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Baseline and Ending Survey Summary 
 

CCI participants completed a Baseline Survey in December 2018 and an Ending Survey in 
December 2019 as a means to assess the impact of the cohort program. Questions were 
grouped into the four areas of the Circle of Engagement Model: Engagement, Content, Revenue 
and Organizational Capacity.       
 
The Baseline Survey was used to create a profile of each station that was shared with all 
participants at the San Diego Orientation Convening January 14-16, 2019.  Information from the 
survey helped inform the NFCB team of station strengths, opportunities and challenges and 
initial ideas for CCI projects. This information was used to shape the cohort curriculum and 
tailor station visit content to address specific needs.  
 
The Ending Survey was focused on measuring the impact of CCI from both a quantitative and 
qualitative standpoint.  Given the relatively short time frame of the program and the limited 
number of comparative data points, the observations outlined below are directional.        
 
Insights from the initial cohort will be used to strengthen future CCI surveys.  There is an 
opportunity to both shorten and refine the Baseline and Ending Surveys.          

 
Quantitative Observations 
 

Digital Content Metrics 
For some of the stations, metrics on web streaming, website users, email subscriptions and 
social media sign ups could be compared from the Baseline to Ending Surveys. For example, 
KTNA grew website sessions by 70 percent, likely due to their important public safety role 
during a very active wildfire season. KBFT, the smallest, most remote station, and tribal, and 
KWSO, also tribal, increased website sessions by 40 percent.  KBFT also grew email subscribers 
10 percent.  WXPR made large gains in both page views and email subscriptions as did WTIP in 
email subscriptions.   
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Organizational Capacity Metrics 
In addition, there were two multi-part questions that were asked about Governance and 
Organizational Capacity in both the Baseline Survey (questions 114 and 115) and the Ending 
Survey (questions 62 and 63).   
 
CCI had a positive measurable impact on Organizational Capacity. Seven of twelve dimensions 
showed improvements.  Dimensions with the biggest gains were (1) Engagement Orientation, 
(2) Strategy and Planning, (3) Governance and Leadership and Resource Allocation followed by 
(4) Coordination & Control, Innovation and Learning and Organizational Culture.  Three stations 
(KRTS, WERU and WNCU) reported significant gains in their Organizational Capacity. Two 
stations reported lower performance (KBFT, KZUM).  
 
The results from the Governance question were mixed.  There were no overall material 
changes, positive or negative, within the Governance dimensions from the Baseline to the 
Ending Survey.  However, some stations showed increases (KRTS, WERU and WNCU) while 
others reported decreases (KBFT, KTNA, KZUM, and WTIP).  This could be due to better 
understanding and/or higher or lower expectations regarding some of the Governance 
dimensions.     

 
Qualitative Observations 
 

CCI Impact 
In the Ending Survey, stations were asked how CCI impacted each of the Circle of Engagement 
Model areas. Below are excerpted quotes by station that have been edited for brevity and 
clarity.     
 
KBFT 

● CCI has helped our Tribal Council understand their role in supporting KBFT. 
● CCI and the knowledge shared has definitely inspired me to up my game and meet the 

standards our team wants to achieve and create an organization that serves and is 
supported by our community. 

● Being part of the CCI Cohort has given me a tremendous network of varied, multifaceted 
professionals that I can now call friends.  I know I can reach out to a host of community-
minded stations that share goals and environments and give me a unique take on the 
challenges we face.  I mean these stations and their representatives are passionate 
about community radio and that is inspiring and energizing when it comes to my 
professional outlook in community radio. 

● I see the camaraderie and confidence in my team.  They know their role and move with 
decisiveness in executing their duties.  They come to me with relevant questions when 
obstacles are encountered just to confirm a solution they already have in mind.  I have 
noticed their commitment and appreciation for a mission driven environment.  Our 
Board paid us some attention and that was good to see and it was for the benefit of the 
station and future growth.   
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KRTS 
● Through CCI, we learned to say no to things.  This helped stabilize our work environment 

for our staff. 
● Organizational capacity was our biggest challenge. We came to this realization while 

trying to implement a content-based project with CCI. As a result, our project objectives 
changed to meet this need. Our station had also experienced a traumatic event prior to 
CCI’s visit to the station. This led to a group conversation about communication, station 
policies, and station layout. 

