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Overview

The Public Internet Consumer Insight Study--alternately known as PICIS, is public radio’s first and most comprehensive research into public radio listeners’ attitudes and behaviors regarding their interests and use of our online offerings.

The PICIS project would not be possible without the financial, logistical, and intellectual support of our project partners, they are The Corporation for Public Broadcasting – who supplied the bulk of the financial resources for this project through a Future Fund grant, our partner stations: WUNC, Chapel Hill; Michigan Radio, Ann Arbor; KPBS, San Diego and WKSU and our project partners: PRPD, DEI, PRI, and NPR

This is what we want to find out through the PICIS project:

· What content do listeners use on a public radio Web site? What content do they wish they could use? How does public radio fit into their online universe?

· How did listeners learn about the public radio Website? What would influence them or others to return?

· Has the Web influenced how much and/or why they listen to public radio? Might it in the future?

· What are the acceptable limits and thresholds of e-commerce and advertising on public radio Web sites?

· What impact of the Web on individual giving, now and in the near future. Can / should the Web site provide value-added to givers?

We conducted 16 focus groups in four markets at the end of last summer, followed by two extremely comprehensive and in-depth surveys this spring and summer. All told, we’ve registered the opinions of more than 2,000 public radio listeners to compile this research.

Throughout the following pages, we’ll discuss what was learned in the course of the PICIS project.

It’s worth noting that this information was compiled from the summer of 2000 to the summer of 2001 and is time sensitive. Users’ attitudes, interests, and comfort levels with the subjects discussed in this report are evolving.

Section 1 - Internet and Internet Audio Usage
PICIS discovered how public radio listeners use the Internet, streaming audio of station and network programming, and other sources of online audio. These are the results for the public radio listeners currently online in the four test markets, WKSU, WUNC, KPBS, and Michigan Radio.

Internet Experience

Most listeners in the study were not Internet newcomers. Fewer than 2% used the Internet for one year or less. Most used the Internet for at least three years, with about 60% having five or more years of Internet experience.

Quantity

Excluding e-mail, nearly 80% of listeners use the Internet between one and ten hours per week. About 7% report Internet use of less than an hour per week, and just over 10% use the Internet more than 20 hours a week.

Online Audio

In the past several years, numerous sources of streaming and online audio have been created. Despite the many online streaming and audio options, usage of ALL online audio by public radio listeners is very low. An overwhelming majority of respondents indicated that they “rarely or never” use any online audio or streaming.

· Only 11% reported listening to their public station on the Net

· Only 18% reported listening to any type of radio or online audio

Another way to look at this data:

· 89% percent of listeners report listening to their public radio station exclusively over the radio, and never online.

· 82% of respondents do not listen to any kind online audio ever.

These data show that online streaming is reaching a very small slice of current listeners to our on-air signal.

Data for some specific sites:

· NPR.org – 72% rarely or never used this site for streaming, only 12% use monthly or more for streaming

· BBC - 84% rarely or never used this site for streaming, only 3% use monthly or more for streaming

· CNN.com - 81% rarely or never used this site for streaming, only 4% use monthly or more for streaming

· Public Radio Station sites: 69% rarely or never use this site for streaming, only 7% use monthly or more for streaming

Listeners are not rejecting public radio streaming content in favor of other online alternatives. Most are not utilizing ANY streaming opportunities online. And when they do stream, it’s only occasionally, not every day.

For listeners already using online audio, the features they are most likely to use include:

· Convenience of listening to archive programming (important to 67% of respondents) Archived programming from local and national sources was a perceived benefit. Listeners liked the idea of being able to hear programming at a different time than from when it was broadcast, or to hear a program or report first listened to over the air again when online.
· Listening to distant station (important to 49% of respondents)
· Hearing a type of music not available locally (important to 47% of respondents)
Both of these are related and address a perceived listener need of having access to a broader scope of music than is available on broadcast media

Less important reasons for using online audio included:

· Listening to a local station with poor reception (important to 35% of respondents)

· Using online audio as background music while doing other computer work (important to 24% of respondents)
Most listeners were unconcerned about other potential uses of online audio, such as listening to their public station online while out of town [only 6% reported doing this].

