
have invested in a shared editing and reporting function, as well as contributing stories coming out of
their own newsroomes.

Station collaborations do not need to be exclusively geographic in their focus. Another approach is to

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

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

AKFENB GKSANI O2y Syl &K2NXIT 2PgXisla tefiick for skctrdlEvdration K S LJdzo
! GENRFGAZ2Y 2y GKS abSéa beSidudy2nid doshdsanie. K S Cdzii dzNB¢ Y

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

We recommend partnerships and collaborations that look outside public radio to other content
creating organizations and community 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 public radio. The
proliferation of accessible media tools has multiplied the number of groups and individuals that create
and collect information about our communities. While many of these individuals and organizations have
their own direct pathways to audiences online, few have the visibility and reach of our stations. Online-
only news organizations (often staffed with newspaper refugees), arts and cultural organizations, and
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blogs and listserv forums on community issues such as education, health, the environment, and local
politics are a few examples.

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

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

encourage and support a few demonstrationprojeci & G Kl G &aK2¢ 6KI G | &G FdzZf f 02
might look like. The other would be to formulate the editorial framework needed to preserve the

trusted position of public radio in this new, more inclusive and multi-dimensional environment.

2.3 Journali sm: Integrated Online News

Create an integrated online news presence for diverse public media 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.

GROWTHEAUDIENCEQA b S¢ a SRAI 2 2 NJ AwSdl-cld3sNcBllazbchticely-dahagell 2 Y SR |
public service media news site that would provide an online presence comparable to the BBC, the New

York TimesThe Washington Pogir CNN. The site would integrate content from multiple sources and

brands ¢ international, national, regional, and local. By matching IP addresses to locations and opt-in
preferences, users could be presented a localized version of the site, in some ways replicating the

listener experience of Morning Editionwhich might move from an NPR foreign bureau to a Marketplace
Morning Reportto a local update from City Hall.

The Working Group surfaced several ideas for how best to integrate local and national elements, but
there was broad agreement that such seamless technical integration was essential. There is substantial
divergence on how to name and brand the site, however, as well as how to structure and monetize it.
Also worth considering would be partnerships with local newspapers, combined public radio and public
television efforts, and special emphasis on reaching audiences currently outside the principal public
radio constituencies.

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

such as the now-under-development American Archive dzi A G0 A& LINRBOlFofe& Lzt AO I
presence in online services that would be comparable to the role and impact it has achieved in

broadcasting.
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discussions about a shared backbone or infrastructure for digital distribution of public radio content ¢

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

technology and structure than on content.

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

We recommend that public radio and other public media partners 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 G(StS@AarAz2yQa 2fdndy S 22 dzNY
identities of the respective producing and distributing organizations. Frequently cited collaborative

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

activities such as federated search and search engine optimization.

Aggregation of pblic mediajournalismt dzo f AO (St S@PAaA2y FyR LlzofAO NI R,
currently presented on sites that align with separate networks, producers, shows, and stations. There is

no integrated public media journalism presence, scant cross-linking or promotion of other public media

content, little unified branding, and weak search optimization. This makes it harder for users to find our

content than it should be and fails to capture natural affinities that cut across our work.

Much as NBC and Fox created Hulu as a single online vehicle to distribute their respective sitcoms and
related material, public media could create a public media journalism destination that presents work

from multiple sources ¢ international, national, and local ¢ showcasing collective efforts in a way that
both stands on its own and leads back to the original reporting.

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

Aggregation plus curationHulu has grown to include content from dozens of sources beyond its two
founders. Similarly, an integrated public media journalism effort could also include curated content from
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other sources, ranging from conventional journalism partners to online-only journalism initiatives to
various citizen journalists and other kinds of user-generated content.

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

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

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

yEdGA2y L ySGég2Nla yR adlidArazya O02ff SOugrahtihg T2 Odza
which also included several program-specific partnerships. This past year CPB sponsored an Election

Collaboration that spanned public television and public radio and is following with a new collaboration

focused on the economy.

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

GLI NI £ St LI F@&é Sudgdstibns id Mbede thd AvfpdctlindueNde tiedd Zoylabger

scale, stronger commitment of original reporting resources to the collaborative endeavor, and greater
AYyo@SaiayYSyld Ay (GKS aO2ftl 62N (A OD§notijstdxdeddiSgg G KIF G 2 NH
partners to carve out time from their current roles, but rather a strong central capacity that is

accountable to the overall collaboration.

A new or expanded journalistic entity whose mission would be 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 content, creating text, images, audio, and video in a fashion that draws on

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

Gy FdA@Se (2 G KibatynSbodt af blitréstpradkiceJh whishPadio and television
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television realms.

¢tKS SyidAadeé YAIKEG 6S SYOSRRSR gAGKAY Ly SEA&aGAY3T 2
aLI 0S¢ 2 dainatworkSandBdfuleén publiy radio and public television. It would need

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

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

The output of the entity could take several forms, from a single destination or portal-type site to
multiple, content-focused sites. Similarly, the focus could be principally on a national identity or on
integration with local efforts that would give users a geographically-customized experience.
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3. Music

Create 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 radioQBJ RIF NJ & A G dzaSR G2 o6S® C2NJ I €20 27F 2 dz\
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Davia Nelsomwf the Kitchen Sister$sRow THRAUDIENCSession, Third Coast Festival, Chicago

Public Radio and Music

adzZaA O A& I ONRGAOIT LI NI 2 TIitacddadts for £signitam Authierof | dzRA Sy
the listeners who tune to public radio each week, a major share of total public radio listening, and a

principal point of connectionwith Y I Y& 2 F  LJdfdichnAAReriddd, LRtiha? dddiNative listeners.
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mobile applications. Many music stations are deeply engaged with their communities, with long-

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

t dzo f A Olargdst aRdle@ &2 3nd highest listening levels occur in markets where public radio offers its
best-performing formats, both news and music, over multiple stations that are differentiated from each
other. The most powerfully performing combination is a news station featuring NPR and other network
news programs and a classical music station ¢ as seen from Washington to Cincinnati to Portland and 18
other top-50 markets.

Still, somelj dzZSaGA2Y (GKS FdzidzNE LINRPALISOGa F2NJ Lzt A0 NI RA
Gt dzo f A O Nebnie hcRedsinglg bydonydoSs with the NPR News brand. The broadcast audiences

for many music stations have been essentially flat for years.Pdz0 f A O NJ RA 2 Qrdnotfullgd A O & S NI
integrated into system strategies and plans.

We believe that music,ari @ X YR Odzf GdzZNB ' NB F Fdzy RFYSydlf LI NI

individuals, communities, and the nation, and are important elements of a comprehensive strategy to
I OKAS@S RNIYIFGAO AINRPGGK Ay GKS dza&sx NBIFOKZ |yR RA
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The State of Play
a!ff YdzaAOé adrdAzya G§KI G LINBaS ygmostddphicher®in NI RA 2 Qa
major markets ¢ account for one out of every four hours of public radio listening. In Spring 2008

9 46 classical stations attracted 15 percent of all listening to public radio
9 25 jazz stations attracted 6 percent of all listening
9 A dozen AAA stations attracted 4 percent of all listening

[AaGSyAy3a (2 YdzaA O 2 yand-ddrdchtdti@hs abds tR thexd®afasdohasel5a 2 F y S
stations presenting music other than classical, jazz, and AAA. In all, music accounts for about one-third
of all listening to public radio in America.

adzaAO0 adlrdAzya LIXIe& AYLRNIFYyG NRfSa Ay (f6S NI OAl f
the top ten stations for African-American listening feature jazz. Classical stations like KUSC (Los Angeles)

FYR 29¢! 602l aKAy3aAG2y 0 NBIFOK aAayAaAFTAOLyd [FadAy2 | dz
predominately music-based.

az2ail 27 LddmstfsuccessfuNdnliRelsédvdesare musiccmp 2 F LJdzof A O NI RA2Qa (i :
aGraA2ya oYSFadzZNBR Ay GSN¥a 2F Gl OSNY 3IS GdzyAy3d Kz

NI RA2Qa fSIRAy3a Ofl daA0Ft 3z 21 iiné Satidny/ffile KCRW (Los &G+ G A2y a

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

(Kent, OH), with Folk Alleyand WAMU (Washington, DC), with Bluegrass Countrjiave established 24/7

music channels that are distinct from their primary broadcast service.

btw adzaA O bl A2yl f tdzoftAO wkRA2Q& aiGdSIRAtE SELIY
with concerts, interviews, features, and links to music streams from a dozen NPR member stations. NPR

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

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

The Public Radio Tuner iPhone application had become the top free music application on the iPhone,
with over 1.5 million downloads by mid-2009.

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

virtue of their long-term engagement with organizations and individuals working within the music

genres they present. These stations foster an awareness of events, venues, and organizations that

encourages attendance and support. They create and present concerts, festivals, and other events of

their own, showcase emerging artists, Y R 0 dzAf R | g NBySaa 2F GKSANI O2YYc

In programming and listening, however, the long arc of change has turned in the direction of news.
News and talk programs have replaced music on news-and-Y dza A O & { I { A Rinédif@matt OK S Rdzf S a
stations have switched to all-news in several markets in each of the past few years, and most of the net
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growth in listening to public radio over the past decade has been to news and information programming
rather than music.

The median share of listening to
Different Station Formats: Different Shares . . . .
Median Share of Listening, Top 50 Diary Markets, Metro Survey, Spring 2008 pUbllc radio news stations in the
as top 50 markets is a full share point
20 above the median for news-and-
>0 music and all-classical stations and
25 two share points above AAA and
so 2.0 19 jazz stations. These are truly
significant differences in
1.5 —1
performance.
1.0
1.0 — 0.9
0.6 .
05 || B But the different status of news
oo and music within public radio is
News News+Music Classical AAA Jazz Other also po|itica| and cultural. Congress
Source: Arbitron; Radio Research Consortium Station Resource Group

and the various political entities

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

on civic life and public affairs. The sensibility that lets music and art fade from public schools and
YENBAYFtATSa ylrLiaAa2ylt Ay@SaidySyida Ay GKS FNIa | yR
cultural offerings to a lower level of respect, interest, and financial support.

There are also structural issues within the field.t dzof A O NI} RA2 Q& YdzaAO Kl a FSg (¢
Senior network executives usually associate themselves more with their news and information efforts

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

VIEYS&a FNRBY LJzof AO NI RA2 QA MAry dldnusic syatons§ gspeE NI | A Y Y Sy
classical ¢ are part of multiple-station operations where they are paired with a public television station

oranally Sga NI RA2 &aidlrdAzy 6AGK o0AIISNI I dZRASYyOSa | yR f

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

RANBOUAZY 2F GYWAVIKSY I ¥texSloBx@d S odpécS or Wase, progressive
marginalization. Or it can re-imagine and re-invigorate the role of music in public service media.
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Capture the Broadcast Franchise

We recommend a concerted effort to increase the 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

LJzof AO NI RA2Qa aOF LIidzNBé¢ 2F GKS Ofl a@mim OFf YdzAaA O ¥
acquisitions. This has occurred through abandonment of the classical format by a commercial station ¢

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

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

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

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

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

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

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

avaAh f F OAfAGREY AyOftdzRAY3I | OljdAaAldAzy -btypdl),AMAT2NYI G OK
stations entering the CPB-supported system (WTMD, Baltimore), and emergence of the AAA format

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

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

The availability of jazz stations has been going the other way, with a station in one large market leaving
the format (Milwaukee) and three jazz stations failing to remain qualified for the CPB-supported system

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

The surest path to more listening to public radio music is more stations presenting music on a
consistent, full-time basis in markets with significant audience opportunity.

[The chart on the following page shows @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 KKJZ
Chicago WDCB
San Francisco KCSM
Dallas KXT
Philadelphia WRTI WXPN
Houston KTSU
Atlanta WCLK
Washington WETA
Boston WCRB
Detroit WRCJ
Miami WKCP WDNA
Seattle
Phoenix KBAQ
Minneapolis-St Paul KSJN KBEM KCMP, KUOM
San Diego KSDS
Tampa
St Louis
Baltimore WBIJC WTMD
Denver KvOD KUvO
Portland KQAC KMHD
Pittsburgh WQED WYEP
Charlotte WDAV WNSC
Riverside
Sacramento KXPR
Cleveland
Cincinnati WGUC
San Antonio KPAC
Salt Lake City KBYU KRCL
Kansas City KTBG
Las Vegas KCNV KUNV
Orlando WUCF
Milwaukee
Columbus
Providence
Indianapolis
Norfolk WHRO
Austin KMFA
Raleigh-Durham WNCU, WSHA
Nashville
Greensboro WSNC
West Palm Beach
Jacksonville
Oklahoma City KCSC
Memphis
Hartford WMNR
Buffalo WNED
Rochester WXXI
Louisville WuoL WEFPK
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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 small, as well as podcasts, archives, concerts, community calendars, and other
special features. These stations are using the networked environment to go deeper into their respective
formats, to engage with listeners and events in their communities, and to experiment with and explore
specialized niches, new approaches to presentation, and new music options.