● CCI deepened connections for the staff.  
● CCI was the most useful professional development our station experienced this year. 

 
 
KTNA 

● I appreciated the CCI financial webinar and the emphasis on doing better with what we 
already do.  In the last year we’ve stepped up how and when we thank our members 
and volunteers and have put more time into soliciting new underwriters. We’ve gained 
good tips and practices for both of those through other members of the CCI cohort and 
at the June NFCB conference. Also because of CCI, we will be launching our first podcast 
this winter and anticipate new business and individual support for that. 

● Inspired by our participation in CCI and the opportunity for facilitation during the CCI 
station visit, the board started the process to update the strategic plan early in 2019. 
They approved a plan for 2019 – 2022 at their October meeting. 

● Both Phillip and Corinne found the face-to-face CCI meetings very valuable.  We met 
stations with similar resources and challenges which helped reduce our feeling of 
isolation.  And hearing about public radio in other states gave us extra appreciation for 
how Alaska stations work very collaboratively.     

● Phillip appreciated that CCI provided the opportunity to work on a long-form, highly 
produced program (The Blue Tarp), which is something he has wanted to do.  The other 
area of professional development that he thought was noteworthy was that during the 
coverage of wildfires in our area this summer, he felt comfortable asking for help and 
felt very supported by the various kinds of assistance that he received.     

● Corinne found that participation in CCI was especially valuable in addressing possible 
revenue enhancements to offset the loss of the state grant.  She has learned a lot about 
developing a new program and podcast and seeking sponsorships in her work with The 
Blue Tarp.   

 
KWSO 

● Through our project, we physically pushed ourselves out there more frequently and 
with greater intention.   Great one on one connections - big and small.  Feedback is 
positive.  We have done more messaging about the different ways we share information 
– so if nothing else – the community is more aware of our efforts. 

● It’s been great to be part of the cohort group.  To learn from them and get inspired.  
Also - to just be part of a group with shared realities - of never enough money, time or 
expertise but a love of what we do and passion for the work. 
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KZUM 
● Prior to CCI, engagement meant shaking lots of hands at events to gain listeners to the 

station and social media followers. Now, we have changed the focus to collecting 
content/ stories, working on partnerships and gaining feedback. While we still attend a 
lot of networking events, we have strategized when, where and how we can gather 
content to engage our community with each other through programming on our station. 

● We talk a lot about the Circle of Engagement. Everyone can see how they are directly 
involved. This is a direct result of CCI. 

● Because of CCI, my knowledge of industry standards, vision planning, leadership ability 
and governance has sky rocketed. I have grown so much. I also have a greater 
understanding of various content formats and a great cohort of peers to get feedback 
and brainstorm with. This experience was priceless. 

● I have learned that we all have similar hurdles and successes. I now have over 20 very 
talented and visionary people in the industry that care about my efforts and that I trust 
to provide a unique and honest perspective when I need some guidance.   

● Nebraska has a large population of tribal communities. I had a small community reach 
out to me for guidance on starting a tribal LPFM station. Because of my work with the 
CCI cohort, I have knowledge of various challenges that tribal stations deal with. This 
was very helpful when working with the tribal community that approached me. 

● A real CCI light bulb moment for me was the discussion on what a true partnership looks 
like: bringing people in to create their own content for their audience. A real genuine 
perspective. For the people, by the people. It has helped me connect to various diverse 
communities in our town because I am able to present the opportunity to the potential 
partnerships in a more supportive way. 

● I have been able to use the CCI model and circle of engagement to communicate vision 
and expectations for the various roles in our org. I feel that this has connected all of us 
in a more profound way. 

 
WERU 

● I and others are communicating goals and objectives much more clearly since creating a 
strategic plan and CCI plan. Everyone has had some level of input into the plans and 
they have been approved by the board. A year-end report has been produced for the 
first time in years to accompany fundraising and volunteer mailings and email 
communication with members and volunteers. 

● I have become better at change management and dealing with blow-back through my 
participation in CCI. I have also increased my knowledge and experience in a number of 
areas, including younger volunteer recruitment and training and partnering with other 
organizations. 