The use of online audio technology will certainly change with time. But for the present, it is safe for most stations to consider only about 20-30% of the on-air cume, to be the maximum potential of the online listening cume. Even this estimate is an optimistic best-case scenario.

Section 2 - Use Of Station Websites
PICIS found that only about 50% of listeners have ever visited any public radio Website.

As purely a marketing position issue, our Internet “place of mind” to our listeners is troubling.

To summarize:

While public radio has a great deal of value to our audience as a radio service, we are insignificant in their online universe and they have little emotional buy-in to our online offerings. 

While we provide and important and valued radio service, our online service does not similarly impact their lives. They do use a lot of web sites, just not us. 

We thrive because of an emotional and intellectual relationship with our radio audience. The problem is: this isn’t the type of attachment listeners have to Websites. To them, there seems to be very little emotional value in any Website, rather than just public radio Websites. People look at web sites as utilities– like the power company: we have a news utility, an auction utility, book or CD purchase utility. The electric company is a public service; you don’t have an emotional relationship with it. A “gosh-golly” response to a “cool” online component is different than an on-going emotional relationship.
Further, listeners who understand streaming audio are already aware that we have lost our monopoly on format and program distribution—they hold very little loyalty to their local station. To them, if their local public radio station does not carry a program or format they favor, they know they can receive it online from on of many other public radio stations outside their area.

Some verbatims from the focus groups include:

· “We can listen to one NPR station in our car but we can listen to any NPR station on our computer.”

· “Before the web, we were trapped. They [KPBS] need us more than we need them.”

Significantly, most listeners still view us as a radio service. The walls around that definition are very high: listeners see our primary mission as revolving around our broadcast offerings, and that any other media ventures (such as online) are purely ancillary and adjunct to our radio service.

· “I look at it as a support service; the mission is the radio.”

What kind of content would listeners be most likely to use on a station Website when they do visit? Remembering that public radio listeners are insatiable consumers of information, their responses are not too surprising. These are the content areas they would be most likely to use. 

· 67% - Additional information about news reports heard on air 

· 63% - An archive of news reports from station or NPR 

· 61% - Additional information about music heard on air 

These elements all involve using the Web site as a place to find out more about what is already on the air: as a reference book or an interactive online encyclopedia. While public radio programming already provides some of the most in-depth information about news, music, and events available anywhere, some listeners would like even more….and Websites are the perfect place to provide this extra content. 

· 60% - Program schedules. A function once provided by program guides. Listeners like having a quick reference available online. 

· 59% - Live, breaking news coverage. This could involve either streaming, and/or text reporting. 

· 56% - Listings of music played. Another function once provided by station program guides. But this information can be provided much more economically and in a timely fashion on a Website than in a dated, published magazine. 

· 52% - Calendar of station events 

· 51% - Calendar of community events 

A Website listing is better than doing lengthy calendars on the air. You can include more details and information, and instead of reading long lists of concerts or events on air, stations can sound better and provide a better service, by encouraging listeners to visit their Websites for this type of information.

Section 3 - Online Integrity
The issues surrounding e-commerce and online advertising or underwriting get tricky when considering their potential impact on listener perceptions of public radio’s integrity.

Listeners fear that the pursuit of online e-commerce and online advertising or underwriting may cause public radio to violate its core values and principles

The good news is that many listeners view public radio as one of the last bastions of integrity in media – but the bad news is that their trust of that integrity is paper-thin. Many listeners perceive dangers for stations heavily involved in Internet ventures that mix editorial content and e-commerce, or that allow advertisers to be featured prominently on stations Websites.
While many listeners claim that they trust the integrity of station and NPR editorial firewalling—over a third of our listeners feel that encroaching online revenue could damage that integrity.
Listener concerns about commercial online activity include their potential influence on programming and editorial decision making, changes in the relative importance of listener funding, perceived squandering of resources otherwise used to produce radio – 20% of time devoted to Internet activity means only 80% of attention to producing air product – resulting in at best a zero sum game. In one focus group, a listener was convinced that the station must have a warehouse containing all the e-commerce merchandise and that some staff member—this listener insisted it may be the station manager—goes and fills the orders on their coffee break!
Many listeners view public radio as having limited needs—a non-profit that only needs to raise enough money to produce programming. They look at any online venture—e-commerce, advertising, or online pledging—as simply a way to diversify the way we raise money, or hopefully reduce reliance on the less desirable fund raising methods. They do not recognize, appreciate, or sympathize with a need to use any of these vehicles to mine new revenue. To them, e-commerce should mean less on-air fundraising, banner ads or online giving should translate into fewer on-air underwriting credits.