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

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

track revenues that the new activities generate. As KCRW General Manager Ruth Seymour put it in an
interview in Fast Companda ¢ KS FI OG A& y2 2yS KFa O02YS dzZll 6AGK |
major concern. How do you sustain this gorgeous blonde? Howdoyou] SSLJ KSNJ Ay T dzNRAK?$E

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

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

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

aggregation of audience across multiple networked and business platforms. This trend is accelerating
F2NJ N RA2Qa YdzaAA O aSNBAOSa FFHadSNI GKIFy wEi2NJ ySgao
AGNFGS3IASE O tKAfFRSTLKAFIQAE 2-tbX ¢gKAOK A& | 33INFB
platform it can find.

WXPN had a 1.7 share of radio listening in Fall 2008 ¢ smaller than the other two public radio stations
in Philadelphia, but a top performer in the AAA music franchise. WXPN also operates World Café, a
venue for concerts, performances, and community-events, a restaurant, and general gathering spot.
The station produces the nationally-distributed AAA World Café program, and makes four online
streams available to users, three of which it produces in-house. The station has also aligned itself
with NPR Music, has a second HD service, and a host of other ongoing activities.

Determining how to expand activity in the networked, new media space is critical for music stations in
remaining accessible and relevant for their audiences, especially with respect to younger listeners. AAA
stations, with the youngest-skewing audience of the major public radio music formats, know this most
acutely, but it applies to all the music formats and for listeners of all ages.

Music rights issues pose different challenges for the different music formats, but across all music

formats these issues have made aggressive moves into the new network age more difficult for music
services than for their colleagues in news.
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tdzof AO NIXRA2 NBOSyilife 02y0Oft dzRSR yS3I20AlFGA2Yy 2F NP
to secure a comprehensive arrangement for the field and a single payment by CPB to cover the public

radio system. The current contract for streaming rights and royalties, however, does not address

numerous programmatic restrictions in copyright law that challenge music programmers and it covers

only streaming services. Using music in podcasts, for cell-phones, and in other settings requires

obtaining the rights for each of these uses. Some artists and recording companies are eager to partner

up, but others have plans for exclusive domain in the networked space or are reluctant to give up rights

that might be valuable in the future even absent specific plans. Rights issues have steered public radio

away from the kind of innovation and experiments users associate with public radio.

Public radio needs a comprehensive rights strategy that will encourage the most robust development of
its music services in the networked space.

Higher Standards

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 LINPGSOGSR 6@ 2dzNJ YyAOKS yR 2dz2NJ H aKl NBo®
attack, but large enough to keep our nose 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. We have heard many
ddzZa3SadAz2ya G2 AGNBY3IAGKSY LISNF2NXIF yO®thilee, Lzt A O N
principal categories.

First, recruit, develop, and keep compelling personalities that build trust with listeners. The music is

bt ol 2a NEKQ@FGAKIS aK283 odzi +y Sy 3I-Beifofdngderyi® 0 NHza G S R
from the generic offerings available online, from satellite radio, cable companies, and elsewhere. Public

radio listeners appreciate it when a knowledgeable host introduces them to new music or new

performances or shares a little bit of information about the music, its composer, or the artist. Public

radio music listeners like to learn ¢ a little bit ¢ and they enjoy the companionship of smart, familiar

hosts.

Second, create a sense of timeliness, immediacy, and community connection. Music stations add value

when there is some sense of purpose to the piece that pops up next on the playlist ¢ a connection to a
local performance or a soon-to-arrive touring artist or a link between the music or artist and something
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else the station has presented or featured. The service needs to be more than an endless soundtrack or
an artful algorithm.

Third, production valuesT 2 NJ LJdz6 f A O NI RA2 Q& YdzaA O LINE &eNdpedY Ay 3
and demand of news and information programming. EveninY I y& 2 F LJdzof A O NhelRA 2 Q&
is a day-in, day-out lack of consistent quality to music presentation.

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 some 60 leaders in music performance, music presentation, and electronic media

gathered at the invitation of leading public radio organizations to discuss the future of music and media.

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

GThe audience for this music is evolving in tandem with the aging of the baby boomer population,
the growing power of youth media habits, the integration of immigrant populations into a
changing mainstream, and other huge cultural and demographic shifts. Young people, in
particular, inhabit an omnivorous media and musical environment with many more choices,
fueled by a global internet and an Wod cultureCthat allows them to find, sample, and experience
a dizzying array of musical genres and cultures with much lower barriers than ever before. We
must adapt the creation and presentation of Wmbitious musicQo this pervasive, user-driven, self-
defining musical culture.¢ A Beport on the Mus& Media ForumGlobal Business Network)

There are really two provocations here. One is to rethink how public radio organizes and presents music
within its current signature genres. A few stations are doing just that, mostly in fringe listening periods,
on HD2 channels, or online. There needs to be more.

The second challenge is to think outside the familiar genres and consider other music possibilities
that might fit within the broader public radio domain. The threshold of sustainability for a public
radio music broadcast service is about a 1% market share, based on current formats. In the space
between commercial viability on the one hand and lack of sustainability for a nonprofit on the other,
what are the music genres that would generate at least a 1 share in the top 50 markets?

Younger listeners are going online for much of their music ¢ what about an online music service

designed exclusively for the network space and aimed at capturing this demographic? How about
seriously considering some different music presentation techniques? Pandora is a personalized
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internetraRA 2 aSNIWAOS (KFG KSf LJA dza S NIsfavbriteyRloeythss YdzaA O o
d2dzyR 22 FEI2NROGKYAO F2NJ) LMzof AO NIXYRAZ2K |1 2¢ I 02dzi
repertoire of music genres? PRX is exploring the possibilities foNJ & dzOK | & SNIA OS T2 NJ Y dzi
websites.

These are all speculations, of course. But public radio is currently stuck in a music box of its own
making and the pathway out starts with ideas and experiments and a few risks until something sticks.
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4. The Network

Follow current public radio listeners in their changing patterns of media use, which
increasingly include online and mobile platforms, cultivate new users by providing
more channels and platforms on which to find and use public radio contearid make
public radio more flexible, participatory, and engaging.

We are developing plans for public radio audience growth in the midst of a global media transformation.
Increases in the availability of computing power and storage, digitization of all forms of content,
expanding telecommunications bandwidth, and the rise of a connect-nearly-anywhere Internet-protocol
network accessible through an expanding number of devices will drive this change for years to come.

The transformation presents opportunities to increase public service ¢ giving audiences greater, more
convenient access to our work, enabling non-linear and ultra-niche offerings, and drawing audiences
into the process of selecting, creating, commenting upon, and sharing content. It also disrupts and
threatens core elements of the public radio enterprise ¢ broadcasting, journalism, recorded music, and
geographic exclusivity. This interplay of opportunity and disruption has uncertain consequences for both
established public radio services and new initiatives.

But it is not as though we stand at the edge of these changes. We are already deeply into them. The Pew
Research Center's Project for Excellence in Journalism, which tracks media use on a broad, long-term
basis, makes this observation:

ORadio is well on its way to becoming something altogether new T a medium called audio...Toa
greater degree than some other media, radio is unusually well suited to the digital transition. Voice
and music are mobile and move easily among new platforms. And audio has done better as a
medium of holding its audience than some other sectors.€

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

reportci KS& | NB AYONBIaAy3If & iddelicedits @ivice BRthdfdhrEF S ¢ Ay K26
change is powerfulenoughcd @ 2 YSO KA Y 3 | f (23S GHGtNE bflSvé iéisworth t S ¢ LJdzl .
reflecting upon the broad directions in which new technology is changing our field, guiding principles for

the emerging environment, and recommendations for national and local actions.
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Vectors of Change
There are four important vectors of change for public radio within the broader transformation, each
gAGK Ala 26y ReylrYAO 2F 2 LlLdRdNdcagowtii @ Yy R GKNBFG T2

Shift in delivery platformsa dzOK 2 F LJdzof A O NJ RA 2 Q&credtihg) séebtighagdy | £ & G N
presenting content of high quality and depth ¢ readily shifts from broadcasting to the networked

environment. With that shift has come the opportunity to offer multiple program services, to offer

listeners the ability to shift the time and place of their listening, to unbundle content from the linear

program flow, and to reach audiences far outside the local broadcast contour. Concurrently, as others

aSATS G4KS alyY$S 2LJJ NI da;ééafhii\g@il\]l' hdza fy A0 OKIZROB@a | iy Ra (L.
stations, producers, and networks face increasing competition from hundreds of other entities, including

each other. Public radio can advance its strategic position through the media transformation, but all

public radio organizations must rethink the competitive landscape and their respective place(s) within it.

Shift in relationships with the audiencelhe networked environment encourages change in individual
media behavior and relationships between individuals and media institutions. Search engines, news
feeds, podcasts, and links and recommendations from friends and colleagues shape daily consumption.
Individuals take on curating roles with rankings, critiques, playlists, and postings on social networks.
User-generated content moves from letters and call-in talk shows to raw material for professional
productions, photos and blogs on station sites, and crowd-sourcing on a wide range of topics. At some
point on this path, the relationship shifts from presentation to conversation, from one-to-many to
many-to-many ¢ not in everything (far from it) but in important ways felt by the institution and the user.

These changes can advance pubf A O NJ R A 2t@énnéctiandiohknd ikdigudls and

communities on civic and cultural issues, add depth and perspective to public radio content, and
AGNBY3IAGKSY adl A2y aQ L2 aA ARy cdn dlso dffisg disistitbre O2 Y Y dzy A
FYR Of FNAGe 2F | adldAz2yQa ARSydGAGes L2asS O02YLX AO
2F [ dziK2NRGE | YR | dziskdsefdhterOffanciises 6f hetvdardynusicldad dlatnO NI RA 2
time and resources far out of proportion to actual gains in use and value.

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

connect directly with listeners and users, bypassing conventional distributors and stations. And within a

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

station and among ad hocnetworks of interest, bypassing large centralized networks. These shifts strain

relationships within the public radio field and put both national and local business models at risk. The

audience service impact of this disintermediation is determined by the value added by the

intermediaries at risk. Some believe a direct-to-end-user shift will reduce inefficiencies and wasteful

infrastructure while expanding audience choice and satisfaction.h § KSN& | NHdzS GKI i GKS «a
of both networks and stations makes it possible for them to support important, but less viable content
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(e.q.,international bureaus, local reporting, and emerging talent) and provides needed coherence and
focus in an increasingly chaotic media environment.

{ KATO Ay TheKeBworked enviratziiedtdowers barriers to entry and allows many new entrants

to claim a role as public radio or, more likely, public service media. These emerging entities are staking

claims to public attention, public policy support, and public funding. In some ways this is merely an

extension of an issue that has been with public radio since its inception ¢ sorting among the several

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

Fdzy RAYy3 YR LINIGAOALIGS Ay LWzt AO NIRA2QAa LINRFTSaa

But it is also different. At the leading edge of the public service media organizations that work entirely in
the non-broadcast, networked space are entities with greater use, visibility, and support than those at
the trailing edge of the public radio system. A growing number of communities have nonprofit, online-
only media groups that, through they may lag far behind the local public radio station in daily reach, are
the equal or more with respect to community partnerships, number of journalists, or foundation
support. Public radio has only just begun thinking about how it will relate to these online-only efforts ¢
as competitors, as colleagues, as partners, or something else. These questions are likely to become
steadily more important, both operationally and as matters of public policy.

Guiding Principles

Media technology consultant Skip Pizzi and the GRow THE AUDIENCE New Media Working Group offered a
list of 10 important concepts that public radio professionals should keep as touchstones in charting their
courses through this emerging media environment.

AGILITY ¢ 2RI @ Q& or¥a@ survivalAn¥fihdt for media professionals is the ability to shift
among content creation and delivery models more readily than in the past. Public
media management must gain such agility to adapt to new platforms and a changing
marketplace, while maintaining a central focus on core content strengths.

BRAND This is the fundamental asset of public media. It includes a rare combination of
integrity/credibility with hipness and high marketability to certain desirable
demographics. In fact, it manages today to hold slightly differentvalues for several
different demographics, and this potential must be expanded (another form of
agility ¢ maintaining multiple variations of branding for various audience cohorts).
LiQa ONXR (ithatalcdherentRodugb8 @tSned. 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 aténslaies easily) for several distinct demographic targets.
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MAINTAIN Keep the anchor of an on-air service sacrosanct. FM is still strong as a core. Without
it, public media web audience would be much less. Audiences are shifting, but at
best there is still a 10:1 advantage to on-air listenership, with typical station
numbers at 50:1 or higher.

BALANCE tdzof AO YSRAIFQ& 3INBFGSad YIlFylF3aSySyid OKIFfEfS
driving a proper balance (with high temporal granularity) between currently shifting
parameters:
9 Local vs. National content
9 Real-time vs. On-demand services
f hNAIAYIEf @ad ! OldzZ2NSRRAKRNER O2yGSyid o
 Mission vs. Monetization

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

PROMOTE Aggressive promotion via traditional and new venues is increasingly important.
t SNKIFLJA G(GKS o68ad NBIF G2 SELIX2NB A& LI NIy
where mutual benefits can flow (e.g, Google, Starbucks; certain national magazines;
local newspapers; large local employers).

