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SITUATION ANALYSIS 
I. Description of Organization 
 

a.   Based in Athens, Georgia, WUGA is a public radio station that partners 

with Georgia Public Broadcasting to distribute local and national news, 
information and music programming to Athens and the surrounding areas of 
northeast Georgia. WUGA operates through the University of Georgia and is 
affiliated with National Public Radio. The station airs its segments on two 
frequencies, 91.7 and 94.5, which together reach the entire community, including 
downtown Athens and the UGA campus. The station has over 25,000 listeners 
and covers a forty-mile radius. 

 

b.   WUGA’s programming schedule integrates segments produced both 

locally and nationally, allowing its audience to receive a wide variety of content. 
National segments include “BBC World Service,” “Performance Today” and “Here 
and Now.” Two of the station’s most popular segments are “Morning Edition” and 
“All Things Considered.” “Morning Edition” offers multi-faceted stories and 
commentaries on a variety of subjects, and has earned a place as the most 
listened-to news radio program in the country, while “All Things Considered” is 
the most listened-to afternoon news radio program in the country. In addition to 
this content, WUGA offers locally-produced segments specific to Athens. These 
include “Nothing Funny about Money,” which is produced by professors at UGA’s 
College of Family and Consumer Sciences; “Athens News Matters,” a bi-weekly 
segment that invites citizens and community leaders to discuss Athens; and 
“African Perspectives,” which examines African culture and is hosted by another 
UGA professor. The content offered and produced by WUGA is authentic, well-
crafted and researched, and delivered in a compelling and interesting manner. 
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The quality of reporting and storytelling offered through WUGA is highly-valuable 
and unique to media platforms in Athens. 

 

c.  WUGA is supported by state funds, and its seven full-time employees are 

paid by the University of Georgia. In addition to state support, WUGA generates 
a significant amount of income from over 70 underwriters, which consist of 
businesses and organizations in and around Athens who have purchased 
announcements to support the station. These funds go toward the cost of 
producing news, public affairs and music segments featured on WUGA.  

WUGA frequently employs fundraising efforts to support and continue 
providing its services as well. These efforts include events, letter-writing 
campaigns and promotion of the 1987 Club. Listeners of the station can become 
members of the 1987 Club, which is based upon the year WUGA began 
broadcasting, by donating $19.87 to the station monthly. The 1987 Club is the 
station’s most recent effort to promote sustained donorship among its listeners. 
WUGA also holds six to eight events a year in which attendees pay an entrance 
fee. Its Artists in Residence series, in which visual artists open up their homes 
and display their work, is a popular event in the community. 

 

II. Industry Trends  
 

a.  The field of media, especially traditional media, has seen significant shifts 

in recent years. The most obvious shift has been through the development of 
new technologies and their role in information dissemination. New media have 
changed the way users access and consume news and information. People can 
now get news on their devices at all times thanks to online media, and the rise of 
social media has drastically changed how news is shared and dispersed. In 
2017, two-thirds of American adults get news from social media, according to a 
Pew Research Study. 

The expansion of the Internet means that people want to receive news on-
demand and on their own schedule. This is one reason that podcasts have 
gained popularity in recent years; listeners want the ability to listen to segments 
on their own terms and to have the ability to pause and replay. This poses a 
threat to traditional radio because listeners may choose on-demand streaming 
sources over live broadcasts for their flexibility. 
 

b.  These new forms of media, however, can present specific problems for 

people using them to receive news. Push notifications on iPhones mean that 
many people only read headlines without ever diving into the specifics of major 
issues, and social media becomes a hub of “fake news” and unreliable sources. 
In these respects, it is a critical time for radio.  

The tumultuous election cycle of 2016 has resulted in decreased trust in 
the media overall. According to a Gallup poll, trust in the media has dropped to 
just 32 percent, an eight percent decrease in the last year. Old models of 
communication are being turned upside down, and the media landscape is 



 

 

4 

transforming as a result. NPR and its affiliates, however, have managed to 
maintain trust and a loyal following during this uncertain time for traditional media 
outlets. According to Nielsen Audio ratings, the total weekly listeners for all 
programming on NPR stations reached an all time high in fall of 2016. These 
numbers suggest an exciting time for radio and the opportunity for NPR affiliates 
such as WUGA to reach and gain new and loyal listeners.  
 

III. Competitive Analysis  
 

a.  While several other radio stations exist in Athens, WUGA is unique in that 

it is the only outlet able to offer both NPR-produced content and local content.  
Fox News WGAU, dubbed “Athens News and Weather Station,” covers local and 
national news on 98.7FM. However, it airs primarily conservative talk programs 
and is therefore unable to provide the same unbiased and versatile content that 
WUGA can. The remainder of the Athens-based radio shows are music-oriented, 
with WUOG being one of the most popular and well-known among UGA 
students. Aired on 90.5FM, WUOG is a UGA student-run radio station focused 
on alternative music and entertainment.  

 

b.  In addition to radio stations, a number of traditional media outlets exist in 

Athens that compete for the time, attention and loyalty of Athens locals. These 
include the Red&Black, Online Athens and Flagpole Magazine. All of these 
outlets offer both traditional print editions and online content that cover both local 
and national issues, which presents competition for WUGA. In 2016, the Pew 
Research Center found that while only two in ten Americans get news from print 
newspapers, twice as many (38 percent) get news online either from news apps, 
websites or social media. This compares to just 25 percent of Americans who get 
news from radio.  

 

IV. Publics  
 

a.  WUGA’s audience is largely made up of Athens locals and those whose 

permanent residence is in Athens or the surrounding areas, rather than students 
who are temporarily living in the city. This includes UGA faculty, many of whom 
are avid listeners of the station. Out of 17 faculty survey respondents, 15 had 
listened to WUGA before. Ten of those faculty respondents listen to WUGA every 
day. WUGA’s listeners are more likely to be college-educated, with seven out of 
10 NPR listeners having a bachelor’s degree or higher. Listeners of WUGA are 
also older, working adults with established careers and incomes. In WUGA’s 
2015 market trends survey, 90 percent of respondents were 35 years of age or 
older, and 70 percent were between the ages of 45 and 74. Of all NPR listeners, 
43 percent have family incomes of $75,000 or more.  
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b.  Our target audience consists of millennials in Athens, specifically UGA 

students. Our survey, focus group and interview responses indicated that few 
students had ever listened to or regularly listened to WUGA. Many were not 
familiar with the station, with 77 percent of survey respondents saying they did 
not know the difference between WUGA and WUOG. While there is currently a 
low awareness of the station, we believe there are significant opportunities to 
target this group and address this issue. With millennials increasingly seeking 
authentic news outlets for critical new topics, WUGA can gain loyal listeners from 
this group.   

 

V. SWOT Analysis  
 

a. Strengths 
As Jimmy Sanders stated in the client briefing, “[WUGA] is the only station 

in the community doing what we do.” WUGA is an official NPR affiliate radio 
station for the University of Georgia and surrounding areas, and is the only 
source of public radio in the area. Public radio is notably designed to be a 
politically impartial source of news, giving a voice to opinions from all sides of an 
issue. In a world of increasingly partisan media sources, unbiased sources like 
this become more and more crucial for fair and accurate reporting -- and more 
people turn to these sources.  

WUGA has seven full-time staff members who are consistent, 
professional, and highly experienced. In addition to these staff members, they 
also have a variety of programming from outside sources that bring a greater 
breadth of experience, viewpoints, and ideas to the station. One example of this 
programming is “There’s Nothing Funny About Money,” a segment that discusses 
and simplifies matters of personal finance. 

Another strength is WUGA’s 1987 Club, the station’s fundraising program 
that encourages donors to give $19.87 per month. The benefit of this program is 
that members of the 1987 Club bring in consistent donations that WUGA can 
anticipate each month, allowing the station to predict fundraising contributions in 
advance. However, WUGA’s largest source of income is sales or underwriting to 
local organizations, according to interviews with Jimmy Sanders and Chris 
Shupe. The pair expressed interest in employing new tactics, which may be 
another one of WUGA’s strengths in fundraising. 

 

b. Weaknesses  
One of WUGA’s biggest weaknesses is the lack of awareness among 

university students. Because Athens is a college town, an engaged university 
audience would be a valuable asset to the organization. However, at present, 
WUGA does not have a large presence of undergraduates within the station as 
hosts or contributors or outside of the station as listeners. In addition, many 
millennials perceive NPR as their “parents’ radio station.” One focus group 
respondent specifically noted that she only listens to NPR when she’s with her 
father, further corroborating this idea that NPR is perceived as an “older” news 
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medium. There is also a discrepancy between what these younger generations 
enjoy listening to and what the older generations (and current listeners) want to 
listen to. While students are generally opposed to the jazz and classical music 
played on NPR and other public radio stations, a frequent complaint on the 
WUGA Facebook page amongst older reviewers was that the station was now 
playing less jazz music.  

WUGA also has a somewhat limited social media presence. It has a 
Facebook page that it regularly uses, but their Twitter account is largely made up 
of links to their Facebook posts rather than native content. Younger audiences 
increasingly demand opportunities for two-way communication with their news 
sources; for a medium like public radio, social media is one of the primary ways 
WUGA can satisfy this demand. Finally, the station broadcasts on two different 
frequencies – each of which are clearer in certain parts of the city. This can 
create some confusion among listeners, and this is further confounded by the 
fact that their secondary frequency recently changed from 97.9 to 94.5, and not 
all of the branding materials have been switched to this new frequency. 

WUGA also struggles with fundraising from students. This is both a side 
effect of the lack of awareness and also indicative of a different problem. The 
1987 Club is a great fundraising strategy for older and more financially stable 
listeners, but $19.87 per month is too steep a price for many college students. 
Currently, WUGA has no fundraising program designed to attract college 
students to donate to the station. In addition, some events, such as WUGA’s 30th 
anniversary celebration and the annual Athens Jazz Festival, do not raise any 
money but rather “break even” due to free admission or the expenses involved in 
putting on the event, according to Sanders and Shupe. 
 

c. Opportunities  
WUGA’s app development is a significant opportunity for the radio station, 

particularly when it comes to reaching a millennial audience. In addition, the 
organization is already a partner of the Grady College of Journalism and Mass 
Communication. An expansion of this partnership, especially through experiential 
learning programs, could help grow its university presence. For an even greater 
reach on campus, WUGA has an opportunity to partner with on-campus 
organizations. These partnerships could serve as mutually beneficial 
relationships, with the student organization achieving greater community reach 
and the radio station achieving greater campus reach. 

NPR has a high degree of recognition amongst almost all age groups, 
even millennials, and is generally perceived as a reliable source of news. Since 
WUGA is the only provider of public radio in Athens, it can capitalize on this 
partnership by promoting itself as the only way to receive NPR in Athens. 
Essentially, WUGA can achieve increased name recognition by further 
connecting itself to NPR’s already-widespread reputation. 

Due to the proximity of WUGA to UGA students, as well as the value and 
relevance offered by its content, there are major opportunities for expansion in 
terms of listenership. Our survey, focus group and interview responses indicate 
that few students have ever listened to or regularly listen to WUGA. Many were 
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not even familiar with the station, with 77 percent of respondents saying they did 
not know the difference between WUGA and WUOG. This means there is a 
significant opportunity to increase listener numbers among the UGA student 
community. 

Since WUGA has no fundraising program geared toward students, this 
presents another possible opportunity for the station. While students do not 
generally give large sums of money, they can still be a valuable fundraising 
source in large numbers. WUGA has the opportunity to reach millennials and 
fundraise from them by creating fundraising initiatives that cater to students’ 
financial situations. 

 

d. Threats  
The biggest threat to WUGA is actually a threat to media as a whole. As 

Americans increasingly do not trust the media, media outlets, including public 
radio stations, are in danger of losing audience trust. In addition, people tend to 
choose their media sources based on their ideological affiliation. Despite its 
nonpartisan reporting, NPR and its affiliates are perceived as left-leaning, 
therefore alienating right-leaning potential listeners. 

Most UGA students do not have a consistent day-to-day schedule, making 
it harder for them to tune into regular radio broadcasts. Unlike older, working 
individuals who have a regular commute and tune into the radio during this time, 
many students walk, bike or take the bus to class. This limits their exposure to 
traditional FM radio and often results in students turning to places like Spotify or 
podcasts to get similar types of content. With podcasts, the flexibility of listening 
at any time and being able to pause draws many listeners away from traditional 
radio. 

Finally, WUGA faces the threat of being mistaken for WUOG. WUOG is a 
student-run radio station largely focused on music. WUGA, on the other hand, is 
run by professionals, is affiliated with NPR and presents versatile content rather 
than just music. Despite this stark difference, many students did not know that 
the two stations were independent from one another -- or worse, the only 
university-affiliated radio station they knew of was WUOG. 
 

VI. Research Summary 
 
We conducted two different forms of primary research: surveys and focus groups/in-
depth interviews. We conducted both a student survey and a faculty survey in order to 
assess awareness of WUGA, perceptions about WUGA, perceptions about public radio 
as a whole and news/listening habits of respondents. The student survey contained 
more closed-ended questions, while the faculty survey contained more open-ended 
questions. The focus groups/in-depth interviews were conducted among students and 
allowed us to gain a deeper insight into some of the general trends in survey responses. 
In addition to this primary research, we conducted a great deal of secondary research to 
gain a greater understanding of how WUGA can both appeal to a younger audience and 
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improve its fundraising efforts. 
 

a. Survey  
We conducted two surveys, one distributed to UGA students and one 

distributed to UGA faculty, to research radio listening and news consumption 
habits. 

The faculty survey had 17 total respondents. We most likely received a 
low number of faculty responses due to the in-depth nature of the survey, the 
short answer layout of questions and a general lack of interest in the survey. This 
survey was disseminated to faculty across the University of Georgia’s campus 
through the academic advisors of each respective college. The faculty survey 
was composed of 20 questions of varying types, and took roughly five minutes to 
complete. From this survey, our group received a better understanding of how 
WUGA is viewed by the faculty at UGA. Overall, the response from professors 
was overwhelmingly positive. Of the 17 faculty who filled out the survey, ten of 
them responded that they listen to WUGA everyday. Additionally, of all news 
sources listed in the survey, NPR was ranked as the most trusted. Additionally, 
most of the faculty respondents receive the majority of their news from 
newspapers, magazines and online news sites. Overall, the main insights 
gathered from the faculty survey were: 1.) Faculty members are much more 
aware of WUGA and listen to it frequently. 2.) Faculty are more active in seeking 
out their news from various sources. 3.) Faculty believe that students would 
benefit greatly from listening more to WUGA.    

The survey that was disseminated to students garnered 437 total 
responses. This survey was mainly distributed through various social media 
platforms, such as Facebook and GroupMe. Additionally, we had this survey sent 
out via the listservs of more than 70 different academic advisors in six different 
colleges at UGA. The student survey took roughly nine minutes to complete and 
provided our group with valuable insights into the news and viewing habits of 
current students. Overall, we learned that the majority of students use phone 
applications to receive push-notifications regarding news. Additionally, over 76 
percent of respondents stated that they did not know the difference between 
WUOG and WUGA. In summary, the responses to our survey revealed the 
following things: 1.) Most students receive information regarding news from 
applications on their phones. 2.) There is a huge misunderstanding surrounding 
WUGA, who they are and what they do. 3.) If WUGA were to release a phone 
application, students would more readily follow and listen to WUGA.   

 

b. Student Interviews and Focus Groups 
We conducted three one-on-one interviews, one two-on-one interview and 

one larger focus group in order to assess student perceptions of WUGA and 
radio in general. Out of the nine respondents, seven were white females, one 
was a biracial female and one was a white male. Among these students, many 
listen to the radio; however, only a few listen to news on the radio. Instead, many 
students listen to popular music stations or use music streaming apps when 
driving.  
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The majority of focus group participants said they use different social 
media apps, such as Facebook and Snapchat, to receive news. Most participants 
also stated they use news apps, such as CNN and ABC, that have push 
notifications as a way to receive news. Although the majority of students from the 
interviews and focus groups claim to listen to the radio, only two claimed to use 
the radio as a news source. The two respondents in the focus group that do use 
the radio as a source of news listen to WUGA on a daily basis. This statistic may 
be attributed to the respondents sentiments towards news sources in general. 
Almost all of the participants believe the news in general is biased, regardless of 
where one receives it.  

During the focus groups, we played segments from WUGA to get 
feedback about WUGA’s content. After playing one local segment and one 
international news segment, we received generally positive feedback. The 
participants felt that these WUGA segments were professional and sounded like 
a trusted source of news. All except one participant said they will listen to WUGA 
in the future after hearing some of the content it offers.  

The participants reviewed the application for GPB Savannah, a sister 
station of WUGA, and gave feedback on the app’s design, usability and content. 
The reviews were mixed overall. Some of the participants found the app was 
easy to use and said they would download a similar app for WUGA, while others 
found it difficult to navigate. Some of the participants who said they would not 
download  a similar app for WUGA cited lack of phone storage as a reason. One 
student suggested having the WUGA material available through another app, 
such as the official UGA app. 

We ended the focus groups by asking the participants about their previous 
involvement and experiences in fundraising. The students made it clear that they 
did not have the funds available to donate to non-profits. Most of them agreed 
that they would be more inclined to give money to WUGA if they got something in 
return, such as a t shirt or mug. They also all showed elevated interest in 
purchasing tickets to events put on by WUGA, like the Artist in Residence series. 

 

c. Interviews   

 We conducted interviews with Chris Shupe, Jimmy Sanders and Karri 
Hobson-Pape to further understand the activities and needs of WUGA. 
Concerning fundraising efforts, Sanders and Shupe were able to shed light on 
WUGA’s capabilities and past successes in fundraising. Although broadcasters 
cannot request donations on air outside of designated NPR fundraising weeks, 
WUGA has had success in events such as the Artist in Residence series. During 
these monthly events, local artists open up their homes to the public for an 
admission fee, and guests are able to admire their artwork in an intimate setting. 
Hobson-Pape helped more clearly define what the final plan should be trying to 
tackle. During the interview she was able to shine a light on who our primary 
target audiences were, how they should be segmented and the need for 
increased fundraising endeavors from WUGA’s various publics.   

 

d. Field Research   
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WUGA 30th Anniversary Dinner: Two of our team members attended the 
WUGA 30th anniversary dinner on August 28, 2017. It was held at Athens Cotton 
Press starting at 6:00 p.m. The event included a cocktail hour and catered dinner 
with guest speakers. Tickets were $50 each and about 400 people attended. The 
attendees were mostly caucasian and were middle aged or retirees. Our team 
members were the youngest people in attendance. The parking lot was mostly a 
grass field, and there was no transportation from the far side to the door for older 
guests or those with mobility issues. The reception room was not large enough to 
accommodate everyone in attendance before they opened the doors for the 
dinner. There were very few banners or signs saying what the event was, and 
our team members noticed the signs that were there contained incorrect 
information, including the wrong radio frequencies for WUGA. The speakers 
during the dinner were affiliated with either WUGA, Georgia Public Broadcasting 
or NPR. The audience had a strong positive reaction to the speakers and 
especially the show “On Second Thought.”   

Open House: The WUGA Open House in the Georgia Center for 
Continuing Education had few guests, but those who did attend were part of 
WUGA’s loyal listener base. While a majority of the visitors were consistent with 
the older demographic WUGA is bound to attract, some younger graduate 
students were also in attendance. Guests that our team interacted with 
demonstrated a genuine interest in the station, its content,  involvement with the 
community and members of the WUGA team. Although the office space worked 
adequately for the small amount of attendees, it would benefit WUGA to host its 
open house in a larger room of the building in order to accommodate more 
people. Furthermore, seeing as the event was located in such a large facility, and 
WUGA’s facility is rather small, improved signage will be needed to direct 
attendees. Although WUGA shares strong ties with UGA, very little UGA 
branding was present throughout the event.  

In addition, the open house offered memorabilia to guests, but many items 
contained outdated information, such as the station’s old alternative FM 
frequency. While items such as t-shirts and keychains were readily available to 
attendees, simplistic collateral such as flyers and brochures were limited and far 
behind the technological curve. Although memorabilia items may have been out-
of-date, the same cannot be said about the production equipment inside the 
studio. Therefore, it is clear that WUGA has recently updated a vast majority of 
its technology.   

  

e. Social Media and Online Presence (SEO) 
As an organization functioning in today’s market, WUGA must maintain a 

strong online presence through the website and social media accounts. The 
average daily time each user spends on the WUGA website is approximately one 
hour. The site has a bounce rate of 82 percent, meaning the majority of visitors 
leave the homepage without browsing further within the site. Either these visitors 
are finding what they need on the landing page or they are not finding what they 
need at all. For example, people could be searching for WUOG and 
unintentionally end up on the WUGA website because they are unaware of a 
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difference between the two stations.  
According to Alexa.com, 22.5 percent of WUGA.org website visitors come 

from search engines. Of those visitors, the majority are using Google search. In 
fact, 48 percent of all visitors visit Google immediately before visiting the WUGA 
website. The top search term that leads to the website is “WUGA” (11 percent). 
Other search terms include “BBC news” (~3 percent) and “NPR Athens GA” (~3 
percent).  

We conducted a search engine optimization analysis for Google, Bing and 
Yahoo. Each search included the same keywords: “WUGA,” “WUGA Radio,” 
“NPR,” “NPR Athens GA” and “Radio Athens GA.” Each analysis was done over 
the first page results only.  

Overall, it was surprising that there were no advertisements for any 
keyword on any of the three search engines. The Google search for “WUGA” 
listed the organization website as the first result, but the majority of other results 
were third-party streaming websites and wiki articles. The Google search for 
“NPR” had no results for WUGA, which is a problem considering someone 
searching for NPR in Athens should get results for the local NPR station. 
However, the search for “NPR Athens GA” listed the WUGA website as the first 
result. For the search “Radio Athens GA,” the WUGA website was listed in the 
middle of the page.  

The search results for Bing and Yahoo were similar to Google. However, 
when searching “WUGA” on both Bing and Yahoo, one of the top results was 
WUGA-TV, which no longer exists. Another difference was that the term “NPR” 
included WUGA in the top results on Yahoo and Bing but not on Google. 
Considering Google is the most used search engine for visitors to the site, 
WUGA should consider addressing this issue.  

 As for social media, WUGA has Facebook, Twitter, Instagram and 
LinkedIn pages. Of these, Facebook is the platform that is most frequently used. 
WUGA’s Facebook page provides a good balance of links to content, shared 
posts from other pages and images. However, the station’s Twitter and 
Instagram pages need improvements to maximize audience engagement and 
reach. Currently, WUGA’s Twitter consists exclusively of links to Facebook posts. 
Twitter is an independent platform and should be treated as such; tweets should 
be drafted within the platform rather than simply shared from Facebook. Finally, 
the Instagram is used rarely, if at all. The latest post was in April 2017. Although 
WUGA is an audio-based program, there are plenty of opportunities for WUGA to 
produce digital content, such as events and spotlights on segment hosts.  

Social media engagement could be improved on all platforms. The 
Facebook page has over 2,000 likes and followers, but the posts almost never 
prompt follower engagement, receiving no likes or comments. LinkedIn has 13 
followers but no further activity or posts. The Twitter account has 913 followers 
but no engagement, which could be a result of the posts not being designed 
specifically for Twitter’s platform. The Instagram account has 241 followers and 
does get several likes for each post, however, we believe these numbers can 
improve. The number of likes for each post increase the more recent the post is, 
which shows WUGA’s ability to build and maintain a substantial following.  
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WUGA has employed several successful tactics across these social media 
platforms. The station does a great job in replying to almost all posts on its 
Facebook page, showing a genuine interest and care for the community it has 
built. WUGA has also maintained a consistent identity across platforms by 
creating one handle, @WUGAFM.  

 

f. Secondary Research  
Secondary research was conducted to address recent trends within the 

radio broadcast industry. Specifically, this research pertained to a station’s ability 
to connect with listeners, fundraising tactics, digital trends within the radio 
industry, millennial radio use, radio partnerships and tactics to increase 
awareness of local stations.  

Upon reviewing a station’s ability to connect with listeners, it appears as 
though open interaction and dialogue has become common practice within the 
radio industry (Bentley & Barnes, 2015). In particular, many stations use sites 
that promote user-generated-content, such as Facebook, Reddit and YouTube, 
promoting two-way communication between the station and its listeners (Bentley 
& Barnes, 2015; Dynel, 2014). Similarly, the addition of comment sections and 
forums on a station’s website can also greatly increase the likelihood of this 
audience interaction (Dynel, 2014). As a result, stations have become more 
aware of  where their listeners’ interests lie. Along with facilitating communication 
between the station and its listeners, user-to-user interaction throughout social 
media outlets allows online communities to form around the station and its 
programs (Bentley & Barnes, 2015). 

While social media can be used as a way to interact with a broad 
spectrum of audience members, it is particularly helpful when attempting to reach 
the millennial demographic. This statement is supported by recently conducted 
research, concluding that a vast majority of millennials actively obtain news while 
browsing social media sites (Associated Press, 2015). In return, although 
millennials choose to receive news from social media outlets, due to its 
convenience, the open-source aspect of these sites has motivated many 
millennial users to air on the side of caution when reviewing content created by 
citizen-journalists (Fisher & Mohammad-Bashk, 2015). As a result, millennials 
use social media as a medium to determine important news, only clicking on links 
believed to to be posted by trustworthy sources (Associated Press, 2015). 
Therefore, seeing as how public broadcast radio stations have maintained a 
sense of credibility with individuals throughout the population, many stations 
have found success in posting objective news stories to social media, increasing 
traffic to their own sites via hyperlinks (Fisher & Mohammad-Bashk, 2015).     