● The CCI Cohort experience has been wonderful because there is a solidarity around 
shared experience and aspirations among the group. The Cohort conference and then 
general conference that CCI allowed us to attend fostered a great sense of being part of 
something bigger than our station. 
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● It has been easier to feel connected to staff, volunteers and board because we have 
clearer goals and objectives to work towards and share with the community. We are 
more directed and confident and as such have become better at partnering. 

 
WMMT 

● CCI has really allowed us to take a step back and assess ….and also provided invaluable 
support and advice that has moved us in a positive direction. …. Having Sally Kane visit 
the station and meet with Appalshop staff at-large was a huge step in increasing the 
understanding among Appalshop of what community radio actually entails and how it's 
different than other non-profit projects. 

● Thanks to CCI, we've had the opportunity for one-on-one coaching and access to a 
wealth of knowledge and learning.  

● Thank you NFCB and CCI! CCI has allowed us to connect at a much deeper level with our 
colleagues in rural community radio. We have learned and shared and brainstormed so 
much and have built relationships that will continue beyond the end of this cohort 
period. The webinars and in-person workshops and seminars were extremely helpful in 
connecting to the larger goings-ons of community radio. Being more connected in this 
way has also allowed us as a station to return to Appalshop more confident in our work 
and able to back up our decisions to colleagues who are not in community radio. I just 
can't stress enough how important that has been -- CCI has been empowering and has 
instilled in us more agency in advocating for ourselves and doing the work we know 
needs done. 

● We remain connected to many parts of our community and have grown new 
relationships at the same time. Specifically, we feel more connected to our community 
who are incarcerated. CCI gave us the opportunity to fully plan and execute a project 
that allowed that possibility and desire to come to fruition. Without CCI's support this 
would likely not be the case due to capacity concerns. 

 
WTIP 

● Since working with the CCI cohort, WTIP has been able to significantly shift our focus 
toward engaging on-demand listeners and listener members of all ages. The WTIP 
Wavelengths initiative has guided us toward an ongoing strategy of incorporating 
people age 8 to 40 into the work we do. We have also made goals around including and 
strengthening our community partners—particularly educational partners that work 
with people in our target engagement group. 

● Since working with CCI, there has been a concerted effort to instill the Circle of 
Engagement model into the work that we do. This has been a great shift in thinking—
instilling the importance of making great radio and welcoming in all voices, in order to 
grow our audience, fundraising and capacity. 

● Meeting other community radio professionals with similar jobs has been very helpful to 
us. Our inclusion in the CCI cohort has resulted in long term friendships and professional 
partnerships that will continue to benefit all of the stations that were selected to be a 
part of the project. It’s difficult to express how much our CCI experience has helped us 
move forward in our leadership positions here at WTIP—it’s been invaluable to us. 
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● Because our mission is to “connect, reflect and build community on the North Shore,” 
we say it a lot, but experiencing it as a daily part of what we do, and putting that idea to 
work, is often set aside, as part of the nuts-and-bolts work of running a radio station. 
What our CCI experience as done, is to really make us proud of our very strong base of 
community support, and to always keep our stated mission at the forefront, when 
making decisions about every aspect of what we do. 

● The community and volunteer circles that happened around the station visit really 
helped the staff, volunteers and board come together around the role of community 
radio in Cook County. 

● Using the Circle of Engagement model is a great tool in planning initiatives, in particular, 
using the Of, By For approach to engaging new listeners and building new content that’s 
informed by that approach. 

 
WXPR 

● Nina Simon's talk was a game changer for us. We are not trying to program hoping for 
increased engagement, but rather we're trying to engage with new listeners by allowing 
them to participate in the programming. 

● If it wasn't for CCI, I would have felt so lost. I have a bit of imposter syndrome, so 
knowing there are others with the same experience … was huge. 

● Having staff, volunteers and board understand that we're all in this together (circle of 
engagement) has helped. 

 
WNCU 

● Navigating change management can be difficult. Delivering the need for change tactfully 
is hard work when you have a team that is accustomed to the traditional culture. You 
truly have to know your team members and tap into motivating them and getting them 
to see the value in change and the success that is just on the other side.  