Some verbatims:
·  “The commercialization of just about every facet of American life is one reason I listen to public radio.”

· “I think it takes away from the whole concept; most of the world now is saturated with advertising, I’d like to see some stronghold that isn’t.”

·  “We’re an elitist little group here; we expect a higher standard; we expect our commercialism to be a little classy.  I’m worried about who is and isn’t making a decision about whether it’s classy or not.”

·  “They tell me every year I need to donate money, how come I never hear them thanking me, when I hear them 4 times a day thanking ADM for underwriting.”

· “I’ll never see my name up there, and I donate.”

These comments sum up many listener attitudes about public radio and commercialism. Many listeners had a trust in the integrity of pubic radio that was broad, but not very deep. They were extremely concerned with the potential impact that large amounts of corporate money could have on programming. We believe this fear is motivated by the perception that public radio is among the last bastions of media not overly influenced by runaway commercialism and merchandising.
The survey results show that while this concern is not universal, it is nevertheless significant.

Listeners see us as resource poor—and they want to keep us that way. They feel that the pursuit of revenue sources will cause us to compromise our principles. In other words, keeping us poor keeps us honest.

To understand the listener mindset better, think of it this way: Just as environmentalists strive to preserve and protect what they perceive to be the last great, unspoiled places on Earth, and often think of large, multinational businesses as one of the major enemies of the environment, our listeners wish to keep the public radio landscape as pristine as possible. And they wish to keep business involvement limited. For many listeners, public radio is the media equivalent of national parks or wildlife preserves. They would like it to remain relatively unspoiled territory: little pollution, and only small signs, not billboards, acknowledging the contributions of business supporters.

So public radio is left online, as in on-air activities, of walking the fine line of making programming efforts pay for itself through business and individual support, while at the same time not appearing to be controlled or influenced by those whose financial support make the programming possible.
Section 4 - Advertising
We tested many different ads in the focus groups and online surveys. Here’s one example of an online ad we tested.
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In both the focus groups and online surveys, this ad was animated, with calls to action and the sale price. Only about 7% of the listeners surveyed thought it would be a good idea for a station to include this ad on their Website. 

· 72% thought it would be a bad idea.

· 21% neutral or no opinion

This is the prototype of what NOT to do for online advertising.

Here’s another example of an online ad we tested. 
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· 65% - A bad idea for Website 

· 13% - A good idea for Website

· 22% neutral or unsure
The ad for Time Magazine – which might be viewed as having some parallels with public radio news – received support not significantly better than that for the other ads. So, it’s looking bad for online advertising.

That brings up the question: Do listeners have the same objections to all online ads, regardless of their content or appearance? No. Can the level of acceptance of banner or other types of ads be increased? Yes. One way to reduce objections is to have an ad representing a not-for-profit organization that is perceived as more compatible with the values of the public radio listener.
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While these ads are not graphically dissimilar to those we’ve just seen, listeners perceive their content differently. Compared with the ads for 800.com and Lending Tree, more listeners accept them than reject them. 

· 45% of listeners say that it would be a good idea to have announcements like these on a station Website, 

· 35% say it would be a bad idea

· 17% are neutral or undecided.

However, with only 45% acceptability, this is far from a “ringing endorsement”—an indicator that stations should apply sensitivity to non-profit advertisements as well. A station has to decide whether they want to go in that direction, but ‘paid PSA’s for non-profits on their Website would be more acceptable to listeners than regular commercial banner ads. 

Here’s another example of a type of ad that that would also work:
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Note the phrase “Made possible by:” this, along with the small size of the announcement. These are key elements in their acceptance. When shown ads with similar statements, advertisements received significantly higher marks from listeners. 