This is not to say millennials have completely strayed away from 
traditional forms of media consumption. Instead, digitalization has simply evolved 
the user’s listening experience (Sundar, 2000). In particular, the emergence of 
podcasts and streaming technologies have shifted the playing field, readily 
allowing members of the general population to control the content they consume 
(Cwynar, 2017). Therefore uploading program segments to online distribution 
programs, such as streema and tunein, can greatly increase a station’s reach 
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and frequency of listeners (Cunsolo, 2017). 
While it is imperative that a radio station widely distributes the audio 

content it creates, it is equally important to note that digitization has greatly 
catered to online news consumers, giving them flexibility in how they wish to 
consume content (Sundar, 2000). Therefore, many radio stations have found 
success supplementing their online audio content with other forms of media 
(Sundar, 2000). For example, providing an online text-transcription of audio 
content allows visitors to self-pace their information consumption (Sundar, 2000). 
Furthermore, combining this text-transcription with relevant images increases the 
individual’s motivation to return for future content (Sundar, 2000). Although many 
public broadcast stations are short staffed and consistently busy, some stations 
have successfully begun to implement these tactics, using short boot-camp 
esque workshops to train staff members (Usher, 2012). In return, these 
workshops help promote co-creation and workflow integration, streamlining the 
production of such supplemental content (Usher, 2000). 

While utilizing text and images to supplement audio content is beneficial to 
a radio station, it must be ensured that this content is easily accessible on mobile 
devices (Pluskota, 2015). As recent trends have shown, with the exception of 
some newer luxury models, the steady decline in smartphones and data-plans 
prices has allowed for individuals to readily access news whenever and wherever 
they please (Pluskota, 2015). Furthermore, the freedom of mobility smartphones 
have provided has greatly incentivizes users to multitask whilst consuming 
information (McClung et al, 2007). In particular, millennials continuously seek 
options to easily aggregate information from multiple mediums simultaneously 
(McClung et al, 2007). Therefore, radio stations have begun to create 
smartphone applications in an attempt to cater to the mobility and multitasking 
options millennials crave (Pluskota, 2015). Similarly, the simple promotion of FM 
chips, which are a stock component of most smartphones, has also helped some 
stations cater to this mobility trend (Pluskota, 2015).   

Seeing as public radio serves as a medium that widely disseminates 
information at an affordable price, it is no surprise that many stations attract local 
businesses hoping to form partnerships (Maiorino, 2011). In an attempt to better 
promote the partnerships established, many public radio stations have opted to 
create online community calendars, hosted on the station’s website (Woof Boom 
Radio, 2017). Within these calendars, hyperlinks are placed to the partner’s 
website, creating a bridge between the two organizations’ online traffic (Woof 
Boom Radio, 2017). Although many organizations may approach public radio 
stations in hopes of forming partnerships, it is important that the station regularly 
reviews its website’s analytics to determine which external sites visitors are 
arriving from (Camp, 2016). This tactic will ensure the station is capitalizing upon 
an appropriate audience base. In addition, the Google affiliate network can assist 
in matching websites with relevant and cohesive online advertisers (Radio 
Solution, 2015). Along with establishing online partnerships, many local public 
radio stations have improved upon their sustainability efforts by partnering with 
smaller, rural stations that are in need of more programming (WCPE, 2017). By 
providing these rural stations with samples of local content, public radio stations 
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gain access to radio towers reaching a niche audience, increasing awareness 
and reach in the process (WCPE, 2017).  

Although partnering with local businesses is beneficial to public radio 
stations, stations maintained within a university system have found success by 
strengthening their ties with other relevant university-affiliated organizations. For 
example, giving educational leaders a platform to speak about current research 
greatly increases the perceived uniqueness of the station (Marlboro, 2017). 
Similarly, partnering with classes in need of real world media production 
experience has shown to generate student awareness and interest in station 
(Marlboro, 2017).  

While partnering with businesses and organizations can help to increase 
awareness, fundraising remains vital to a public radio station’s survival. In return, 
there are a variety of tactics that stations can use to promote a higher giving 
rates. For example, many stations guilt listeners into donating by insinuating that 
the service the station provides is free-of-charge, with very little contribution from 
the audience base (Kinnally & Brinkerhoff, 2013). Similarly, another option 
stations utilize is to inform listeners of other donors’ contributions and the societal 
standards set forth by the community (Croson & Shang, 2008). In return, the 
listener may contribute in hopes of meeting these societal expectations, 
alleviating any guilt they may have felt (Croson & Shang, 2008). Along with 
guilting donors, another successful strategy is focusing on the personal 
importance a listener may feel for the stations programs (Bidding for Good, 
2014). In this example, the station refers to the uniqueness of the programs, 
referring to the lack of stations in the local area that provide similar content 
(Bidding for Good, 2014). As a result, the donor forms a bond with the station, 
feeling an obligation to donate (Bidding for Good, 2014). 

Although these were just a few psychological motives for donating, other 
tactics involve more tangible efforts. For example, using donation services, like 
commitchange.com, allows for donors to set up personalized pre-paid options for 
recurring monthly donations (McCoy, 2015). In return, this allows the donor to 
contribute an amount that is in line with their current financial situation. Another 
option, specific to college radio stations, is to take part is college radio day, which 
gives college stations online and on-air promotion throughout the country, free of 
charge (University of Memphis, 2017). Finally, the easiest tactic a radio station 
can use to generate donations is to simply inform listeners of what previous 
donations were used for (Croson & Shang, 2008). In return, when the station 
releases more specific data on this topic, rather than just general information, 
listeners are willing to donate more, knowing that their contributions made a 
difference (Croson & Shang, 2008).                                   

 

VII. Public Relations Needs 
 
WUGA’s public relations needs can be summarized by two primary directives: 
expanding their audience, particularly among millennials and college students, and 
increasing fundraising. 
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GOALS, OBJECTIVES & 
TACTICS 
MASTER TACTIC: Create three new internship 

positions in outreach, event planning and 
fundraising. 
GOAL 1: Increase WUGA’s audience. 

OBJECTIVE 1: Increase University of Georgia student 

awareness of WUGA by 10 percent by July 2019. 

 TACTIC 1: Consolidate brand image in logos and banners.  

TACTIC 2: Create flyers and banners to distribute in 

dormitories, Tate Student Center, Miller Learning Center and 
UGA Libraries. 
TACTIC 3: Create collateral to display in UGA and Athens 

Transit buses.  
TACTIC 4: Create supplementary Instagram, Facebook, 

Twitter, YouTube and blog content about recent on-air 
segments. 

 TACTIC 5: Participate in College Radio Day.  
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TACTIC 6: Create an interactive story booth that travels to 

various UGA events.  
 TACTIC 7: Generate content for monthly ArchNews email. 

TACTIC 8: Prepare materials to send to UGA professors who 

listen to WUGA to educate them on how to incorporate WUGA 
in the classroom and encourage their students to listen. 
TACTIC 9: Form strategic partnerships with student 

organizations to encourage them to participate in WUGA 
events and on-air segments. 
TACTIC 10: Create and place advertisements in student-run 

magazines and blogs.  
TACTIC 11: Promote individual WUGA segments to target 

specific colleges within the University.  
 TACTIC 12: Include booth at homecoming carnival.  

OBJECTIVE 2: Increase local listeners by five 

percent by July 2019. 
TACTIC 1: Sign up for digital streaming directories. 

TACTIC 2: Create materials to invite students, professors and 

prominent locals to contribute to local segments like “Science 
Friday” or “Nothing Funny about Money.” 

TACTIC 3: Promote online polls. 

TACTIC 4: Promote the NPROne app and the future WUGA app 

through social media. 
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GOAL 2: Increase fundraising efforts. 

OBJECTIVE 1: Increase local business donations by 

10 percent by July 2019. 
TACTIC 1: Host a silent auction using donated items from 

local businesses.  

TACTIC 2: Host percentage nights at local businesses and 

restaurants. 
TACTIC 3: Contact local businesses about potential 

partnerships with WUGA. 
TACTIC 4: Partner with Jittery Joe’s to create a coffee blend. 
TACTIC 5: Create a community calendar that displays 

upcoming events.  
OBJECTIVE 2: Increase listener donations by 10 

percent by July 2019.  

TACTIC 1: Educate donors concerning how their donations 

are used. 

TACTIC 2: Partner with online retailers, generating sponsored 

promotions. 
TACTIC 3: Promote the 1987 Club on social media. 
TACTIC 4: Introduce an annual fundraising event and raise 

enough money to use profits for funding needed during the 
year. 
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OBJECTIVE 3: Increase millennial donations by five 

percent by July 2019. 

TACTIC 1: Create and promote a new program for students to 

donate.  

TACTIC 2: Promote WUGA events on social media. 
TACTIC 3: Incorporate local musicians into the Artist in 

Residence series.  

 
MASTER TACTIC 
   

Create three new internship positions for outreach, event planning and fundraising.  
 
WUGA will hire at least three undergraduate students from the University of Georgia 

each semester. These interns will be responsible for outreach, event planning and 

fundraising. Materials provided with this tactic include detailed instructions on how to 

post job listings, a job description for each internship position, and activities these 

interns will complete related to this campaign. 
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Internship Descriptions  

 

Outreach 

The outreach intern will be in charge of establishing partnerships with student 

organizations and faculty members. A list of student organizations with contact 

information will be provided for the intern. The outreach intern will be directly involved in 

the following campaign tactics:  

● Goal 1, Objective 1, Tactics 2, 3, 7-11  

● Goal 1, Objective 2, Tactic 2 

● Goal 2, Objective 1, Tactic 3 and 4 

 

Event planning  

The event planning intern will be responsible for organizing, planning, and implementing 

events throughout the year for WUGA. These will include an annual fundraising event, a 

silent auction and a homecoming booth. The event planning intern and fundraising 

intern will likely work together to successfully plan and implement a number of events 

related to fundraising. The event planning intern will be directly involved in the following 

campaign tactics:  

● Goal 1, Objective 1, Tactic 12 

● Goal 1, Objective 2, Tactic 2 

● Goal 1, Objective 1, Tactics 1 and 2 

● Goal 2, Objective 2, Tactic 4 
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● Goal 2, Objective 3, Tactic 3  

 

Fundraising  

The fundraising intern will be responsible for promoting current fundraising efforts as 

well as implementing news ways to increase WUGA’s funds. This will include a silent 

auction, percentage nights, and promotion of a donation program targeted at students. 

The fundraising intern will be directly involved in the following campaign tactics: 

● Goal 2, Objective 2, Tactic 1 

● Goal 2, Objective 2, Tactic 2 - 4  

● Goal 2, Objective 3, Tactic 1 

 

Existing internships  

WUGA already has four existing intern positions: news, production/operations, 

programming and social media. For the duration of this campaign, the social media 

intern will be instrumental in completing a number of tactics:  

● Goal 1, Objective 1, Tactics 4 and 5 

● Goal 1, Objective 2, Tactics 4 and 5 

● Goal 2, Objective 1, Tactic 5 

● Goal 2, Objective 2, Tactics 3 and 5  

● Goal 2, Objective 3, Tactic 2 

 

 

Job Listing Instructions  

 

Who 

 

Jimmy Sanders will be in charge of editing the provided job descriptions, posting these 

online, and recruiting and hiring the outreach, event planning and fundraising interns. 

He is the current contact for existing internship applicants and therefore has experience 

recruiting and interviewing individuals for these roles.  

 

What  

 

Posted job descriptions for the internship positions should include the position title, 

expected activities and responsibilities, location of the internship, weekly hours, required 

qualifications, information about compensation, and a description of WUGA.  

 

Where  
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These job descriptions should be disseminated to Grady’s newsletter and UGA’s online 

job board for students and alumni.  

 

Grady College of Journalism and Mass Communication  

● Job descriptions and applications should be forwarded to the Grady 

College of Journalism and Mass Communication at 

ugagradyjobs@gmail.com. The listing will be included on Grady’s weekly 

newsletter on Tuesdays for students and alumni. These listings will be 

removed after three weeks, unless otherwise requested by WUGA. If 

applicants and prospective interns have not been found during this three 

week period, consider contacting ugagradyjobs@gmail.com to request 

that the job posting be kept for an additional three weeks. Other efforts 

should be made to recruit interns as well.  

  

 UGA Handshake 

● UGA Handshake is a free online job board exclusively for UGA students 

and alumni. Job descriptions and application instructions can be posted 

once registered. In order to register as an employer, follow the steps 

below:  

 

○ Go to hireuga.com. Select the “First Time Users” button. This will 

redirect to UGA Handshake.  

○ Select the “Employer” button from the menu  

 
 

○  Enter WUGA’s information and select “Sign Up”  
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 WUGA Website 

● In addition to posting the job listings on UGA Handshake and Grady’s 

newsletter, WUGA should update its internship page 

(http://wuga.org/node/22) to include these three new positions and their 

job descriptions. In order to complete this step, contact the webmaster and 

discuss creating a new page on the website.  

 

 

Sample Intern Job Description - Outreach  

 

We are currently seeking a talented and motivated student from the University of 

Georgia for WUGA’s Fall internship program. The position is unpaid and requires 10-15 

hours per week. We are flexible with students’ schedules.  

 

Job Description  

 

WUGA’s outreach intern will be responsible for promoting partnerships with student 

organizations and faculty members. This will include distributing materials to faculty 

members and educating them about WUGA and how its segments can be implemented 

in the classroom, placing advertisements and promotional materials around campus, 

and contacting student organizations about forming partnerships with and promoting 

WUGA.  

 

Qualifications  
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● Junior or Senior at UGA  

● Currently enrolled in a public relations, journalism, advertising, marketing, 

communications or other related undergraduate program  

● 3.0 GPA or higher  

● Outgoing, motivated, hard working 

● Strong interpersonal skills and writing skills  

● Must be able to dedicate a minimum of 10 hours per week to the internship  

 

About WUGA  

 

WUGA is Athens’ National Public Radio affiliate, offering local and national news, 
information and music programming to Athens and the surrounding areas of northeast 
Georgia. WUGA operates through the University of Georgia and is affiliated with 
Georgia Public Broadcasting. The station has over 25,000 listeners and covers a forty-
mile radius. 
 

If interested in applying to this position, please send a resume and cover letter to Jimmy 

Sanders at jasander@uga.edu. 

Sample Intern Job Description - Event Planning  

 

We are currently seeking a talented and motivated student from the University of 

Georgia for WUGA’s Fall internship program. The position is unpaid and requires 10-15 

hours per week. We are flexible with students’ schedules.  

 

Job Description  

 

WUGA’s event planning intern will be responsible for increasing WUGA’s visibility on 

campus and in the community through a variety of events throughout the year. The 

intern will be responsible for helping to organize, plan, and implement events from 

beginning to end. These include a silent auction, a homecoming booth, percentage 

nights  and an annual fundraising event.  

 

Qualifications  

 

● Junior or Senior at UGA  

● Currently enrolled in a public Relations, journalism, advertising, marketing, 

communications or other related undergraduate program  

● 3.0 GPA or higher  

● Outgoing, motivated, hard working 

● Strong interpersonal skills  

● Highly organized  
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● Must be able to dedicate a minimum of 10 hours per week to the internship  

 

About WUGA  

 

WUGA is Athens’ National Public Radio affiliate, offering local and national news, 
information and music programming to Athens and the surrounding areas of northeast 
Georgia. WUGA operates through the University of Georgia and is affiliated with 
Georgia Public Broadcasting. The station has over 25,000 listeners and covers a forty-
mile radius. 
 

If interested in applying, please send a resume and cover letter to Jimmy Sanders at 

jasander@uga.edu. 

 

 

 

 

Sample Intern Job Description - Fundraising  

 

We are currently seeking a talented and motivated student from the University of 

Georgia for WUGA’s Fall internship program. The position is unpaid and requires 10-15 

hours per week. We are flexible with students’ schedules.  

 

Job Description  

 

WUGA’s fundraising intern will be responsible for promoting WUGA’s current 

fundraising efforts and implementing new ones. This will include increased promotion of 

WUGA’s 1987 club as well as increasing awareness of other fundraising opportunities 

for students and younger audience members.  

 

Qualifications  

 

● Junior or Senior at UGA  

● Currently enrolled in a public Relations, journalism, advertising, marketing, 

communications or other related undergraduate program  

● 3.0 GPA or higher  

● Outgoing, motivated, hard working 

● Strong interpersonal skills  

● Must be able to dedicate a minimum of 10 hours per week to the internship  

 

About WUGA  
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WUGA is Athens’ National Public Radio affiliate, offering local and national news, 
information and music programming to Athens and the surrounding areas of northeast 
Georgia. WUGA operates through the University of Georgia and is affiliated with 
Georgia Public Broadcasting. The station has over 25,000 listeners and covers a forty-
mile radius. 
 

If interested in applying, please send a resume and cover letter to Jimmy Sanders at 

jasander@uga.edu. 

 

 

 

 

 

GOAL 1, OBJECTIVE 1 
TACTICS 
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TACTIC 1 
GOAL 1: Increase WUGA’s audience. 
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OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 1: Consolidate brand image in logos and banners. 
 

Timeline: Consolidate all brand images as soon as possible. 

 

Budget: N/A 

 

To ensure that WUGA is a widely recognized organization on campus and in the 

community, all logos on all merchandise and materials need to be consistent. 

Specifically, the WUGA shielded logo needs to be added to all social media profile 

photos, all business cards, t-shirts and other promotional materials. Below you will find 

some re-formatted version of the logo that can be used as social media icons/profile 

pictures.  

 

Logos formatted for Social Media (see graphics folder for large files) 

 

Instagram/Twitter 

 
 

 

Facebook/LinkedIn 
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TACTIC 2  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 2: Create flyers and banners to distribute in dormitories, Tate Student Center, 

Miller Learning Center and UGA Libraries. 
 

One of the biggest things that we found in our research was an overall lack of student 

awareness of WUGA’s general existence. Out of the 294 students that completed our 

survey, 76.87% of respondents did not know the difference between WUGA and 

WUOG, and only three out of the eight students who participated in our focus group had 

ever heard of WUGA before partaking in our research. Because of this need to increase 

student exposure, we would like to get WUGA branded flyers and banners in as many 

places around campus as possible. 

 

The flyer:  

 

Timeline: We recommend having these flyers hung and posted in these locations no 

later than Monday, August 13, 2018 (the first day of classes). 

 

Budget: Cost: 100 one-sided color flyers from Tate Print and Copy costs $40. 300 one-

sided color flyers costs $120.   
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● To see full sized flyer, refer to next page 

● To edit the content of the flyer, log on to Canva.com. Username: 

wugafm@gmail.com, password: wugafm!!  

● To access a high quality PDF of the flyer to submit to the printer, open the USB 

port included in this binder into a computer and double click on “WUGA Main 

Flyer.pdf” 

 

Printing the flyer: 

● Upload the pdf of the design to Tate Print & Copy Center’s website 

(http://tate.uga.edu/print_content_page/home)  

○ Print Requests → Flyers, Handbills and Posters → Flyers and Handbills 

● Print ~300 copies in color 

 

Where to put the flyer: 

(We recommend tapping the Outreach Intern to distribute 1-2 flyers in each of these 

locations; see Master Tactic on p.__ for internship details) 

● Miller Learning Center (MLC) 

○ 12 bulletin boards throughout the building. Located in each of the eight 

elevator lobbies and in the four vending areas of the building (these are 

the only locations where materials may be posted). 

○ All materials must be approved and stamped at the MLC Security Desk 

prior to being posted to building bulletin boards (all materials that are 

posted without proper approval will be removed and discarded).  

■ See more at http://mlc.uga.edu/about/mlcpolicies/postingpolicy 

● Tate Student Center 

mailto:wugafm@gmail.com
http://tate.uga.edu/print_content_page/home
http://mlc.uga.edu/about/mlcpolicies/postingpolicy
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○ Flyers can be posted on the kiosks and bulletin boards by the Tate 

Student Center Information Desk staff 

○ Only seven copies are required, and the Information Desk must approve 

and post the flyers 

○ Starbucks in the Tate Student Center 

● Main Library 

● Bulletin boards in the lobby and hallways of dorm rooms 

○ Deliver in person or mail up to 200 copies of the WUGA flyer to Shelby 

with Residential Programs and Services, who will then hang the flyers for 

WUGA.  

■ Office #4 in the Brumby Hall Rotunda 

■ Or contact rps@uga.edu 

○ The flyer will be kept up for the duration of the semester.  

 

The banner: 

 

Timeline: We recommend having the WUGA banner hung up for two weeks from 

Monday, August 20, 2018  - Monday, September 3, 2018. 

 

Budget: One linear inch of a vinyl banner is $1.25, so the WUGA banner’s estimated 

cost is $120.  

 

 
 

● The WUGA banner is designed to be 8 ft. wide and 3 ft. tall, and the digital 

version is located on the USB drive located in this binder. 

● To edit the content of the banner, open the file “WUGA Banner.ai” in Adobe 

Illustrator. 

 

Printing the banner:  

● The banner will be will printed on vinyl, making it reusable for future purposes. 
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● Upload the pdf of the design (“WUGA Banner.pdf” in the USB drive in this binder) 

to Tate Print & Copy Center’s website 

(http://tate.uga.edu/print_content_page/home)  

○ Print Requests → Banners → Banner Request form 

 

Where to put the banner: 

● Tate Breezeway 

○ Four banner spaces are available for weekly rentals in the Tate 

Breezeway, located between the Tate Student Center and the University 

Bookstore. 

○ The rental fee is $35 per week for a maximum of two weeks 

○ Reservation requests can be made by following this link: 

http://tate.uga.edu/reserve_content_page/reserve-space 

■ Tate Student Center, Memorial Hall & Scott Hall → Make a 

Reservation → Banner spaces → Log in with UGA MyID → Follow 

instructions under “How to make a Banner Request” 

 

 

 
 
 

http://tate.uga.edu/print_content_page/home
http://tate.uga.edu/reserve_content_page/reserve-space
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TACTIC 3  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 
percent by July 2019. 
   

TACTIC 3: Create collateral to display in UGA and Athens Transit buses.  
 

Timeline: UGA transit offers several four-week reservation periods in which to advertise 

on campus buses. The 2018-2019 school year advertising periods have not yet been 

released. However, you may refer back to this website to view the dates once they 

become available: http://tate.uga.edu/print_content_page/bus-card-reservations 

 

Budget: The pricing outlined below includes printing and lamination of the advertisement 

as well as installation on the buses. First reservation period: $120.00. All following 

reservation periods: $60.00 

 

As noted in the previous tactic, overall student awareness of WUGA needs to be 

achieved to increase WUGA’s audience. Beyond popular student locations such as the 

Miller Learning Center and UGA residence halls, another optimal spot for advertising is 

on UGA and Athens Transit buses, that many students use to commute daily.  

 

 

 

 

 

 

 

 

 

http://tate.uga.edu/print_content_page/bus-card-reservations
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The advertisement: 

 

 
 

● The bus card advertisement is an 11’’ x 17’’ horizontal design. 

● To access the full digital version and edit the contents of the advertisement, open 

“WUGA Bus Advert.ai” in Adobe Illustrator, located USB thumb drive included in 

the front of this binder. 

● To access the high-quality PDF version to send to submit to UGA Transit, open 

“WUGA Bus Advert.pdf,” located on the USB thumb drive included at the front of 

this binder. 

● The advertisement will be on all 36 UGA buses for a reservation period of four 

weeks. 

 

Reserving the space on UGA buses: 

● Space is assigned on a first-come first-served basis, and space requests and 

artwork must be submitted at least five business days prior to the first day of the 

bus card reservation period. 

● Reserve your advertisement by following this link: 

https://ugeorgia.qualtrics.com/jfe/form/SV_5aJ9ZX24ByZ2elD 

 

https://ugeorgia.qualtrics.com/jfe/form/SV_5aJ9ZX24ByZ2elD
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TACTIC 4  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 4: Create supplementary Instagram, Facebook, Twitter, YouTube and blog 

content about recent on-air segments. 
 

This tactic includes a sample social media content calendar to be used as a guide for 

managing WUGA’s social media accounts. The social media accounts will be used to 

promote events, inform the public of news updates, share photos and videos, and 

engage with the community. Posts on each social media platform should be intentional 

in timing. Facebook has the most engagement on Thursday and Friday between 1:00 

p.m. and 3:00 p.m. Twitter engagement is most active during the workweek rather than 

the weekends, with the best times to post including in the morning around 9:00 a.m., 

during the typical lunch break around 12:00 p.m., and in the early evening around 5:00 

and 6:00 p.m. Instagram responsiveness from viewers is fairly consistent throughout the 

week. By posting consistently to each account and varying topics, engagement and 

awareness are likely to increase. 
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Social Media Content Calendar 
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Sample Content 

 

Promotion 

 

Twitter: Do you find personal finance a bit scary but still need help? Listen to “Nothing 

Funny about Money” the first Friday of each month at 1:30 p.m. #WUGA 

 

Facebook: “Growing up in Athens, I felt really lucky, in retrospect, to grow up in a 

community that’s so supportive of the arts and creating a community that supports the 

life of an artist.” See what else James Ponsoldt, Athens-born Hollywood writer, had to 

say about his time in Athens and his career at Cine’s 30th anniversary celebration this 

past weekend! 

http://wuga.org/post/cine-celebrates-30th-anniversary-hollywood-writer-director-and-

athens-native-james-ponsoldt 

 

Photo/Video 

 

Instagram: Prisoners face uncertainty as number of halfway houses are cut. Tune into 

“All Things Considered” today at 4 p.m. to hear how this will affect inmates. #WUGA 

 

* Insert picture of prison 

 

Community Interaction 

 

Facebook: Co-presented by WUGA and JazzAthensGA, the free, outdoor Athens Jazz 

Festival returns this August with a full, family-friendly lineup of local artists. You will not 

want to miss this. Comment what you are most looking forward to! 