● Once staff become vested in change and sees the success, you can even bring those 
straddling the fence along. 

● Working with this cohort has stretched us professionally and programmatically as a 
team. 

● The engagement initiatives that we undertook as part of CCI enhanced our presence in 
the community 

● We are intentionally recruiting staff and volunteers that are reflective of our 
community. Being part of this cohort and this project helped us get here.  

 

 
 
 
 
 
 
 



7 

Ending Survey - Shared Learning 
A significant portion of the Ending Survey asked participants what they had distilled about the 
opportunities and challenges that their stations face.  The following sections are summaries 
drawn from their responses. Comments have been combined and edited for brevity and clarity.     
 
Top Challenges to Organizational Capacity 

● Staff/Training Deficiency (14 of 30 responses) 
● Revenue Deficiency (5 of 30 responses) 
● Change management – Succession Planning (5 of 30 responses) 
● Management Skills (5 of 30 responses) 
● Space Limitations (1 of 30 responses) 

 
Engagement Best Practices, Tools and Techniques 

1. Do Really Good Work.  Folks are more likely to engage if they know we are serious and 
work hard. 

2. Plan your engagement efforts to support your content goals.   
3. Develop content for target groups such School News features for parents and children.   
4. We have a show where a community member can pick their music and host, while we 

run the board. It's been fun outreach. 
5. Data is key!  Listen to your audience!  Survey, and seek feedback.  Share among team 

members. 
6. Be clear on goals and expectations with strategic partners.  Outline the actions and 

resources that the station will bring to each partnership. 
7. Social media (i.e. Facebook) works well for us.  We have more followers than the 

number of people who live in our listening area. 
8. In person surveys and interviewing people for sonic ID stories at community events 

reinforces the service we provide.  Keep questions short and simple. 
9. We cosponsor a lot of events. It creates engagement for us, but without the work of 

putting on an event.  Trade on air announcements, social media coverage and logo 
placement on printed materials. 

10. Survey educational event attendees.  You can learn how they heard about an event and 
gather programming feedback connected to the event’s purpose (Protective Factors and 
Strategies, Health Education & Local Health Resources, etc).   

11. Share space with volunteers -- as long as they follow set policies and procedures, 
volunteers have access to our recording studios, mobile recording kits, and our 150-seat 
theater. 

12. Educate the Community Advisory Board about the deeper purpose of the station so they 
can help better meet the community’s needs. 

13. Embrace the podcast! Now we reach listeners of all ages, all over the world.  
14. Get out of the station.  Road tripping across our listening area has been successful.  
15. Bring people together to have fun, whether making our annual meeting a party or 

staging our own versions of popular game shows. 
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Content Best Practices, Tools and Techniques 
1. Encourage quality content over quantity for both paid staff and volunteer programmers. 
2. Keep it local. 
3. Have themed time slots through the week, so listeners know when to expect news or 

music. 
4. Partner with other organizations for development and production support.  
5. Train, coach, evaluate. Repeat. 
6. We try our best to encourage on air programmers to be creative and bring their full 

personality to their shows.  We aren’t trying to fit a mold.   
7. Learn the in's and out's of the software and platforms being used. 
8. Be intentional about the stories you report.  Brainstorm and collaborate to get the right 

mix.   
9. We’ve revised our training process for new on-air volunteers to give them a better idea 

upfront what is required.  This has helped us reduce staff time on people who decide 
not to continue.  

10. Focus on information people are interested in or that they will find useful. 
11. Have a programming committee that helps staff with the evaluation and feedback 

process. 
12. Marry content to how it will be disseminated including website, social media, on air 

promotion, print materials, etc. 
13. Current or former volunteers are the best recruiters. 
14. Have a clear and thorough programmer handbook that details standards and 

expectations for producers.  
15. Mixing up voices and perspectives is always the best way to reach people and make a 

difference in how people experience stories. 
 