With its visual appearance, theme, and text, this reflects a type of message that is very compatible with what many listeners currently hear in underwriting announcements. They are generally more comfortable with this type of presentation online. It’s doubtful that most listeners would cast a negative eye toward any credits that were similar to this. 

The key message about online advertising and underwriting – that we are satisfied that the PICIS study has proven to be true – is:

The more that any recognition of business support on a station Website matches the characteristics of underwriting, the greater acceptance it will receive from listeners. 

Messages whose content reflect an on-air underwriting announcement, rather than a direct sale, are more acceptable. Listeners expect our values to be consistent, online and on-air.

Some verbatim comments from listeners:
· “I certainly wouldn’t have any problem with it [underwriting] on a website to the degree that it’s on public radio.”
· “Most of the time, advertising is trying to push, subliminally or otherwise. Underwriting doesn’t do this, it [just describes] what the company stands for.”
· “It’s odd that you’re promoting a public radio station and you’ve got this big banner ad. I always thought they were above this kind of thing.”

· “The flashing at you on and off, they’re really shoving at you hard.”

· “I think it’s OK to have it static, but this is blatant—the price, flashing, blatantly advertising, it kind of goes away from what public radio is supposed to be, it’s too commercial.”

· “This is a lot like ads you’d see on a porn site…”

Section 5 - E-Commerce
Many companies continue to successfully – and profitably – sell products and services over the Internet. One of the primary issues that PICIS investigated was: given the financial needs of public radio, and our close relationship with listeners, might e-commerce be a viable method of serving listeners and generating revenue?

PICIS discovered that listeners have very mixed feelings about engaging in a retail relationship with public radio. While opinions varied, the overall feeling can be best summarized as:
The more an e-commerce opportunity is perceived as directly relating to programming, the greater its acceptance by listeners.
PICIS tested a number of potential items for online e-commerce.

The most illustrative examples are four e-commerce items shown in both the focus groups and online surveys:

· A “best of” Car Talk CD
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· A book James Joyce’s Ulysses
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· Another book entitled Actual Innocence, by Barry Scheck
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· An attractively packaged set of garden tools
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The Car Talk CD—the item most directly linked to programming—ranked the highest, with 68% of respondents indicating that it would be a good idea for a public radio station to sell this item on its Website. Only 16% of surveyed listeners thought that it would be a bad idea. Additionally, 63% said they would consider purchasing this item through a station web site.

The garden tool set—the item with the least direct relationship with a station’s programming—ranked the lowest, with only 42% thinking it was a good idea to sell it on a station Website, and 32% of listeners willing to consider a purchase from a station Website.

The difference in listener opinion between these two items is rather dramatic, with about half the number of willing purchasers for the garden tool set as for the CD. But this isn’t the only reason we believe that the direct link to programming is the key to successful e-commerce that is considered appropriate by most listeners.

Two books that would be of interest to many public radio listeners were tested —and there was a marked difference in response to these items. Ulysses was deemed acceptable for e-commerce by 69% of listeners, but Actual Innocence by only 56% of those surveyed. Why the difference?

The Ulysses advertisement contained a graphic that indicated the book had been discussed on All Things Considered. The Web page for Actual Innocence did not. This is a very important piece of information to listeners. In fact, two-thirds of survey respondents said that station web sites should only sell items that are directly related to programming on-air.

It is also important to note that when examining these results by age and Internet usage, the relationships remained basically the same. Even when filtering out the people who felt it was a bad idea for us to sell items on our web site, while the percentages of acceptance increased, the differences between the acceptability of and interest in these items remained the about same.

Since two-thirds of listeners feel that a station should only sell items that are directly related to programming heard on their station, does that imply that at least e-commerce is an acceptable practice for stations?

The answer is: it depends.

We know from previous industry research projects that our listeners do not like the way we solicit money from them and that there is a concern about our reliance on business support. The same is true for e-commerce on a web site. However, listeners are not any more welcoming of e-commerce or generally more accepting of it as a way to raise money.