 

News 

 

Twitter: Are you up to date on the state house election? Tune in to Athens News 

Matters today for news that matters to the Athens community  #WUGA 

#AthensNewsMatters 

 

 

http://wuga.org/post/cine-celebrates-30th-anniversary-hollywood-writer-director-and-athens-native-james-ponsoldt
http://wuga.org/post/cine-celebrates-30th-anniversary-hollywood-writer-director-and-athens-native-james-ponsoldt
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TACTIC 5  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 5: Participate in College Radio Day 

 

Budget: $0.00 

 

Every year on October 6, the College Radio Foundation, a non-profit organization 

comprised of volunteers from the radio industry, conducts College Radio Day. The 

purpose of this event is to raise awareness of college stations throughout the United 

States, informing listeners of both local frequencies and online audio streams. During 

this event, listeners will be encouraged to post online using the hashtag 

#WUGAradioday in an effort to further generate listener involvement and awareness. All 

the materials needed to participate in this event are provided, free of charge, by the 

College Radio Foundation. A list of these materials includes:  

● Sweepers and on-air audio 

● Graphics and images for both online and physical promotion 

● Sponsor donations 

● Access to College Radio Day simulcast   

 

Along with increasing UGA student awareness of WUGA, registering for College Radio 

Day gives WUGA the exclusive opportunity to apply for grants distributed by the College 

Radio Foundation. For reference, these grants are unobtainable without participating in 

the event. Furthermore, after participating in this event, WUGA will be given yearlong 

memberships to both SoundCloud Pro Unlimited and Hindenburg’s broadcasting 

software. This tactic will present the required steps needed to fully partake in this free 

event. 
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Objective 

While grant application is a secondary aspect to this tactic, generating awareness is the 

primary objective this tactic attempts to achieve. 

 

Event Breakdown 

 

Date Steps 

August 1, 2018 Register for event 
*Follow sign-up directions. 

September 30, 2018 - 
October 5, 2016 

Promote at least once daily on social media and on-air. 
*Follow on-air and online promotion directions. 
*Look below at “leading up to event” examples. 

September 30, 2018 Send out email promoting event 
*Look below for an example of the email. 

*Review tactic seven for directions on how to distribute  

September 30, 2018 Post story on wuga.org, highlighting the event 
*Look below for an example of the post. 

October 6, 2018 Heavily promote on social media and on-air  
*Follow on-air and online promotion directions. 

*Look below at “day of event” examples. 

 
 
 

October 7, 2018 

Sign up for SoundCloud Pro Unlimited 
*Directions will be sent via email once the event is over. 

Download Hindenburg’s broadcasting software. 
*Directions will be sent via email once the event is over. 

Apply for exclusive grants offered by the College Radio 
Foundation. 

*Directions will be sent via email once the event is over. 

 

 

 

 

 

 

 

 

Sign-up Directions 

1. Navigate to https://www.collegeradio.org/ 
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2. Under the College Radio Day menu item, click register. 

 
3. Register as a first time station. 

 
*If WUGA participates again at a later date, click the returning station link 

for a faster process.  

4. Fill out the required information and submit the registration form. 

 

On-air Promotion Directions 

1. Navigate to https://www.collegeradio.org/ 

2. Under the College Radio Day menu item, click media. 

 
3. Each year, new sweepers and on-air promos are uploaded to this page. Make 

sure to use the most recent audio tracks, listed at the top of the page.  

*Seeing as this event is meant for a variety of stations, it is recommended 

that only promos labeled “community” or “college radio cares” are used, 

due to their neutral sounding tone. 

4. One week before the event, September 30, begin slowly incorporating sweepers 

in between regularly scheduled programming.  

5. As the event draws nearer, ramp up on-air promotion of the event using these 

audio tracks.  

6. On the day of the event, heavily promote using the same tools.   

 

Online Promotion Directions 

1. Under the downloadable on-air promos, graphics for online use are also available 

for download. 
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2. Click the link provided, directing the browser to the College Radio Day 

Photobucket account. 

 
3. Once downloaded, incorporate these images into both the website and social 

media pages, beginning September 30. 

 *Use the examples below as guidelines.  
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Examples of Online and Social Media Promotion 

 

Email Example 

 *This should be sent out once the week before the event. 

*This email should be submitted amongst WUGA’s current email list, along with 

UGA’s ArchNews service.  

*For directions on how to utilize UGA’s email services, refer to goal 1, 

objective 1, tactic 7.  

 

WUGA Participates in College Radio Day Event 

A day to spread awareness about locally produced content 

  

The University of Georgia’s locally operated NPR affiliate station, WUGA, is 

happy to announce its participation in the annual College Radio Day event, 

sponsored by the College Radio Foundation. Please feel free to tune in to 91.7 

FM, 94.5 FM, or online any time during October 6 as we celebrate the unique 

experience college radio stations bring to the radio airwaves.   

  

During this day of celebration, we encourage listeners to post on Facebook, 

Twitter, and Instagram, using the hashtag #WUGAradioday, to inform us of why 

you enjoy listening WUGA. In return, your post may be selected and shared to 

further promote the event.       

  

WUGA has served the Athens and surrounding areas for 30 years. As a result, 

the station has helped to define public radio in the Athens community, giving 

audience members a unique listening experience in the process. This event 

hopes to highlight that aspect of public radio, while also creating an awareness of 

WUGA and its mission in the process. 

 

For more information contact: 

Jimmy Sanders 

General Manager 

JASander@uga.edu 

(706) 542-3324    

 

 

 

 

 

Facebook: Post Leading Up to Event 
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*Post something similar once daily the week leading up to the event 

 
 

 

 

 

 

 

 

 

 

 

Facebook: Post for Day of Event 

 *Post something similar multiple times on October 6, 2018. 
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*In the post, ensure that College Radio Day’s Facebook profile has been 

tagged, giving WUGA’s post the opportunity to be shared by the official 

College Radio Day account. 

 

*To tag on Facebook, place the “@” symbol before the name of the 

profile (i.e. “@College Radio Day”). 
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Facebook: Implementing Header Image 

 *The header is the image located at the top of the page. 

 *Only keep this header until October 6. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Twitter: Post Leading Up to Event 

 *Post something similar once daily the week leading up to the event 
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*In the post, ensure that College Radio Day’s Twitter profile has been 

tagged, along with the appropriate hashtags, giving WUGA’s post the 

opportunity to be shared by the official College Radio Day account. 

 

*To tag on Twitter, place the “@” symbol before the name of the 

profile (i.e. “@Collegeradioday”). 

 

*In this scenario, one required hashtag is #collegeradioday (this 

gives the social media managers of the College Radio Day account 

the ability to locate your post and share it). Other hashtags should 

include words relevant to the event.  

 

 

 

 

Twitter: Post for Day of Event 

 *Post something similar multiple times on October 6, 2018. 
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*In the post, ensure that College Radio Day’s Twitter profile has been 

tagged, along with the appropriate hashtags, giving WUGA’s post the 

opportunity to be shared by the official College Radio Day account. 

 

*To tag on Twitter, place the “@” symbol before the name of the 

profile (i.e. “@Collegeradioday”). 

 

*In this scenario, one required hashtag is #collegeradioday (this 

gives the social media managers of the College Radio Day account 

the ability to locate your post and share it). The other required 

hashtag is #WUGAradioday. This will allow WUGA to track posts 

specific to the organization, rather than these posts being lost in a 

feed of posts submitted by others participating in the event across 

the nation. 

 

 

Twitter: Implementing Header Image 

*The header is the image located at the top of the page. 

*Only keep this header until October 6. 
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Instagram: Post Leading Up to Event 

 *Post something similar once daily the week leading up to the event 

 
*In the post, ensure that College Radio Day’s Twitter profile has been 

tagged, along with the appropriate hashtags, giving WUGA’s post the 

opportunity to be shared by the official College Radio Day account. 

 

*To tag on Instagram, place the “@” symbol before the name of the 

profile (i.e. “@Collegeradioday”). 

 

*In this scenario, one required hashtag is #collegeradioday (this 

gives the social media managers of the College Radio Day account 

the ability to locate your post and share it). Other hashtags should 

include words relevant to the event.  
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Instagram: Post for Day of Event 

*Post something similar multiple times on October 6, 2018. 

 
*In the post, ensure that College Radio Day’s Twitter profile has been 

tagged, along with the appropriate hashtags, giving WUGA’s post the 

opportunity to be shared by the official College Radio Day account. 

 

*To tag on Instagram, place the “@” symbol before the name of the 

profile (i.e. “@Collegeradioday”). 

 

*In this scenario, one required hashtag is #collegeradioday (this 

gives the social media managers of the College Radio Day account 

the ability to locate your post and share it). Other hashtags should 

include words relevant to the event. The other required hashtag is 

#WUGAradioday. This will allow WUGA to track posts specific to 

the organization, rather than these posts being lost in a feed of 

posts submitted by others participating in the event across the 

nation. 

Website 
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 *This should be posted a week before the event. 

 
 

Post-event Steps 

1. After the conclusion of College Radio Day, the College Radio Foundation will 

distribute emails to participating stations, informing members of the steps needed 

to apply for its exclusive grants, how to obtain a SoundCloud premium 

membership, and download information on Hindenburg’s broadcasting software. 

 

*SoundCloud Pro Unlimited is an online audio distribution platform, 

allowing stations with online audio content the ability to disperse their 

content to listeners. As a result, the reach of WUGA is greatly expanded, 

while also giving listeners the software needed to discover said station. In 

return, SoundCloud’s pro unlimited plan allows WUGA to upload content 

without restrictions on data, along with more in-depth audience statistics, 

such as returning listener counts,  listener origins, how visitors navigated 
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to the site, and more. Finally, listeners are granted access to the comment 

section, giving WUGA the opportunity to directly communicate with its 

audience base.  

 

* Hindenburg’s broadcasting software is a digital audio workstation, giving 

WUGA the ability to complete online tasks, such as multitrack editing, 

recording Skype interviews, automating audio equalization, archiving 

content, reformatting audio files, and publishing new content. Furthermore, 

the software’s audio editor abides by the audio quality standards set forth 

by radio industry.   

 

2. When an email containing information on any of these offers is received, take the 

necessary actions given by the College Radio Foundation to complete said 

registration.  
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TACTIC 6  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 6: Create an interactive story booth that travels to various UGA events.  
 

Budget: $141.00 

 

During various student-oriented events hosted by UGA, organizations are encouraged 

to sign up and interact with students. At these events, the primary goal of many of these 

organizations is to raise awareness amongst UGA students. While organizations may 

be physically present at these events, strategies are needed that thoroughly engage 

students. Therefore, in an attempt to positively influence student awareness of WUGA, 

this tactic suggests the creation and use of a traveling story booth. While this booth is 

meant to travel from event to event, many events for the 2019 year have not yet been 

established. Therefore, the timeline provided refers to an event conducted solely by 

WUGA.   

 

For reference, this story booth will be contained within WUGA’s tent at UGA events. 

Within this tent, an area will be established where WUGA can record students’ 

experiences, knowledge and opinions of WUGA, along with taking a picture of the 

participating student. In return, WUGA can use both the audio and images obtained 

from these interviews to create on-air sweepers, promotions, and online feature stories. 

Therefore, not only does this tactic increase student awareness, it also gives WUGA 

student-oriented content, generating greater incentives for student’s to consume WUGA 

content. Steps to create and implement the story booth, along with the post-interview 

content obtained from the booth, are provided below. 
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Budget: 

Item Price 

Backdrop stand with background $30 

Custom banner $31 

100 Flyers (Handout) (color, printer 
paper, single-sided) 

$40 

100 Flyers (Posted) (color, printer paper, 
single-sided) 

$40 

 Total: $141 

 

 Objective 

 

While providing WUGA with student-oriented content is a secondary aspect to this 

tactic, generating broader sense of student awareness is the primary objective this 

tactic attempts to achieve. 

 

Event Breakdown 

 

Date Steps 

January 23, 2019 Submit reservation request for the event 
*Look below at “directions for event registration.” 

March 18, 2019 Gather supplies listed 

April 1, 2019 - April 3, 
2019 

Promote at least once daily online and on-air. 
*Look below at “leading up to event” examples. 

April 1, 2019 Send out email promoting event 
*Look below for an example of the email. 

*Review tactic seven for directions on how to distribute  

April 1, 2019 Post story on wuga.org, highlighting the event 
*Look below for an example of the post. 

April 1, 2019 Hang flyers in Tate, MLC, Grady, and Terry 
*Look below for an example titled “Flyer to be Posted.” 

April 4, 2019 Heavily promote on-air and online 
*Look below at “day of event” examples. 
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April 4, 2019 Implement event in Tate Plaza 
*Promote using flyers (examples below) 

 

Supplies Needed 

● Tent 

○ Reuse tent bought in goal 1, objective 1, tactic 12. 

● Table 

○ Reuse table bought in goal 1, objective 1, tactic 12. 

● Backdrop stand 

○ Can be found on amazon.com by searching “backdrop stand.”  

● Banner 

○ Can be found on vistaprint.com, under the “signs & posters” tab. 

● Flyers 

○ Can be printed at Tate Print and Copy 

● Sign-up sheet 

● Photo release form 

○ Can be printed at Tate Print and Copy 

● Audio recording equipment 

○ Already owned by WUGA. 

● Smartphone or camera 

○ Already owned by WUGA staff.  

 

Directions for Event Reservation 

1. Visit http://tate.uga.edu/reserve_content_page/proceed-to-reservations. 

2. Click the “Make a Reservation” button, located at the bottom of the page. 

 
3. In the toolbar, scroll over reservations and click the dropdown menu button 

 
4. Select April 4, 2019 as the date.  

5. Set the start time to 10 a.m. and the end time to 1 p.m. 

6. Select Tate Student Center as the facility 

7. Set the attendance to 200. 

8. Set the setup type to standard. 

9. Click the details tab at the top of the page 
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10.  Fill out the required information, making sure to click yes, WUGA is a UGA 

organization. 

a. Under the purpose of the event, write “This event will attempt to increase 

student awareness of WUGA. During this event, students are welcomed to 

learn more about the organization and the service we provide to the local 

area. Furthermore, we will have a storybooth located inside the tent area, 

giving students the opportunity to express their thoughts on WUGA 

programming. In return, students will be informed that there is a possibility 

that their opinions will be shared on-air and online.” 

b. Under what space are you seeking to reserve, type “Tate Plaza.” 

c. Under the time needed, again, type 10 a.m. to 1 p.m. 

d. Under preferred setup, type “In the main plaza area, between the 

bookstore and Tate.  

e. For questions pertaining to food, alcohol, and public figures, select no.  

f. For the question asking if minors will be present, select yes, incase 

listeners bring children, or if younger college students attend. 

11. Click the box, agreeing to the terms, and click submit. 

 

Directions for Event Set-up 

 

Upon arriving at the Tate Plaza, find a suitable location large enough to hold the tent 

previously purchased. Once the tent is established, hang a banner from the front of the 

tent, providing students with a quick way to see the premise of the event. Then, set up a 

welcome table, housed under the tent, where students can come to obtain more 

information about WUGA. At this table, flyers with information on WUGA will be 

distributed to students. Along with these flyers, a sign-up sheet will be provided, 

allowing students to write their emails for future updates. In the back of the tent, set up 

the backdrop stand and audio recording equipment. This will be where students 

casually speak about their opinions on WUGA, as well as where their pictures will be 

taken. After interviewing a student, ask that they sign off on a photo release form, 

entitling WUGA to publish said image. An example of this form can be found at the end 

of this tactic.  

 

 

 

 

Rendering of Tent Area     
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Banner Example 

 

*This image can be found in the “storybooth” folder of the USB stick, with a file 

name of “Storybooth-Banner”  

 
 

On-air Promotion Example 

 

*This can be recorded and played for promotion leading up to and on the day of 

the event. 

 

Public Service Announcement 

WUGA Traveling Storybooth 

 

Looking for a way to express your appreciation of WUGA? Look no further, WUGA's 

traveling storybooth is here to help. WUGA will unveil this new event for students on 

April fourth from 10 a.m. to 1 p.m. in Tate Plaza. Join us to share your thoughts on 

WUGA programs, with a chance to have your opinion featured both online and on-air. 

 

-30- 

 

30-second PSA 

Word count: 61  

 

 

 

 

 

 

Promotional Email Example 
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 *This should be sent out one week before the event 

*This email should be submitted amongst WUGA’s current email list, along with 

UGA’s ArchNews service.  

*For directions on how to utilize UGA’s email services, refer to goal 1, 

objective 1, tactic 7.  

 

WUGA Creates a Traveling Storybooth 

A chance for students to get their voices heard. 

  

The University of Georgia’s locally operated NPR affiliate station, WUGA, is 

happy to announce the first outing of its newly created traveling storybooth. 

 Students are welcomed to join us in the Tate Plaza on April 4, between 10 

a.m. and 1 p.m., as we celebrate the unique experience local programming 

brings to the radio airwaves.   

  

During this event, feel free to participate in on-site interviews and let us know 

what you think makes the WUGA listening experience so enjoyable. In return, 

your opinion may be featured online or on-air at 91.7 FM and 94.5 FM.      

  

WUGA has served the Athens and surrounding areas for 30 years. As a result, 

the station has helped to define public radio in the Athens community, giving 

audience members a unique listening experience in the process. This event 

hopes to highlight that aspect of public radio, while also giving our listeners a 

chance to have their opinions heard. 

 

For more information contact: 

Jimmy Sanders 

General Manager 

JASander@uga.edu 

(706) 542-3324    
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Handout Flyer Example 

 *Hand these out to students that attend the event. 

*This image can be found in the “storybooth” folder of the USB stick, with a file 

name of “Storybooth-Flyer” 
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Example of Flyer to be Posted 

*This should be posted on bulletin boards inside the MLC, Grady, Tate, and Terry 

one week before the event. 

*This image can be found in the “storybooth” folder of the USB stick, with a file 

name of “Storybooth-FlyerPost” 

 
 

Examples of Social Media and Online Promotion 
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Facebook: Post Leading Up to Event 

*Post something similar once daily the week leading up to the event 

*The image used in this post can be found in the “storybooth” folder of the USB 

stick, with a file name of “Storybooth-Post” 

 
 

 

 

 

Facebook: Post for Day of Event 

 *Post something similar on April 4, 2019. 
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*The image used in this post can be found in the “Storybooth” folder of the USB 

stick, with a file name of “Storybooth-TwitterPost” 

 
 

 

 

 

 

 

Facebook: Implementing Header Image 

 *The header is the image located at the top of the page. 
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*The image used in the header can be found in the “Storybooth” folder of the 

USB stick, with a file name of “Storybooth-Header” 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Twitter: Post Leading Up to Event 

 *Post something similar once daily the week leading up to the event 

*The image used in this post can be found in the “Storybooth” folder of the USB 

stick, with a file name of “Storybooth-TwitterPost” 
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*Asking users to share their experiences using the hashtag #WUGAstory 

allows WUGA to track posts relevant to the event. Other hashtags should 

include other words relevant to the event.  
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Twitter: Post for Day of Event 

 *Post something similar on April 4, 2019. 

*The image used in this post can be found in the “Storybooth” folder of the USB 

stick, with a file name of “Storybooth-TwitterPost” 

 
*Asking users to share their experiences using the hashtag #WUGAstory 

allows WUGA to track posts relevant to the event. Other hashtags should 

include other words relevant to the event.  

 

 

 

 

 

 

 

 

 

 

Twitter: Implementing Header Image 
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*The header is the image located at the top of the page. 

*The image used in the header can be found in the “Storybooth” folder of the 

USB stick, with a file name of “Storybooth-Header” 
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Instagram: Post Leading Up to Event 

 *Post something similar once daily the week leading up to the event 

*The image used in this post can be found in the “Storybooth” folder of the USB 

stick, with a file name of “Storybooth-Post” 

 
*Asking users to share their experiences using the hashtag #WUGAstory 

allows WUGA to track posts relevant to the event. Other hashtags should 

include other words relevant to the event.  

Instagram: Post for Day of Event 
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*Post something similar on April 4, 2019. 

*The image used in this post can be found in the “Storybooth” folder of the USB 

stick, with a file name of “Storybooth-Post” 

 
*Asking users to share their experiences using the hashtag #WUGAstory 

allows WUGA to track posts relevant to the event. Other hashtags should 

include other words relevant to the event.  

Website 

  *This should be posted a week before the event. 
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Example of Photo Release Form 

      

THE UNIVERSITY OF GEORGIA Likeness Release 
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The undersigned hereby irrevocably consents to and authorizes the use by the Board of Regents of the 

University System of Georgia by and on behalf of the University of Georgia, its officers and employees 

(University), of the Subject’s image, voice and/or likeness (Media) as follows: The University shall 

have the right to photograph, publish, re- publish, adapt, exhibit, perform, reproduce, edit, modify, 

make derivative works, distribute, display or otherwise use or reuse the Subject’s image, voice and/or 

likeness in connection with any product or service in all markets, media or technology now known or 

hereafter developed in University’s products or services as long as there is no intent to use the image, 

voice and/or likeness in a disparaging manner. University may exercise any of these rights itself or 

through any successors, transferees, licensees, distributors or other parties, commercial or nonprofit. 

The undersigned acknowledges receipt of good and valuable consideration in exchange for this 

Release, which may be the opportunity to represent the University in its promotional and advertising 

materials described above. 

      

I hereby waive the right to inspect or approve the Media or any finished materials that incorporate the 

Media. I understand and agree that the Media will become part of the University’s permanent file and 

that it may be distributed to other organizations or individuals for use in publication. I also understand 

that I will receive no compensation in connection with the use of the Media. 

      

I certify that I am at least 18 years of age, that I am the Subject or parent/legal guardian of the 

Subject, and that I have read and understood the above. 

Print Subject Name: _____________________________________ Please indicate your agreement to 

the foregoing by signing below: 

      

Signature Date 

 

_____________________________________  

 

Print Name Contact Information 

_____________________________________   
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TACTIC 7  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 7: Generate content for monthly ArchNews email. 

 
ArchNews is the email that is sent out to University of Georgia students at least once a 

month. It contains information about events on campus, news from the administration 

and student government, and other content depending on the month and what is 

submitted. 

 

WUGA can use ArchNews to send out information on specific events and segments that 

would appeal to the student body. For example, if there is an NPR segment focused on 

college students, it is likely that UGA students would take an interest in it. WUGA, 

however, should not limit what it submits to the broad student body; the audience can 

be narrowed down by department or college as well. WUGA will need to make sure that 

what is being promoted has some importance to the student body, otherwise it will not 

be included in the email.  

 

ArchNews emails are brief and only contain a few sentences per segment. Readers are 

expected to gather the rest of the pertinent information through included links. 

 

How to be included in the email: 

  

Sample Template:   

Local NPR affiliate WUGA [link to website] has the [month] programming schedule of 

local and NPR content. Here [link] is the full programming schedule. The following 

segments are featured 

1. [Segment name, topic, date] 

2. … 

Listen through radio stations 91.7 and 94.5 or through the WUGA app [link] 
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TACTIC 8  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 8: Prepare materials to send to UGA professors who listen to WUGA to educate 

them on how to incorporate WUGA in the classroom and encourage their students to 
listen. 
 

This document can be sent out to professors at the beginning of each semester. It 

contains programs divided by departmental interest, as well as ideas on how to 

incorporate WUGA material into classes and lectures. 

 

PDF file to be sent by email 

 

Greetings UGA faculty and staff, 

The staff at WUGA want you to know how much we appreciate your listenership to our 

station. We know we have many devoted listeners among you and we cannot thank you 

enough for your constant support. This semester, we are trying to increase student 

listeners. You will notice our increased presence on posters, fliers and in person. We 

want your students to listen to us as much as you do. 

For this reason, we are asking for your help in incorporating WUGA into your student’s 

routine. Our research has shown that the general student body is not aware of our 

presence, but are interested in learning more about the station. We have recently 

introduced an app that will allow for easier listening and more convenience, and we 

hope this change impacts you all positively as well. We would apricate it if you would 

incorporate WUGA into your classroom setting. Ideas ways to do this is further in the 

document. 

 

Incorporating WUGA in the classroom 

We have thought of some ways to easily incorporate listening to WUGA into your 

curriculum. You are under no obligation to follow any of these suggestions, but we 

would appreciate your support and your influence over your students. 
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WUGA app: We have newly introduced the WUGA app. This makes it easier to listen to 

your favorite segments wherever and whenever you want without being tethered to a 

radio or our website. This should make it easier for your students to have access to our 

programming. 

Listening to programs as homework or extra credit: Most of our programs are only an 

hour long. Often they are divided into shorted segments on our website or the program’s 

website, allowing students to not have to listen to an entire program for one relevant 

section. These assignments can be based on what you have heard earlier in the week 

or can be more generalized. Students can write short assignments about their thoughts 

on the program, including perceived flaws, what they liked, what they learned, how it 

applies to the class, etc. If you do not want your class to be muddled down in small 

writing assignments, you can make them infrequent, or you can make them optional. 

Programs as the basis for class discussion: NPR and WUGA are great sources for 

discussion, as we feature programs with speakers from all different perspectives. We do 

not shy away from controversy, and try to consistently a balanced story. Having your 

students listen to our programming can introduce them to different opinions. With 

discussions, there is less to grade than with writing assignments and will encourage 

your students to debate more in class. 

Short Segments in Lectures: We may broadcast the perfect short segment that 

illustrates or summarizes your lecture. Because many of the longer programs are split 

into smaller segments, there is no need to try to fast forward through irrelevant parts. 

This allows you to incorporate WUGA right into your lecture in a quick way. 

  

List of Programs 

We know not every segment applies to every department, so we have divided up our 

weekly segments by interest or topic, with links to each show’s page on our website. 

This list is not exhaustive to what is available online or on our WUGA app or the 

NPROne app. These programs are the ones featured most prominently. 

Local 

● Athens News Matters: “Producer-Host Alexia Ridley is joined by local 

journalists, community leaders and involved citizens in a 30 minute discussion of 

issues facing Athens and surrounding areas.” 

○ http://wuga.org/programs/athens-news-matters#stream/0 

● Radio Athenia: “Athenia is a collection of local independent journalists and 

students from the University of Georgia whose mission is to inquire into the 

nature of things and in doing so, tell the story of the people who call themselves 

Athenians.” 