ENGAGE Encourage and assess audience reactions; get representation from all
demographics; learn, adapt and grow. Hire smartly (ex-print people are one
opportunity ¢ much of the NPR News brand was built this way, taking strong print
journalists and teaching them the craft of aural storytelling). Invite listener feedback
and participation through social networks and new venues of consumer access.

STUDY Keep abreast of all relevant and peripheral new technologies. Consider them both
for the appropriateness of their inclusion within your services, and for their
potential impacts if implemented by competitors. Develop stable metrics or
benchmarks by which to evaluate new opportunities.

MEASURE Watch the changing audience numbers closely, with special attention to the
Diary/PPM shift as it continues. Weight respective metrics (on-air and online), and
establish credible analysis algorithms. Remember to account for behavioral shifts
that may occur as audiences age: these may proceed differently or faster today than
in the past, but they will occur.

FOLLOWFAST t dzof AO YSRAI R2Sa y2d4 KIFI@S I YIFIyRFEGS G2 o
position is preferable. Maintain32 2 R @A AA2Y | KSIFIR (G2 1y26 6K
1SSLI FALANIGAZ2YyFE GFNBSGA Ay airA3aKioe .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 and up-to-date media-access
methods are of little value if they provide no interesting content. Thus the true goal
in new media for public broadcasters is great content made broadly and easily
available Seek new talent, topics and presentation methods, while maintaining
traditional programming. Extend and expand the core.

Reality Check

Public radio is now about 10 years along in the networked space. How are we doing? Evaluation of

activity on the network is still a work in progress and much debate surrounds appropriate metrics, the
AOGNBYy3IGKE YR Fflga 2F RAFTFSNBYG YSI &dz2NB Y-y
aLJLJt &Srapérability (or lack thereof) of online indicators to broadcast measures.

One way to assess LJdz0 f A Ocuriddt prifo2n@rite is to look at the most broadcast-like web
application, streaming, using a familiar broadcast metric ¢ the average-quarter-hour audience (AQH)

Sfreaming AQH  selected SRG members In this chart we see the average

KQED audience online for a number of
K\ZCE% SRG members who were willing to

e share their numbers. We can see a
e couple of stations ¢ major players
wemn in our field like KQED and

en Minnesota Public Radio ¢ to which
e a significant number of people are
woow listening online. But we also see
%EE that there is a pattern of very quick
weeL fall off in the use of the web as an
ot online audio delivery system. For

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 mOSt Stations’ the average Online

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

audience is very small.
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Streaming AQH and Total AQH
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W Streaming AQH
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Source: Corporation for Public Broadcasting, Arbitron through Audience Research Analysis

We see this more clearly when we
look at listening online in the
context of total listening, both on
the air and online. The online
numbers are small fractions of the
total for even the most successful
public radio streamers.

When we shared this data with
people knowledgeable about and
working in the online space, they
were quick to point out that the
web is not just about replicating
the broadcast listening experience.
Streaming is currently the most-

used content feature on public radio station websites. But it is just one of many possible public media
applications online and there are many other ways in which people can use and benefit from what we

do online, much of which may be based on text and images.

Monthly Web Visitors and Weekly Cume

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

|

Rl

o

200,000

400,000

Selected SRG members

B Monthly Web Visitors
Weekly Radio Cume

600,000 800,000 1,000,000

Source: Google Analytics through Integrated Media Association Public Media Metrics, Arbitron through Radio Research Consortium

1,200,000

This chart looks at the monthly
unique visitors to a number of
atlraAaz2yaqQ o Sweekl
broadcast cume C each is an
indicator of the reach of the
platform. We see that some
stations are making significant
progress in reaching people on the
web relative to those they reach by
broadcast. We should note that a
number of the stations with the
largest numbers of visitors are joint
radio/television operations (KQED,
WGBH, OPB, KPBS) that are using

both of their broadcast platforms to drive traffic to their sites, and that we are comparing the web
traffic to their radio audience only. We should also note that these data are from 2008 and some of
these stations have seen significant increases in web traffic over the past year.

There are some important caveats in looking at this kind of data:
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9 Some studies suggest that most people who visit station websites are also station broadcast
listeners. Some stations report a substantial number of visitors from outside their coverage
areas. We do not have standardized data on this point across all stations and it is best to think of
monthly web visitors and people in the weekly radio cume as overlapping but different
populations.

9 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 O2yiN}ads LIS2LXS Ay | Ge8LAOFE LlzofAO NI RA?2
times per week on average.

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

Onthenationalf S@St bl GA2ylFf tdzofAO wlkRA2QAa YLINP2NA Aad (K
over 8 million unique visitors per month. During the 2008 election, that number spiked to over 10
million.

None of these data really speak to the interactive, social networking capacities of the web with which

both networks and stations are experimenting. b t wsflllanhew social networking, the growing number of

station Facebook pages,t w- Q&4 KA IKE & Ay G SNI Olahd@ter dpgizations 1 wl RA 2 ¢
produce interesting glimpses of changing dynamics with listeners. But we are a ways from

understanding enduring consequences for overall audience use and value.

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

Online Strategies for Stations

We recommend organized and 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 public radio stations began their online work with a website aimed at organizational presence,

promotion, and contributions. That never goesaway.L Y (2 Rl @ Qa4 Sy Ohep@&thy Sy i1z SOS|
nonprofit organization needs a companion website. It is basic customer service and outreach.
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A second step shifts the focus to content and almost always begins with migration of the broadcast
service onto the web ¢ click here, listen now. Streaming is the most common content application that
stations provide and the most popular content application for public radio website visitors. As stations
develop more robust service in this phase they add more content choices, such as additional streams,
playlists, archives, and podcasts.

At some point the content evolution becomes a paradigm shift, with the one-to-many model of
broadcasting opening into a many-to-many dynamic with new models of user control, engagement, and
participation. In all the public radio examples to date, broadcasting functionality and support remains
central; there is, however, a growing presence of content specifically created for the web, curated
content from other sources, interactive features, and utilities that enable users to shape their
experience and manage the content they seek. This third phase sets the stage for what some envision as
a fully realized, multi-platform public service media company of the future.

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

middle. As we develop support, training, and shared plans for online development, it is important to be

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

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 service. In a comment for
GROW THE AUDIENCE, he writes:

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

@This can no longer be viewed as a developmental issue, where large stations, funded by CPB, will
lead the way and smaller stations can adopt the best practices discovered by their larger-station
colleagues. Even the largest stations with staffs of six to sixteen people working the web are
having trouble developing a Web presence.(Dne person shops will never follow that model.£

This past year PRX surveyed stations that many in the field would consider leaders in public radio web
development. A cluster of issues around strategic clarity surfaced with full ford&RX observed:
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T ¢KS aySio2N1¢é¢ Aa aldAatt Sg2ft DrayedAnd ietDdadhBsi 2 NBE>Z ONB
Stations need to be mindful of multiple risks, including chasing trends and picking up tools
simply because they are there, taking an online direction misaligned with overall strategy for
GAyadAdlddzi A 2¢yebcfing, drifcingyaid Fidsigaling tAe resources.

1 Limited resources to invest and as-yet unclear ROl means there are potentially significant
opportunity costs of mis-investing in the web. Limitations of scale and talent at the station level
lead to risks of overreaching and poor execution for all to see.

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

PRX asked these leading stationsad 2 K G | NB @2dzNJ INBIFGSad ySSSRa F2NJ
GKS ySEG G2 @SHFHNBER Ay RS@OSt 2 LINeFop angwRr, byhy I IAy I @&z
substantial margin, was strategy developmer@onsultant Quentin Hope developed an example of

i oA A

astartingplaceAy | aUGNF GS3AAO0 LI IYyyAy3d GSYLXIGSd® | 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

Local from a global perspective

c
C Local from the local perspective
{ C

C Global for the locals

Public orientation C Deepdivel own certain subjects; be the figo ¢t
Media
Strategic C Broadcast leadsiall web content linked to and supplements broadcast programs]
Options | _Platform Fully cross-leveraged[complementary but distinct content; heavy cross-promotion]
positioning Web leads|unique, deep web content; resources shift to web; broadcast sends to web]
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
& engagement

Building civic community

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

——

Sources/mix
— Economic *|:

model Independent streams

Interrelation-
—[ Integrated approach/appeals

ship of sources

c
c
c
¢
c
c
C Building station community & loyalty
c
c
c
c
c
c
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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 strategy an individual station adopts, public radio collectively needs fluency and agility in the

online, networked environment.2 KAt S a2YS 2F GKAa gAff KILLSY yI {dzN
enter the public radio workforce in growing numbers, there is a clear need for significant organizational

and professional development.

Get the basic elementsight. Stations at all stages of development need to get their online basics in

order: easy navigation throughout the site, streaming, search, program schedule, music playlists, and

news archived F & | LILINE LINA | G S, cdmzhunifyvBnts Zcdhtactiidfa2myat@da, and 2 NI I
accountability and transparency material such as a board member listing, financial reports, and
announcements of public meetings.

[ SINY FyR dzaS ay S statishSwistredgthdn thkidfaukli€nte Seivide fisdh@y learn
and deploy such applications as customizable alerts, membership models, social networks and opt-in
pushed content.

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

Findability. Most of us in public radio are amateurs at search and search optimization. Yet search is an

increasingly important pathway for getting public radio content in front of users who may have an

interest in it. As online content choices continue to explode, findability is a key competitive factor and

GKSNBE INBP Ylye 20KSNE ¢2NJAy3a 6AGKAY 2N If2y3JaAaARSs
better job.

Diverse vigvs and voicesThe networked space provides potentially huge opportunities for

constituencies that are notnow well-d SNIISR o0& LJzof A O NI RAPddk&ssichad y 0 NP |
competition for airtime in a single-channel schedule and geographically-dispersed communities fall

away. But the opportunities will only be realized if these constituencies, whether defined by interests

and tastes in information and culture or demographics such as age, race, or ethnicity, have the capacity

to create an effective online public service presence. It will take a conscious, pro-active effort to assure

such groups are included in shared capacity building.
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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 broadcasting. This is a natural evolution for the field, leveraging existing content assets and

considerable investments already made in them into new delivery channels. It speaks to oft-cited user

RSYlIyRa F2NJ 02y GSyd aoKSy L 4lyld A4 6KSNB L gty

Many of those with whom we consulteR  dzNH S LJdzo6f AO NI RA2 G2 O02YLX SYSyi
approach with investmentsinO2 Yy G Sy i G KI G Aa ayl inth@hSewedrmoiinK S y S g 2
Such content could include text, images,andd 6 S0 2y f &é | dzRA2 TSI idNBa GKI G
broadcast material.

A second recommendation in this area is to rethink how we organize our content for networked use
Currently, much of the content public radio presents online is organized in ways that reflect its
broadcast origins, by network, source, and show. Instead, it is suggested, public radio should organize
content around topical themes, such as government, science, culture, health, and so on, integrating
material from multiple sources and presenting it in a way that better aligns how users will be seeking it.
These steps introduce potentially difficult issues around branding, identity, and relationships with
content suppliers that will require careful deliberation.

A third theme might be summarized as distribute everywhereb t wQa  Satsagaf defdrs td
GRAAGNARAOdzI SR RAAGNAROdziA2YXé a4 SLAG2YAT SR 6@ btwQ
‘to present content from npr.org on their own website.t w- Q& w S| K [Grow UeMIDKNESX A Y |
Saale da5Aaa0NAEdzl MANA Slad LddadeIRvieRtidroR isPlacéloRorigin and

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

stations and networks.

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

VI Gdz2NF £ SEGSyaArzy 2F NI RA2Q&a ( Nde RBliéRadd Pldydr,a & G NBy 3 i K
collaborative effort that developed and supports - 'y F LILX A OF GA2Yy 2y | LJILJ SQa At K
streams is one such example.

While all these possibilities are potentially important, many of them feel out of reach for a large number
of stations and producers. To address that issue, national and station leaders have explored several
possibilities for a shared public radio digital distribution infrastructureAmong the services proposed
for such an initiative:
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| Systemsand tools for providingon-RS Yl yR | O0Saa G2 &aA3IwiEIZNRIZD fA00!
media programming via station websites.

9 Back-end support for stations integrating local and national underwriting and sponsor spots in
audio, video, and on web pages.

9 A packaging and curating service for surfacing, promoting and presenting relevant, timely, and
diverse digital content.

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

9 A business development and licensing role on behalf of a broad range of content providers
seeking presence on third-party sites and services (such as iTunes and mobile platforms).

To exploit the unfolding optionsof § 8 S0 Yy I G A @S¢ O Dyblic3adia neeédy &RrighsS t A JS NE =
framework that supports public service goals and purposésKk SNBE ' N3 NAIKia KStR o8&
providers, such as the composers and performers of recorded music and the music labels, some of

which have their own online aspirations. There are also rights issues within the field, such as the terms

under which stations can present programming they have licensed for broadcast over other distribution

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

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

have comparable rights, flexibility, and economic sustainability.

The Natural Networks of Our Audiences

We recommend investments in pilots and demonstrations 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 engagement. But neither
quite gets it rightinterms2 ¥ LJdz0 f A O NI RA 2 Q&  dilf dh2hé rathryl @twarkdEI2 NI dzy A G
our audiences ¢ the connections and affiliations that already form a web among those we serve.