Listeners see e-commerce as acceptable if it helps pay for the station’s web site, programming, or if it helps reduce the amount of on-air fundraising or underwriting present on the radio.
In fact, two-thirds of listeners feel that it is okay for stations to raise funds by selling items of interest to listeners on its web site. Only about one out of seven thinks this is a terrible idea.
Also, about two-thirds feel that a station selling items on their web sites is a fair trade off for keeping the information and services on the web site available at no cost to listeners
The key point of this analysis bears repeating: The more an e-commerce opportunity is perceived as directly relating to programming, the greater its acceptance by listeners.
Section 6 – Security and Privacy
Without rival, the most important and fundamental issues to public radio listeners considering any financial transactions with their station are privacy and security issues. 

· 94% of listeners feel information privacy is an important consideration. In fact, 71% of survey respondents selected “Strongly Agree”—the highest ranking on the ten point scale—for this one question. 
· 93% of respondents feel credit card security is equally important. 68% of respondents selecting the “Strongly Agree” option.
Stations would be well served by not only having written policies concerning these issues, but placing them in very prominent locations. Many of these feelings seem to stem from listeners’ perceptions of our strengths and weaknesses. While they trust us to do objective, accurate reporting of news—they don’t trust us with their credit cards. These may result from “general Internet baggage” in the minds of our listeners: periodic security and financial crimes do occur online, many because of lax procedure. Most listeners to not think we are savvy enough to figure these issues out ourselves.
Here are some other policy concerns that ranked highly with listeners: 

· Four out of five listeners think it is very important for stations to clearly and specific state how much money from each sale goes to the station. 

· Clearly stated return policy 

· Statement on quality of merchandise 

· Information of the company that will fulfill the order.

Section 7 – E-mail Newsletters
In researching public radio listeners’ use of and attitudes about the Internet, few of the areas PICIS investigated show opportunities for immediate and significant listener service.

One of the areas where the greatest opportunity lies for public radio is in e-mail marketing of current radio program offerings to listeners.

· 54% of listeners were interested in receiving an e-mail newsletter from their station

· 41% of listeners were interested in a minimum of weekly or more frequent e-mail or newsletters

Naturally, these newsletters would be available for listeners who choose to opt-in, and could be promoted both on-air and on station Websites.

Potential newsletter content that listeners rated highest were program highlights, announcements of special programming, and information about station events.

Other potential e-mail newsletter content such as volunteer opportunities, contests, and bios of station staff did not have broad interest and are better left on the web site.

Listeners expect these communications to be content-rich, intelligent, and geared to their own interests and tastes. They want content they can use, to learn more or plan their listening. The information should be as programming-specific as possible, even down to the level of informing a news listener who expressed interest in Japan that there would be feature relating to that country on the air the next day, or informing a classical music listener that music by one of her favorite composers would be programmed later today. Every indication is that this type of specific information would prove very useful to listeners, but soft features such as “Volunteer and Underwriter of the Month” or generic corporate news would probably not hold the same appeal.

The evidence suggests that the more directly focused on programming the content is, the more listeners will appreciate them. Listeners would prefer to be able to specify specific shows or content that they could select for inclusion in their newsletter. This is an electronic form of the mass-customization that savvy 1 to 1 marketers have been using in the business world for then last decade. We can use this new technology to provide additional listener service.

From all the information gathered, it is obvious that listeners are indirectly asking us to market to them:

Listeners want to take advantage of technology to enhance their relationship with the station and it’s programming.

Public radio, as an industry, simply has not exploited the promotional opportunities afforded by our listeners’ attraction to our programming. From everything we know, listener support is based on value. Enhancing our listener’s connection to our programming has a close connection to increased public service and public support.

One thing that is clear from the PICIS results is that current ways of doing business do not always support the needs and convenience of listeners.

In order to effectively put the PICIS information to work—stations will not simply have to reengineer their Web sites, but also some of the ways that they—and program providers and networks—conduct their most basic information sharing and business.