○  http://wuga.org/programs/radio-athenia#stream/0 

 

 

http://wuga.org/programs/athens-news-matters#stream/0
http://wuga.org/programs/athens-news-matters#stream/0
http://wuga.org/programs/radio-athenia#stream/0
http://wuga.org/programs/radio-athenia#stream/0
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● Nothing Funny About Money: “’Nothing Funny about Money’ is the brainchild of 

hosts Matt Goren and Michael Gene Thomas from the College of Family and 

Consumer Sciences’ department of financial planning, housing and consumer 

economics at The University of Georgia. The focus is less on money and more 

on quality of life, setting goals and being solution-focused, he said, while adding 

humor and levity to attract a broad audience.” 

○  http://wuga.org/programs/nothing-funny-about-money#stream/0 

● Classic City Science: “Host April Sorrow interviews some of UGA's most prolific 

researchers to discuss not only the latest findings but how research initiatives 

here at The University of Georgia are directly impacting the state, the nation and 

even the world.” 

○ http://wuga.org/programs/classic-city-science#stream/0 

● WUGA Feature Stories: “Here you will find some of the local stories produced 

by WUGA featured during NPR's Morning Edition, All Things Considered, Here 

and Now, and the Weekend News Magazines.” 

○  http://wuga.org/programs/wuga-feature-stories#stream/0 

● WUGA Health Desk: “WUGA Healthdesk is a weekly program focused on health 

news and issues facing Georgians.  The program features news and 

commentary from Andy Miller of Georgia Health News and is hosted by WUGA 

Graduate Assistant and health reporter, Victoria Knight.” 

○  http://wuga.org/programs/wuga-health-desk#stream/0 

 

News and Commentary 

● Morning Edition: “NPR's Morning Edition has taken listeners around the country 

and the world with two hours of multi-faceted stories and commentaries that 

inform, challenge and occasionally amuse. Morning Edition is the most listened-

to news radio program in the country.” 

○ http://wuga.org/programs/morning-edition#stream/0 

● Fresh Air: “Fresh Air with Terry Gross, the Peabody Award-winning weekday 

magazine of contemporary arts and issues, is one of public radio's most popular  

○ http://wuga.org/programs/fresh-air 

● All Things Considered: “All Things Considered is the most listened-to, 

afternoon drive-time, news radio program in the country. Every weekday the two-

hour show is hosted by Robert Siegel, Melissa Block and Audie Cornish.” 

○  http://wuga.org/programs/all-things-considered#stream/0 

● BBC World Service: News from BBC 

○  http://wuga.org/programs/bbc-world-service 

● Athens News Matters: “Producer-Host Alexia Ridley is joined by local 

journalists, community leaders and involved citizens in a 30 minute discussion of 

issues facing Athens and surrounding areas.” 

http://wuga.org/programs/nothing-funny-about-money#stream/0
http://wuga.org/programs/nothing-funny-about-money#stream/0
http://wuga.org/programs/classic-city-science#stream/0
http://wuga.org/programs/classic-city-science#stream/0
http://wuga.org/programs/wuga-feature-stories#stream/0
http://wuga.org/programs/wuga-feature-stories#stream/0
http://wuga.org/programs/wuga-health-desk#stream/0
http://wuga.org/programs/wuga-health-desk#stream/0
http://wuga.org/programs/morning-edition#stream/0
http://wuga.org/programs/morning-edition#stream/0
http://wuga.org/programs/fresh-air
http://wuga.org/programs/fresh-air
http://wuga.org/programs/all-things-considered#stream/0
http://wuga.org/programs/all-things-considered#stream/0
http://wuga.org/programs/bbc-world-service
http://wuga.org/programs/bbc-world-service
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○  http://wuga.org/programs/athens-news-matters#stream/0 

● Here and Now: “Here & Now reflects the fluid world of news as it’s happening in 

the middle of the day, with timely, smart and in-depth news, interviews and 

conversation.” 

○ http://wuga.org/programs/here-and-now#stream/0 

● On Second Thought: “On Second Thought is a one-hour, daily news talk show 

that airs  9 a.m. ET weekdays.  Produced by Georgia Public Broadcasting and 

hosted by Celeste Headlee.” 

○ http://wuga.org/programs/second-thought#stream/0 

● On the Media: “Since On The Media was re-launched in 2001, it has been one of 

NPR's fastest growing programs, heard on more than 300 public radio stations. 

While maintaining the civility and fairness that are the hallmarks of public radio, 

hosts Bob Garfield and Brooke Gladstone tackle sticky issues with a frankness 

and transparency that has built trust with listeners.” 

○  http://wuga.org/programs/media#stream/0 

● Radio Athenia: “Athenia is a collection of local independent journalists and 

students from the University of Georgia whose mission is to inquire into the 

nature of things and in doing so, tell the story of the people who call themselves 

Athenians.” 

○ http://wuga.org/programs/radio-athenia#stream/0 

● The Takeaway: “The Takeaway is an hour-long national news program that 

relies on the contributions of listeners across the country to deliver the 

perspectives and analysis you need to understand the day’s news.” 

○  http://wuga.org/programs/takeaway#stream/0 

 

Literature: 

● New Letters: “In 1977, David Ray and his wife, Judy, began the audio literature 

program New Letters on the Air, a half-hour radio program featuring writers 

reading from and talking about their work.” 

○  http://wuga.org/programs/new-letters#stream/0 

 

Music: 

● Performance Today: “Performance Today features timely recordings that can't 

be heard anywhere else, recent performances by the great artists of our time and 

by the next generation of classical artists, from concert halls around the globe.” 

○ http://wuga.org/programs/performance-today 

●  Fresh Air: “Fresh Air with Terry Gross, the Peabody Award-winning weekday 

magazine of contemporary arts and issues, is one of public radio's most popular 

programs” 

 

http://wuga.org/programs/athens-news-matters#stream/0
http://wuga.org/programs/athens-news-matters#stream/0
http://wuga.org/programs/second-thought#stream/0
http://wuga.org/programs/second-thought#stream/0
http://wuga.org/programs/media#stream/0
http://wuga.org/programs/media#stream/0
http://wuga.org/programs/radio-athenia#stream/0
http://wuga.org/programs/radio-athenia#stream/0
http://wuga.org/programs/takeaway#stream/0
http://wuga.org/programs/takeaway#stream/0
http://wuga.org/programs/new-letters#stream/0
http://wuga.org/programs/new-letters#stream/0
http://wuga.org/programs/performance-today
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Ethnic, Cultural and Social Programming 

● Latino USA: “Futuro Media produces Latino USA, NPR’s only national Latino 

news and cultural weekly radio program, currently celebrating its 20th 

anniversary at its new hour-long format.” 

○  http://wuga.org/programs/latino-usa#stream/0 

● New Dimensions: “The purpose of New Dimensions Radio is to deliver life-

affirming, socially and spiritually relevant information, practical knowledge and 

perennial wisdom through the voices and visions of those who are asking new 

questions and are looking at the world in positive and inspiring ways.” 

○  http://wuga.org/programs/new-dimensions#stream/0 

● On Being: “On Being examines the big questions at the center of human life, 

from the boldest new science of the human brain to the most ancient traditions of 

the human spirit.” 

○  http://wuga.org/programs/being#stream/0 

● Two Way Street: “Two Way Street is an exciting new approach to exploring the 

issues, people and events that make Georgia a vibrant place to live, work and 

play. While most news broadcasts provide useful summaries of the day’s news, 

Two Way Street's mission is to give listeners a more complete perspective on the 

major issues facing the state, and to seek out engaging stories about the talents 

and achievements of the remarkable people who give our state its unique 

personality.” 

○ http://wuga.org/programs/two-way-street#stream/0 

 

Business and Economics 

● Marketplace: “Marketplace is an in-depth program that focuses on everything 

from the latest business news both nationally and internationally, the global 

economy, and wider events linked to the financial markets.” 

● http://wuga.org/programs/marketplace#stream/0 

● Nothing Funny About Money: “’Nothing Funny about Money’ is the brainchild of 

hosts Matt Goren and Michael Gene Thomas from the College of Family and 

Consumer Sciences’ department of financial planning, housing and consumer 

economics at The University of Georgia. The focus is less on money and more 

on quality of life, setting goals and being solution-focused, he said, while adding 

humor and levity to attract a broad audience.” 

●  http://wuga.org/programs/nothing-funny-about-money#stream/0 

Science: 

● Classic City Science: “Host April Sorrow interviews some of UGA's most prolific 

researchers to discuss not only the latest findings but how research initiatives 

here at The University of Georgia are directly impacting the state, the nation and 

even the world.” 

http://wuga.org/programs/latino-usa#stream/0
http://wuga.org/programs/latino-usa#stream/0
http://wuga.org/programs/new-dimensions#stream/0
http://wuga.org/programs/new-dimensions#stream/0
http://wuga.org/programs/being#stream/0
http://wuga.org/programs/being#stream/0
http://wuga.org/programs/two-way-street#stream/0
http://wuga.org/programs/two-way-street#stream/0
http://wuga.org/programs/marketplace#stream/0
http://wuga.org/programs/marketplace#stream/0
http://wuga.org/programs/nothing-funny-about-money#stream/0
http://wuga.org/programs/nothing-funny-about-money#stream/0
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○  http://wuga.org/programs/classic-city-science#stream/0 

●  Science Friday: “Science Friday is your trusted source for news and 

entertaining stories about science. The educational program features host Ira 

Flatow’s in-depth discussions with scientists and others from all walks of life 

whose work influences our daily lives.” 

○ http://wuga.org/programs/science-friday#stream/0 

●  WUGA Health Desk: “WUGA Healthdesk is a weekly program focused on 

health news and issues facing Georgians.  The program features news and 

commentary from Andy Miller of Georgia Health News and is hosted by WUGA 

Graduate Assistant and health reporter, Victoria Knight.” 

○  http://wuga.org/programs/wuga-health-desk#stream/0 

  

 

Remember, the above list is not exhaustive as to what is broadcasted on our station, 

nor does it contain every program on our app. These are just WUGA’s consistent and 

featured programs. 

 

Thank you all so much for reading through this document. We are really hoping to 

increase listenership among students in the coming semesters and could not be more 

thankful for your support. We hope that you will consider incorporating WUGA into your 

classroom. 

 

Thank you, 

Jimmy Sanders 

WUGA staff 

  
  
 
 

 

 
TACTIC 9  

http://wuga.org/programs/classic-city-science#stream/0
http://wuga.org/programs/classic-city-science#stream/0
http://wuga.org/programs/science-friday#stream/0
http://wuga.org/programs/science-friday#stream/0
http://wuga.org/programs/wuga-health-desk#stream/0
http://wuga.org/programs/wuga-health-desk#stream/0
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GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 9: Form strategic partnerships with student organizations to encourage them 

to participate in WUGA events and on-air segments. 
 
Timeline: Begin initial contact on August 19th, 2018. All organizations need to be 

contacted by August 26th, 2018. On September 2nd, 2018, hold an information session 

which representatives from each organization are welcomed to attend to learn more 

about the opportunities being offered by WUGA.   

 

Budget: 2 large cheese pizzas, 2 large pepperoni pizzas, and 4 2 litre sodas from Papa 

John’s. $13 per cheese, $14.75 per pepperoni. $3 per 2 litre. Total: $67.50  

 

The following organizations were chosen, after careful consideration, due to a 

combination of their size, visibility on campus and direct ties to the fields of journalism 

and communication.  

 

Potential Organizations to reach out to:  

PRSSA http://ugaprssa.org/ 

Grady Ambassadors http://grady.uga.edu/grady-ambassadors/ 

AMA https://www.amauga.org/ 

IABC http://ugaiabc.com/ 

Student Government Association https://www.ugastudentgovernment.com/ 

AdClub http://adclub.uga.edu/about.html 

The Chapel Bell http://www.thechapelbell.org/ 

The Red & Black http://www.redandblack.com/ 

National Association of Black Journalists http://uganabj.weebly.com/ 

Society of Professional Journalists http://onaspj.uga.edu/ 

HEROs at UGA https://www.ugaheros.org/ 
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Relay for Life at UGA https://www.facebook.com/ugarelay/ 

Miracle at UGA http://www.ugamiracle.org/ 

Camp Kesem at UGA http://campkesem.org/uga 

Shop With a Bulldog at UGA http://www.swabuga.org/ 

 

Instructions on contacting these organizations:  

1. Go to the websites of the organizations listed above. 

2. Find their current executive board on their website. 

3. Find the email the current Executive Director/President/etc.  

4. Email them the following email templated, edited according to the organization 

and recipient.  

 

Dear ______,  

 

My name is Jimmy Sanders and I currently have the honor of serving as the General 

Manager for WUGA FM here at the University of Georgia. WUGA is a NPR affiliate that 

has been serving the Athens community for over 30 years. I wanted to contact you 

about some potential opportunities that could greatly benefit you and the rest of 

(organization name). Recently, we have unveiled a new line of internships here at 

WUGA. We have positions open in: (list of all positions you are seeking to fill) . In 

addition to our open positions, we hope that our station will be able to partner with 

various student organizations in the coming year, and we thought that (organization 

name) would be a perfect partner for us. We are holding an interest meeting on 

September 2nd (include time and location after room reservation has been made), 

where your organization will be able to learn about partnership opportunities as well as 

about our internship programs. If you or another member of your Executive Board 

wishes to attend this meeting, please respond to this email with the member's name and 

phone number. Pizza and refreshment will be provided.  

 

Best,  

Jimmy Sanders 

TACTIC 10  
GOAL 1: Increase WUGA’s audience. 
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OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 10: Create and place advertisements in student-run magazines and blogs.  
 

WUGA currently has a lack of awareness among current University of Georgia students. 

To help increase awareness among this audience, WUGA should consider advertising 

in student-run magazines and publications such as The Red and Black and UGAzine.  

 

To do this, WUGA’s fundraising intern should contact the following organizations: 

 

Red and Black:  

● Emily Fletcher-Student Advertising Manager 

●  advertising@randb.com 706-433-3001  

● The Red and Black reaches over 10,000 people every week. When researching 

their advertising prices, we believe that the best option for WUGA is to advertise 

in their print edition as a “New Advertiser”, this is an option that allows WUGA to 

place 5 black and white advertisements the size of a business card (3.2” x 2”) for 

$42.  

 
 

 

UGAzine: 

● ad representatives: 404-262-3121  

mailto:advertising@randb.com
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● info@pentagon-usa.com 

● For UGAzine, we suggest that WUGA looks into buying an ad in two issues at 

the size of 1/6th of a page. We suggest the spring and fall issues because it is 

easier to attract listeners at the beginning of semesters.  

 

WUGA Should pay attention to the following deadlines for placing ads in each issue:  

 
 

 

 
 

Attached are a few sample ads and a draft email to send to The Red and Black and 

UGAzine about advertising.  

 

 
Red and Black 

mailto:info@pentagon-usa.com
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UGAZine 
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Sample email:  

 

Dear  ______,  

 

WUGA is the University of Georgia’s NPR affiliate station. We are currently trying to increase 

our awareness among the university’s students. Because of this, we are very interested in placing 

an ad in your publication. I've attached a sample ad we would like to place in ______. Please 

contact me about exact pricing and other details.  

 

Thank you for your time,  
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TACTIC 11  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 11: Promote individual WUGA segments to target specific colleges within the 

University.   
 

Timeline: We recommend having these flyers hung and posted in these locations no 

later than Monday, August 13, 2018 (the first day of classes). 

 

Budget: Cost: 20 one-sided color flyers from Tate Print and Copy costs $8.  

 

Because of WUGA’s extensive programming, there are many specific programs that 

would apply directly to various colleges and areas of study within the university. For 

example, “Nothing Funny About Money,” while helpful to all listeners regardless of 

major, could be particularly interesting to students studying business or finance. 

Students obtaining any scientific or pre-medical degrees would also be more apt to 

listen to the “Classic City Science” program. Our research showed that the average 

student is more likely to pay attention to programs and news that pertain specifically to 

their life, so advertising these programs in places where they would be most pertinent 

can help WUGA increase their audience.  

 

In addition to specific program flyers and advertisements in their respective colleges, we 

also recommend conducting outreach to various UGA professors and pitching them on 

sharing information about WUGA programs to their students. In our teacher survey, 

58.8% of professors answered “a lot” when asked if they thought that listening to WUGA 

would be beneficial to their students. Professors are eager to give reliable and 

information resources to their students, it is just a matter of connecting with them. See 

the information below on how to print and distribute various flyers, as well as how best 

to conduct outreach to university teachers. 
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Professor outreach 

 

Terry College of Business and FACS College 

 

Terry Department Head Contacts: 

Accounting Department: Jason Matthews - jwmatthe@uga.edu 

Economics Department: Santanu Chatterjee - schatt@uga.edu 

Finance Department: James Johnson - jamesaj@uga.edu 

Management Department: Richard Daniels - rdaniels@uga.edu 

Management Information Systems Department: Craig Piercy - cpiercy@uga.edu 

Marketing Department: Charlotte Mason - cmason@uga.edu 

Legal Studies Department: Robert Hoyt - rhoyt@uga.edu 

Real Estate Department: Robert Hoyt - rhoyt@uga.edu 

Risk Management Department: Robert Hoyt - rhoyt@uga.edu 

 

FACS College: Financial Planning, Housing and Consumer Economics 

Department 

Department Head: Sheri Worthy - sworthy@uga.edu 

 

Frame Email 

Dear [Insert Name], 

 

Hello, I hope you are having a nice week. This is [Insert Name] from WUGA, Georgia’s 

Public Broadcasting public radio station serving Athens and much of northeast Georgia. 

Many people are not aware that we are also an NPR affiliate station.  

 

We are currently attempting to increase student awareness of WUGA. This radio station 

serves as a great source of unbiased news that covers international, national and local 

issues. That being said, there are a wide variety of segments that can be incorporated 

in classrooms to be used as a unique learning tool. For example, the “Nothing Funny 

About Money” segment can be used in lectures for the [insert department]. This 

segment takes the topic of personal finance, which sometimes seems intimidating, and 

puts an entertaining spin on it. Incorporating segments like this in [insert department’s] 

curriculum gives students the opportunity to learn in a new and engaging way.  

 

Thank you for your time and consideration to incorporate WUGA in [insert department] 

curriculum. If you have any questions about WUGA, please feel free to contact us at 

[insert contact information.] 

 

Sincerely,  

mailto:jamesaj@uga.edu
mailto:rhoyt@uga.edu
mailto:sworthy@uga.edu
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[Insert Name] 

 

Franklin College 

 

Franklin College Biological Sciences Department Head Contacts 

Department of Cellular Biology: Kojo Mensa-Wilmot - mensawil@uga.edu 

Department of Genetics: Jennifer Cruse-Sanders - cruesanders@uga.edu 

Department of Marine Sciences: Daniela Di Iorio - daniela@uga.edu 

Department of Microbiology: Timothy Hoover - trhoover@uga.edu 

Department of Plant Biology: Lisa Donovan - pbio-depthead@uga.edu 

 

Frame Email 

Dear [Insert Name], 

 

Hello, I hope you are having a nice week. This is [Insert Name] from WUGA, Georgia’s 

Public Broadcasting public radio station serving Athens and much of northeast Georgia. 

Many people are not aware that we are also an NPR affiliate station.  

 

We are currently attempting to increase awareness of WUGA among students. This 

radio station serves as a great source of unbiased news that covers international, 

national and local issues. That being said, there are a wide variety of segments that can 

be incorporated in classrooms to be used as a unique learning tool. For example, the 

“Classic City Science” segment can be used in lectures for the [insert department]. In 

this segment, host April Sorrow interviews some of UGA's most prolific researchers to 

discuss not only the latest findings, but how research initiatives here at the University of 

Georgia are directly impacting the state, the nation and the world. Incorporating 

segments like this in [insert department’s] curriculum gives students the opportunity to 

learn in a new and engaging way.  

 

Thank you for your time and consideration to incorporate WUGA in [insert department] 

curriculum. If you have any questions about WUGA, please feel free to contact us at 

[insert contact information.] 

 

Sincerely,  

[Insert Name] 

 

Odum School of Ecology 

 

Odum School of Ecology Department Head Contacts 

Department Head: John Gittleman - ecohead@uga.edu 
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Frame Email 

Dear [Insert Name], 

 

Hello, I hope you are having a nice week. This is [Insert Name] from WUGA, Georgia’s 

Public Broadcasting public radio station serving Athens and much of northeast Georgia. 

Many people are not aware that we are also an NPR affiliate station.  

 

We are currently attempting to increase student awareness of WUGA. This radio station 

serves as a great source of unbiased news that covers international, national and local 

issues. That being said, there are a wide variety of segments that can be incorporated 

in classrooms to be used as a unique learning tool. For example, the “Living on Earth” 

segment can be used in lectures for the [insert department]. Hosted by Steve Curwood, 

this segment features interviews and commentary on a broad range of ecological 

issues, exploring how humans interact with their landscape. Incorporating segments like 

this in [insert department’s] curriculum gives students the opportunity to learn in a new 

and engaging way.  

 

Thank you for your time and consideration to incorporate WUGA in [insert department] 

curriculum. If you have any questions about WUGA, please feel free to contact us at 

[insert contact information.] 

 

Sincerely,  

[Insert Name] 

 

Incorporating WUGA in the classroom 

 

The following should be attached to emails if the department shows interest:  

 

We have thought of some ways to easily incorporate listening to WUGA into your 

curriculum. You are under no obligation to follow any of these suggestions, but we 

would appreciate your support and your influence over your students. 

 

WUGA app: We have newly introduced the WUGA app. This makes it easier to listen to 

your favorite segments wherever and whenever you want without being tethered to a 

radio or our website. This should make it easier for your students to have access to our 

programming. 

 

Listening to programs as homework or extra credit: Most of our programs are only an 

hour long. Often they are divided into shorted segments on our website or the program’s 
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website, allowing students to not have to listen to an entire program for one relevant 

section. These assignments can be based on what you have heard earlier in the week 

or can be more generalized. Students can write short assignments about their thoughts 

on the program, including perceived flaws, what they liked, what they learned, how it 

applies to the class, etc. If you do not want your class to be muddled down in small 

writing assignments, you can make them infrequent, or you can make them optional. 

 

Programs as the basis for class discussion: NPR and WUGA are great sources for 

discussion, as we feature programs with speakers from all different perspectives. We do 

not shy away from controversy, and try to consistently a balanced story. Having your 

students listen to our programming can introduce them to different opinions. With 

discussions, there is less to grade than with writing assignments and will encourage 

your students to debate more in class. 

 

Short Segments in Lectures: We may broadcast the perfect short segment that 

illustrates or summarizes your lecture. Because many of the longer programs are split 

into smaller segments, there is no need to try to fast forward through irrelevant parts. 

This allows you to incorporate WUGA right into your lecture in a quick way.  

 

Program-specific flyers 

● To see full-sized flyers, please refer to the inserts on the following pages. 

● To edit the content of the flyer, log on to Canva.com. Username: 

wugafm@gmail.com, password: wugafm!!  

● To access a high quality PDF of the flyer to submit to the printer, open the USB 

port included in this binder into a computer and double click on each respective 

flyer. 

 

Terry College of Business, Financial Aid Offices and FACS College: “Nothing Funny 

About Money” 

mailto:wugafm@gmail.com
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To be posted in: 

● Business Learning Community 

○ Correll Hall 

○ Moore-Rooker Hall 

○ Amos Hall 

○ Benson Hall 

○ Common spaces throughout the community 

● Office of Student Financial Aid 

● Family and Consumer Sciences  

○ Dawson Hall 

 

Science Buildings: “Classic City Science” 
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To be posted in: 

● Science Learning Center 

● Science Library 

 

Ecology Buildings: “Living on Earth” 

 
To be posted in: 

● Ecology building 

● Warnell School of Forestry and Natural Resources 

● Biological Sciences building 
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Printing the flyers: 

● Upload the respective pdf’s of the designs to Tate Print & Copy Center’s website 

(http://tate.uga.edu/print_content_page/home)  

○ Print Requests → Flyers, Handbills and Posters → Flyers and Handbills 

● Print ~20 copies of each in color 

 

 

 

 

 

 

 

 

http://tate.uga.edu/print_content_page/home
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TACTIC 12  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 

percent by July 2019. 
   

TACTIC 12: Include booth at homecoming carnival.  

 
Goal: Increase WUGA’s audience. 

Objective: Increase University of Georgia student awareness of  WUGA by 10 percent by July 

2019. 

Tactic: Include booth at homecoming carnival. 

 

Budget: $373.38 

 

Explanation 

Every year the University Union puts on a Homecoming Carnival for the students and 

community. It includes carnival food, games and rides and is free with a student ID. The 

Facebook event page for the 2017 Homecoming Carnival has 262 students who said they were 

“going” to the event on Facebook and 726 who said they were “interested.” 

 

This is a great opportunity for WUGA to get involved with the students and promote their station 

as having student-friendly content that would be enjoyable for a millennial audience. The idea is 

for WUGA to have a presence at this event with a fun homecoming booth to attract attention to 

the station and get to know their listeners outside of the traditional radio setting. To attract 

people to the booth, WUGA will have a spinning prize wheel for carnival-goers. They will have 

the chance to win merchandise from WUGA, such as mugs and t-shirts, as well as $10 gift 

cards to Jittery Joe's. 

 

The event planning intern can be in charge of contacting the University Union and working on 

the logistics of the booth. In order to have a booth, WUGA must form a partnership with the 

University Union. The Union would allow WUGA to have a presence at the fair in exchange for 

promoting the event through social media and on air through WUGA. 

 

Steps 

● Have event planning intern contact the University Union. 

● Contact rental company to rent carnival booth. 
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● Begin promoting WUGA’s presence at the Homecoming Carnival on air and with social 

media. 

● Order prizes (mugs, t shirts, stickers, 5 gift cards). 

○ Order from discountmugs.com  

○ 15 mugs, 15 Shirts, 30 stickers 

● Oder prize wheel. 