Membership Best Practices, Tools and Techniques 

1. Make sustaining members feel special and important. 
2. Send handwritten thank you cards for each donation.  Staff, volunteers, and the board 

sign letters and cards. 
3. Communication to donors other than asking for money is important. 
4. Hammer away at sustaining and new memberships during membership drives (and in 

between less vigorously with on-air promos in between drives). 
5. Renewal letters really work. We consistently get 20 – 30% response rates on letters sent 

out prior to on-air membership drives, three times a year. 
6. Encourage volunteers to reach out to family and friends during pledge drives. 
7. Have very focused yet spontaneous pitching during drives (which takes a tricky 

combination of coaching and letting go). 
8. Have a good pitching handbook that is distributed the week before each drive. 
9. Funny reminder postcards to lapsed members work well. And it’s fun to work on. 
10. Integrated communication strategies (social media/marketing/development synched). 
11. Have a prominent "donate" button on your website and app and Facebook platforms. 
12. Encourage additional gifts from sustainers. 
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Money Making Events/Activities Best Practices, Tools and Techniques 
1. Decide if an event is for engagement or to raise money. Have clear expectations and 

evaluate the time and energy needed to make that event happen. 
2. Include inexpensive and leftover swag to sell. 
3. Be excited about whatever the event is! Excitement is contagious! 
4. The last three years, we have raised around $15,000 annually from sponsored trips to 

Europe. 
5. Coordinate calendars to avoid picking a busy weekend or a night that another 

organization might be having an event. 
6. Think Big.  Find a corporation that will consistently sponsor an event. 
7. Have a way to take secure donations (like on an ipad, etc). 
8. Make sure that there is strong volunteer interest and participation in events. 
9. Have one-on-one conversations and add as many personal touches to communication as 

you can. 
10. Create a quality experience that people will come back for every year. 
11. Get the word out every way and as early as possible (on air, email, flyers, social media). 
12. Strategically include community partners to provide food or activities. They will help 

promote and open your org up to a new audience. 
13. Have event organizers or event committees craft a budget before work begins to use as 

a planning tool for what needs to be raised and spent.   
14. Connect fundraising events to something the station is already doing, like concerts or 

game shows. 
15. Stay true to your mission—anytime we’ve tried to fundraise outside of our mission, it 

never works out as well as we hoped it would. 
 
Underwriting Best Practices, Tools and Techniques 

1. Make the case how underwriting will benefit a business.  Share the EMS and Community 
Information component as a reason to participate. 

2. Create tiered options and aim for yearly contracts. 
3. Nurture relationships with all potential underwriters.  Invite your business partners to 

your annual and holiday parties.  Keep them informed of station happenings and special 
opportunities to support Sports, Youth, Holiday and other sales opportunities.   

4. Have a clear and concise rate sheet that clearly explains what underwriting is and is not.   
5. Have electronic contracts/ proposal docs available for consistency. 
6. Provide excellent service to every underwriter, new or old.  Schedule their spots 

promptly when new and make schedule changes for long-timers when requested. 
7. If your station puts on annual events/festivals, think about rolling in a special 

underwriting opportunity into festival sponsorships. 
8. We have had success with specialized underwriting for a travel podcast and outdoor 

expo events as local businesses are trying to reach the same audience.   
9. Seek trades of underwriting for services the station needs (e.g. snow plowing, fuel, etc). 
10. We hold an auction once a year and trade for UW. This yields underwriters that 

normally wouldn't underwrite, but will chip in some cash with their trade. 
11. Just keep sending invoices. 
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12. Be flexible with relationships. Work with businesses to get them in the door. 
13. Everyone should be feeding leads to the person responsible for underwriting. 
14. Encourage UW sales rep to leave the office. Face to face is important. 
15. Send early reminders about underwriting lapsing.  

 
Grant Best Practices, Tools and Techniques 

1. Plan out your grant proposals as part of an annual fundraising strategy. 
2. Have a list of projects that need funding and then set up a calendar of grant possibilities 

and deadlines. to match up. 
3. For each grantor, understand what the typical grant amount is and what the grant will 

and will not fund. Fit the proposal to the grantor. 
4. Develop boiler plate language and start well enough in advance that you get have 

multiple eyes on the grant drafts before submitting. 
5. Do your best to build a relationship with someone at the granting organization *before* 

you submit a grant. Ask any connections to make an introduction. 
6. Don’t get discouraged.  Keep trying with a grantor who declines to fund the first 

proposal, and if possible, find out why. This year we got one grant after trying 3 times 
and another grantor quadrupled the amount granted on our third try. 