We would even be willing to go out on a limb—to wager that if more specific information about the content of public radio’s most listened-to programs were made available to stations by networks and producers in time for them to post on their Websites and send to listeners in customized newsletters or e-mails, both the use of station Websites, as well as AQH audiences for these programs, would grow. This would be a win-win situation for stations, networks, and most importantly, listeners.
Section 8 – Online membership
Next we’ll discuss some of the motivations, awareness, and interest surrounding online giving and member interaction.
There has been quite bit of interest in this from those advising us on the research questions for this project. From “Cyberdays” to online membership account information and giving history access—one of public radio’s biggest buzz areas.
Here is how we can best summarize: 

Listeners contribute to stations because of programming. Our best opportunity to migrate those contributions online is to reinforce a “sense of purpose” that directly or indirectly reduces costs and improves the efficient use of resources.

As we’ll explain…our responses from listeners state that while there are ways to interest them in online pledging as a way to give—it is important to remember that online pledging is not a reason to give.

Before we get into attitudes towards web pledging—let’s look at some basic issues. Public radio listeners are not afraid to conduct transactions online. In fact, only one in eight has never shopped online or used an online service to pay their bills. As we have discussed in the previous session and will spend more time on in a few minutes, security and privacy are massive concerns for our listeners. But there is no foundation to thinking that our audience is not willing to conduct transactions online. In fact, many are quite Internet-commerce savvy: with about a third of them shopping or paying bills online more then ten times in a six-month period.

The key motivation to pledging online for listeners: freeing up more money and resource to be devoted to what they love—programming.

Almost half our audience isn’t even aware that pledging online is a possibility. This is equally surprising and typical. There is a lot about the financial relationship with listeners that—frankly—we don’t do a very good job of promoting. Only one out of fourteen listeners feel that the online giving process is slow, confusing, or doesn’t seem to work. 

Now let’s take a look at how listeners react to different reasons for deciding whether or not to pledge online to a public radio station.

First and foremost in the minds of listeners is security and privacy concerns—very similar to what we shared about e-commerce. These issues were the top two reasons for deciding to pledge online. Nine out of ten listeners indicating credit card security was important, and four out of five listeners suggesting that the privacy of personal information was a paramount concern.

This may seem like an obvious issue, but it is a significant hurdle that any business conducting transactions online must surmount. And as we’ve demonstrated, many public web sites display none of these policies online, or bury them deeply on their sites. Keeping the pledge process easy and convenient is important to two-thirds of listeners. 

And of particular interest is that a little more than a third of listeners said they had to be online at the time in order to consider making their pledge online. This is interesting because I, myself, usually pitch online pledging as “if you are in front of your computer right now, go over to wksu.org…” According to this research, using that pitch is paramount to saying “If you have a phone in your hand right now, dial…” 

Here’s how we’ve come to the thinking about saving money and resource allocation. When asked the question “Would you like to receive e-mail reminders from your station” about renewal contributions, a somewhat underwhelming 54% of listeners responded positively.

However, when we re-asked the question, asking this time “Would you like to receive e-mail membership reminders in place of mail or phone reminders?”  the response bumped up nine percent.

When we asked this in a more direct way, “Would you renew online if this would reduce expenses?” … response jumped up to 4 out of 5 listeners responding positively.

An even stronger reinforcement of this efficiency’s connection to programming is the following. That almost nine out of ten listeners say they would be willing to pledge online if it would help reduce the amount of on-air fundraising. While you may be quick to brush this off as another indication that listeners do not like fund drives—if you look a bit deeper, they are also saying that they would pledge online if it meant they got more of what they pay for…what brings value to their lives…the programming.

In previous sections, we mentioned briefly that listeners want to keep us honest and poor—and it is true and worth repeating here. Listeners see us with limited needs—a non-profit that only needs to raise enough money to produce programming. They look at any online venture—e-commerce, advertising, or online pledging—as simply a way to diversify the way we raise money, or possibly reduce the less desirable elements. They do not recognize, appreciate, or sympathize with a need to use any of these vehicles to mine new revenue.

We asked several “incentive” questions in the context of the study—producing interesting results. Almost two-thirds of listeners said that helping the station meet a challenge would be a compelling decider to give online. 

Surprisingly low were the responses to two “give and get” questions. Only about a third of our respondents felt that a special drawing or premium would prove sufficient encouragement to pledge online. With 37% responding positively to gifts and 31% responding to a drawing or giveaway.