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

Media at American University talks about public media @ O Ndg LJdzo f A O& ¢ LOskBramikR A a & dzS a
about leveraging the communities and the resources that are all around us through social networking

tools. These are all dynamic and evolving processes, bringing the audience ¢ the public ¢ into the
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creation of content and services, taking the creation process out into the community to engage with the
audience in different ways, and connecting members of the audience to one another.

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

These emerging services and partnerships significantly engage multiple voices, include contributions and
ideas from outside sources, and may bring a different set of editorial expectations than for programs
which stations broadcast on their principal channels. Yet part of the power of these services and
partnerships is that they carry forward public radioQ & 6 NJ infdRréatut. Sfafons 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 passingyel NJ 4§ KS AYLI OlG 2F GKS ySGs2N]J SR SYy@ANRYyYSy
increase. Public radio has the opportunity and responsibility to begin reimagining the role of stations

and national producers, not with the certainty of prediction, but as a mapping of strategic intent and

possibility.

Task Force member LauraWal] SNE t NBa A RSy (i sBtBut dnésdch imagimidg Q fllows:b , / =

OAs stations, we need to have the courage to define ourselves not primarily as distributors of
content and start more proactively conceiving of ourselves as creators of multiplatform content
and conveners of a new kind of conversation in our communities. As national producers, we need
to create radically new partnerships with stations, other nonprofits, newspapers, and internet
sites, and do a much better job reflecting the American experience and driving a more full
American conversation. Collectively, we need to be in the places that the audience is.

it is inevitable that the distribution part of our work will become less important every yeart our
radio antennas, satellite, distribution of programs to stations. While distribution will not
disappear overnight, it will become increasingly less vital. It is of course impossible for any report
to predict exactly how and when this will happen. However, | am certain that the audience on
radio vs. web will look drastically different in five years than it does today. . . it is critical to our
work to acknowledge that the digital audience is the audience of the future.

00nce we acknowledge this, we stations realize that we need to radically redefine ourselves.
Many stations define their most important public service as offering listeners access to the great
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journalism and programs by NPR, APM and PRIT but that content will be available directly on the
web, and more and more people will turn to it there.

0So stations need to transform from within if we don't want to end up like newspapers. | believe

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

content creators ¢ conveners and journalists that not only chronicle our communities, but invite

others to do the same. By putting content first, this will free us up to concentrate on the

substance. But to do this, we will need to readjust our budgets, reallocate resources, and get

better at raising money. We will need to create digital-only content and distribute and market on

the web where the audienceis.[ SG Qa 2NHIFYyAT ST | 3aINBIIFG§ST OdzNIF GS |
conversation. @

WalkerQ gerspective is at once inspiring and challenging. It builds from the scale and location of
WNYC as well as her own vision. More of us need to push our own long term views forward in a
similar way, reflecting our own circumstances of mission, resources, and community.

Weekly Online Radio Audience
A Up by Nearly One-Third in Last Year
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From The Infinite Dial 20Q%rbitron, Inc. and Edison Media Research.
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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 goals for audience growth or implement our
plans for diversity, journalism, music, and the networked space with current skills, organizational
capacity, and knowledge. Public radio must build itself as a field to make real the service to which we
aspire.

Thinki ng Audience

Public radio must continually renew and reinforce its commitment to the effectiveness 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-. &SR t N22SOda FT2N) btwQa [20Ff bSga AyAdGA
M RA2Q& &KINBR SELISNASYOS yR 68ai GKAYylAy3a (G2 62N
for the Local News Initiative, she wrote:

Af a single mantra emerged from the discussion it was this: Use 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 all kinds of communities. This is the territory of effectiveness, best

practices, and performance benchmarks, at the heart of which is giving close attention to listener loyalty

FYR GKS LISNRERZ2YIFf AYLRNIFYOS 2F LldadingdnOperbtihgRA 2 Q& & S N.
effectiveness over many years ¢ with use, reach, and value to listeners as central themes ¢ public radio

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

Programming and marketing consultants Deborah Blakeley and Israel Smith outlined key steps and best
LINF OGAO0S&a F2NJ I dzZRASYOS 3INRSGK AY GhowkahAyblencey 3 | dzRA Sy
They assert that most public radio stations can realize significant audience gains by consistently focusing
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on the audience experience 4G G KA Y 1 Ay 3 | dzZRASYy OS¢ Icand@tdingtovdrkf | NBI a
existing knowledge and research. Blakeley and Smith wrote:

GThe most successful businesses and non-profits ¢ large and small ¢ grow and keep their audiences
because they pay attention to how people experience their organizations. They are able to articulate
how and why they are an essential service to the community, from the audience point of view. And
they know the audience experience is the driving force of their success or failure.&

Most of this work has to be implemented by individual organizations ¢ at both stations and networks ¢

and is a matter of leadership and focus by senior and mid-level management teams. But nobody needs

to work alone. Many of publicradA 2 Q&4 I R@IF y0Sa Ay O02ftf SOGAGBS (1y26f SR:
come about through group learning experiences. GROW THE AUDIENCE interviews and conversations with

successful public radio executives and programmers repeatedly surfaced examples of professional

turning points that occurred in seminars and training sessions developed by the Radio Research

Consortium, Audience Research Analysis, PRPD, and others. Many of these opportunities were at least

partially underwritten by CPB.

We recommend iniia®@Sa o6& LJdzof AO NIRA2Qa LINAYOALI f LINRPTFSEaA
national organizationgo advance skills of the public radio workforce directly connected with
audience growth.

Examples of such initiatives include:

1 Professional organization conferences and meetings with audience growth as a major theme
and sessions focused on areas central to the GROW THE AUDIENCE plan, including local

journalism, innovation in music formats, strategies and skills for online services, and
integrationofmar] SGAY 3 LINAYOALX S&a AydG2 LJzfAO NIRA2QA ¢

Ongoing peer review of broadcast programming and Internet services, both within and across
AdFdA2yas ONAY3IAYI aFNDoaldwdskl NBE YR aFNBaK SeéSs

9 Projects that create opportunities for shared learning experiences focused on planning and
SESQOdziAz2zy 6AGKAY &aLISOATAO MérangXditidniGrad $cRoo R & LI NJi a
YR t wt 5 QlassicalAVRgtcIR&search

We recommend continuing investments in program research and audience use mebatduild our
current knowledge base, explore areas we have targeted for innovation, and foster integrated, €ross
platform measurementsthat track behaviorin a changing media environment
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C2NJ RSOIFIRS&sx Lzt AO NI RA 2 QahanIdBstandiKg ofhbwdpeoplei&y FdzSf S
and find value in our services. We will not recount the numerous research questions and topics

highlighted throughout this report, but will observe that many of the topics are beyond the scope and

capacity of individual stations and producing organizations and will require either collaborative

investments or support from CPB or foundation funders. As we move forward, public media also needs

reliable measurement tools that not only track use of broadcast services, but that follow our audiences

a4 GKSe& dzaS 2dzNJ 02y (iSyid FyR aSNWAOSa 2y RAFFSNBy
examination of the strengths and vulnerabilities of the respective efforts.

Organizational Capacity

We recommend multiple initiativesi 2 & G NBy 3G KSy LJdzo fak éfectie add 2 Qa4 2 NAI y .
responsive institutions that collectively contribute to a public media service of the highest quality and

impact

Public radio must examine its basic building blocks, a system of several hundred organizations that has
grown organically for 40 years, shaped by a combination of national policy, local politics, nonprofit
entrepreneurship, and historical accidents.

Leadershipand goverrance. Public radio stations operate in many different organizational settings ¢ a
myriad of arrangements within public and private institutions of higher education, independent
nonprofit corporations that include the very smallest and the very largest public radio operations, state
agencies, tribal governments, school boards, and a miscellany of other entities. Some 72 public radio
stations operate in conjunction with a public television station. Over 50 public radio organizations offer
at least two distinct main channel program services.

When it comes to audience service it is possible to find examples of both excellence and mediocrity

FONRPaa Iff 2F (0KS&AS aAGNHzZOGdzZNBad 'a 2yS O2YYSyd SN
0SGsSSy tA0SyasSS (el IyR | dzZRASy OS haawork&®é . dzi | &
ASOSNIf 2NBFIYATFGA2y It aSGGAy3az &aFrARI a2S | NB dzy
with respect to finding the considerable resources we need to get there, without doing something about

the governance at manyofourstr GA 2y a®é¢ . 20K FNB O2NNBOG®

We believe public radio stations, regardless of their structure, benefit from governance that includes

true leaders of the communities the organization serves, individuals experienced in nonprofit

leadership, deeply committedtoLJdz0 £ A O NJ RA2Qa &dz00Saax FyR ¢gKz2x O2f¢
confidence, and credibility that public radio seeks as significant community institutions. How to achieve

this goal depends upon the organizational framework.
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9 For many independent community licensees, it is essential to raise the bar in board
development, to get outside the inner circle of the station and find leadership in the larger
community, and to set higher expectations for board performance in strategic planning,
fundraising, and accountability.

1 For some institutional licensees, the path may be to find closer links to the prestigious
individuals who head their institutions as trustees or executives but who often give little
attention to their station. For others, creating capable, committed, and engaged community
councils or advisory boards has brought fresh perspectives to the station and opened doors
elsewhere in the community.

With an understanding that governance is always a sensitive issue, we recommend further scrutiny of

the ways in which civic leadership can contribute to the wider use, deeper value, and greater success of

LJdzof AO NI RA2Q& LINRPIANI YYAY3I |y R withs NFEknOEd@&sdef 9aLISOA I §
structures and different kinds of communities ¢ should be viewed as role models.

Best practicesThere are many other important areas of organizational development that need
attention in public radio and that will contribute to audience growth.

9 A strategic sensibility that guides organizations toward audience-centered public service
goals, sustainable competitive positions in the broader media landscape, and an
understanding of the importance of making choices among competing possibilities

1 Inclusiveness and diversity throughout organizations, from governance and staff to the
underlying assumptions that guide fundraising, marketing, and programming.

9 Engagement with the community that extends the impact of programs and services, informs
GKS 2NBFYATIGA2yQa LI YYyAy3aI hofdandatiohdards 02y y SO
personal resources.

T ' ROl yOSR TFTdzy RN} A&dAy3 (KI{id SEGSyYyRa Lzt AO NI RAZ2
and development of philanthropic support and that explores new approaches aligned with
new public radio services in the network environment.

9 Inter-organizational relationships that support better communication, more efficient
execution of activities designed to benefit more than one entity, collaborations that yield
more than the sum of the parts, and more streamlined decision-making on important system
issues.
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Many of these dimensions of organizational strength are not unique to public media, which can
benefit from experiences and support organizations elsewhere in the nonprofit sector.

Organization of the field as a whol@lany observers ¢ both inside and outside public media ¢ see too
many public radio entities, too small a scale in many operations to achieve serious impact, and too little
aggregation of resources. In this view, public radio must reconsider its arrangements in the interest of
greater impact, whether through informal alliances and collaborations or more far-reaching structural
reform. Either solution is difficult to achieve.

Public radio has largely rebuffed simplistic solutions to this issue, such as arbitrary limits on the number

of CPB-supported stations in a market or freezes on new entrants to the public radio system. Eligibility

criteria and performance standards that must be met to receive CPB funding have been key tools in this

regard and are largely under-appreciated by those without close knowledge of funding policies that

KFEogS odzAfd + aeadsSy 2F adraAzya GKFEG RSt AGSNI Ydz
audience and diversity.

The greatest challenge ahead is not the reduction of the number of organizations receiving support for
radio services, but how to enlarge the circle of organizations that play a role in delivering public media
services. Efforts that extend the benefits of CPB support to a larger circle of organizations (beyond those
that receive Community Services Grants), such as the CPB/SoundExchange contract, contribute to
widening the circle, but ultimately it will require a substantial increase in federal funding to fuel a more
expansive and inclusive public media system of the future.

Marketing z The Missing Piece

Twenty years ago the watershed Audience 88tudy demonstrated that listeners who choose public

radio are significantly different from those who do not. Listeners who make a public radio station their

favorite are different from those who just sample its programming. These differences extend to the

1AYyRa 2F fA&aGSYSNR ¢6K2 FNB FGdGNIr OGSR G2 SIFOK 27F LJ
these differences are reflected in the extent to which listeners consider public radio important and

worthy of their financial support.

a2NB NBOSyidfex I aSNASa 2F aO2NB O fdzSa¢ aitdzRASa
values, uses, and gratifications that listeners associate with publicNJ} RA 2 Q& YIF 22 NJ F2NXI (& |

ways and but differ significantly in others.
As public radio moves forward to new strategies, new platforms, and new audiences it must explore

these same questions from a different perspective ¢ not with the hindsight of assessing an established
service, but with a prospective view to targets of opportunity.
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Public radio must build its public service marketing skills almost from scratch. It is fundamental work
for a more ambitious future.

Throughout GROw THE AUDIENCE consultations, marketing repeatedly surfaced as a collective blind spot. A
growing number of leading public radio organizations (and many elsewhere in the nonprofit sector)
believe that their long-term institutional success, including the ability to attract a more diverse
audience, KAy IS dzL2 Y I wharketiNg®ipeftikelartd GapadtigsOMost everyone in the field,
especially our most advanced stations, agrees that marketing is a critical institutional skill-set.