● Print out 100 flyers to give out at the event. 

● Set up booth and have interns/full time staff present to represent WUGA. 

 

Contact Information: 

 

University Union Student Programming Board 

Address: 102F Tate Student Center 

Athens, GA 30602 

Email: union@uga.edu 

Telephone: 706-542-6396 

Website: http://www.ugaunion.com/ 

 

Timeline  

 

Disclaimer: This timeline is based on the homecoming carnival taking place on October 5, 2018. 

This date may be subject to change in the future. 

 

Date Action 

September 3, 2018 Contact University Union 

September 5, 2018 Contact booth rental company 

September 10, 2018 Begin promoting on air and social media 

September 17, 2018 Purchase prizes (mugs, t shirts, stickers, gift 
cards) 

September 24, 2018 Purchase prize wheel 

October 1, 2018 Print flyers for the event 

October 5, 2018 Day of the event 
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Budget 

 

Item Price 

Tent $64.94 (Amazon: Canopy Tent) 

Prize wheel $89.99 (Amazon: 24" Editable Color Prize 
Wheel) 

Table $30 (Amazon: Foldable Table) 

Flyers $40 (Tate Print Copy) 

Other supplies (mugs, t shirts, stickers) $103.45 (discountmugs.com) 

Gift cards (5 total) $50 

Total Budget $373.38 

 

 

 

 

Sample Prize Wheel 

 

This 24 inch wheel found on Amazon has customizable sections. WUGA can make the width of 

each section to their preference, and make the section for the gift cards much smaller than the 

others. 
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Sample On Air Promotion 

 

Public Service Announcement 

WUGA Partakes in the Homecoming Carnival 

 

Hello Dawgs! With homecoming right around the corner, we are happy to announce that WUGA 

is partnering with the University Union and will have a booth at the Homecoming Carnival on 

October 5. Come by the carnival for food and rides, and stop by our booth for a chance to win a 

WUGA prize. This event is FREE with student ID! 

 

20 second PSA 

Word Count: 61 

 

Sample Social Media Posts 

 

Facebook: 
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Twitter: 
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Instagram: 
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GOAL 1, OBJECTIVE 2 
TACTICS 
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TACTIC 1  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 2:  Increase local listeners by five percent by July 2019. 
   

TACTIC 1: Sign up for digital streaming directories.  
Budget: $40 
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Although a radio station may utilize FM or AM frequencies to expand the reach of its 

audience base, radio signals are only able to travel so far. As a result, this limitation 

stifles the ability of the station to attract new listeners (Pluskota, 2015). Luckily, the 

recent transition to digital streaming has allowed stations to broadcast online, providing 

somewhat of a solution to this problem (Cwynar, 2017; Pluskota, 2015; Usher, 2012). 

Seeing as this is a step in the right direction for radio stations, many online services 

have come to fruition, offering stations help in the transition. While these services may 

be useful to some, the underlying issue remains that in order to increase listenership, 

awareness must also be achieved. (Cunsolo, 2017). For many stations, their ability to 

generate awareness is limited to how far their radio frequencies travel (Cunsolo, 2017; 

Pluskota, 2015).  

 

Therefore, in order to combat this problem, this tactic suggests that WUGA sign up for a 

variety of digital streaming directories. While WUGA distributes local content alongside 

its national NPR programming, many Athens residents may still be unaware of the 

quality product WUGA provides.  

 

Furthermore, although this tactic will help increase awareness and local listenership, 

utilizing online streaming directories also allows WUGA to distribute local content further 

than the Athens area. For example, many UGA alumni move out of the local area after 

graduating, losing exposure to WUGA content. Utilizing these streaming directories 

allows WUGA to reach these alumni, even if they were not previously aware of the 

station’s existence. 

 

For reference, a digital streaming directory provides an online user experience, similar 

to what visual content experiences are like on a platforms such as YouTube and Netflix. 

In a digital streaming directory, radio stations create an account on the website, 

providing a description of the content played on that station. Once the account is 

created, and the station’s online stream is linked, visitors to the directory are able to 

search its large database, using keywords or music genres to guide their search efforts. 

In return, this gives users the ability to stumble upon new content that may interest 

them. 

 

 

 

Objective 

While generating awareness in present in this tactic, this is required in order to raise 

WUGA’s number of local listeners. 

 

Tactic Breakdown 
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Date Steps 

August 1, 2018 Sign up for streaming directories 
*Directories include TuneIn, Streema, and iTunes Radio. 

August 3, 2018 Allow 48 hours to pass so the directory can add the new account 

August 3, 2018 Post flyers in Tate, MLC, Grady, and Terry 
*Look below at “On Campus Promotion.”  

August 4, 2018 Promote the creation of the directories on social media and on-air 
*Examples of this can be found below 

August, 4, 
2018 

Send out email promoting the directories 
*Look below for an example of the email. 

*Review tactic seven for directions on how to distribute  

August 4, 2018 Post story on wuga.org, highlighting the directories 
*Look below for an example of the post. 

 

Directions for Signing Up 

TuneIn  

1. Navigate to www.tunein.com/broadcasters 

2. Click the add station button. 

  
3. Enter the required information in each field. 

a. When asked to enter the station’s stream URL, use the URL implemented 

in the “listen live” stream on the wuga.org homepage.  

4. Under the format option, enter “public”, “NPR”, and “college”. 

5. When prompted to write a description, use the following as a guideline. 

a. WUGA, an NPR affiliate station, is a part of the University of Georgia 

education system, serving the Athens, Georgia and surrounding areas for 

30 years. Along with distributing nationally produced NPR content, WUGA 

also assists in the dispersion of locally tailored content. Feel free to tune in 

to our stream for a unique and collegiate listening experience.    

6. Read and accept the site’s terms and conditions. 

7. Click the sign up button. 
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8. Wait 48 hours before checking to see if the stream has been added to the 

directory. 

 

Streema 

1. Navigate to www.streema.com/radios/request 

2. Click continue. 

3. Enter the required information in each field. 

a. In the “dial” field place both FM frequencies 

4. In the genres field, add information, public, talk, and news. 

5. In the stream URL field, enter the URL implemented in the “listen live” stream on 

the wuga.org homepage.  

6. When prompted to write a description, use the following as a guideline. 

a. WUGA, an NPR affiliate station, is a part of the University of Georgia 

education system, serving the Athens, Georgia and surrounding areas for 

30 years. Along with distributing nationally produced NPR content, WUGA 

also assists in the dispersion of locally tailored content. Feel free to tune in 

to our stream for a unique and collegiate listening experience.  

7. Click the send button. 

8. Wait 48 hours before checking to see if the stream has been added to the 

directory. 

 

iTunes Radio 

1. Before this process can begin, an Apple ID must be created, if one is not already 

in use by WUGA. 

a. Navigate to www.appleid.apple.com/account#!&page=create to complete 

the process 

2. Ensure the stream type is either MP3, AAC, or AAC+. 

3. Ensure the stream format is either .m3u, .mp3, or .pls. 

4. If iTunes is not already installed, download and install onto the computer. 

5. Once installed, open the iTunes software, click file and then click open stream.  
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6. In the new window that appears, enter the URL implemented in the “listen live” 

stream on the wuga.org homepage. 

7. Navigate to www.support.itunesinternetradio.com/hc/en-us/requests/new  

8. Choose “Submit my station”. 

 
9. Fill out the required information, making sure to check the box that asks if you 

verified the stream URL. 

 *This was completed in step five. 

10. Click the submit button. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Examples of Promotion 

 

On-air Promotion Example 

 *This should be announced once the stream is active in the streaming  

directories. 

*Air something similar to this at least once a week for six months. 

 

Public Service Announcement 

WUGA Joins Streaming Directories 
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Looking for a new way to listen to WUGA? Look no further, WUGA's online stream is 

now available on sites like Streema, TuneIn, and iTunes Radio, making it even easier to 

listen to us online. There is no sign-up required for these sites. Simply search each site 

using the term WUGA to begin listening live, anytime, anywhere. 

 

-30- 

 

30-second PSA 

Word count: 57  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On Campus Promotion: Flyer 

*This should be posted on bulletin boards inside the MLC, Grady, Tate, and Terry 

the day WUGA goes live on all streaming directories. 

*The can be found in the “streaming directory” folder of the USB stick, with a file 

name of “Stream-Flyer”  
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Examples of Online and Social Media Promotion 

 

Email Example 

 *This should be sent out once the stream is active in the streaming directory. 



 

 

107 

*This email should be submitted amongst WUGA’s current email list, along with 

UGA’s ArchNews service.  

*For directions on how to utilize UGA’s email services, refer to goal 1, 

objective 1, tactic 7.  

 

WUGA Joins iTunes Radio, Streema, and TuneIn 

A new way to listen to local programming. 

  

The University of Georgia’s locally operated NPR affiliate station, WUGA, is 

happy to announce that it has expanded its listening options. Upon joining iTunes 

Radio, Streema, and TuneIn, we hope that listeners will find it even more 

convenient to listen to WUGA.    

  

Sign-up on these sites is not necessary. Simply search each site using the term 

WUGA to begin listening live, anytime, anywhere. Listen live to experience truly 

unique public radio content.          

  

WUGA has served the Athens and surrounding areas for 30 years. As a result, 

the station has helped to define public radio in the Athens community, giving 

audience members a unique listening experience in the process. Joining these 

streaming services gives WUGA the opportunity to reach both local and distant 

listeners alike.   

 

For more information contact: 

Jimmy Sanders 

General Manager 

JASander@uga.edu 

(706) 542-3324    

 

Facebook: Post 

*Post something similar to this at least once a week for six months.  

*The image used in this post can be found in the “streaming directory” folder of 

the USB stick, with a file name of “StreamingDirectories-Post” 
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*A link to further information is provided, leading to wuga.org, where 

listeners can find out more information on how to access these streams. 

The URL used was shortened using bitly.com. 

 

 

 

 

Facebook: Implementing header image 

 *The header is the image located at the top of the page. 

 *Keep this header for at least two weeks. 
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*This image used in for this header can be found in the “streaming directory” 

folder of the USB stick, with a file name of “StreamingDirectories-Header”  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Twitter: Post 

*Post something similar to this at least once a week for six months. 

*The image used in this post can be found in the “streaming directory” folder of 

the USB stick, with a file name of “StreamingDirectories-TwitterPost”   
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*Asking users to share using #WUGAstream allows WUGA to track posts 

relevant to the event. Other hashtags should include words relevant to the 

event. 

*Also, a link to further information is provided, leading to wuga.org, where 

listeners can find out more information on how to access these streams. 

The URL used was shortened using bitly.com.  

 

 

 

 

 

 

 

 

Twitter: Implementing Header Image 

*The header is the image located at the top of the page. 

*Keep this header for at least 2 weeks. 
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*The image used in this post can be found in the “streaming directory” folder of 

the USB stick, with a file name of “StreamingDirectories-Header”  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Instagram: Post 

*Post something similar to this at least once a week for six months. 

*The image used in this post can be found in the “streaming directory” folder of 

the USB stick, with a file name of “StreamingDirectories-Post”   
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*Asking users to share using #WUGAstream allows WUGA to track posts 

relevant to the event. Other hashtags should include words relevant to the 

event. 

*Also, a link to further information is provided, leading to wuga.org, where 

listeners can find out more information on how to access these streams. 

The URL used was shortened using bitly.com. 

Website 

 *This should be sent out once the stream is active in the streaming directory.  
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 *Include links at the bottom of the post, guiding visitors to the streams. 

 
 



 

 

114 

TACTIC 2  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 2: Increase local listeners by five percent by July 2019. 
   

TACTIC 2: Create materials to invite students, professors and prominent locals to 

contribute to local segments like “Science Friday” or “Nothing Funny about Money.” 
 

Budget Needed: $0  

 

When someone is going to be featured on a radio station, they are likely to talk to their 

friends and family about their upcoming appearance. This may drive traffic to the radio 

station from local listeners who do not normally tune into WUGA. If these listeners are 

impressed with WUGA’s content, these one-time appearances may create future 

regular listeners to the radio station. 

 

The process of recruiting people will be a two-fold campaign. First, an application to 

contribute to a segment will be posted to the WUGA website. Interested parties can fill 

out this form and submit it to the radio station. Segment hosts can then review these 

applications and choose from these potential contributors. Second, segment hosts can 

provide WUGA with any Athens locals that they would want to feature on their show, 

and WUGA will reach out to those potential contributors via email. 
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Application Form: 

The application form will be uploaded to a page called “Contribute to a Segment” under 

the “WUGA News and Info” tab on the website. The application will be available for 

download as a PDF, with directions to send the application to the relevant email 

address. 

 

 Name: _____________________________________ 

 Email Address: _____________________________ 

 Phone Number: _____________________________ 

 What Segment(s) Would You Like to Contribute To?  

________________________________________________________________ 

Why Would You Be a Valuable Contribution to That Segment? 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 

Emails 

The emails will be sent out during the two weeks before each UGA semester. During 

the first week, segment hosts will be asked to research potential contributors and 

present WUGA staff with a list of these contacts. The outreach intern will then be tasked 

with customizing this email template and reaching out to these potential contributors. 

During the fall, when an outreach intern has not yet been hired, a WUGA staff member 

can complete this task. 

 

 Subject: WUGA Guest Appearance 

 

Dear INSERT NAME HERE, 

 

My name is INTERN NAME, and I am an Outreach Intern at WUGA, Athens’ 

public radio station. WUGA strives to provide the highest-quality informative 

content for our listeners, and we believe that your involvement would help us to 

achieve that goal. 

 

Each week, we create a segment called SEGMENT NAME, that discusses 

TOPIC. Due to your expertise and experience in the field, the segment hosts 

think that your voice would be a valuable contribution to their show. 

 



 

 

116 

If this is something you would be interested in participating in, please let me 

know your availability on any of these dates: POTENTIAL RECORDING DATES. 

 

We look forward to working with you! 

 

Sincerely, 

NAME 

Outreach Intern at WUGA 
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TACTIC 3 
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 2: Increase University of Georgia student awareness of  WUGA by 10 
percent by July 2019. 
 

Tactic 3: Promote online polls 

 
Importance of social media polls: 

Social media polls allow you to both interact with your audience as well as gather 

valuable quantifiable information. They are free and simple, although they often only 

allow for one or two questions instead of multiple like in a formal survey. Social media 

polls are less formal than surveys through a site like Qualtrics. While their data are not 

enough to make assumptions on, since they do not follow the requirements needed for 

a scientifically valid or reliable survey, they can indicate the environmental tone of your 

audience. They also allow higher interactivity both between the audience members 

themselves, and WUGA. 

 

How to make social media polls (Updated October 2017) 

Facebook 

1.  As of October 2017, there was no option to hold a poll on a Facebook Business 

page, like WUGA. However, you can make polls through a third-party app. 

○  Polls for Pages: (https://apps.facebook.com/my-polls) 

■ Optimized for Facebook 

■ Straightforward instructions 

2.  With Facebook’s react options, WUGA can do an informal “reaction” poll to 

quickly see how audiences feel about certain segments or changes. Accomplish 

this by making a regular post, but encourage the audience to react to the post 

accordingly 

https://apps.facebook.com/my-polls/
https://apps.facebook.com/my-polls/
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Twitter 

1. Begin to compose a new Tweet 

2. On the bottom, under the text box, 

there are four options 

○ Add photos or videos 

○ Add gif 

○  Add poll 

○  Location 

3. Select Add poll 

4.  It will prompt a question, then, 

underneath, are choices 

○ The default is two, but more 

can be added 

5. Then select the length the poll should be open 

○ The default is one day 

 

 

 
 
 



 

 

119 

 
 
TACTIC 4  
GOAL 1: Increase WUGA’s audience. 
 

OBJECTIVE 2: Increase local listeners by five percent by July 2019. 
   

TACTIC 4: Promote the NPROne app and the future WUGA app through social media. 

 
With the majority of media outlets becoming available on mobile devices, WUGA has 

moved to match its news competitors. The primary mobile app used to listen to WUGA 

now is NPR One. Because WUGA is an NPR affiliate, the best course of action is to 

promote listening through the official app. However, WUGA recently came out with its 

own app, which also needs to be promoted across social media. The best course of 

action is to promote WUGA on the NPR app until it generates a wider audience, then 

encourage that audience to listen exclusively through the official WUGA app.  
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Sample Post Content 

Instagram, Facebook, Twitter:  

“Did you know that WUGA is the official NPR affiliate of Athens? Download the 

official NPR One App to tune in!” 
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Sample Post Content 

Instagram and Facebook:  

“Introducing the official WUGA app. Download for your chance to listen to WUGA 

on your mobile device. APP EXCLUSIVES: pause and rewind live audio, explore 

on demand content, view the radio schedule, and even set an alarm to wake up 

to WUGA! ” 

Twitter: 

“Introducing the official WUGA app. Download for WUGA anywhere, anytime. 

Plus exclusive content!” 
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GOAL 2, OBJECTIVE 1 
TACTICS 
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TACTIC 1  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 1: Increase local business donations by 10 percent by July 2019. 
 

TACTIC 1: Host a silent auction using donated items from local businesses.  
 

Timeline: At the annual gala (April 12, 2019) 

 

Budget: $0.05 per page (8.5 x 11 white bond paper) 20 pages= $1 

 

The reason behind this tactic is to generate some additional fundraising money as well 

as strengthen partnerships with local restaurants and businesses. Implementing a silent 

auction at the annual gala would provide the perfect setting for fans of WUGA to come 

together and bid on items while contributing to the radio station.  

 

Materials needed:  

-Venue for the silent auction (same venue for the annual gala)  

- Employees/volunteers to help run the tables  

- Donations from local restaurants or businesses to be bid on 

- List of donations and their face value  

- Bidding sheet for each item being auctioned  

- Pens for attendees to write on the bidding sheets  

 

In order to orchestrate a successful silent auction, there are many factors to consider. 

The first step is to reach out to local restaurants and businesses for donations. Explain 

what the silent auction is for and see if they would be interested in donating or 

collaborating for the event. Once the donations have been made, decide on a location 

to hold the auction (same location as the gala). This silent auction will be held at the 

annual gala in order to increase fundraising efforts. There needs to be employees or 

volunteers to help patrol the tables and answer any questions the attendees may have 

regarding the items. One of the individual’s working the event will make a master list of 

all the items up for donation with their face value. It is important to clearly number each 

item and have the corresponding bidding sheet in front so that the attendees bidding 

can be sure they are bidding on the item they really want. Make sure that every item 
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has it’s own bidding sheet. Make an announcement about 30 minutes before the bidding 

ends so that attendees can make any last minute bids that they would like. Once the 

bidding ends, collect the bidding sheets and determine the amount of the final bid and 

the name/contact information of the attendee who placed the bid. Contact the winner 

and give them the item they won once they have paid the amount stated on the bidding 

sheet. It would be a good idea to thank the restaurants and businesses who donated 

items as well as everyone who participated in the silent auction.  

Contacts for businesses:  

- Canes: Adam Nau- adamnau@raisingcanes.com 

- Taziki’s: Whit Richardson- (404)-368-0360- whitrichardson@tazikiscafe.com 

- Clark’s: McCall Braun- (847)-682-0197  

- Chipotle: fundraisers@chipotle.com 

- On the Border: Jenifer Grey- (706)-247-7290- o00111@ontheborder.com 

- Lenny’s Subs: Bruce Longmore- (770)-888-6473- success@brucelongmore.com 

- Power Crunch: Rhonda Taha- rhondataha97@gmail.com 

- Atlanta Braves: Daniel Ingold- daniel.ingold@braves.com 

- Atlanta Hawks: Carson Holden- (404)-878-3744- carson.holden@hawks.com 

 

Silent Auction Donation Email Template:  

 

(Insert Date)  

Dear (Use their real name, not “To whom it may concern”),  

I’m (Fundraising Intern name here) with WUGA, Athens local NPR affiliate station.  We 

are hosting our annual gala on April 12, 2019. .   

 

We are raising funds to assist WUGA's production costs. By raising money through a 

silent auction at our gala we hope to also increase local listeners and local segments on 

our station.   

Our event is expected to draw over 400 supporters and participating businesses will be 

prominently featured in our event program.  

 

Can you help us out with a donation of a product or service from your business because 

it will help support your local NPR station? All donations are greatly appreciated and are 

tax deductible. Your donation can be something as simple as a gift certificate to your 

business or an actual product.  

 

A donation form for silent auction items is attached. Simply fill it out, then call or email 

us and we’ll handle everything.  
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Thank you for your consideration of our request to help increase local listeners and 

community support.  

  

(Fundraising intern name)  

WUGA Fundraising   

Phone: Intern's phone  

Email: Intern's email  

 

Silent Auction Donation Form  

 

Donor Representative Name: 

Donor Company Name: 

Mailing Address: 

Email:  

Phone Number:  

Description of item or service being donated  

 

Approximate Retail Value:  

Thank you for your support!  

Please return this form or email the same information to (insert fundraising intern's 

name) by March 12, 2019.  
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TACTIC 2  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 1: Increase local business donations by 10 percent by July 2019. 
 

TACTIC 2: Host percentage nights at local businesses and restaurants. 
 

Timeline: September 1, 2018  

 

Budget: $0.00 

 

The reason behind this tactic is to generate some additional fundraising money as well 

as strengthen partnerships with local restaurants. By hosting a percentage night, WUGA 

would acquire a certain percentage of funds made by a local eatery. This is a great way 

to reach different members of the community. This helps expand the reach of WUGA 

and can reach millennials because they are receiving something in return.  

 

Materials needed:  

- Representative of WUGA to reach out to potential partnering businesses  

- List of businesses to reach out to  

 

In order to host a percentage night, many elements have to be considered. The facts to 

consider include: where to hold the percentage night, the best location to host the 

percentage night,  what hours the percentage night will run, and how to advertise the 

event. Some businesses that currently participate in percentage nights include: Clark’s, 

Chipotle, and On the Border. The average percent donated by businesses normally 

ranges from 10-25 percent. Once the business and location is chosen, a day of the 

week and time frame need to be decided. The percentage night should be held on the 

third Thursday of every month from 6-8 p.m. This not only brings in more revenue for 

WUGA but also strengthens ties with the community, which is one of the main goals for 

the organization.  

 

Contact information for percentage nights businesses:  

- Clark’s: McCall Braun- (847)-682-0197  

- Chipotle: fundraisers@chipotle.com 
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- On the Border: Jenifer Grey- (706)-247-7290- o00111@ontheborder.com 
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TACTIC 3  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 1: Increase local business donations by 10 percent by July 2019. 
 

TACTIC 3: Contact local businesses about potential partnerships with WUGA. 
 
Timeline: September 1, 2018 

 

Budget: N/A 

 

The reason behind this tactic is to generate some additional fundraising money as well 

as strengthen partnerships with local restaurants and businesses. This will strengthen 

the bond between WUGA, local restaurants/businesses, and the public. Partnerships 

will help gain awareness among the people in Athens communities and will increase the 

number of possible listeners.  

 

Materials needed:  

- Representative of WUGA to reach out to potential partnering businesses  

- List of businesses to reach out to  

 

For partnerships to be formed, WUGA needs to explain the potential benefits of being a 

partner. The WUGA representative should reach out to businesses that have helped 

similar organizations in the past. Two specific businesses that you should contact are 
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Raising Canes and Taziki’s. These partnerships are beneficial because the businesses 

can donate food or drinks to WUGA events or donate gift cards for the silent auction or 

prizes for repeated donors. Having a commonly known business associated with WUGA 

can help draw people to WUGA events. With more people attending WUGA events, the 

awareness of WUGA will grow tremendously.  

 

Contact information for businesses:  

- Raising Canes: Adam Nau- adamnau@raisingcanes.com 

- Taziki’s: Whit Richardson- (404)-368-0360- whitrichardson@tazikiscafe.com 

 

TACTIC 4 
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 1: Increase local business donations by 10 percent by July 2019. 
 

TACTIC 4: Partner with Jittery Joe’s to create a coffee blend. 
 

The reason behind this tactic is to generate some additional fundraising money as well 

as raise awareness for WUGA within the local Athens community. Jittery Joe’s is a 

prominent name in Athens. Thousands of individuals around the country order their 

coffee. Jittery Joe’s loves to partner with local and university organizations. In 2017 

alone, Jittery Joe’s has already partnered with over 10 new organizations. By partnering 

with Jittery Joe’s, WUGA can expect to increase fundraising and awareness.     

The process of partnering with Jittery Joe’s involves two major steps:  

 

1. Contacting the company’s roaster to develop the roast. 

 

Charlie Mustard is in charge of the Jittery Joe’s roaster. He will be your contact for 

developing the WUGA coffee roast. Attached is an email template for contacting Charlie 

about developing the roast. Also attached is a can design and description to include in 

your email to Charlie.  

 

After contacting Charlie, he will schedule a time to go to the roaster and taste several 

sample roasts to vote on which blend will be used in the WUGA can. The board and 
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current employees and interns should be invited to this event. Attached is an invitation 

email to send. 

 

 2. Contact Michael Ripps if WUGA wants their roast sold in stores and 

online. 

 

If WUGA wishes to have the can sold in Jittery Joe’s shops or on their website, you 

have to contact Michael Ripps. He is the co-owner of Jittery Joe’s. WUGA should 

evaluate sales in February 2019, after two months of selling coffee on their own website 

to see if the help from selling WUGA’s roast on stores. The downside in selling in a 

Jittery Joe’s store is you make less profits off of each can.   

 Michael’s contact email is: michael@jitteryjoes.com  

 

Templates:  

 

1. Contacting Charlie  

 

To: charlie@jitteryjoes.com 

Subject: WUGA Custom Roast Partnership 

Hello.  

 

My name is                  . I am contacting you on behalf of WUGA, UGA’s local NPR 

affiliate station. The station is currently trying to increase its fundraising efforts and 

increase awareness about the station in its broadcast area. I noticed  at WUGA's 30th 

anniversary event Jittery Joe's donated small packets of a special WUGA roast that 

guest received in their gift bags. I'm very familiar with the different roasts that we 

produce in partnership with groups such as Grady College.  