Section 9 - How to Increase Traffic and Become Content Centralizers
Every station should have a web site. Listeners expect it. But the Website also has potential to be a useful companion to the service stations provide on-air.

Station Websites can be information providers, editors, and consolidators – what we call ‘Content Centralizing’. It can be a place listeners go to get all the information they want in one place without surfing through numerous Websites or search engines.

This may sound like a tall order for one station. But the effort can start out small, on the local level. One beginning would be to identify several crucial, long-term local issues, and establish the station as the definitive source of information on these subjects for your community.

People use the Web to find information on specific topics. Stations can provide public service by making their Websites the place to go for information on important local issues. This can be a collection of audio reports, articles or links to articles on these subjects. Gathering important information in one place, instead of requiring listeners to search or scan several different sites, adds value to the Website.

Internet technology can also be used to allow listeners to time shift programming and reporting, or to hear it again. Value can be added by then giving listeners more information than they get on the air. For example, if a station aired an interview with a local government official, and it was edited from 20 minutes to 6 minutes for broadcast, it can provide the longer version online and consistently promote this availability on air (considering, of course, that the extended interview met the same editorial and editing standards listeners expect to hear on-air).

But the best service that public radio can achieve on the Internet will only be achieved through the cooperation of stations, producers and networks – sharing information to provide to listeners.

Our current systems simply cannot accommodate the expectations articulated by listeners in this study. There are several companies currently working on pieces to this puzzle, but the basic problem is large.

Rather than have 200 people at 200 stations each inputting promo information for This American Life or All Things Considered into a content management system, the process should be standardized and automated so that we, as a system, can provide the type of online services our listeners expect in a timely manner without expending a great deal of resources. Also, it is difficult to send listeners “intelligent e-mail” about a program’s content when the program’s rundown doesn’t appear until half an hour after the feed has begun.

Success in this area will boil down to the same old issues about network, producer, and station relations and communication.

Here are a few other services stations can provide on their Website that will be useful to many listeners.

· Put music listings online. Serve listeners while saving money, time and trees.

· Rather than reading an immense events calendar on air, station sound will be improved and listeners better served by putting the events calendar on the Website. Listeners can access this information at their convenience. And it doesn't use valuable airtime with content that is not radiophonic.

· It is important to remember that like on air programming, Websites must be reliable and consistent. It is better to do a basic website well and keep it updated than to have grandiose features that are out of date most of the time. Any Website activities must be kept current, or station credibility will be damaged.

Listeners are most likely to use and benefit from Websites that are an extension of on-air programming. Listeners are insatiable consumers of information, and Websites have the ability to satisfy that hunger, beyond and in different ways than can possibly be accomplished on air. But it is preferable that the site has specific goals and objectives, defining the role the Web site has in the overall public service component of the station.

Section 10 - Reasons for Selecting Online News Source
Since one of the most direct and useful applications of a station Website is to provide information relating to on-air programming, the PICIS study asked a number of questions about this type of online content. Here’s some of what PICIS found when asking listeners what they would consider to be most important in an online news and information source.

Do public radio Websites have any potential competitive advantages? The data says yes.

· 94% of surveyed listeners agree that they want a website that has in depth coverage of news stories. This is an advantage that public radio brings to the table. When listeners are asked to describe public radio news, one of the common words they use is in-depth. Many listeners are insatiable consumers of information – the potential exists to provide them even greater depth and breadth of the knowledge they seek through materials accessible on our Websites.

· 92% of surveyed listeners agreed that having a Website operated by a known and trusted news organization is an advantage. These listeners already know and trust our stations and the news programs we carry on air. This natural affinity has the potential to be transferred as an advantage of our Websites.

· 91% of surveyed listeners agree that they would be attracted to a Website that covers major national and international news stories. This is another asset for which public radio is already known. It is a position we own in the minds of many listeners for our broadcast product, and could almost certainly be capitalized upon online.

· 87% of surveyed listeners agree that it is advantageous for an online site to have up-to-the minute news coverage. This is be an area where public radio has traditionally been weaker than in-depth reporting, but we do have a newscast and headline service already active online, which is likely to be sufficient to satisfy this need.