7. Make a concerted effort to maintain and grow relationships. Seek out networking 
events that granting agencies will be at. Face to face time is priceless. 

8. Include granting agencies in newsletters/ electronic communications 
9. Find out where other radio stations and non-profits in your area get grants. Research 

using state philanthropy directories (and beyond) and apply, apply, apply. 
10. Family funds are often good places to start. 
11. Invite a board member or Exec Committee member to grant interviews. 
12. It’s worth it to pay extra for a development director with grant experience, or to send a 

less experienced person to grant writing training. 
13. Keep the presentation focused and highlight the beneficial outcomes 
14. Occasionally at the end of the year there is an extra funding that needs to be allocated. 
15. Invoice state and federal grants at least quarterly to keep cash flow steady and makes 

reporting less cumbersome. 
 
Revenue Best Practices, Tools and Techniques 

1. Develop a range of revenue sources (such as drives, underwriting, grants, major donors, 
a series of modest events-don't rely too heavily on one big one). 

2. We’ve found great success with tandem fundraising trips, where the GM of the station 
and the development person advocate for a gift or relationship together. 

3. Emphasize sustaining memberships. 
4. Be willing to explore new revenue streams. 
5. Personal and timely communications to thank members and volunteers with letters, 

cards and renewal reminders. 
6. Don’t let events outlive their shelf life. 
7. Be open with your executive committee about financial challenges. 
8. Create realistic goals and stick to them. 
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9. Hire a strong development director. 
10. Include board members in networking and thanking donors. 
11. Streamline / upgrade your database. It makes a tremendous difference in all aspects of 

membership outreach, underwriter auto-payments and financial forecasting for the 
short and long term. 

12. For stations owned by Tribal entities it might be worthwhile to explore a separate 501c3 
incorporation charter to increase potential revenue and how the funds are expended. 

13. Diversify.  Make sure that all major donors aren’t coming from one area or industry. 
14. Time management is important, identify major donor prospects and then spend time 

cultivating them. 
15. Ask, ask, ask. People won't give if they're not asked (or rarely will). 

 
Recruiting and Managing Staff Best Practices, Tools and Techniques 

1. Recruit far and wide, but also encourage folks to apply one-on-one. 
2. Recruit staff that reflect your community and can function amidst your station’s 

challenges. 
3. During recruiting, pay as much attention to demonstrated skills gained from life 

experience as to diplomas. 
4. “Your vibe attracts your tribe" this was in my chocolate wrapper one day, but I have it 

posted. Positive people want to work with positive people.  
5. Work with people where they are and advance them forward.  For a small staff, 

flexibility is an amazing tool. 
6. Be open to constructive criticism and learn from it. 
7. Make your expectations clear and hold people accountable. 
8. Weekly staff meetings are very important for communication. 
9. I feel like my main job is to make sure the people that work at the station have the tools 

and resources THEY need to succeed. 
10. Show appreciation for a job well-done or helping with tasks outside regular job duties. 
11. Listen to staff expectations and what they want and how they would like to see things 

go. 
12. Ensure fairness and consistency. 
13. Provide feedback and regular performance reviews (ideally 2-3 a year).  Be honest about 

issues and challenges.  
14. Create professional development opportunities for staff that take them outside the 

station and to speak publicly about their work. 
15. In tough times, try to keep staff informed without passing along the stress burden. 
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Recruiting/Managing Volunteers Best Practices, Tools and Techniques 
1. Celebrate good volunteer work.  Thank them often.  
2. Find out what your volunteer programmers are most excited about -- both at the station 

and in the community. This will lead to more engagement, potential new partnerships, 
and creative ideas. 

3. Provide in-depth training, support and feedback.   
4. Individualize recruiting and training whenever feasible. 
5. Listen to their complaints and ideas for how to improve the station. 
6. Offer lots of opportunities for event volunteers, content gathering and fun! 
7. Have a good, clear volunteer handbook.  
8. Be open to all community members participating. 
9. Your current and former volunteers and partners are your best recruiters.  
10. Keep everyone updated with a weekly email of station business. 
11. Give new volunteers the tools to make an impact as soon as they can.  And then 

continue to let them grow.  
12. Do your best to have your whole staff develop relationships with the volunteers -- not 

just the program director/volunteer coordinator. 
 