 

As part of our communications plan, I was hoping to discuss the possibility of a WUGA 

roast. I would love to meet with you and discuss the next step in developing this 

product. I’ve attached a possible can design and roast name. Please contact me by 

phone:                or email:             

 

Thank you for your time and I look forward to hearing from you soon,  

 

2. Inviting WUGA staff and board members to “Extreme Frequency” ‘s taste test 

To: Include board members and current staff 

 

Subject: 

 

mailto:michael@jitteryjoes.com
mailto:charlie@jitteryjoes.com
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Hello, 

 

WUGA is partnering with local coffee producer, Jittery Joe’s, to develop a coffee roast 

dedicated to WUGA. This partnership will help our station increase fundraising efforts 

and raise awareness among the local Athens community. Jittery Joe’s has invited the 

staff and board members of WUGA to be apart of the decision making process. On                   

at                     you are invited to the Jittery Joe’s roaster to sample a few roasts and 

vote on which one WUGA should use.  

 

Please RSVP to (name, number, email) by                  . So that WUGA can let Jittery 

Joe’s know how many people to expect. Attached is the can design for the roast as well 

as the address to the Jittery Joe’s roaster.  

Thank you for your time and we hope to see you there 

 

Jittery Joe’s Coffee Can Design: 
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TACTIC 5  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 1: Increase local business donations by 10 percent by July 2019. 
 

TACTIC 5: Create a community calendar that displays upcoming events.  
 
A 12-month Google calendar will be embedded on wuga.org displaying upcoming 

events for WUGA and their partners (i.e. Grady College of Journalism and Mass 

Communication, Online Athens). The calendar will continuously be updated throughout 

the year, adding new events as they are planned. Events that should be posted include: 

holidays, fundraising events, percentage nights, local festivals, etc. An intern will be 

responsible for coordinating and updating the calendar. This master calendar will 

replace the “WUGA Events” tab that is currently on the website. Instructions for creating 

a Google calendar have been provided below. 

 

Instructions 

 

1. Login to your Google email account on a computer 

Username: wugafm@gmail.com 

Password: wugafm!! 

2. Open Google Calendar 

3. On the left, click the drop-down arrow next to My calendars 

4. Select Create new calendar 

mailto:wugafm@gmail.com
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5. Name this calendar “WUGA Master Calendar” 

6. Write a description of what the calendar will entail 

7. Click Make this calendar public 

8. Under Share with specific people, add the email address of the person who will 

be creating the calendar 

9. For Permission Settings, choose See all event details in the drop-down menu 

10. Click Add person 

11. Click Create calendar at the bottom of the page 

12. Once you click Create calendar, the people you shared your calendar with will 

get an email invitation. When they click the link in the email, the calendar will be 

added to their “Other calendars” list. 

 

IMPORTANT: You can only create a Google calendar and edit its sharing settings from 

a computer, not the mobile app. To get your calendar to show up on your phone or 

tablet, you will need to turn on sync for that calendar. 
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GOAL 2, OBJECTIVE 2 
TACTICS 
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TACTIC 1  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 2: Increase listener donations by 10 percent by July 2019.  
 

TACTIC 1: Educate donors concerning how their donations are used. 

 
 

 



 

 

136 

Budget: (estimated) $25 for 200 black-and-white copies on cardstock, $84 for postage 

for 200 letters 

 

This tactic is designed to inform donors exactly what WUGA does with donations that 

they receive. The idea behind this is that donors are more likely to give to a cause when 

there is transparency - that is, they can see where their money is going. This 

educational campaign will first be aimed at new members of the 1987 Club. These 

members will be more likely to sustain membership in the 1987 Club if they receive 

information about how their money is being used. Since the 1987 Club is such a central 

part of WUGA’s fundraising program, this segment of the population is where we want 

to begin. 

 

The second part of this tactic will be aimed at one-time donors. Ideally, a thank you note 

explaining how their donation was used by the station will entice them to become a 

more regular donor, possibly even joining the 1987 Club. This will expand the station’s 

fundraising base. 

 

Finally, the general public will be given information about how funds raised by WUGA 

are used through the WUGA website. Inserting a “Donations” link on the website menu 

will lead to a page providing this fundraising information. 

 

Direct Mail Campaign: 

Letters will be sent out to all current WUGA 1987 Club members within the first month of 

the campaign. Additional letters will be sent out to new 1987 Club members every 3 

months. Finally, letters to one-time donors will be sent out on a monthly basis. Letter 

content will be included on the following page. These letters should be printed at Tate 

Print and Copy (black and white on cardstock), and interns should address the 

envelopes by hand. 

 

Website: 

The website page will be updated immediately upon the start of the campaign. The 

following blurb will be added to a new page called “Donations” under the “Station Info” 

tab of the main menu.  

 

“WUGA donations provide significant financial support that allows us to be an 

involved member of the Athens community. They help us put on community 

events, like Athens Jazz Festival, by paying for facilities, supplies, and services. 

They also allow us to bring NPR and other national public figures into Athens for 

our events. 
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These donations also help finance our ability to keep the station modern and 

relevant for the Athens community. We use donations for major equipment 

purchases that allow us to provide top-quality content, and for promotional and 

marketing supplies that expand our reach within the community.” 

 

Letter Template: 

These letters will be printed on WUGA letterhead and signed personally by a member of 

WUGA staff. 

 

Dear INSERT NAME HERE, 

 

The staff of WUGA would like to offer our profound thank you for your {donation 

of $___ / membership in the 1987 Club}. Donations like yours to the WUGA fund 

are a huge part of our funding for the ongoing work of the radio station. 

 

WUGA donations provide significant financial support that allows us to be an 

involved member of the Athens community. They help us put on community 

events, like Athens Jazz Festival, by paying for facilities, supplies, and services. 

They also allow us to bring NPR and other national public figures into Athens for 

our events. 

 

These donations also help finance our ability to keep the station modern and 

relevant for the Athens community. We use donations for major equipment 

purchases that allow us to provide top-quality content, and for promotional and 

marketing supplies that expand our reach within the community. 

 

Thank you, again, for your contribution towards public radio in Athens, Georgia. 
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TACTIC 2  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 2: Increase listener donations by 10 percent by July 2019.  
 

TACTIC 2: Partner with online retailers, generating sponsored promotions. 
 
Budget: $40 

 

Seeing as WUGA is a non-profit organization, generating fundraising is critical to the 

station’s survival. While reaching donors may be simple, motivating them to contribute 

can be quite difficult at times (Croson, 2008; Kinnally, 2013). With many fundraising 

tactics, stations must directly contact listeners, explicitly asking for donations (Kinnally, 

2013). In return, a majority of donors review how donating to the cause will benefit them 

(Croson, 2008). Therefore, stations feel forced to reward donors with things like 

exclusive offers or thank you gifts (Kinnally, 2013). Although this tactic is effective, it 

costs the station money. Therefore, cheaper, and sometimes free, tactics may be 

needed to retain revenue. One option a station may have is to partner with online 

retailers, generating donations through sponsored promotions. In these promotions, it 

must be ensured that both partners are able to claim revenue (Maiorino, 2011). While 

there are many online retailers willing to enter such partnerships, this tactic will focus on 

a partnership with an online retailer, called Audible. 

 

For reference, audible.com is an online audio book company owned by Amazon. 

Thanks to the popularity of the audio books, Audible is able to offer an affiliate program 

to radio stations and podcast owners. Upon joining this partnership, stations are able to 

generate a decent amount revenue, free of cost. By signing up for the program, stations 

are provided with a custom URL, specific to that station. The purpose of this URL is to 

give listeners an easy way to experience Audible.com. When listeners visit the custom 

URL, and sign up for a 30-day free trial, they are rewarded with two free audiobooks of 

their choice. In return, for every individual that signs up for a free trial, the station 

receives $5 from Audible. Similarly, if the listeners ends up purchasing a membership 

after the free trial expires, the station will be rewarded with another $10. From there, 

every time the user purchases an audiobook, the station receives 50 cents. Therefore, 
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in order to increase its revenue, the station is encouraged to promote this URL both 

online and on-air. 

 

Objective 

Along with providing WUGA with a creative way to generate revenue, this tactic also 

gives listeners the opportunity to claim free products. 
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Tactic Breakdown 

 

Date Steps 

September 2, 2018 Sign up for audible.com affiliate program 
*Directions can be found below. 

September 4, 2018 Wait 48 hours for Audible to review the request 

September 5, 2018 Post flyers in Tate, MLC, Grady, and Terry 
*Look below at “On Campus Promotion.”  

September 5, 2018 Promote the offer on social media and on-air 
*Directions and examples can be found below 

September 5, 2018 Send out email promoting the offer 
*Look below for an example of the email. 

*Review tactic seven for directions on how to distribute  

September 5, 2018 Post story on wuga.org, highlighting the offer 
*Look below for an example of the post. 
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Directions for Signing Up 

1. Create an Amazon account if WUGA does not have one already. 

2. After an account is created, navigate to www.audible.com/affiliate-intro 

3. Review the information provided, fully explaining the program. 

4. Click the “become and affiliate” button. 

  
5. Follow the instructions provided, ensuring the account is linked the proper billing 

address 

a. This is needed so Amazon can send WUGA the money. 

6. Upon reaching the profile section of the signup process, insert non-profit and 

local information when choosing what describes the site.  

7. Next, when selecting what items you will list online, choose books and digital 

downloads. 

8. When asked the type of website, select content. 

9. When asked how traffic is driven to the site, select email, offline, SEO, and other. 

10. When asked how online income is generated, select contextual advertising. 

11. Continue filling out the application, verifying the account. 

12. Upon completion, if not immediately presented with a custom URL, wait 48 hours 

for the code to be emailed.  
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Examples of Promotion 

 

On-air Promotion Example 

 *This should be announced once the partnership is achieved and the URL is 

active. 

 *Air something similar to this at least once a week for six months. 

 

Public Service Announcement 

WUGA Partners with Amazon to Offer Free Online Audiobooks 

 

Looking for a new book, but don’t know what to choose? Look no further, WUGA has 

partnered with Amazon and audible.com, giving our listeners to opportunity to claim two 

free books of your choice. Simply visit wuga.org, click the link on the homepage, and 

start your 30-day free trial. 

 

-30- 

 

30-second PSA 

Word count: 49  
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On Campus Promotion: Flyer 

 *This should be posted on bulletin boards inside the MLC, Grady, Tate, and Terry  

the day the affiliate program is officially established. 

*The image used can be found in the “Audible Affiliate Program” folder of the 

USB stick, with a file name of “Audiobook-Flyer” 

 
Examples of Online and Social Media Promotion 
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Email Example 

 *This should be sent out once the partnership is achieved and the URL is active. 

*This email should be submitted amongst WUGA’s current email list, along with 

UGA’s ArchNews service.  

*For directions on how to utilize UGA’s email services, refer to goal 1, 

objective 1, tactic 7.  

 

WUGA Partners with Amazon 

Giving listeners access to thousands of audiobooks. 

  

The University of Georgia’s locally operated NPR affiliate station, WUGA, is 

proud to announce that it has partnered with Amazon, becoming part of its 

audible affiliate program. Upon joining this affiliate program, listeners are given 

the opportunity to participate in a 30-day free trial on audible.com. While the free 

trial gives listeners access to thousands of audiobooks, by using the link provided 

by WUGA, listeners are rewarded with two free audiobooks of their choice.    

  

At the end of this free trial, listeners are given the option to sign up for annual 

memberships. We hope listeners enjoy this great opportunity to explore the realm 

of online audiobooks. 

 

To take advantage of this opportunity, simply click this link, http://bit.ly/2kWLKvI.        

  

WUGA has served the Athens and surrounding areas for 30 years. As a result, 

the station has strived to continuously give back to the local community. In return, 

this partnerships continues those efforts, rewarding listeners for their dedication 

to WUGA.   

 

For more information contact: 

Jimmy Sanders 

General Manager 

JASander@uga.edu 

(706) 542-3324  

 

*The link included in this example email is a placeholder for the URL obtained 

after successfully becoming an Amazon affiliate.   

 

Facebook: Post 

 *Post something similar to this at least once a week for six months.  
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*The image used in this post can be found in the “Audible Affiliate Program” 

folder of the USB stick, with a file name of “Audiobook-Post”

 

 
*While the link in this post is just an example, the real link should be the 

URL provided by Amazon. This gives the user direct access to the offer.  

 

 

 

 

Facebook: Implementing Header Image 

 *The header is the image located at the top of the page. 
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 *Keep this header for at least two weeks. 

*The image used in this post can be found in the “Audible Affiliate Program” 

folder of the USB stick, with a file name of “Audiobook-Header”
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Twitter: Post 

*Post something similar to this at least once a week for six months. 

*The image used in this post can be found in the “Audible Affiliate Program” 

folder of the USB stick, with a file name of “Audiobook-TwitterPost” 

 

 
*Asking users to post about the books they choose, using the hashtag 

#WUGAaudible, allows WUGA to track posts relevant to the partnership. 

Other hashtags should include words relating to the offer.  

*While the link in this post is just an example, the real link should be the 

URL provided by Amazon. This gives the user direct access to the offer.  
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Twitter: Implementing header image 

*The header is the image located at the top of the page. 

*Keep this header for at least two weeks. 

*The image used in this post can be found in the “Audible Affiliate Program” 

folder of the USB stick, with a file name of “Audiobook-Header” 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Instagram: Post 
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*Post something similar to this at least once a week for six months. 

*The image used in this post can be found in the “Audible Affiliate Program” 

folder of the USB stick, with a file name of “Audiobook-Post”  

 
*Asking users to post about the books they choose, using the hashtag 

#WUGAaudible, allows WUGA to track posts relevant to the partnership. 

Other hashtags should include words relating to the offer.  

 

 

 

 

Website 

 *This should be posted once the partnership is achieved and the URL is active.      
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*The link included in this example email is a placeholder for the URL 

obtained after successfully becoming an Amazon affiliate. 
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TACTIC 3  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 2: Increase listener donations by 10 percent by July 2019.  
 

TACTIC 3: Promote the 1987 Club on social media. 

 
Timeline: We suggest having the outreach intern begin social media promotions as 

soon as possible. 

 

Budget: $0.00 

 

WUGA already has a current, successful donation program in place with the 1987 Club, 

yet we would like to utilize the power of social media to further promote it. By simply 

bringing awareness to the club via WUGA’s already existing Facebook, Instagram and 

Twitter accounts, the station’s current loyal listeners and followers will be made more 

aware of one of the many ways to give back to the station. See below for a few 

proposed social media graphic ideas (formatted for both Instagram/Facebook and 

Twitter).  

 

*All high-quality versions of this graphic to use are located on the USB key located in 

the front of this binder. 
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TACTIC 4  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 2: Increase listener donations by 10 percent by July 2019.  
 

TACTIC 4: Introduce an annual fundraising event and raise enough money to use 
profits for funding needed during the year. 
 

WUGA is in a time of growth. It is currently seeking larger donations and a larger donor base. 

To help achieve this goal we believe that the organization could profit from hosting a fundraising 

event.  

 

The Event: 

The event will take place at The Athens Cotton Press, a venue located Athens. Since most of 

WUGA’s listeners live in Athens, this location is ideal. The event will take place on 

Thursday…..          .  

The purpose of this fundraising event will be to celebrate WUGA and its donors while giving 

them the opportunity to have fun while raising more money for the station. At the event, Athens 

community members and educators will share their stories about the impact of WUGA in their 

lives and in the classroom. This would also be a great opportunity for you to share the history of 

WUGA. Giving donors and potential donors a complete picture of where the organization started 

and where it is today. 

  

The theme of the event should be celebrating the community. WUGA will be asking local 

businesses to donate items for a silent auction. A silent auction will be held during the event to 

raise money for WUGA. 

  

This will be a one-time event since this is a new fundraising idea. After the event, WUGA should 

evaluate the success and consider it for an annual fundraising event. 
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Logistics: 

We will need to rent out both rooms of The Athens Cotton Press . Because it is a Thursday night 

the rental price will be cheaper and we can use funds WUGA already has because we can easily 

make up this money with the event’s ticket sales. The venue also includes plenty of parking so 

guests will not have to pay for that. 

The venue allows you to supply your own caterer and entertainment. WUGA will contact local 

restaurants that have supported the organization in the past and ask them to be a sponsor for their 

event. The restaurant should only provide food. We will have volunteers act as servers and for 

exchange for their service we will let them attend the event for free and have a free meal. 

Entertainment should also be free. Find a community jazz group and offer them a free meal for 

their service. 

 

Each attendee will have the opportunity to bid in the silent auction. Each attendee will also 

receive a small token for attending. This will be a coffee mug with WUGA’s “extreme 

frequency” roast logo printed on it. Inside the glass will be a small infographic thanking them for 

their support and explaining how to become a monthly donor. 

 

A planning committee will be needed for this event. It will consist of  the the fundraising intern 

who will oversee contacting local businesses to see if they will donate to the silent auction. Your 

fundraising intern will oversee promoting the event to local Athens media and keeping up with 

the guest list. The committee will set up the event page, monitor amount raised and manage the 

silent auction during the gala. The committee should start meeting in September 2018 and 

continue to meet at least once every two weeks to ensure that everyone is on-task.    

 

Promotion: 

The first people to know about this event should be people who already donate to WUGA.  After 

this, the team should reach out to big possible donors by emailing or calling them. WUGA 

should personally invite them to this event. 

After this, the team should draft a press release for publications like Online Athens and Flagpole 

Magazine. At this time the team should also begin promoting the event to journalists and inviting 

them. 

If spots are still available, WUGA should create a Facebook event with a link to the event 

website to sell the remaining seats. 

 

Calendar: 

I’ve attached a proposed event planning calendar. After approval, a budget will be developed and 

submitted. 

 

Summary:  
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WUGA’s fundraising event will be held on Thursday April 12, 2019. This event will celebrate 

WUGA’s history as well as raise money for the organization. Through this event, WUGA will 

gain more donors and help grow the WUGA community. Promotions will include: emails to 

current and potential donors as well as press releases to Athens publications. If needed a 

Facebook event will also be created. The planning committee will include     and the fundraising 

intern. A proposed event calendar is attached and a budget will be made after approval. 
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GOAL 2, OBJECTIVE 3 
TACTICS 
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TACTIC 1  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 3: Increase millennial donations by five percent by July 2019. 
 

TACTIC 1: Create and promote a new program for students to donate.  
 

Timeline: Implement August 10, 2018.  

 

Budget: $181.59 

 

WUGA currently has a fund-drive program, the 1987 Club, which has been successful 
among regular listeners of the station. The 1987 club is based upon the year WUGA 
began broadcasting, and listeners can become members by donating $19.87 to the 
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station monthly. This fund-drive is the station’s most recent effort to promote sustained 
donorship among its listeners. 
 
While the 1987 club is successful among older listeners with established careers and 
salaries, the donation program is not well-suited for college students with smaller and 
tighter budgets. Few college students are able or willing to donate almost $20 on a 
monthly basis. For this reason, WUGA should implement a separate donation program 
that caters to and targets college students. 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Thank You Gifts  

 

The first part of this tactic involves increasing the incentives that students have to 

donate to WUGA. Our research, specifically our one-on-one interviews and focus group, 

revealed that millennial listeners are more likely to give their money to organizations if 

they receive something in return. Because of this, we suggest creating a donation 

system that offers thank you gifts to attract millennials.  

 

WUGA promotional items, including stickers and adhesive cell phone wallets, can be 

purchased in bulk for a relatively low cost:  

  

 Stickers  

 

Custom stickers are available at www.uprinting.com. To order these, visit the 

website and select stickers from the left menu. Choose the first option, “Custom 

Stickers.”  
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Choose the options and input the information pictured in the image below.  
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Then select “Upload your file & order now” 

 

Upload the red, square image from the social media section in the Logo Files 

folder on the flash drive provided in this book. Select the option on the right-hand 

side of the page that allows you to be sent a PDF before printing begins. Then 

continue and complete the order. 

Cell Phone Wallets  
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Custom cell phone wallets are available at www.epromos.com. To order these, 

visit the website and search “Adhesive Silicone Custom Cell Phone Wallet” in the 

navigation bar. Select white under product options and enter 100 in the quantity 

box, as is shown below. Then click the customize button on the bottom right.  

 

Choose black as the only ink color, and then upload the CMYK black and white 

WUGA logo in the Logo Files folder found on the flash drive provided in this 

book. Add to cart, input shipping information and then submit order.  
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Item Quantity and 
Cost 

Where to Purchase Product 
Details  

Total Cost 

WUGA 
Adhesive Cell 
Phone Wallet 

100 for $1.50 
each 

 
www.epromos.com 

Adhesive 
Silicone 
Custom 
Cell Phone 
Wallet; 
White  

$150 

WUGA full 
color sticker  

1,000 stickers 
at $0.07 each 

www.uprinting.com Custom 
stickers, 
cut-to size, 
2” x 2”  

$31.59  

 

 

The Program  

 

The UGA for WUGA program will offer promotional WUGA items depending on the size 

of the donation made. For just $1.00, students can purchase a WUGA sticker. Stickers 

are popular among students at UGA and are often used to decorate water bottles and 

laptop computers. In return for a $5.00 donation, students will receive a WUGA cell 

phone wallet as a thank you, which are also popular among students and used 

frequently to replace larger bags and wallets.  

 

Donation Amount Item Received Total Profit 

$5.00 WUGA adhesive cell 
phone wallet 

$350 if 100 donations of $5 
each are made.*  

$1.00 WUGA sticker $968.41 if 1000 donations 
of $1 each are made.*  
 
Once 32 students make a 
$1 donation, WUGA begins 
to profit.  

Total Potential Profit:                                                                                       
$1,318.41  

 

*Any unused promotional items can be handed out at WUGA events. 
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A description of this new program should be added to WUGA’s website, and the 

program should be promoted on social media and via tabling in the Tate Student Center 

Plaza. 

 

Website  

 

WUGA must contact its webmaster to include a new page that details the UGA 

for WUGA program and links to a donation page that is separate from the 

donation page for the 1987 club.  

 

This separate donation page will also be run through gail.uga.edu, the same site 

WUGA currently accepts donations through. Because the UGA for WUGA 

program is specifically for college students, the donation page should require a 

student ID, or 811 number, to ensure the donation is being made by a student. In 

order to set up this page and make this a requirement, WUGA will need to login 

to its existing account and set up an additional donation form for students. If 

WUGA requires additional instructions in completing this step, please call the 

UGA Foundation at (888) 268-5442.  

 

 Sample Description for Website 

 

UGA for WUGA is an exclusive donation program for students at UGA. 

For just $1 or $5, students will receive a thank you gift for their 

sponsorship of the station. These investments will go toward our efforts to 

continually provide Athens and the surrounding area with reliable news 

that truly matters. 

 

 Social Media  

  

WUGA will also promote and increase awareness about the new student 

fundraising opportunity through social media platforms, including Facebook and 

Twitter. The social media intern will be responsible for promoting this program 

consistently throughout the year, beginning August 10, 2018. Below are several 

sample posts promoting UGA for WUGA. 

 

Post content: Attentions UGA Students: Invest in news that matters 

by joining UGA for WUGA as a student donor! You’ll receive a 
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WUGA sticker for $1 or a phone wallet for $5! 

 
 

Post content: Become a member of UGA for WUGA and support 

your local NPR affiliate! For every $1 donation you’ll receive a 

WUGA sticker and for every $5 donation you’ll receive a WUGA 

phone wallet. Visit wuga.org to learn more  

 

 

 

Tabling  
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Along with promoting this WUGA donation program on social media, WUGA 

should reserve table space in Tate Plaza periodically to promote this program, 

display its merchandise and encourage students to donate. The first tabline 

promotion will be planned for August 10, 2018. Following this date, however, 

WUGA will determine dates to continue this type of promotion every several 

months. 

 

Directions for Event Reservation 

1. Visit http://tate.uga.edu/reserve_content_page/proceed-to-reservations. 

2. Click the “Make a Reservation” button, located at the bottom of the page. 

 
3. In the toolbar, scroll over reservations and click the dropdown menu 

button 

 
4. Select October 15, 2018 as the date.  

5. Set the start time to 1 p.m. and the end time to 3 p.m. 

6. Select Tate Student Center as the facility 

7. Set the attendance to 200. 

8. Set the setup type to standard. 

9. Click the details tab at the top of the page 

 
10.  Fill out the required information, making sure to click yes, WUGA is a 

UGA organization. 

a. Under the purpose of the event, write “This event will attempt to 

raise money for UGA’s on campus NPR affiliate radio station, 

WUGA. At this event, students will have the opportunity to help 

contribute to the local service WUGA provides. In return, WUGA 

will provide students with thank you gifts to commend them on their 

contributions.” 

b. Under what space are you seeking to reserve, type “Tate Plaza.” 

c. Under the time needed, again, type 1 p.m. to 3 p.m. 

d. Under preferred setup, type “In the main plaza area, between the 

bookstore and Tate.  

e. For questions pertaining to food, alcohol, and public figures, select 

no.  
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f. For the question asking if minors will be present, select no. 

11. Click the box, agreeing to the terms, and click submit.  
 

Directions for Complying with Tate Fundraising 
1. Call 706-542-3816 and speak to a representative. 
2. Let the individual know that an event request has already been submitted. 
3. Make sure the representative knows there is not a fee to attend the event, 

but rather the event will ask for student donations. 
4. After representatives in Tate’s business office are aware of the fundraising 

aspect of the event, it is free to take place. 
5. Once the event is completed, at least two members of the WUGA staff 

should count the donations. 
6. Once counted, donations should be deposited with Tate business 

services, and two WUGA staff members should wait while the total is 
reviewed by Tate representatives. 