· 82% of surveyed listeners agree that they would prefer a Website that covers major local and state news stories. Clearly, the possibility of a station Website fulfilling this criteria very much depends on the locally originated reporting of the station. Some stations do an excellent job covering state and local news. Others provide very little of this type of information. However, even stations that provide extensive coverage of local, state, and regional news do not include this information on their station Website. And some that do provide this information often fail to promote it adequately.

From this list, it would appear that public radio stations already have the potential to provide many of the components that listeners desire in an online news and information source. There is a realistic potential to make our Websites more of an extension of our on-air service. Each of these reasons is important to 80% of the listeners surveyed. No others come even close to this level.

What features were considered not to be as important on an online news and information source?

· Including links to other interesting sites were not as important to listeners as the features mentioned above. Still more than half [53%] were interested in links to other relevant sites. If done thoughtfully and consistently, these links could be a useful adjunct to issues that are discussed on public radio programming.

· Photos and illustrations were considered important on a news and information site by 42% of listeners responding to the survey. Perhaps this lukewarm level of interest is due in part to radio listeners being accustomed to understanding the news without pictures! Although with the changing politics of the world and the extensive international coverage on public radio, an up to date world map or geography site might be a real asset for a link.

· About one-in-three listeners were interested in a site with audio streaming [35%]; this is just slightly more than the percentage of listeners that reported streaming public radio audio online.

· The potential features with the least interest among public radio listeners are chat rooms and discussion boards. Only 8% expressed interest in this feature on a news and information Website. Public radio listeners are just not the chat room type. Other Internet usage studies with public radio listeners have found similar results.

Public radio is already known for the quality of its in-depth news and information programming. Station Websites can serve a valuable function not only by providing this programming online to listeners, but also by promoting the programming and providing additional information relevant to reporting already heard public radio.

Conclusion

Are listeners willing to pay for our web sites?

So if listeners have such issues with e-commerce—and issues with advertising—how do they expect us to pay for these web sites? If we have a good, user-friendly, powerfully-appealing web site—will listeners give larger contributions to the station? Most directly: Are listeners willing to pay for our web sites? In a word…no.

Web sites have elevated to the level of an “expectation” to our listeners…like having a fax machine or a phone number to call with membership questions. They consider it a cost of doing business. But it is a very important part of their relationship with us—a source of information. When asked if they agree with the statement “If the station cannot support its web site without selling items to listeners, it should not have a web site,” only one in five listeners supported that idea.

Value

We even asked listeners to place a price tag on the value of their station web site. Despite what you might think—they did. In fact, half the survey respondents gave the exact same answer. When asked “If you had to put a price on your public radio station’s web site, how much would pay to use it for one year?” They replied…Zero dollars. In fact, only one in eight listeners assigned the web site a value of $20 or more.
Should we even have a web site?

After reading all this, you may find yourself asking, “Should we even have a web site?” The answer is:  absolutely.

In fact, as we’ve mentioned earlier, listeners look at web sites as a cost of doing business, an expectation. It would be more of an issue with listeners if we didn’t have a web site. They consider it an intricate part of their relationship with us. If they want information related to our programming, they’d rather go online to handle it than call, write, or visit. But just like our programming, there is a set of principles, ethics, and values that governs what makes us special, unique, and valuable to our listeners. If we approach online content, fundraising, and sustainability options—such as e-commerce and advertising—with those same ideals, listeners indicate that would be fine with them.

Distribution schedule
All materials in this report, plus all materials related to the PICIS project, are available online at:

http://www.wksu.org/picis
A CD-ROM containing those online data files is enclosed with this package.

Though our closing presentation at the PRPD conference in Baltimore was cancelled because of national events, we did distribute our presentation online, as well as an “Executive Summary” of our findings in the PRPD newsletter. Further, we have extended offers to other industry meetings in order to present PICIS-related presentations beyond the scope of this grant.
Starting November 14th, we will distribute each of the ten main sections of this report via the two public radio online discussion groups, PUBRADIO and PRADO.
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