Recruiting/Managing Board Members Best Practices, Tools and Techniques 

1. Provide clear expectations. 
2. Give each new board member a tour of the station and explain what each staff person 

does so they appreciate the daily operations. 
3. Provide "job descriptions" for board member and exec committee members. 
4. In depth orientation with each new board member and at least two seasoned board 

members and the general manager. 
5. Keep them well-informed about how things are going at the station.  Communication is 

key. 
6. Provide pocket sized promotional materials to board members to keep with them to 

help them be good ambassadors for the staff and station business. 
7. Offer an educational opportunity at least every other meeting. This can be about a 

project that the staff is working on or an industry development. 
8. Focus a lot of attention on collaborating with the board president. 
9. Listen to the board in addition to reporting to them. What are their concerns and 

wants? 
10. 10. Create a process to nominate and evaluate potential board members. 
11. Involve board members in fundraising in any way that is comfortable for them, from 

answering phones to writing thank yous to approaching members. 
12. Yearly retreat with staff and board to reconnect. 
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Tech/Operational Resources Best Practices, Tools and Techniques 
1. Cultivate a network of professionals in various vocations that you can reach out to for 

assistance. 
2. Tap into the expertise within your current volunteer base -- and your listeners! 
3. Get younger people involved to gauge interest and train for the future. 
4. Plan for tech emergencies. 
5. Have procedural guides for troubleshooting available to staff. 
6. Educate staff and volunteers on the proper use and maintenance of equipment.    
7. Partner with the larger public broadcaster in the area (or get one of their retired 

engineers to work for you, as we just did). 
8. Be honest when you don't understand something. 
9. Be on the lookout for state and local foundations that support operational costs. Learn 

what they fund and have funded, and determine if there might be a station need they 
would support. 

10. Apply for grant funds, especially from your state association of broadcasters noncom 
fund. 

11. Research equipment and services via colleagues, vendors, tradeshows, etc.   
12. Ask businesses to trade needed services and goods for underwriting and web 

advertisements. 
 
Fostering Learning/Innovation Best Practices, Tools and Techniques 

1. Be open and encourage people to step out of the "it's always been done this way" 
mentality. 

2. Foster innovation through professional development and peer learning. 
3. Cultivate a culture that is open to new ideas for programming, events, promotion, etc. 
4. Attract and recruit new people as volunteers, board members, staff and CAB members 

with an eye toward experience and education that might benefit the station.   
5. Bring in outside talent. 
6. Even if it's not possible to act on, never put down a new idea. 
7. Share knowledge about mission/policies/procedures. 
8. Make resources you do have (equipment, training, etc.) available to volunteers, staff, 

and community members. 
9. Get excited about new initiatives. 
10. Take every opportunity for education.  Become a member of NFCB and other related 

groups.  Take advantage of trainings, conferences, and special programs. Reach out to 
other stations to learn from their models.  

11. Research best practices and new systems and implement experiments as a part of the 
station strategy. 

12. Create a Think Tank. 
13. Hold brainstorming sessions with staff whenever a challenge presents itself. 
14. Introduce new media and provide training. 
15. Have the backs of new and old staff who are champions of change. 
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Overall Organizational Capacity Best Practices, Tools and Techniques 
1. Use the Circle of Engagement model to plan initiatives, in particular, use the Of, By For 

approach to engage new listeners and create new content. 
2. Keep an open mind. Focus on the quality of work.  Create a strategic plan.  
3. Take every opportunity to network with foundations and community partners. Get 

people excited about your engagement strategy and projects. 
4. Attract and welcome new volunteers in their 20s-40s. 
5. Policies and procedures mean nothing if there is not an overall understanding of them. 

Add "refresher courses" on your own documents to keep everyone on the same page. 
6. Recruit for diversity of age, gender and backgrounds on your board. 
7. HR - have it. 
8. Foster change! 
9. Never settle, always push and improve. 
10. Be more innovative even if resources are limited. 