  
Venmo  

To make donations as easy and convenient for donors as possible, WUGA 

should create a Venmo account specifically to be used for tabling events. At 

these events, the name of WUGA’s venmo will be displayed clearly. Students 

often do not have exact change, and are typically unwilling to go through any 

process that takes more than a few minutes, including filling out a form. Venmo is 

an application most students are comfortable and familiar with, and if students 

are able to quickly make a donation through this app, WUGA is much more likely 

to be successful in encouraging students to take a few seconds to donate and 

grab a thank you gift rather than walking away.  

 

To create a Venmo account, follow these instructions provided by 

venmo.com:  

1) Go to https://venmo.com/ or download the iOS or Android app.  

2) Choose your sign up method and create a secure password 

(between 8 and 32 characters long).  

3) Verify your phone number and email address  

a) Phone: As soon as you sign up, you will see a screen that 

says a verification code was sent to your phone via text 

message. This text/SMS will come from a five digit short 

code, meaning the number will be shorter than a usual 

telephone number. There are some features (bank transfers 

and sending payments) that will not be available until your 

phone number is verified, so enter this code when prompted 

in the Venmo app/website to verify your phone number. 
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b) Email: After you sign up, WUGA will receive an email with 

the subject “Please verify your email address on Venmo” to 

the email address that was entered when signing up. Click 

the link in the email to verify ownership of your email 

address. 

4) Add and verify WUGA’s your bank account. There are two ways 

you can verify your bank account in Venmo: 

a) Instant verification 

i) One way to verify your bank account is by providing 

the username and password that you use for online 

banking. If your bank is eligible for instant verification, 

you will be prompted to add your username and 

password (or other identifying information) after you 

have selected your bank. 

ii) If you’re having any trouble with this, the best thing to 

do will be to reach out to your bank. In the meantime, 

you can always add your bank account manually 

using your routing and account number combination. 

Simply select “Other” in the list of banks and you’ll be 

all set. 

b) Microtransfers 

i) When you add your bank account to Venmo manually 

(with your routing and account number), we'll send 

microtransfers to your bank account to verify 

ownership (these will be less than $1 each). When we 

issue these microtransfers to your account, we issue 

two small withdrawals and to offset those withdrawals 

we issue two small deposits simultaneously. 

ii) You'll see these deposits/debits in your bank account 

within 1-3 business days as separate items on your 

bank statement. Once you do, you can visit 

www.venmo.com/verifybank to verify your bank 

account. 

iii) If you’re not seeing the amounts after 3 business 

days, it’s possible the bank account information may 

have been entered incorrectly. Please see this article 

for more information about the next steps 
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TACTIC 2  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 3: Increase millennial donations by five percent by July 2019. 
 

TACTIC 2: Promote WUGA events on social media. 
 

Introduction: 

Since millennials increasingly rely on social media to learn about community events, 

promoting WUGA events on social media is a crucial strategy to increasing millennial 

attendance at WUGA events. Events can be created on Facebook approximately two 

weeks in advance of the event itself, and can be promoted both on the page and 

through advertising. Interesting graphics and compelling descriptions of the events will 

drive increased attendance by millennials, who may not have known about these events 

without their promotion on social media. 

 

Though there is no indication on the exact dates, times, and content for future events, 

WUGA has had a history of events that will most likely continue in the future.  

 

Date Medium Type of Post Graphic Link 

August Instagram Reminder 
about next 
Artist in 
Residence 
event 

See example 
graphic in the 
following pages 

 

September 
 
(or when 
applicable) 

Twitter Highlight 
upcoming 
events such as 
anniversary 
celebrations 

 Link to 
Facebook 
event or 
WUGA’s 
website event 
page 

October Facebook  “Athens Jazz 
Festival returns 
this month with 

Preview of link  Link to Athens 
Jazz Festival 
Facebook 



 

 

169 

a full lineup of 
local artists. 
You won’t want 
to miss this 
unique 
opportunity to 
experience the 
Athens music 
scene!” 

event page 

January  
 
(or when 
applicable) 

Instagram Information on 
local concerts 
sponsored by 
WUGA 

Picture of 
band/musician 
or graphic of 
band 
name/logo 

Link to event 
page or 
Facebook 
event 

March Twitter Reminder 
about next 
Artist in 
Residence 
event 

See example 
graphic in the 
following pages 

 

June Facebook Information 
about WUGA 
involvement in 
Athfest and 
exclusive 
opportunities if 
applicable 

Pictures of 
Athfest taken in 
past years 

Link to Athfest 
schedule 

 

Types of past events that can be expected to continue in the future: 

 

● Artists in residence series 

○ The Artist in Residence Series is a monthly event in which WUGA invites 

a local artist to the station to speak about their work. The event is open to 

the community at a fee of $10 for friends of WUGA and $15 for general 

tickets. Each event usually includes light refreshments.  

● Jazz Festival 

○ The Athens Jazz Festival is an annual event co-hosted by WUGA and 

Jazz Athens (JAGA) and is a weekend-long series of Jazz concerts in 

various locations in Downtown Athens and on the University of Georgia 

campus.  

● Concerts 
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○ Concerts hosted by WUGA are typically local musicians and groups such 

as the Classic City Band and the Classic City Swing Band.  

● Anniversary Celebrations 

○ For example, WUGA celebrated the station’s 30th anniversary with a 

dinner in 2017 as well as hosting a 20th celebration event for its longest 

running segment, African Perspectives. 

 

Artist in Residence Series: Social Graphic Template 
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TACTIC 3  
GOAL 2: Increase fundraising efforts. 
 

OBJECTIVE 3: Increase millennial donations by five percent by July 2019. 
 

TACTIC 3: Incorporate local musicians into the Artist in Residence series.  

 
Timeline: Once a month.  

 

Budget: $30.00 is an average guarantee.   

 

A great way to increase millennial donations is to incorporate content that they 

appreciate. Athens is a town that thrives off of its music scene. Students at the 

university and locals alike take much pride in the local music scene that Athens offers. 

Since the local music scene is extremely prevalent here, it is a great, low-cost tool that 

can be used to increase millennial listenership and donations.  

 

Although the local music scene differs from the music WUGA typically plays, there are 

still many Athens bands that can fit the aesthetic of WUGA. The ability to book popular 

bands will help increase attendance to the Artists in Residence series because fans will 

want to support their favorite musicians. Since majority of these bands are at the 

beginning of their musical careers, it should be relatively simple to get in contact with 

them. The best form of contact would be to just email the band directly since many of 

them will not have a manager or booking agent.  

 

Some artists that are on the rise in Athens: 

 

The Vinyl Suns 

● Biography: “The Vinyl Suns are a rowdy bunch to say the least. The four 

youngsters started playing together during the summer of 2015 in Athens, GA. 

Their unapologetic love for the blues, rock n' roll, and funky grooves makes it feel 

like that raw seventies' sound found its way back to the 21st century. Don't let the 

cover of the book fool you because when these amigos hit the stage and turn on 

the power, you're in for one hell of a good time. In the short time since their 

formation, there's no question that they've proven themselves. Having solidified 
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their name in their hometown, the classic city of Athens, and then earned their 

respect in Atlanta, the Vinyl Suns have continued to cause waves in the south-

east. For this band, the future looks exciting, and the sky's the limit.” 

● Website: https://www.thevinylsuns.com/ 

● Contact: vinylsunsband@gmail.com 

 

 

Walden 

● Biography: “Four friends from Athens, Georgia have started a revolution in rock 

music. Driven by passion and purpose, the band Walden seeks to evoke emotion 

and inspiration through their music and live performance. To do so, these young 

men have stripped away every stigma and stereotype associated with playing in 

a rock band to focus on what actually matters: the music, the message, and the 

people. Four guys with nothing but a passion for playing shows and creating 

music quickly became one of the biggest upcoming musical acts in Georgia, 

capturing the attention of audiences of all ages with their raw sound, infectious 

energy, and undeniable connection they share on stage. Walden's debut EP, 

"Painting Planets”, released in 2015, went on to be named one of Athens' top 

local albums by the Red and Black. Several songs, most notably "Green Lights”, 

received radio airplay from Atlanta's alternative radio station 105.7. Their 

sophomore self-titled EP, released last year, represents the unique sound that 

the band has developed over the last four years. Spanning from stadium rock 

anthems to soft, intimate melodies, this EP encompasses the sonic diversity of 

Walden’s music. Walden's live performance truly shone when they won the 2017 

Road to Bonnaroo competition for the state of Georgia. This competition 

generated a passionate and supportive following for the band in their hometown 

of Athens, GA . As a result of their growing popularity, Walden has also had the 

opportunity to open for well known acts such as Moon Taxi and Twiddle and 

further grow their fan base. These successes amount to nothing more than a 

stepping stone towards these four friends achieving their actual goal of playing 

and creating music together for the rest of their lives.” 

● Website: http://www.walden.band/ 

● Contact: bandwalden@gmail.com 

 

Mosaic 

● Biography: "Mosaic is an indie singer-songwriter group based out of Athens 

Georgia. This group is led by four main instrumentalists and singers, Andrew 

Huang on guitar and voice, Chase Garrett on guitar, Kamron Munch on the bass 

guitar, and Harrison Cloud on the drums. As the primary songwriter, it is 

Andrew's goal to write music that connects people from all walks of life. He 

https://www.thevinylsuns.com/
http://www.walden.band/
mailto:bandwalden@gmail.com
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believes that music is a powerful and beautiful way to share stories of struggle 

and victory in a way that helps people relate to each other and find hope in all 

circumstances. Mosaic aims to create art that frames the honest parts of being 

human - and how we can approach our brokenness through a lens of honesty, 

faith and hope." 

● Website:  http://www.thebandmosaic.com/ 

● Contact: thebandmosaic@gmail.com 

 

 

Email Template 

 

Dear [Insert Band Name], 

This is [Insert Name] from WUGA, Georgia’s Public Broadcasting public radio station 

serving Athens and much of northeast Georgia.  

Once a month, WUGA hosts an “Artist in Residence” series. These events consist of 

local artists opening their homes to our listeners to come view and discuss their various 

works of art. These events are highly successful, and we want to take the next step 

towards elevating the success of these events.  

In an effort to increase millennial attendance to these events, we are beginning to 

incorporate local musicians to perform in the artist’s homes. For this upcoming Artist in 

Residence event, we would love to have your band perform. To compensate for your 

performance, we are offering a $30.00 guarantee, but are willing to discuss prices. We 

hope that this event will be mutually beneficial in creating exposure for WUGA and your 

band.  

This month’s event will be hosted at [address] on [date] from [time]. Please let us know 

at your earliest convenience if you would like to participate. As always, if you have any 

questions feel free to contact us at [insert contact information]. 

Thank you,  

[Insert Name] 

 

 

http://www.thebandmosaic.com/
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EVALUATION
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MASTER TACTIC: Create three new internship positions in outreach, event planning 

and fundraising. 
● Compare number of interns during the 2017-2018 school year with the number of 

interns during the 2018-2019 school year. 

 

GOAL 1: Increase WUGA’s audience. 

OBJECTIVE 1: Increase University of Georgia student awareness of  WUGA by 10 
percent by July 2019. 

● In August 2018, conduct a survey of UGA students to gauge awareness of 

WUGA. In July 2019, conduct a similar survey and compare the overall 

results. Survey questions can include: 

○ Please select all Athens radio stations that you have heard of: 

WUGA, WUOG, Power 100.1, Bulldawg 103.3, WUNC, Magic 

102.1 

○ Please select all Athens radio stations that you have listened to: 

WUGA, WUOG, Power 100.1, Bulldawg 103.3, WUNC, Magic 

102.1 

 OBJECTIVE 2:  Increase local listeners by five percent by July 2019. 
● Collect data on total monthly listeners in July 2018, before the campaign is 

implemented. During the final month of the campaign (August 2019), 

collect data on total monthly listeners. Compare these numbers to 

calculate total growth in local listeners. 

  

GOAL 2: Increase fundraising efforts. 

 OBJECTIVE 1:  Increase local business donations by 10 percent by July 2019. 
● Compare local business fundraising total for the previous year (August 

2017-July 2018) to local business fundraising total during the campaign 

(August 2018-July 2019). 

 OBJECTIVE 2:  Increase listener donations by 10 percent by July 2019. 
● Compare listener fundraising total for the previous year (August 2017-July 

2018) to listener total during the campaign (August 2018-July 2019). 

OBJECTIVE 3:  Increase millennial donations by five percent by July 2019. 
● Compare millennial fundraising total for the previous year (August 2017-

July 2018) to millennial fundraising total during the campaign (August 

2018-July 2019). 
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BUDGET  
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The budget for our plan was broken down based on each goal, so that if WUGA decides 

to only enact one of the two goals they are able to see the breakdown of costs more 

easily.  

 

Proposed Budget for Goal 1 

Objective 

Number 

Task 

Number Task Name Description Cost 

1 1 

Consolidate brand image in logos 

and banners.  $0.00 

1 2 

Create flyers and banners to 

distribute and hang in 

dormitories, Tate Student Center, 

Miller Learning Center and UGA 

Libraries.  

Flyers: 

$120.00; 

Banner: 

$120.00 

1 3 

Create collateral to display in 

UGA and Athens Transit buses.  

UGA Buses: 

$120 

1 4 

Create supplementary Instagram, 

Facebook, Twitter, YouTube and 

blog content about recent on-air 

segments.  $0.00 

1 5 Participate in College Radio Day.  $0.00 

1 6 

Create an interactive story booth 

that travels to various UGA 

events. 

Backdrop 

stand: $30, 

Custom banner: 

$31, Flyers 

(Hand-out and 

Posted): $80  $141.00 

1 7 

Generate content for monthly 

ArchNews email.  $0.00 

1 8 

Prepare materials to send to 

UGA professors who listen to 

WUGA to educate them on how 

to incorporate WUGA in the 

classroom and encourage their 

students to listen.  $0.00 

1 9 Form strategic partnerships with  $67.50 
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student organizations to 

encourage them to participate in 

WUGA events and on-air 

segments. 

1 10 

Create and place advertisements 

in student-run magazines and 

blogs. 

Red and Black 

Ad: $43 for 5 

ads in 3 

months-school 

year =$129 

UGAzine: $595 

for two ads $724.00 

1 11 

Promote individual WUGA 

segments to target specific 

colleges within the University.  $24.00 

1 12 

Include booth at homecoming 

carnival. 

Purchase of 

tent, table, prize 

wheel, prizes (t 

shirts, mugs, 

stickers, gift 

cards), and 

flyers $373.38 

2 1 

Sign up for digital streaming 

directories. Flyers $40.00 

2 2 

Create materials to invite 

students, professors and 

prominent locals to contribute to 

local segments like “Science 

Friday” or “Nothing Funny about 

Money.”  $0.00 

2 3 Promote online polls.  $0.00 

2 4 

Promote the NPROne app and 

the future WUGA app through 

social media.  $0.00 

Total Cost    $1,729.88 

Total Cost 

including 

10%   

This was 

included to 

compensate for $1,902.87 
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contingency 

Fee 

potential 

influxes in 

prices while the 

campaign is 

being executed.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Proposed Budget for Goal 2 

Objective Task Task Name Description Cost 



 

 

180 

Number Number 

1 1 

Host a silent auction using 

donated items from local 

businesses.  $1.00 

1 2 

Host percentage nights at local 

businesses and restaurants.  $0.00 

1 3 

Contact local businesses about 

potential partnerships with 

WUGA.  $0.00 

1 4 

Partner with Jittery Joe’s to 

create a coffee blend.  $0.00 

1 5 

Create a community calendar 

that displays upcoming events.  $0.00 

2 1 

Educate donors concerning how 

their donations are used. 

Printing and 

Postage $109.00 

2 2 

Partner with online retailers, 

generating sponsored 

promotions. Flyers $40.00 

2 3 

Promote the 1987 Club on social 

media.  $0.00 

2 4 

Introduce an annual fundraising 

event and raise enough money 

to use profits for funding needed 

during the year.  $1,500 

3 1 

Create and promote a new 

program for students to donate. 

Purchasing 

items to 

incentivize 

students to 

donate. $181.59 

3 2 

Promote WUGA events on 

social media.  $0.00 

3 3 

Incorporate local musicians into 

the Artist in Residence series.  $30.00 

Total Cost    $1,861.59 

Total Cost 

including   

This was 

included to $2,047.75 
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10% 

contingency 

Fee 

compensate for 

potential 

influxes in 

prices while the 

campaign is 

being executed.  
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6. Observations 
a. Open House notes 

Research Plan  
SWOT Analysis 

 

Strengths 
● Official NPR affiliate radio station 

for the University of Georgia 
● Consistent, professional full-time 

staff with immense experience 
● Plethora of underwriters for the 

station, providing a variety of 
experience, viewpoints and ideas 

● “We are the only station in the 
community doing what we do” - 
Jimmy Sanders with regards to the 
information and stories being 
shared on WUGA  

● Remaining politically impartial 
through all of their segments, 
giving a voice to the opinions from 
all sides 

Weaknesses 
● Not well known among university 

students  
● Do not have a huge presence of 

undergrads as hosts, interns or 
contributors  

● Perceived to be the preferred radio 
station for older generations (our 
parents’ radio station) 

● Broadcasts on two different 
stations, potentially confusing 
listeners depending on their 
location 

● Too much light jazz music playing 
for younger listeners  

● Lack of social media presence 

Opportunities  
● Partnering with on-campus 

organizations to increase their 
reach into the university 
community 

● Creating internship opportunities 
for students (marketing, 
advertising, graphic design, 
coding, etc.) 

● Phone application could be 
incredibly helpful in having WUGA 
reach university students 

● Increasing their presence in Grady, 
especially through experiential 

Threats  
● Trust in media has fallen eight 

percent in the past year (Gallup 
poll) 

● Students do not have a consistent, 
day-to-day schedule, making it 
difficult for them to listen to radio 

● Students walk, bike or take the bus 
to class, limiting the exposure they 
have to traditional FM radio 

● Being mistaken for WUOG 
● Spotify and Pandora streaming 

their own podcasts and radio on 
demand 
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learning programs  
● Upcoming 30th anniversary 

provides a huge platform for 
promotion  

 

● Perceived as a left-leaning station 

 

Research 

 

Primary 

In regards to primary research, our team will be conducting a survey to obtain 

quantitative research and employing focus groups to collect qualitative research. 

 

Quantitative Research: Survey 

In order to address both students and faculty, the first question of our survey will filter 

respondents based on which of these demographics they fall into. The set of questions 

the students will receive will differ from the set of questions the professors will receive. 

The survey will assess awareness of WUGA, perceptions about WUGA, perceptions 

about public radio as a whole and news/listening habits of respondents. 

 

Qualitative Research: Focus Groups 

The survey will conclude with the question “Are you willing to participate in a focus 

group about this topic?” as well as a space for respondents to provide their contact 

information. We will conduct two different focus groups: one with people who have 

listened to WUGA before, and one with people who have not listened to the station. In 

the first focus group, we will dive into what these people like and dislike about WUGA’s 

content, and with the second focus group, we will play segments of the station to gauge 

participants’ reactions as well as discuss what would make them start listening to a 

radio station. 

 

Note from Jimmy Sanders: The research WUGA conducted in 2015 was primarily 

centered around radio content (what shows they’re producing, what people think of 

them, etc.) Now, they want to reap the benefits of their altered content to grow the 

diversity of their community and facilitate successful fundraising. 

 

Secondary 

For our secondary research, our team will use academic journals and databases to 

search for previous studies or articles that could answer questions we have about our 

client’s current and potential demographics. General topics include: previous survey 

research conducted by the WUGA staff, why millennials listen or don’t listen to NPR or 

general radio, alternatives to radio, how radio has evolved to coexist with other media 
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outlets, millennial expectations for news sources, NPR’s credibility amongst millennials, 

successful and unsuccessful university-based NPR stations, current audiences’ 

opinions on NPR stations, recent trends in radio audiences, facilitating two-way 

communication between the station and its listeners, utilizing supplemental media 

formats to improve radio’s audio presence, adapting to digitalization in public radio, the 

effect of mobility on radio and improving donor perceptions to increase fundraising 

revenue. By researching these topics, we will gain greater insight into WUGA’s situation 

beyond the results we gather from primary research. We may be able to draw 

inspiration for our campaign from similar, successful campaigns as well.     

 

Timeline 

● 9/1 - Survey launches 

● 9/8 - Reach out to potential focus group participants 

● 9/11-9/18 - Conduct focus groups 

● 9/18 - Close survey 

● 9/20 - All results assembled and sent to writing team 

● 9/26 - Situation analysis draft due 

 

Delegation of Responsibilities 

● Survey Team:  

○ Ben McMichael 

○ Sarah Refuss 

○ Marisa Stout 

● Focus Group Team: 

○ Shelby McCaskill 

○ Bailee Smith 

○ Samantha Gelfand 

○ Riley Muse 

○ Abby Taylor  

○ Ben McMichael 

● Secondary Research Team:  

○ Elizabeth Bonnie  

○ Sarah Refuss  

○ Chris Swinson 

○ Ben McMichael 

● Writing/Editing Team:  

○ Clair Owens 

○ Taylor Kay 

○ Riley Muse 

○ Samantha Gelfand 
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○ Allison Miller  

● Client Contact: Riley Muse 

○ Job: to get the research from 2015 from the client, ask questions about the 

app  

● Team leader keeping up with hours for Dr. A 

○ Shelby McCaskill 
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Survey Results  

We conducted two surveys, one distributed to UGA students and one distributed 
to UGA faculty, to research radio listening and news consumption habits. 

The faculty survey had 17 total respondents. We most likely received a low 
number of faculty responses due to the in-depth nature of the survey, the short answer 
layout of questions and a general lack of interest in the survey. This survey was 
disseminated to faculty across the University of Georgia’s campus through the 
academic advisors of each respective college. The faculty survey was composed of 20 
questions of varying types, and took roughly five minutes to complete. From this survey, 
our group received a better understanding of how WUGA is viewed by the faculty at 
UGA. Overall, the response from professors was overwhelmingly positive. Of the 17 
faculty who filled out the survey, ten of them responded that they listen to WUGA 
everyday. Additionally, of all news sources listed in the survey, NPR was ranked as the 
most trusted. Additionally, most of the faculty respondents receive the majority of their 
news from newspapers, magazines and online news sites. Overall, the main insights 
gathered from the faculty survey were: 1.) Faculty members are much more aware of 
WUGA and listen to it frequently. 2.) Faculty are more active in seeking out their news 
from various sources. 3.) Faculty believe that students would benefit greatly from 
listening more to WUGA.    

The survey that was disseminated to students garnered 437 total responses. 
This survey was mainly distributed through various social media platforms, such as 
Facebook and GroupMe. Additionally, we had this survey sent out via the listservs of 
more than 70 different academic advisors in six different colleges at UGA. The student 
survey took roughly nine minutes to complete and provided our group with valuable 
insights into the news and viewing habits of current students. Overall, we learned that 
the majority of students use phone applications to receive push-notifications regarding 
news. Additionally, over 76 percent of respondents stated that they did not know the 
difference between WUOG and WUGA. In summary, the responses to our survey 
revealed the following things: 1.) Most students receive information regarding news from 
applications on their phones. 2.) There is a huge misunderstanding surrounding WUGA, 
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who they are and what they do. 3.) If WUGA were to release a phone application, 
students would more readily follow and listen to WUGA.   

 
 
Surveys 
 



 

 

191 

 
 
Student Survey  

Q37 Thank you for your interest in our survey. This survey includes questions about 

your use of media for news and entertainment purposes. The survey is conducted by 

the Public Relations Campaigns class (ADPR 5950), under the direction of Dr. Carolina 

Acosta-Alzuru (cacosta@uga.edu). We think you will find the questions interesting and 

easy to answer. There are no known risks associated with the survey and it should take 
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no more than 10 minutes of your time. The responses you provide will be kept strictly 

confidential. At no point will your answers be linked to your identity or any information 

that could identify you. While we hope you will answer all questions, of course, you may 

skip individual questions. You are free to withdraw your participation at any time.      If 

you have any questions or concerns feel free to contact Dr. Acosta-Alzuru 

(cacosta@uga.edu).   We appreciate your participation and thank you in advance for 

your time.  

o I agree to continue with this survey (1) 

  

End of Block: Block 4 

  

Start of Block: The survey will begin with a question about your transportation habits. 

  

Q1 How often do you drive to campus? 

o Never  (1) 

o Rarely  (2) 

o Once or twice a week  (3) 

o Most days a week  (4) 

o At least once everyday  (5) 

o Multiple times per day  (6) 

  

  

  

Q2 On average, how long do you spend commuting each day? 

o Less than 30 minutes     (1) 

o Less than an hour     (2) 
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o One hour     (3) 

o Two hours     (4) 

o More than three hours  (5) 

  

End of Block: The survey will begin with a question about your transportation habits. 