Following a broad survey of stations, DEI concluded that few organizations define marketing the same
way, that organizations use vastly different assumptions when developing job and department
responsibilities, that public radio marketing is overwhelmingly tactical rather than strategic, that staff
with marketing responsibilities often lack basic training, that marketing efforts are neither goal-driven
nor measured, and that marketing activities are seriously under-resourced.

DEI convened a working group of its board and executive staff to explore the contributions to audience
growth that could be made from within its professional disciplines and for which DEI might take
particular responsibility. The group concluded that:

OPublic radio at all levels must emphasize overall strategy, and implement marketing principles
and practices that stem from that strategic direction. The strategic direction, in turn, must be
inclusive of the needs, wants, and attitudes of those demographic groups that are essential to
growing the audience beyond current constituencies, such as African-Americans, Latinos and
82dzyISNI t AaliSYSNE PE
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And PRX exhorted GRow THE AUDIENCE to be mindful of the particulars of marketing in the networked

aLJ OSY & al Ndardhibdd godgleadv&ds. Orie imple recommendation is for stations

and other public radio site owners to get the Google Award grants that PRX and many others have ¢

- PmMunZnnn LISNI @SHFN @FftdzS AF dzaSR G2 AGa FdzZ £ Sai

We recommendONB | Ay 3 | 60SGUSNI FEAIYyYSyld 2F Lzt AO NI RA:
AYyiSNBadGa FyR I INBIFIGSNI I g NBySaa anflti-lddzo f A O NI RA 2
organizatinal, multi-€ SI NJ STF2 NI (2 0 dihdgerertiseodfadtidtieNttatR A 2 Qa Y I NJ
incorporate the following tactics:
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9 Support stations with strong tactical ideas and accessible, practical, scalable resources,
training and tools. Encourage best practices and share success. It is important to meet the
aldrdAz2y O2YYdzyAideée GaoKSNB (KSeé INBE gA0GK NBaLISO

9 DElis a natural leader in exploring partnerships with agencies, consultants, and organizations
(e.g, American Marketing Association) to expand the currency of marketing within public
radio at the industry level. PRPD is a natural partner in this leadership given the perception of
strong relationships among marketing, community engagement, and programming services.
Pdzof AO NI RA2Qa ylIGA2yIlf ySieg2N]Jlaszs sAGK adzmadl yi
own, may also play a role here.

9 DEI, PRPD, and the networks should create tools to help stations assess their needs and
effectively engage outside marketing expertise in their local efforts.

9 Marketing in public radio needs to be informed by marketing expertise and experience
beyond publicradio.LyY G KS YIFNJ] SGAY3I INBYyIlI I LldzoftA0O NI RA2Q3
of others in the profit and nonprofit sector are great resources.

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

9 A collaborative project among DEI and PRPD to develop their respective organizational
capacity to conduct training and/or support collaborative efforts at their member stations,
and to increase their own understanding of how marketing is most effectively integrated into
their station support activities.

9 Asustained program track in the Public Radio Development and Marketing Conference

devoted to the concepts, practices, and benchmarks of successful marketing with companion
conference sessions conducted at the PRPD annual conference.
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6. Market Strategies, Station Solutions

Launcha market-by-market audiencegrowth initiative for a new generation of service
¢ a broadbased, collective effort by stations, networks, and fundegsnaking
targeted investmentsand crafting stationspecific solutionsn communitieswhere the
current level of public radio performance indicates significant appunities for
audience growth.

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

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

So how is public radio doing?

The first observation is that there are dramatic differences in the overall performance of public radio at
the market level ¢ in both in the percent of the population that tunes to public radio in a given week
(cume rating) and the percent of all radio listening that goes to public stations (share).

Of the 50 largest radio markets ¢ where over 75 percent of all current public radio listening occurs ¢
some are served by 5 or 6 in-market public stations and some by just 1 or 2.

Seven of the top 50 markets do not have a full-time public radio news station, 16 have neither a public
nor a commercial classical station, 31 have no full-time public radio jazz, and 40 do not have a full-time
public AAA station. Several of these markets do have a station that combines two or more of these
formats or other kinds of music.

Even where there are multiple stations and program differentiation, we see significant differences in
LJdz0 f A Qaudiehcdshcé:( Some differences are due to market characteristics that consistently
influence public radio listening ¢ education levels, values, and lifestyles principal among them. In other
markets stations are simply underperforming relative to their peers.
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In the earliest years of developing the public radio system, CPB funded coverage expansion initiatives to

encourage organizations to develop service in markets without a public radio station. In a second wave
of expansion, CPB made special one-time grants of up to $1 million for capacity building at potential

G Ff I 3a KA WEbelidvél itisttiheXoyf @hother targeted investment in expansion, this time aiming
for a new level of accomplishment in audience service.

In this section we explore the key inter-related issues. We start with broadcast channels, move to
performance, think about options in the top markets, and finish with tactics and some thoughts about
HD.

Basic Building Blocks z Broadcast Channels
Broadcast channels are the building blocks2 ¥ LJdzo f A O  MabrdtRagnEsdusualySnNddsinars @
service and some communities are clearly better endowed than others.

This chart shows the share of radio listening that goes to CPB-supported public radio stations in the
top 25 markets. Each segment of a bar represents a different station.

Public Radio's Share of Listening: Top 25 Markets
Metro Survey Area, Spring 2008
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Source: Arbitron; Radio Research Consortium Station Resource Group

Philadelphia and Houston estimates based on PPM.
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The chart below presents the share of listening to public radio stations in markets 26 through 50.

Public Radio's Share of Listening: Markets 26-50
Metro Survey Area, Spring 2008
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Source: Arbitron; Radio Resarch Consortium Station Resource Group

Not all of the stations that generate listeningin amarketare K 2 YS¢ G2 GKI G YhisiNg S { 2
matter of listening spilling over from an adjacent major market, as in the case of Washington, DC, where

WBIJC in neighboring Baltimore picks up a 0.4% share. In other cases the listening is to stations

broadcasting from outside of or at the edge of the market, typically university campuses located at some

distance from city centers. The latter is especially the case in third and fourth-ranked stations in markets

26-50.

The number of channels public radio has to work with in any market is clearly an important part of the
story. But it is not the whole story.
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Performance: Different Formats and Different Markets

In devising market strategies and station solutions it is essential to take accoditte different
performance of differentpublic radioformats on almost every measure of listening atige interplay
of formats and market characteristics.

This chart, presented earlier in the
Different Station Formats: Different Shares , . <, . A =
Median Share of Listening, Top 50 Diary Markets, Metro Survey, Spring 2008 aa dza A O¢ asoi A2 y
a5 displays the clear differences in the
o 30 median share of listening to public
NI RA2Qa RAFFSNE
2.5
50 markets.
2.0
20 1.9
15 — The overall audience service of
1.0 . .. . .
10 | 0.9 public radio in different markets is
0.6 . .
o5 || B partly a reflection of the different
oo formats that the public stations in
News News+Music Classical AAA Jazz Other that market choose to present.
Source: Arbitron; Radio Research Consortium Station Resource Group

While there is a strong pattern here, it is important to report that there are also significant differences in
the performance of individual stations within each of these formats.

In discussing the different audience performance among stations within a given format ¢ those well

above the median and those wellbelow¢A i A da y 20 dzyO02YY2y (2 KSIFNJ GKS |
RA T T SR yHEIAGDENCE gave close attention to the notion of market differences and the answer is

that markets matter ¢ a lot!

Our first examination of market differences, presented in the GRow THE AUDIENCE Situation Analysis
report, revealed that education levels in a market are crucial for public radio. Looking at only the
percentage of adults 25+ with a college degree, it is possible to explain 40 percent of the differences
among different markets in the overall share of listening for public radio.

The chart on the next page shows the pattern.
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Public Radio Share of Listening

By Market Level Of Education
Commercial Classical Stations Included, Spring/Fall 2007

16
2=.3992 SEATTLE
14 o
PORTLAND
12 SAN
o < FRANCISCO
£ .« 9
S 10 —
3 - * WASHINGTON
2 —— -
= 3 . e
S o e
g 6 —TAMPA 3“, L3
n *_ - 'S
4 <,
. % CHICAGO ® ATLANTA
2
0 T T 1 Ll 1 1 1 T T
20% 22% 24% 26% 28% 30% 32% 34% 36% 38% 40%

College Graduates 25+

The percentage of people 25+ with a college degree comes from the 2000 US Census, using its definition

of metropolitanareascy 2 i SEl Ot & G(KS &l yY$S | &

I NDAGNZY Q3

public radio stations in the market plus commercial classical stations ¢ AQH persons 12+, Monday-
Sunday, 6am-12m, averaged Spring and Fall 2007. Arbitron estimates and data are copyrighted by and

proprietary to Arbitron, Inc.

We included commercial classical stations because public and commercial classical music stations

occupy essentially the same market niche ¢ listeners think of them in very similar terms and commercial

classical stations serve highly educated listeners that match the public radio profile.

In fact, two of the

commercial classical stations reflected above are now public classical stations ¢ WQXR in New York and

WCRB in Boston.

The red line is the predicted share of public radio listening in the market and many of the stations fall

close to the predicted line. For example, Tampa had a low level of education and a low share for public

radio. San Francisco and Washington also fell right on the line ¢ each had a high education level and a

strong public radio share. But there were also markets that were significantly over-performing the

model, such as Portland and Seattle, and markets that were significantly below the
such as Chicago and Atlanta.

predicted share,
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GROW THE AUDIENCE took this analysis a step further to examine the impact of market characteristics on
individual formats.

The analysis for public radio news stations found that three market factors, together, explained much of
the difference in the audience success of the stations within their respective markets. The three factors
were education, the presence of another stations in the market also offering NPR news magazines, and
a values-and-lifestyles factor based on the percentage of people in the market who fit in different
OFiS32NrRSa 2F {wLQa ! [{ aeaiSvyo

Predicted v. Actual Performance forl3Public Radio News Statis
Stations on the right side of the chart have a higher predicted performance based on the character of
their market; stations on the left have lower predicted performance. Stations on the diagonal line
exactly fit the model. Those above the line perform better than predicted; those below the line perform
worse. The model explains 75 percent of the variance among these stations.

SpiFa 06 - SpiFa 07

~ Pesformancs
504 () Cwver Model

Uncee Madel

Cume Rating Metro RRC

T T T
&0 8o 100

Predicted Value Of Cume Rating

While most stations closely fit the model, some stations (in blue) do considerably better. Other stations
(in green) fall below what is predicted based on market characteristics. There may be other market
factors at work that are not reflected in this model. But at some point the differences are most likely
attributable to the fact that some stations are doing a better job at executing the format than others.

This analysis is presented in full in the GRow THE AUDIENCE report The Rerformance of NPR News Stations.
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GROW THE AUDIENCE also examined the impact of market characteristics on classical stations. In this case,
only one factor, market education, explained 75 percent of the variance among stations. And after
accounting for education, no other factor had a significant explanatory power.

Predicted v. Actual Performance for 30 Large Market Classical Stations
Stations on the right side of the chart have a higher predicted performance based on the character of
their market; stations on the left have lower predicted performance. Stations on the diagonal line

exactly fit the model. Those above the line perform better than predicted; those below the line perform
worse.
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The predictive model for classical music dramatically underscores the importance of crafting market
specific plans for audience servici. the chart above, both WETA in Washington (upper right) and
WUOL in Louisville (lower left) are right on the diagonal line ¢ their actual performance is exactly as
predicted. Yet the predicted cume rating for WETA, at 9.0, is more than twice that for WUOL, at 3.5 ¢
Washington is a much more favorable market in which to present classical music than Louisville.

The classical chart also illustrates that market factors are not the whole story and that we should not be

satisfied with either the current level of performance or simple averages among stati@ased on the

character of their markets, the model predicts that that both WRCJ in Detroit (below the line in green)

and WGUC in Cincinnati (above the line in blue) should have about the same cume rating of 4.3. But

2w/ WQa | Oldzlf OdzyS NIGAy3I A& 2dzad | tAGGES 20SNJI
be seen between WDAYV in Charlotte (below the line) and WXXI-FM in Rochester (above the line).
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Another critical dimension in crafting market and station solutions for audience growth is sorting out
how to pay the bills.Just as formats differ in their audience service, they also differ in the dynamics of
financing them.

Across the public radio system,ad 2 dzii K| f T 2fdndrdlsidglcdstdage Yodef2d by tReyhet

proceeds from listener and business contributions, underwriting sponsors, and competitive grants. The

other half comes from universities, colleges, and state and local government ¢ as both direct funding
andindirect support¢l YR FNRBY /t. Q& adFdA2y 3INFyd LNRBINI YO

Net Fundraising, Underwriting & Grants But there are important differences
As a Percent of Total Non-Fundraising Costs among formats. This chart from an

oo earlier SRG study, The Riblic Radio

0% Al CPB Stations Format Studyshows that news
60% el stations were able to cover 70

AAA (4) . ..
percent of their non-fundraising

50%
/—H/—\ Classical (18) costs through net proceeds from

40%

- their community-based
30% Jazz (18) .
development efforts. AAA stations
20% ==
’ News (27) covered 60 percent. In contrast,
10% classical and jazz stations, as a
0% group, depended on various
99 00 01 02 03 04 i i .
institutional and governmental
Source: CPR Annual Financial Reports Sation Resource Group

funders for over half their non-
fundraising operating costs.

Both the audience performance and financial performance mapped above are relatively stable over time

and are useful for planning. But they are also a reflection of current services as currently delivered. If

public radio aggressively pursues different kinds of listeners with different kinds of programming, as
recommended elsewhere in this report, it will be important to anticipate different results on these key

metrics. ¢ K N2 dza K LJdzo £ A O NJIJ R AsRe@ra outfofitddBollars RiGp&tingtEeZerviced Y I y
came from tax-based sources at the local, state, and federal level. It was only as services matured and

focused, found their voice and developed their audience appeal, that stations were able to turn to their

broader communities for significant levels of contributions and sponsorships. We should anticipate

similar arcs of development for new services and plan accordingly.

We recommendadditional marketby-market analysisthat extendsGRow THRUDIENCE a ark¥t and

format specific work,incorporating additional variables, particularly values and lifestyle indicators

adzOK a {wLQa x![{ aeadsSyx (2 &aKINLISy GKS dzyRSNEI
important opportunities for audience growth.
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Options in the Top Markets
Improve existing stations and develop new services in the top 50 markets designéactease the
availability of multiple, focused, and differentiated higherforming public radio services.

¢CKS ylLraA2yQa pn | iNBErS@rds patderRdf Al cudfdntdbls fhadio listeng.2 dz
Looking forward, these markets also present the greatest opportunities for growth in the total number

of people using public radio, for significantly increasing listening by people of color, and for developing
new, self-sustaining services.

Markets 1-25. We recommendour key approachesn the top 25 markets that wilincreasepublic
NJ R augliénge service

Strengthen service at underperforming stationsSimply bringing news and classical stations that

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

g2dzf R KIS | YSIFadzaNIofS AYLI OG 2y Lzt A0 NIRAZ2QA
YSSRSR adGSLlA | NB 2dzif A ycor&RCoM WS ({1 KyS50 LSS0 SIRYAR/ IS 1A NGTONI S
of the report.

GAligné service atexisting gations. ¢  NASG YIFN] Sda Ay 6KAOK Lzt AO NI
available in a consistent and focused manner. A positive example is the DC market where WAMU

and WETA, after years of both providing a news- and-music service, moved to respectively

offering all-news and all-classical formats ¢ leading to growth in listening to both stations.

Develop new services on existing public raditations. Examples include Los Angeles, where an
initiative is underway to develop a new service targeting a younger, predominately Latino
audience and Milwaukee, where jazz was replaced with a format aimed at younger listeners.
These new services are unproven, but format innovation is a critical step toward new listeners for
public radio.

Create opportunities for new services by gaining controlaafditional stations through
acquisitions or operating agreementnd by upgradinglimited coveragesignals In Miami
American Public Media purchased a religious station and brought the classical format to town. In
the Seattle-Tacoma market Puget Sound Public Radio took over operations at KXOT after it was
purchased and upgraded by Public Radio Capital.
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Markets 2650. We recommend approaadsin markets 2650that, in addition to the abovegcenter on
differentiating servicesof existing stations and adding stations with full market coverage through
upgrades or acquisitions.

The approaches we recommend for markets 1-25 all apply in the next tier of markets as well, In
addition, a number of these markets have only 1 or 2 stations that provide full market coverage. Efforts
to remedy this situation ¢ through power increases, station relocations, or acquisitions ¢ would have a
major impact in several markets.

Acquisition s, Operating Agreements , and Mergers

Acquisitions, operating agreements, mergers and creatsignal coveragaolutionshave played an
important role in public radio expansiorBy reinforcingthese strategiesalongwith targeting new
audiences, deelopingnew formats based on marketiriven approaches, andreatingstrong and
complementary online servicegublic radio can extend this path to more service

Acquisitions

Acquisition of noncommercial stations from established licensees ¢ through outright purchase ¢ once

seemed a remote option for increasing (or preserving) audience service, especially in larger markets.

h@SNJ GKS LI ad mn @8SINRI K26SOSNE adzZOK GNIyal OlAazy
audience growth.

EarlyinpublicNI RA2Qa RSGSt2LIYSydz | KIFIYyR¥dzZ 2F 2NBFYyAT |
dzZFFI £ 2Q& 2b95 LA2YSSNBR I RRAY 3 &ésHnithk I3te1890s) Y R RS

LJdzof AO NI RA2Q& FGUGSYGA2y F2 0 dzhé&SoRspétifestleoflaNdl-y al Ol A

power public station in Washington, DC to a religious broadcaster. These and other transactions, both

those realized and those missed, underscored the need for more organized and aggressive management

of an emerging noncommercial station marketplace to both protect and increase LJdz6 f A O NJ RA 2 Q& |

and delivery capacity. The Station Resource Group, with support from CPB and others, developed and

launched Public Radio Capital to take on this role.

Since its founding in 2001,t dzo f AO wl RA2 / FLIAGFE o6tw/ 0 KIFIa SYSNHSR
resource for station transactions. Other parties have played a critical role in public radio acquisitions and

management agreements over the past decade, buti KS t w/ & & focBsdtBvindo? ok thiS NB&

activity because of the collection and aggregation of the associated audience data.

Over the past seven years, 31 PRC transactions involved signal expansion or services differentiation
projects that involved acquisition of a non-public radio station. Spring 2008 Arbitron data indicate these
service changesledtoanA Y ONB I & S A \iverhgdzdidieAcAQNJofR & 4B0Msteners. During
the same period seven additional public radio stations worked with PRC to take over operations of
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stations that might otherwise been sold to operators outside the public radio system. Spring 2008 data
AK26SR |y Ay ONSBI avdsageBlibhte by, 808 Sersohsicdmpaie@ ty gtid operation.

The combined gain of 28,800 average listeners from these 38 projects represents 15 percent of the total

ANRPGOGK AY Llzof A0 NI RA2Qa&a Iif @SddlinFuBiente gebwih StifikuGbleT NB Y  H N
to acquisitions and management agreements brokered by other organizations during the same period,

GKS NRtS 2F [OljdAaairdAazya YR YIyF3aSYSyd FaNBSYSyi
even more significant ¢ perhaps 20 percent or higher.

About the Financing

Station acquisitions are usually major transactions relative to the annual operating budgets of the
purchasing station organizations. They require long-term financing and the assumption of financial risk.
The scale, duration, and risk of these arrangements have often been both practical and conceptual
barriers to public radio moving forward.

Some organizations have been able to manage acquisition financing on their own, using such techniques
asA@ A Y U SNY I ffrom gaddd@ganizafich€such as universities, through commercial borrowing
with local banks, or through community fundraising. Other organizations have accessed the Public Radio
Fund (operated by PRC), which now has nearly $9 million in loan commitments from various foundations
and individuals.

A look at ten PRC public radio projects gives context to the debt service associated with acquisitions. By
the end of 2008, the cumulative debt serviced through these transactions is expected to reach $15
million. As an example of debt on an annual basis, six stations serviced $3.5 million in 2006 and $3.4
million in debt in 2007. In some cases the cash is generated from listener and underwriting revenues and
in some cases it is financed with major gifts and capital contributions.

' OljdzZA aAGA2Y GNI yal Ol A 2 pebt setvidelsan b INde EoBtinuingiobligalon Rdzy'{ RS
Ay ailliAz2yaqQ o0dzRISGa | YR Ol Fhantahcdvedints @it lendeiskab NJ & G NI
impose unaccustomed constraints on decision-making. Cash flow projections are tied to audience

service projections that may not be fully realized. And changes in the larger economy, such as the

current national recession, can upset the best-laid business plans.

But for those who can stomach the risk and mange the process, the rewards can be dramatic.
Operating Agreements
Operating agreements, in which one entity takes responsibility for managing a station licensed to

another, are playing an increasing role in the evolution of public radio services. These relationships are
attractive to the parties involved for several reasons:
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9 The organization holding the station license can divest itself of most operating responsibilities
and financial obligations while preserving the asset of the broadcast license and assuring
continued public service operations.

9 The organization agreeing to operate a station gains control of a broadcast facility without
incurring the capital costs of a full acquisition.

9 Operating agreements for stations held by larger institutions can provide an opportunity for
aGlidAz2ya G2 aFtSE (KSANI édapyndedtMéntityRrScifidg @vicIA y 3 |
leadership, and pursuing new sources of funds.

QX

9 Operating agreements can be an intermediate step leading toward an eventual acquisition,
providing an opportunity for the licensee and the operating entity to manage the transition in
control over time and for the operating entity to assemble the resources needed for an outright
purchase.

Looking forward, public radio now has a substantial track record of successful operating agreements in a

variety of markets and with a variety of particular arrangements. Examples include: Public Broadcasting

PadtFydl 2LISNI G§$S& GKS ;sodthedn galifdrnia publikKRRdRofoperatds Pabafieeaa 2 ! . 9

| 2YYdzy A G & /| 2PfaifiePdbls 6parateY dtafiohs Bwned by the University of North Dakota

and North Dakota State University;t dzZ3 S04 { 2dzy R t dzof A0 wl RA2 2LISNFGSa
KUOW; and WFCR, the University of Massachusetts station in Amherst, operates an AM station owned

by commercial broadcaster Clear Channel.

Mergersand Consolidations

Public radio has seen relatively few outright mergers ¢ two or more separate entities combining to form

onenewone./ f SASt I yYRQA LRSIF{{iONBIYXZ gKAOK (YAGGSR G23SiH
television station, is a rare example. But there have been several circumstances in which a new entity

has been created by several licensees to take responsibility for operation of their respective stations.

Examples include Coast Alaska, Louisville Public Media, and lowa Public Radio.

These kinds of consolidations are not without their bumps along the way. Different organizational

cultures need to be integrated, personnel and facilities need to be reconfigured, and the consolidating

parties often have some uncertainties as to whether their interests are being protected and their

objectives are being realized. We believe there will be more such arrangements in the future, but it is

difficult to predict where and when they willemerge.2 S Sy O2 dzNJ 3S LJzf A O NI} RA2 Q&
organizations and funders to take an opportunistic and supporting role in assisting organizations

pursuing this challenging path.

Current Prospects

The current economic environment creates risks, opportunities, and challenges in the noncommercial
station market. For many stations, all major sources of revenue are under stress; a few stations report
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dire circumstances that threaten continuity of operations at current levels. Most public radio stations

gAff 0SS FofS (2 aKdzy]1 SN R2 gy MattérdaNBactilrly § KA & LISNA 2 R
problematic for stations in difficult circumstances that are operated by entities with other activities and

priorities, such as universities, colleges, and school boards.

At least a few public radio stations are likely to be divested by institutions seeking financial relief from
the obligations of owning and operating a station or the cash infusion that would come with a station
sale. Less likely, but also possible, would be independent organizations ¢ community licensees C
decidind G2 & KN gIn ahyof thesk GrcurdstinieS, publie radio must be alert and agile to
preserve current coverage and services ¢ and perhaps improve them ¢ through acquisitions, operating
agreements, consolidations, or other solutions.

Noncommercial stations outside the public radio system are also feeling the pressures of the economy ¢
religious broadcasters, institutions and community groups operating non-CPB-supported stations, etc.
This may create opportunities for public radio organizations in more robust financial health to acquire or
operate stations on favorable terms. That will in turn lead to more public media service differentiation
that will contribute to listener growth and loyalty.

InvestmentRequirements

To make a significant difference to long-term audience growth, public radio will need to galvanize short-
term investments over the next three to five years for market solutions in a handful of top markets. To
take full advantage of market acquisition and management agreement opportunities, public radio needs
to be agile and quick. That will require access to financing in ways that will allow multiple deals across
the public radio sector to happen simultaneously. Grants, loans, or other forms of investments of
between $150-200 million would constitute a meaningful and sustainable investment towards audience
growth. This investment could be financed in part out of existing station operations that are organized
for maximum efficiency in maximizing service, managing costs, and generating revenue. The
investments would need to be supplemented by grants from foundations, individual major gifts, and
CPB support.

These figures may seem daunting at a time when stations and networks alike are cutting budgets, staff,

and programs. However, the long-term vision of such an investment is to expand audiences for existing

public media services and to drive the development of vital new network services that will affect the

lives of hundreds of thousands of people in the years to come. Public radio companies that operate

multiple channels with distinct formats also achieve greater recognition in the local marketplace ¢

GO2YYdzy A& AyaildAadilddziA2y &éndwilkhevé mok Sheinheld Sowhichzd G A LI S & S
derive larger audience and subsequent support from those listeners.
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HD Radio

Public radio has invested heavily in conversion to digital broadcasting. Of 908 public radio transmitters
tracked by CPB, 516 have been converted to digital transmission and 143 projects were underway. There
are 240 stations that have neither completed a digital conversion nor begun a project to do so.

One driver of that investment has been the desire to offer a high-quality digital signal that will compete

with digital offerings from satellite radio and online services. Within public radio, much of the interest

has been the prospect of offering second and third services on HD2 and HD3 channels. National Public

wkRA2Qa btw [F06&a KIFIa LXFT@SR I f S| RAaphdcaphdft S Ay RSO

Digital radio broadcasting technology is still being perfected as it is deployed in the field. While
conversions have proceeded smoothly in some areas, a number of stations report significant
degradation of coverage, compared to their analog service, at currently authorized digital power levels.

The FCC has been reviewing how to remedy these issues, weighing the possibility that solutions for
digital reception will cause interference for stations continuing to broadcast in analog. A decision that
will allow most stations to increase their digital power levels is expected at the end of 2009 or in early
2010.

Adoption of digital radio by consumers is lagging far behind projections touted only a few years ago.
Prices have dropped recently but the receiver manufacturing industry has continued to position most
digital receivers as a costly premium product. Current estimates are that receiver purchases to date total
around 1.5 million.

If digital radio achieves success in the consumer marketplace, the availability of multiple channels from
each station will change the radio landscape in dramatic ways, moving broadcast radio further in the
direction of segmented, specialized channels. It will allow public radio to offer whole channels of
services to which stations now devote only a portion of their time and to feature programming that
currently struggles to break through onto station schedules. But we are some distance from such
scenarios today.

For the near-term, HD2 and HD3 channels are not a viable choice for the presentation of multiple,

differentiated services aimed at reaching measurable audiences. Some stations are using the channels in

conjunction with online streams and for format experimentation. As receiver penetration increases,

stationsmayf 221 a2A QKA NAISNIBAOSE | yR Ayy20F A FAYFyOA
and HD3 service plans or may find that online digital options present more attractive and financially

sustainable opportunities.
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7. Follow-up and Accountability

Establish respnsibility and accountability nationally and locallyfor these
recommendationsthrough an annual review ofLJdzo £ A O NJ RA 2 Qa LIS NF 2 NI
service.The assessmenshouldinclude perspective of multiple constituencies,

organizations, and individulg and result in a progress report to the public radio

system

Plans and recommendations such as those presented here face inherent challenges. The arc across

which the plans play out is long. Success depends upon support and participation from many entities.

No one group or person is truly in charge. Task Force member Frank Cruz, a former chair of the CPB

Board of Directors, SEK2 NIISR /t . (2 &adzZLLR2 NI a{2YS2yS (2 Y2yAil

addressing the recommendations of the report so thatitdoed Y Qi 3ISd NBIFIR FyR (KSyYy Lk
AN GKSNJ Rdzad @& & & ¢KIdG ¢2dfd R 0S | (NI ISR ¢

We recommend a multi-year follow-up effort.

T tdzof AO NIRA2Qa Yyl GA2ylf LINRPRdzOSNEX ySGeg2Njaz |
report to their respective members and affiliates how they intend to integrate elements of Grow
the Audience recommendations into their priorities, programming, conferences, research
activities, and other initiatives.

9 Each public radio station should establish an audience service goal and a method for monitoring
its own progress on an annual basis. This information should be reported in brief fashion to CPB
as part of the Annual Activities Report.

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

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

9 Report results and updated goals and recommendations to the system on an annual basis.
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The Audience Goals

28§ OKIffSy3aS LzofAO NIRA2Z2 (2 LWzNEdZS ' YOA(GA2dza T2
audience.

USE Increase by half the average audience ¢ the number of people using public radio
at any given moment across the broadcast day. This means public radio will claim
some 7.5 percent of all measured listening to radio.

REACH Double the weekly cumulative audience ¢ the number of people who use public
radio each week on air, online, and through other networked services. This
means public radio will reach about one in five Americans age 12 and older.

DIVERSITY Triple the amount of listening by people of color to public radio, reflecting a
sense of public radio as a trusted and inclusive source across racial and ethnic
lines. This means a larger share of a larger audience for people of color.

¢CKSaS IINB dl aLANFGA2y e 3F2Ffaz LRAyGa 2F F20dza |
NJ R fol2 iRAmerican life. They are not a calculated forecast based on predicted outcomes of the

many measures we recommend.. dzii Y SA G KSNJ I NB § Kither,theyéefle@ddJS | YR | L
O2yaARSNIGA2Y 27F Lzt AO NI R®dinyopfortutities® NdhgmwittK = O dzNN.
patterns we see emerging as the radio industry changes its basic audience measurement tools.

Inthissectiong S gAff 221 ol O] Fd LdzotAO NIRA2Q& I dzRASYy O
changes in measurement tools, and review our thinking in framing the goals above.

How Are We Doing Now?

Over the past year more people tuned in a public radio station, more people visited a public media
website, and more people were accessing public radio content at any given moment ¢ on an array of
devices ¢ than ever before. Listening to public radio by African Americans and Latinos was at an all-time
high. By most any audience metric, public radio is currently doing quite well. How does this performance
compare to earlier years?

If we go back a decade, matters start on a disappointing note. From 1999 to 2000 the cumulative
audience for all CPB-supported stations declined ¢ the first such drop ever ¢ and the average audience
grew by only 1.3%. But this was followed by a dramatic, three- year audience surge associated with an
intense series of news events ¢ the 2000 Bush v. Gore election, the September 11, 2001 attacks, and the
beginning of wars in Afghanistan and Iraq.
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Cumulative Change in
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Then public radio hit a
plateauin the level of
listening and the number of
listeners. Both indicators
declined slightly in 2004 and
more so in 2005 before
rebounding in the last couple
of years. While the number of
listeners is now at an all-time
high ¢ and by a substantial
margin ¢ the amount of
listening in 2008 was
essentially the same as it was
five yearsago.

Looking over the broad sweep
of the past twenty years we
see the pattern of a maturing
field with declining yeatto-
year growth ratesThe five to
ten percent year-to-year
growth of the mid-1980s and
early 1990s fell to three to five
percent annual growth and
then to marginal incremental
change. It is important to
remember, though, that as
the audience grows, a
percentage point of growth
equals larger numbers of
listeners.

Listening to public radio by Blacks and Hispanics, the two racial/ethnic groups tracked by Arbitron,

also grew significantly over the past decade. Before looking at the data, it is important to note that

listening estimates by race and ethnicity are not available for all markets. Of the 410 public radio

organizations supported by CPB, only 219 stations have estimates of Black listening and only 150 have

estimates for Hispanics. These are stations serving markets with the largest numbers of Blacks and

Hispanics, of course, but some portion of Black and Hispanic listening simply goes unmeasured.

Arbitron does not provide estimates for Asian or Native American listening at all.
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Listening by Blacks, Hispanics and Othel

All CPB-Supported Station, Mon. - Sun. 6am to Midnight, Spring 2008

AQH Rating for All Radio

Mon - Sun, 6am - Midnight, Persons 12+

M Black
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= Other
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In Spring 2008, there were an
average of at least 125,700
fl-01 tAalSYyS
average audience throughout
the day. There were an
average of at least 78,000
Hispanic listeners.2 S & | &
fSradéeé oSOl dza:
litening by Black and hispanic
listeners in markets where the
populations are too small to
track accurately. Together,
measured listening by these
two groups represented 11.6%
of the overall average
audience for public radio.

Growth in public radio

listening is, to some degree,
GagAYYAY3I |3l
While radio has proved to be
0KS Y2ad NBaA:
mass media, with each passing
year the percentage of
Americans listening to radio at
any given moment has

declined a small amount. At

the same time, huge
opportunities remain for

public radio to increase its

share of radio listening , 95
percent of which is currently

to other stations.

At the same time, any erosion in listening to local AM/FM radio is offset by continued growth in the
number and capacity of other platforms and devices on which Americans can find radio and other audio
programming: online streaming, cell phones, podcasts, and satellite radio to name the most prevalent.
These technologies present opportunities for public radio to extend the use of existing content and
develop new public services for current and new user communities. It will be some time, however,
before we have use and value metrics that we can readily set alongside those for broadcast radio.
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New Measurement Systems and Platforms Require Dynamic Goals
In framing goals for public radio audience growth, we confront some important and complex
measurement issues going forward.

INDAGNRY S GKS LINARYOALX S a2dz2NODS 27F LJzf AO NI RAZ2
I dZRASYyOS SaidAyYlFI(iSa o6FlaSR 2y &adz2NwSe NBalLRyRSyGa
monitoring of survey respondentd Q S E LR &dzNB (2 NI RA2 6AdK t SNE2VYI
conversion is being made in the largest 50 radio markets across the country.

The two systems produce different results, reshaping our understanding of how people use radio. Early
results of metered listening compared to diary reporting of listening indicate that people listen to radio
in different patterns than they reported in diaries. In general:

9 Listening is more fragmented than people reported in their diaries.
9 They listen to (or are exposed to) more stations than they wrote down.
9 They listen for smaller amounts of time than they say they did.

These differences, while true across the radio dial, also vary in important ways by market, formats, and
dayparts. We are setting goals for public radio performance informed by a diary-based history but
progress toward those goals will be assessed using meter-based estimates for many stations.

For Spring 2009 Arbitron reported PPM-based audience estimates in 17 major markets. The impact of

the new system on public radio was significant. We examined 46 public radio stations in these markets

with diary-based estimates in Spring 2008 and PPM-based estimates in Spring 2009. 44 of the 46

stations saw a loss in their average audience; 2 small stations experienced no change. The combined

AQH loss was 37% across all 46 stations. (Mon ¢ Sun, 6am to midnight, persons 12+ in 2008, persons 6+

in 2009) These 46 stations accounted foroverathA NR 2 F LJdzo0ft AO NI RA2Qa G20kt !

In contrast, the weekly cumulative audience grew for 36 of the 46 stations from the Spring 2008 diary
estimates to the Spring 2009 PPM estimates.

The connecting variable between cumulative audience and AQH is the average time spent listening to
the stations and it appears that two factors are at work to reduce this key measure:

T I NDPAGNRY QA YSUSNB |NBE OFLNddINARY3I Y2NB 200 aA2Yy3
theirdiaries.. dzii | L2 NI A2Y 2F GKA&a ayS¢g fAaltSyAy3aé Aa
evidenced in reports of one and only one brief occasion of listening to a station in the entire
week.

f awS3dzf I NJ f AA0SYSNE>¢ (GK2aS gK2 aK2g¢g dzLJ aSOSNI f
top two or three choices, reported more listening in their diaries than is captured by the meters,

4 SOARSYOSR o6& fAalSYSNR ¢6K2 YIe& KI@S NBLRNIS
in fact their listening was interrupted numerous times.
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All together, the average weekly time spent listening for the 46 diary-to-meter public radio stations
discussed above declined from 5:44 to 3:12, a 44% loss. The news was slightly better for the top-ranked
public stations in each of the markets ¢ the decline was 37%. The average loss in time spent listening, for
both the top-ranked stations and for all the stations taken together was the same, about 2% hours.

The character of these changes will continue to evolve. Diary-to-meter changes have varied among
markets and Arbitron intends to convert at least another 23 markets to PPM. Further, Arbitron is
continuing to refine its PPM methodology ¢ to secure Media Ratings Council accreditation for its new
system, to address complaints from its client base, and to respond to an array of inquiries from various
public officials. These refinements, though, are unlikely to alter the broad directions of change that are
now evident.

It is important to remember that a change in measurement system does not mean that the actual
audience has changed, only how it is perceived. The people who are listening to public radio stations
and public radio programs when Arbitron estimates their number through metering a sample are the
same people who were listening when Arbitron estimated their number by asking a sample to write in
diaries. The value of a radio service to those who come to rely on it is unchanged. And so on.

But we will clearly need to restate audience goals, locally and nationally, once we have a clearer sense of

GGKS ySg y2NXIf £ | YR | Wéwilladedtdrycst trantlBey withiktheOdv (1 2 0 dzA
framework. We will need to recalibrate relationships among key listening metrics ¢ cume, AQH, time

spent listening, loyalty.

Changing Platformdf the changes at Arbitron are not perplexing enough, public radio must also
incorporate the use of its programming and services on non-broadcast platforms into an overall
assessment of audience service. Across the next five to ten years, a growing portion of the service public
radio stations, producers, and networks offer will be delivered on platforms and devices other than AM
and FM broadcasting ¢ the Internet, mobile telephony, satellite broadcasting, and perhaps others. Many
these services will be very radio-like in all but the mode of delivery; others will incorporate text and
image and new forms of interaction with users.

The field needs reliable and uniform measurement systems to track use and performance across devices
and platforms. This is a need public radio shares with the broader radio industry and electronic media
providers generally. For the moment, however, technology change and audience behavior are evolving
more rapidly than the capacities of those who measure listening and use. Measurement systems now
used for different platforms and devices are as different ¢ more so ¢ than the meters and diaries in the
broadcast space.

Dynamic GoalsAll this suggests that audience service goals set for public radio in mid-2009 should be
viewed as dynamic, marking a sense of direction, rate of growth and scale more than precise numbers.
As changes in broadcast audience estimates settle to a new system and as measurement on new
platforms and devices matures, public radio must regularly update its targets and benchmarks.
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A Goal for Use

The amount of listening to public radio is indicated by the average quarter hour audience (AQH). It

reflects a combination of how many people are listening (discussed below) and how much time, on

average, those listeners tune in. Close attention to both these factors is important not only in public

service terms, butalso ¥ 2 NJ G KS LI NIA2Yy 2F Lzt AO NI RA2Q& 0dzaAYyS
contributions. Listeners donate to public radio when it becomes a regular and important part of their

lives. Programming strategies that build that relationship also build listener income.

In Spring 2008 public radio reached an average audience of 1.75 million listeners throughout the

broadcast week (Monday through Sunday, 6am to midnight average quarter hour audience). This

0FaStAyYS YI& NBIdzA NB | omgetksthe FolfoltofiPEM medskibemdstics | & | ND
noted above, stations in the largest markets have experienced a 37% drop in AQH associated entirely

with the introduction of PPM-based estimates in Spring 2009 compared to Spring 2008.

Once public radio is past the measurement conversion, however, what should be the goal for a long-
term pattern of growth in use? In the 12 years leading up to 2008, the average annual growth rate in
AQH listening was 2.6 percent.

Our recommended goal is to increase the use obfic radio by halfThis goal includes listening to
public radio programming on all platforms ¢ on-air, online, on mobile devices, and other uses in the
networked environment.

Public Radio Listening GAir and Online Public radio must achieve an
Actual Average Audience 1997 to 2008, Goals for 2009 to 2020 average annual growth rate of
g 3 about 3.6% to meet this mark
E = Actual - by 2020.
25 ——— -
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Source: Arbitron Spring Nationwide, Radio Research Consortium
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A Goal for Reach

In Spring 2008 public radio reached 28.7 million listeners who tuned to public radio at least once each

week. In the 12 years leading up to 2008, public radio experienced both several years of dramatic
growth (such as 2001 and 2002) and several years of flat or declining audience (such as 2004 and 2005).
The average annual growth rate in cumulative audience was 3.2 percent.

The conversion to PPM-based estimates of audiences so far appears to lead to modest increases in the

total number of people who listen to a public radio station at least once each week. While the numbers

are moving in a different direction than with time spent listening and thus average audiences, it will be

just as important to establish a new baseline for reach.

As public radio is increasingly able to track the reach of its programming and services on platforms and
devicesbeyondon-F ANJ 0 NBF ROIFAGAy 3> 6S FYGAOALI S &adzOK dzaSa
reach

Our recommended goal is to double the reach of public radibis goal includes listening to public
radio programming on all platforms ¢ on-air, online, on mobile devices, and other uses in the networked

environment.
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A Goal for Diversity
In Spring 2008 the average audience for public radio included at least 203,700 Black and Hispanics
listeners. Like all other measures, these figures may require some post-PPM-conversion fine tuning. We

have yet to ascertain the character of any such changes.

Our recommendation is to triple the amount of listening by people of color to public radig.five or
ten years from now our ability to track listening by an array of racial and ethnic groups may have
improved. But until then, our recommended goal implies reaching an average audience of at least

611,000 Black and Hispanic listeners.
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Tripling the Listening by Blacks and Hispanics

M Black and Hispanic
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Goal

In concert with our goal for
increasing the overall listening
to public radio by half, this
suggest a larger role for
people of colorin a larger
audience overall.

Black and Hispanic listening
would rise from at least 11.6%
of the average audience to
22.2% of the average
audience.
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Epilogue: Renewing the Vision

Our plan for audience growth rests on a strong sense of confidence within public radio ¢ confidence that
comes from the strength and continuity of core elements that define the field as a whole and the
organizations within it. These elements are important to highlight and affirm as we move forward.

Public radio sharesa public service missiothat guides our work. Each of the hundreds of organizations
across public radio has its distinctive character and purpose, but we also share many commitments. We
are united by powerful, recurring themes that cut across our different stations and networks, our
different producers and formats.

A better life. At the individual level we aim to help people lead a better life ¢ more thoughtful,
joyful, and useful; more fulfilled in the pursuit of understanding, challenge, and personal growth.
2§ KSf LicohdScRthaltiofsé irdla complex world so they can work toward solutions in their
lives and their communities. We provide moments of beauty, refuge, and reflection ¢ along with
humor and occasional just plain fun.

A healthy communily. We are deeply invested in the health of our communities, which we seek
to understand, serve, and care for across many dimensions of public life ¢ education, arts and
culture, economics, the environment, health care, the sense of connection to others, and more.

A strong democracyWe support the vitality of our democracy with the free flow of ideas that
sustains a free society, accountability for those who govern, and information that helps citizens
make good decisions as they participate in civic life.

hdzNJ LI 'y F2NJ Lzt AO NI RA2 | stét@gicpoitibric NIy éniqué fate a G NBy 3
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other communications platforms and services.
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media sources and other public institutions, is confirmed in poll after poll, study after study.

Localconnections.We have strong ties to local communities across the nation, over 400 stations

controlled and managed at the community level, where they create a significant portion of the
content they present.
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National networks. We multiply our impact through the leverage and scale of multiple networks
¢ national and international reporting, homes for first-rank hosts, journalists, producers, artists,
and technologists, and aggregated resources to launch ambitious and innovative projects.

Our plan for public radio is shaped by the autonomy and independencef the many entities that make

up public radio, which we believe is an enduring dimension of the American system of public media.

tdzofAO NIRA2Qa t20Ff yR ylFridA2ylf 2NBFYATLFGAZ2Yy & |
programming and services and for finding the majority of the resources needed to sustain their

operations. Broad goals, plans, and recommendations for public radio ultimately turn on priorities,

decisions, and actions by many different players ¢ collective action must be organized and willing; it

cannot and should not be imposed.

Renewing the Vision of Service

EvenaswS | FFANY (G(KS AGNBy3aGKa 2F LJzofAO NIRA2QA &KL N
local autonomy, we also know that public radio must continually renew the vision that guides its service.

This is a theme sounded throughout our inquiry.

"We are in a radically changing media landscape. | want us to achieve higher impact and wider reach
for public radio. That might be through doing a better job in our core services and it might be
through new formats." Bruce Theriault, Senior Vice President for Radio, CPB.

Pl

G2SQ@S R2yS I 322 220 2F aleéAy3da gKIFG ¢S (y263x |
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and CEO, WNYC Radio.

G2 KFG Aa (K fhat weysHsWdd spéak t 3 ve/gaferward? What are the new roles we
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National Public Radio.

We must address the continuing renewal of vision and strategy by putting those we serve ( listeners to
our stations, users of our broader services, and our communities as a whole ¢ at the center of the
exploration. We must engage with listeners and community leaders throughout the planning, design,
development, and presentation of our programming and services.

YAO WSyaSys [/ KASTF hLISNF GAY 3 Grow RendBittinteriiew/ f SOSt | yYRQ
suggests that vision and strategy starts with local community leadership, i KSANJ 9ASg 2F GKS Oz
needs, and their vision of how to serve those needs. From there, she says, the needed content focus and

platforms of delivery can be determined.
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that we want to know a lot about our audiences and we want them to be interactive. But we ¢ our
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Others frame the issue in terms of strategic marketing. A GROw THE AUDIENCE working group of executives
FYR 02FNR YSYOSNBE FTNBY 59L3 LlzmftAO NIRA2QAa Fdzy RNI
recommended:

OPublic radio at all levels must emphasize overall strategy, and implement marketing principles and

practices that stem from that strategic direction. The strategic direction, in turn, must be inclusive of

the needs, wants, and attitudes of those demographic groups that are essential to growing the

audience beyond current constituencies, such as African-Americans, Latinosand@ 2 dzy 3SNJ f A4Sy S

{ONF0S3IAO YINYJSlAYy3d Y20Sa 0Se2yR ao6S KIF@PS odzAf G A
between individual and organizational goals. Jon Schwartz, General Manager of Wyoming Public Radio
(and former NPR board chair), urges public radio to employ:

osolid marketing approaches that identify unserved segments, develop understandings of the needs
of each segment, assess what public radio might be able to offer each, prioritize which can best be
served by public radio ¢ and then develop formats to serve them.£

Whether we call it ascertainment, alignment, strategic marketing, or something else, public radio, at the

highesi f S@Sft ax Ydzad Fal a2KFdG FNB GKS AYyRA&LISyalofsS
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needs, uses, and behaviors. It means recalibrating the value of core franchises in a changing

environment and looking for extensions of current strengths to new roles we might play.

The continuing renewal of vision and strategy must happen at both the national and local levels.

The Corporation for Public. NB I ROl aiAy 33 Lzt AO NIRA2Qa Yyl GAZ2YI§
and public agencies, and other national organizations can provide both leadership in setting broad
directions and support for efforts at the community level.

Individual stations and their partner organizations must take up these questions, too ¢ examining
the needs and interests of their own community, identifying segments they might best serve
based on past experience and future ambitions, and making the tough trade-offs of deciding not
to do many things in order to do the most important things well.
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This is important and complex work. The research and other explorations of needs, segments, and
opportunities can be costly. But it is a critical next stage in moving from the territory we know to new
and compelling service and moving from the broad recommendations we have developed and present in
this report to the action steps that must come next.

Toward a Portfolio Strategy

Public radio is well into a new network age for electronic media. Content flows across multiple,

interconnected platforms and channels. Regulatory and capital barriers to media technologies are

shifting. Individuals assert their increasing ability to choose, control, engage with, and create their media
experiences. TKS ySg ySiig2N] Aa (GKS LYdGSNYySisz aySé YSRALl X
leaps across traditional categories and pushes at boundaries between creators, presenters, and users.

Within this evolving electronic architecture itis clearthatthS R2 YA Yl yi RAYSyaizy 27F L
service and the greatest near-term opportunities to increase value and use are in broadcasting ¢

terrestrially-based radio signals that are omnipresent and freely available to everyone. As we pursued

this project, public radio was reaching the largest broadcast audiences in its history, some 30 million

Americans using public radio each week, over 1.7 million listeners tuned in at an average moment

through the day. Even incremental improvements in this performance will affect huge numbers of

people; more substantive change built on this foundation is all the more powerful.

At the same time, public radio has extraordinary opportunities created by the tools of the new network
age C to make its great content more broadly and easily accessible, to engage with people in new ways,
and to enlarge its public service offerings to communities and the nation in ways that go beyond
broadcasting. These efforts will, in turn, reshape the character and focus of the broadcast service.

Our plan recommends a path forward for public radio that exploits the enduring, powerful role of
broadcasting well into the next decade, and the significant, still-unrealized broadcast opportunities that
public radio can seize in so many communities. Just as surely, we recommend that public radio fully
embrace the Internet and other networked communications as a primary means of distribution,
connection with audiences, and broadening of content sources.

Thispublic radio portfolio strategyof meaningful content through both broadcast and networked
communications will reach millions more people, connect more deeply with their civic, cultural, and
social lives, and enable them to connect more closely with one another as they make decisions about
their families, their communities, and the nation.

We in public radio can do better and go farther with what we now do and with the listeners, and others

just like them, we now serve. We need relentless attention to the experience of those who come to our
stations and use our expanding services; more consistent execution of our signature programming, our
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websites, and other platforms; and more effective organization and use of our assets. Many of our
recommendations point in just such directions. The returns in use and reach of public radio will be
significant. We will deliver more value to our audiences and to our communities.

We must also do more, innovating in the form and content of our work to reflect a changing media
environment, to exploit the tools of the new network age, and to go deeper into our mission than the
resources of an earlier time would sustain. Similarly, we can look to people who are now at the edges of
our audience, and beyond, and find ways to welcome them in through changes in both the character of
our organizations and the cultural sensibilities we present. Many of our recommendations point to these
kinds of changes, knowing full well they are potentially disruptive to current models.

Continuity, Changeand Growth

t dzo f A O NI R & 2nwdleveSoPaddienikatisdngcy/willibe led by stations, national
organizations, and new public media partners that are both assured in their enduring strengths and
values and committed to change, and growth. The individuals and organizations who will shape the
next arc of audience growth are reaching toward a larger success, something more significant, legacy
media and new media in a single package. They are ready to engage with their communities full on ¢
to serve, to learn, and to capture the support that will fuel their plans.

Most of our recommendations turn on concrete and continuing action across an array of
organizations, professional disciplines, and activities. We think of the work ahead as a campaign for
change and growth that will have several key features:

1 Coalitions of the committedAction will center on those ready and willing to change in
YSFEYAYy3TFdzZd 6L ead 2KAES FdzyRSNAR |yR NB3IdzAZ | (2 NE&
the change public radio needs must come from within stations, networks, and producers. In
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strategy and makes its own choices. Not everyone will participate in a campaign.

1  Thoughtful segmentatia. Public radio spans a wide range of services, circumstances, and
resources. Our broad goals embrace these diverse realities. The projects and solutions that flow
FNRY GKSY YdzAG 68 aNRIKG aAil SR G2 O2YYdzyAidASa
different services, and appropriate to different stages of organizational development. A
campaign for meaningful change in public radio will not have one-size-fits-all solutions.

9 Integratedefforts. A successful campaign for change requires participation across the
professional disciplines within our organizations. It requires effort and investment at both the
local and national levels. There is no reason for anyone or any organization to be working alone
on these critical issues and every reason to communicate, coordinate, and collaborate.
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In both the service we provide and the audiences we serve, our plan for wider use and deeper value is a
mix of continuity and evolution, enduring strength and bright vision forward.

We see an opening pathway toward change. We see enormous opportunity for growth.
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