  

Start of Block: Next we’d like to ask a few questions about news and current events 

  

Q4 Do you use applications (e.g. CNN) on your phone to receive news or push-

notifications? 

o Yes  (1) 

o No  (2) 

  

  

  

Q5 What is your preferred way of receiving news? 

o Newspaper  (1) 

o Talk radio  (2) 

o Television  (3) 

o Online news sites (i.e. Fox.com, CNN.com, etc.)  (4) 

o Social media (i.e. Facebook, Twitter, Instagram)  (5) 

o Email subscriptions  (6) 

  

End of Block: Next we’d like to ask a few questions about news and current events 
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Start of Block: Block 2 

  

Q6 About how often, if at all, do you use music streaming services such as Spotify or 

Apple Music? 

o Never  (1) 

o Rarely  (2) 

o Once or twice a week  (3) 

o Most days a week  (4) 

o At least once everyday  (5) 

o Multiple times per day  (6) 

  

  

  

Q7 About how often, if at all, do you listen to Podcasts? 

o Never  (1) 

o Rarely  (2) 

o Once or twice a week  (3) 

o Most days a week  (4) 

o At least once everyday  (5) 

o Multiple times per day  (6) 
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Q8 Please indicate your feelings towards podcasts on each of the following topics: 

  Strongly 

Dislike (1) 

Dislike (2) Neutral (3) Like (4) Strongly 

Like (5) 

News    (1) 

o   o   o   o   o   

Comedy    

(2) o   o   o   o   o   

Popular 

Culture    (3) o   o   o   o   o   

Educational 

   (4) o   o   o   o   o   

Politics    (5) 

o   o   o   o   o   

Anthologies 

(e.g. a 

collection of 

different 

stories or   

music 

compiled 

into one 

segment) (6) 

o   o   o   o   o   

Other    (7) 

o   o   o   o   o   

  

  

  

  

Q9 Please indicate your feelings towards the following attributes of podcasts: 
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  Strongly 

Dislike (1) 

Dislike (2) Neutral (3) Like (4) Strongly 

Like (5) 

Content    

(1) o   o   o   o   o   

Diverse 

content    

(2) 

o   o   o   o   o   

Availability 

   (3) o   o   o   o   o   

Sound 

Quality    

(4) 

o   o   o   o   o   

Other (5) 

o   o   o   o   o   

  

  

  

  

Q10 Please indicate your feelings towards the following attributes of podcasts: 

  Strongly 

disagree 

(1) 

Somewhat 

disagree 

(2) 

Neutral 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

Boring    (1) 

o   o   o   o   o   

Prefer music to 

talking/discussi

on    (2) 

o   o   o   o   o   

Hard to keep up 

with episodes    

(3) 

o   o   o   o   o   
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Q11 About how often, if at all, do you listen to the radio? 

o Never  (1) 

o Rarely  (2) 

o Once or twice a week  (3) 

o Most days a week  (4) 

o At least once everyday  (5) 

o Multiple times per day  (6) 

  

  

  

Q12 Please indicate your feelings towards the following attributes of radio broadcasts: 

  Strongly 

Dislike (1) 

Dislike (2) Neutral (3) Like (4) Strongly 

Like (5) 

Consistency    

(1) o   o   o   o   o   

Entertainment 

   (2) o   o   o   o   o   

Music    (3) 

o   o   o   o   o   

News/informati

on    (4) o   o   o   o   o   

Variability    (5) 

o   o   o   o   o   
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Content    (6) 

o   o   o   o   o   

Sound Quality 

   (7) o   o   o   o   o   

Lack of control 

   (8) o   o   o   o   o   

I don’t like 

listening to 

radio (11) 

o   o   o   o   o   

Other (9) 

o   o   o   o   o   

  

  

  

  

Q13 How many minutes per week do you listen to the following radio stations: 

WUOG : 90.5    (1)  

Power 100.1    (2)  

97.1 The River    (3)  

WUGA: 91.7 & 94.5    (4)  

Other (5)  

  

  

  

  

Q14 Do you know the difference between WUGA and WUOG? 

o Yes     (1) 

o No  (2) 
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Q16 Have you listened to National Public Radio (NPR) in the past? 

o Yes  (1) 

o No  (2) 

  

  

  

Q15 How often, if at all, do you listen to NPR? 

o Never  (7) 

o Rarely  (8) 

o Once or twice a week  (9) 

o Most days a week  (10) 

o At least once everyday  (11) 

o Multiple times per day  (12) 

  

  

  

Q18 Please indicate whether you agree or disagree with each of the following words 

when describing your attitude towards NPR.   

  Strongly 

disagree 

(1) 

Somewhat 

disagree (2) 

Neutral (3) Somewhat 

agree (4) 

Strongly 

agree (5) 

Boring    (1) 

o   o   o   o   o   
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Interesting    

(2) o   o   o   o   o   

Old    (3) 

o   o   o   o   o   

Entertaining 

   (4) o   o   o   o   o   

Informative 

   (5) o   o   o   o   o   

Irrelevant    

(6) o   o   o   o   o   

Fair    (7) 

o   o   o   o   o   

Biased    (8) 

o   o   o   o   o   

Well written 

   (9) o   o   o   o   o   

Liberal    

(10) o   o   o   o   o   

Conservative 

   (11) o   o   o   o   o   

Music    (12) 

o   o   o   o   o   

Other (13) 

o   o   o   o   o   
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Q19 If there was an app that streamed NPR content, how interested would you be 

interested in using it? 

o Not at all     (1) 

o A little  (2) 

o Somewhat  (3) 

o Interested  (4) 

o Very interested  (5) 

  

  

  

Q20 About how often, if at all, do you use the NPROne app? 

o Never  (1) 

o Rarely  (2) 

o Once or twice a week  (3) 

o Most days a week  (4) 

o At least once everyday  (5) 

o Multiple times per day  (6) 

  

  

  

Q21 If WUGA offered an app where you could stream both NPR content and local 

Athens content, would you use it? 
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o Yes     (1) 

o No     (2) 

o Maybe     (3) 

  

  

  

Q22 Please indicate your level of trust towards the following news sources: 

  Strongly 

Distrust (1) 

Distrust (2) Neutral (3) Trust (4) Strongly 

Trust (5) 

CNN (1) 

o   o   o   o   o   

NPR (2) 

o   o   o   o   o   

FOX (3) 

o   o   o   o   o   

CBS (4) 

o   o   o   o   o   

Buzzfeed 

(5) o   o   o   o   o   

The New 

York Times 

(6) 

o   o   o   o   o   

MSNBC    

(7) o   o   o   o   o   

Breitbart (8) 

o   o   o   o   o   
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Q23 For those sources you DO NOT trust, why is that the case? 

________________________________________________________________ 

  

  

  

Q24 For those sources you DO trust, why is that the case?    

________________________________________________________________ 

  

  

  

Q25 How often do you get your news from each of the following? 

  Never (1) Sometimes 

(2) 

About 

half the 

time (3) 

Most of 

the time 

(4) 

Always 

(5) 

Cable news    (1) 

o   o   o   o   o   

Nightly News    (2) 

o   o   o   o   o   

Late night comedy 

shows (The Late 

Show with Stephen 

Colbert, The   Daily 

Show, etc.) (3) 

o   o   o   o   o   

Facebook    (4) 

o   o   o   o   o   

Twitter    (5) 

o   o   o   o   o   

Newspaper/Magazin

es    (6) o   o   o   o   o   
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Online news sites    

(7) o   o   o   o   o   

Radio    (8) 

o   o   o   o   o   

Other (9) 

o   o   o   o   o   

  

  

End of Block: Block 2 

  

Start of Block: Demographic Questions 

  

Q27 How old are you? 

________________________________________________________________ 

  

  

  

Q28 What year are you in school?  

o 1st year  (1) 

o 2nd year  (2) 

o 3rd year  (3) 

o 4th year  (4) 

o Other  (5) ________________________________________________ 

  

  

  

Q29 Gender: 

o Male  (1) 
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o Female  (2) 

o Other  (3) ________________________________________________ 

  

  

  

Q30 What is your major(s)? 

________________________________________________________________ 

  

  

  

Q31 What race are you? 

________________________________________________________________ 

  

  

  

Q32 Did you grow up in a rural, suburban or urban area? 

o Rural  (1) 

o Suburban  (2) 

o Urban  (3) 

  

  

  

Q33 What is your political affiliation? 

Political Affiliation (1)  

  

  

  

  

Q34 Are you willing to participate in a brief 20-30 minute focus group to further discuss 

your radio listening habits? It will take place on campus and there will be free pizza! 

o Yes  (1) 
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o No  (2) 

  

  

Display This Question: 

If Are you willing to participate in a brief 20-30 minute focus group to further discuss 

your radio... = Yes 

  

Q35 What is your email? 

________________________________________________________________ 

  

End of Block: Demographic Questions 
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Faculty Survey  

  

Q20 Thank you for your interest in our survey. This survey includes questions about 

your use of media for news and entertainment purposes. The survey is conducted by 

the Public Relations Campaigns class (ADPR 5950), under the direction of Dr. Carolina 

Acosta-Alzuru (cacosta@uga.edu). We think you will find the questions interesting and 

easy to answer. There are no known risks associated with the survey and it should take 

no more than 10 minutes of your time. The responses you provide will be kept strictly 

confidential. At no point will your answers be linked to your identity or any information 

that could identify you. While we hope you will answer all questions, of course, you may 

skip individual questions. You are free to withdraw your participation at any time.  If you 

have any questions or concerns feel free to contact Dr. Acosta-Alzuru 

(cacosta@uga.edu).                         We appreciate your participation and thank you 

in advance for your time.  

 

 

o I consent to take this survey  (1) 

  

End of Block: Block 1 

  

Start of Block: Default Question Block 

  

Q1 On average, how long do you spend commuting each day? 

o Less than 30 minutes     (1) 

o Less than an hour     (2) 

o One hour     (3) 

o Two hours     (4) 
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o More than three hours     (5) 

  

  

  

Q2 How often do you listen to radio in the car each week? 

o Less than 30 minutes     (1) 

o Less than an hour     (2) 

o One hour     (3) 

o Two hours     (4) 

o More than three hours     (5) 

  

  

  

Q3 Please indicate your feelings towards the following attributes of radio broadcasts: 

  Strongly 

Dislike (1) 

Dislike (2) Neutral (3) Like (4) Strongly 

Like (5) 

Consistency    

(1) o   o   o   o   o   

Entertainment 

   (2) o   o   o   o   o   

Music    (3) 

o   o   o   o   o   

News/informati

on    (4) o   o   o   o   o   
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Variability    (5) 

o   o   o   o   o   

Content    (6) 

o   o   o   o   o   

Sound Quality 

   (7) o   o   o   o   o   

Lack of control 

   (8) o   o   o   o   o   

Other (specify) 

   (9) o   o   o   o   o   

I don’t like 

listening to 

radio  (10) 

o   o   o   o   o   

  

  

  

  

Q4 How often do you listen to WUGA? 

o Every day     (1) 

o Every other day     (2) 

o Once a week     (3) 

o Once a month     (4) 

o Rarely     (5) 

o Never  (6) 
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Q5 Which segment, if any on WUGA, do you most enjoy? 

________________________________________________________________ 

  

  

  

Q6 What is your degree of trust for each of the following news sources? 

  Strongly 

Distrust (1) 

Distrust (2) Neutral (3) Trust (4) Strongly 

Trust (5) 

CNN (1) 

o   o   o   o   o   

NPR (2) 

o   o   o   o   o   

FOX (3) 

o   o   o   o   o   

CBS (4) 

o   o   o   o   o   

Buzzfeed 

(5) o   o   o   o   o   

The New 

York Times 

(6) 

o   o   o   o   o   

MSNBC (7) 

o   o   o   o   o   

Breitbart    

(8) o   o   o   o   o   
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Q7 On a weekly basis, how often do you use each of the following sources to obtain 

news? 

  Never (1) Rarely (2) 2-3 times 

a week 

(3) 

Once a 

day (4) 

Multiple 

times a 

day (5) 

Cable news    (1) 

o   o   o   o   o   

Nightly News    (2) 

o   o   o   o   o   

Late night comedy 

shows (The Late 

Show with Stephen 

Colbert, The Daily 

Show, etc.) (3) 

o   o   o   o   o   

Facebook    (4) 

o   o   o   o   o   

Twitter    (5) 

o   o   o   o   o   

Newspaper/Magazin

es    (6) o   o   o   o   o   

Online news sites    

(7) o   o   o   o   o   

  

  

  

  

Q8 In a sentence or two, describe your opinions on WUGA. 

________________________________________________________________ 

  

  

  

Q21 In a sentence or two, describe your opinions on WUGA. 
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________________________________________________________________ 

  

  

  

Q9 How much do you think your students would benefit by listening to WUGA regularly? 

o Not at all     (1) 

o A little  (2) 

o Some  (3) 

o A lot  (4) 

  

  

  

Q10 Do you ever mention WUGA in the classroom? 

o Yes     (1) 

o No     (2) 

  

  

  

Q11 State any way you think you could get your students to listen to more WUGA 

content.   

________________________________________________________________ 

  

  

  

Q12 What sort of content do you think your students would be interested in?    

________________________________________________________________ 

  

  

  

Q13 What sort of content would you recommend your students listen to?    

________________________________________________________________ 
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Q14 How old are you? 

________________________________________________________________ 

  

  

  

Q15 What is your political affiliation? 

Political Affiliation (1)  

  

  

  

  

Q16 With what gender do you identify with? 

o Male  (1) 

o Female  (2) 

o Other  (3) ________________________________________________ 

  

  

  

Q17 To which department in UGA do you belong?  

________________________________________________________________ 

  

  

  

Q18 What is your race? 

________________________________________________________________ 

  

  

  

Q19 How long have you been at UGA? 

________________________________________________________________ 

  

End of Block: Default Question Block 
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Interview Transcriptions 
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Interview Transcriptions  
a) Fundraising ideas/questions 

 
In your opinion, what are the most impactful fundraising techniques you have used in 

the past?  

-do not do: follow standard public media pattern of requesting donations on air 

-GPB owns license, WUGA owned by UGA 

-largest income: sales to local organizations/underwriting 

-biannual letter campaign 

-6-8 events a year 

-Athens Jazz festival doesn’t provide profit (free admission) 

-not involved with AthFest, interested in tapping into that demographic 

-focus on brand awareness 

-missing link: NPR played on WUGA 

-possible ad in the Red & Black, readers interested in NPR 

 

In what areas would you like to improve fundraising?  

-selling advertising space on the website 

-create partnership with UGA college to produce interns every year 

 

What has been your personal favorite fundraising event thus far?  

-no personal favorites, Artists in Residence has been surprisingly popular 

 

What are some publics that WUGA has strong relationships with which we want to 

continue moving forward? 

-WUGA wants to capitalize on NPR brand (check out NPR values on website) 

-typical listeners are 55-year-old white males? Idk if that’s real or just the stereotype 

 

Would you be open to new suggestions of ways to fundraise?  

-Yes! 

 

Possible ideas:  

- Percentage nights? (Menchies, Zombie, Chipotle) (They liked this idea!) 
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- Casino nights 

- Gala 

- Open House with…(radio hosts like Matt Goren of Nothing Funny About Money) 

- Earth Day event focusing on climate change, include UGA professors (E-town 

show) 

- A night with…(mirrors Artists in Residence events but with bands/musicians) 

- Audible percentage codes?  

- Paid advertisements on app? 

- Bingo 

- Radio bingo- have stores around the city sell cards, have DJs say one 

bingo number every break, then have winners call in, mail, or visit to claim 

their prize.  

- Online auctions 

- Sponsors could be promoted on-air and online 

- Could auction local artwork, generating the perception that WUGA 

appreciates local culture 

- Another item to bid on could be a dinner with the WUGA staff  

- Participate in “College Radio Day.” 

- A not-for-profit organization that provides free content (collateral and 

prizes) and air time for college radio stations across the US 

- Create separate content, such as behind the scene out-takes of recordings, that 

members of the 1987 club obtain for donating.  

- Air local music during local programs, create an online poll letting listeners 

choose their favorite song, then have a benefit concert with the local musicians 

- Alternatively there could just be a battle of the bands type event between 

local musicians 

-  Have a screening of a documentary or film created by a local individual at a 

venue in town (charge $5-$10 for the event) 

- Have an on-air dining event where listeners can participate and possibly be 

interviewed for future segments 

- Could also listen to WUGA programming at the event, having live 

commentary about programs during segment breaks  

- With 1987 club, don’t limit the only donation option as $19.87 

- College students aren’t willing to give that much a month 

- Use commitchange.com to make monthly donation automated 

(commitchange is specifically made for non-profit fundraising) 

- Create door hangers for college dorms, letting students know of fundraising 

events 

- Instead of month long on-air fundraising segments, opt for quick fundraising 

sessions 
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- Set a daily goal, then let listeners know that if the goal is met by a certain 

time of the day, fundraising ads will stop for the rest of the day. 

- Each day the goal is met by the specified time means the fundraising 

campaign will last one day less   

- Sell WUGA merchandise through an online site, such as cafepress.com 

 

Interview Transcriptions 
b) Interview with Karri Hobson-Pape  
 

Ben McMichael: Bailee, do you want to ask the first couple? 

Bailee Smith: Yeah, so our first question is what do you think WUGA’s strengths are? 

Karri Hobson-Pape: I think they have a very strong history in this community. They’re 

very well connected to this community. Especially connected to the faculty and staff. I 

think the history and the longevity is a great strength. And frankly, also the relationship 

with Georgia Public Broadcasting. Or the opportunity with Georgia Public Broadcasting 

could be a strength. 

Bailee: Alright, and what do you think are some of WUGA’s weaknesses? 

KHP: Really it’s just the changing demographic of radio in general. The age old issue of 

NPR audiences are aging out and how do we begin to change that and so on. The fact 

that students are not familiar with WUGA and they have some sort of, in my perception, 

they have a negative perception about NPR as their “parent’s news station” right. 

Ben: So this also kind of piggybacks off of that, from the responses we got from the 

student and faculty survey, the students who listen to it and some of the faculty wanted 

to see more local kind of aspects of it. And then a lot of the faculty really liked that it’s 

more of a state/national thing. How do you think we can adequately cross that bridge 

with having a little more Athens focus segments without drowning out the national 

segments? 

KHP: I think that’s a really important balance to figure out. We made a programming 

change last year so that’s not in the scope of this project. We have I think 18 different 

programs that are local. So I think that’s pretty strong to be frank. 

Ben: That’s actually a lot more than people seemed to know about. 

Bailee: We think that’s a misperception people have. 



 

 

219 

KHP: We’ve worked really hard to develop programs that are locally run. In my opinion 

we used to have more classical music two years ago, but that was produced locally. It’s 

cool and it’s not cool because people said they weren’t interested in listening to 

classical music anymore. So instead of that, what we did was create additional 

programming. So that’s when we introduced “Nothing’s Funny About Money” 

Ben: People love that one 

KHP: I love that one. We’re introducing local health policy initiatives right now. We’re 

working with the health sciences campus. And then we also have “African Perspectives” 

which is all produced locally. I could go on and on, but I feel like that type of 

programming is getting to the core of this community as opposed to just classical music 

that’s produced locally. So I almost feel like we’re moving in a much better direction. 

Bailee: That’s something we talked about too about our client, because we feel lucky 

that you guys are already doing so many things right and we don’t have to change 

anything about the programming. 

Ben: Another one of the things that we’ve been kind of playing with is that we know they 

wouldn’t want to change anything, but do you think they would be willing to change any 

of the schedule around? 

KHP: A whole lot of research went into the schedule, and we’re also looking at the 

major national trends so you know “Morning Addition”  and “All Things Considered” play 

at the same time across the country. So if there’s a specific idea you guys have in mind, 

I think they’d be willing to think about it, but this project was a little bit we wanted to 

scope it so it wasn’t changing any of the programming, just because we went through a 

lot of changing. And you can only put a community through so much change, right. So 

we would need to be really really thoughtful in rolling that out. 

Ben: Okay, so what do you think is the most pressing issue that is currently facing 

WUGA? The main thing we should try to tackle with this project? 

KHP: Building awareness 

Ben: Awareness, perfect 

KHP: I think awareness is the biggest challenge that we have. I just don’t think people, a 

huge percentage of our local population here frankly starting with the university 

population just doesn’t even know that we have a local NPR affiliate here. And that it 

has such strong local programming. You know a lot of the other NPR affiliates across 

the state are heavily run by Georgia Public Broadcasting. So they basically are piping 

out a lot of that programming. So here it’s much more locally run, relative to other 

Georgia Public Broadcasting licensed stations. 

Bailee: Alright, and what changes would you like to see with WUGA? 

KHP: I mean I’m always trying to push things to become more innovative and so on and 

so forth, but with that said I think they’re putting a lot of those things in place, 

programming changes. When you think about their product, the placement, working on 

their website and the app. We could probably increase advertising revenue, so that’s 
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something we could begin to think through and of course fundraising is something we 

need to continue to build on. 

Ben: Fundraising is one of our big pushes. So do you have any ideas with how you 

would like to see that happen as well, that would be great. 

KHP: So, to me it’s really about awareness and getting the message correct for 

fundraising. 

Ben: Okay, and this is something else that our group was kind of toying with. When we 

were showing people in our focus groups and interviews the sister channel’s app 

Bailee: Yeah it was the GPB savannah app 

Ben: Yeah, we were showing them their app and all of them really liked that there 

wasn’t a ton of in app advertisements from local businesses, but we thought that might 

be kind of a cool thing to build up partnership and fundraising revenue would be selling 

advertising space. What would your thoughts on that be? 

KHP: I don’t know I’d have to think about it. And frankly, it doesn’t matter what I think. 

It’s all about what the listeners and our stakeholders think. But as a consumer of it, it 

wouldn’t bother me. 

Ben: We knew we didn’t want to do on air advertisements but we thought that push 

notifications in the app that would be more subtle 

KHP: I don’t know if that’s permissible. Check with jimmy. 

Ben: We didn’t know what we could do as far as private companies funding a private 

station. We can definitely ask him about that. 

Bailee: And also going off the app, we were wondering how we can promote without 

access to the app? 

KHP: My understanding, I can’t remember correctly ask Jimmy and Chris about this. 

They could give you the expectation in terms of when it would be. When they’re 

expecting it to come out. I think it’s relatively soon. Just reach out to them and get the 

exact plan. 

Ben: If that app got launched, I think that would be huge. I know everyone in our group 

would love the push notification settings on that. I think that would be one of the most 

helpful things. 

KHP: So you really think people would want those push notifications? That’s what 

you’re hearing from people? 

Bailee: I know at least us, as students in the journalism school. I know personally, I 

have multiple apps that send me push notifications. 

KHP: Yeah I do too. But it makes me wonder if I would want push notifications from 

local Athens Banner Herald? It makes me wonder if people would want that or the AJC 

or WSB or national like the New York Times or Washington Post? 

Ben: One of the cool things we found from our two surveys we sent out is that the 

faculty is much more active in seeking out their news than the students are. The 

students just love having the push notifications when they don’t really have to put any 
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effort into it. And they get it sent to them and then they’ll end up reading it. That seemed 

to be a popular trend. 

Bailee: Yeah we asked them “how do you receive your news?” and they said news 

apps, push notifications, or they look at it when it pops up on Facebook. They aren’t 

going out and searching for it. 

Ben: We thought that if they could do something where it actually sends it to the users, 

that would really help pull people into it. 

KHP: Alright, good. Good to know. 

Ben: That was a really fun thing that we found that we thought could be helpful. 

Bailee: Alright so our question is how important do you think increasing WUGA’s 

fundraising capabilities is? 

KHP: Right so WUGA and NPR are completely dependent on fundraising. The 

university does pay for a lot of the baseline infrastructure, but all of the over and above 

material and equipment is all paid through fundraising. 

Ben: Okay so we talked about the 1987 Club a lot in our focus groups and a lot of the 

students said that they would be willing to give if there was a level below that which was 

maybe a little cheaper that students could afford. Do you think they would be willing to 

implement something along those lines. 

KHP: Yeah, of course 

Bailee: We also asked students about if they would be interested in paying for a ticket to 

an event, like Artist in Residence. They all were excited about that idea. 

KHP: But would they like to be mingling with the people that are there or do they want a 

different type of experience. Do they want younger artists? 

Bailee: We had two girls from our group go to the Anniversary Gala event and they 

talked about how they felt like outcasts and the only two students there. Maybe if there 

was an event like that geared towards students? They seemed more enticed to give if 

there was an event or something more artistic in the community. 

KHP: Okay, interesting 

Ben: Yeah we found that students would rather do something than even receive an 

incentive like a tshirt. 

KHP: So it’s more experience oriented? 

Ben: Exactly. And you could get students to bring friends with them. So that also plays 

off of this next question. Have you thought about possible ways to engage students with 

the station? 

KHP: That’s what we need you all to really do. That’s the heart and soul of what we 

need you to really start thinking about. I mean from our division there is kind of a church 

and state between my role even though Jimmy reports to me. I’m very thoughtful about 

making sure that there’s sort of a line drawn from an editorial standpoint between them 

and us. I wouldn’t ever want people to think that WUGA is the mouthpiece of the 

University or anything like that. That’s what Columns is, that’s what other things that we 
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do are, if that makes sense. So we’re thoughtful and careful about that. We include 

them in division meetings and so on and we also help them with designing ads and 

things like that for local newspapers and so forth. But when we talked about their 

vulnerabilities, they do not have a marketing group. They have no marketing capacity, 

so they’ve never had anybody put together a plan. So I think it would be important to 

look at their current plan and their regular ads in Flagpole and the Banner Herald. And 

they’ve started getting some bylines in the Banner Herald as well which I think is kind of 

a cool cross-promotional opportunity. And the students might read those, but that’s what 

we need you to figure out. I’m dying to hear where you guys are getting your 

information. What is it that students see that would translate it to “Oh that need has 

been articulated to me for local radio programming.” 

Ben: The biggest opportunity that I’ve seen with SGA was the free wall street 

subscription. That blew up. We need things that will bring more student help to the 

foundation and blast out more stuff. 

KHP: I would love for you guys to do competitor review. Look at the Red and Black. Do 

students pick up the Red and Black? 

Bailee: I do 

Ben: Yeah, I feel like more so than Athens Banner Herald. 

Bailee: There’s always people on campus shoving them at you. 

KHP: So it’s the tactical thing? Do you follow them on Twitter? 

Ben: I believe so. 

Bailee: Yeah I think I do too 

Ben: I know we follow them on the SGA account and I’m on the SGA account a lot for 

Twitter. 

KHP: I think it’d be interesting to look at other NPR affiliates as well, look at University of 

Missouri. They have a really strong NPR affiliate there. University of Florida. What are 

their marketing plans? I think that would be really helpful. And think about who the 

target audience is and how you’re going to segment it. It’s not just demographic, it’s a 

certain psychographic group or behavioral group that you’re going to have to say “the 

type of person that does XYZ” or thinks these ways, you know. 

Ben: Right we are coming up with objectives and tactics right now on how to reach 

millennials in as many different ways as possible. 

KHP: You’re going to have to sub segment the millennials. 

Ben: Exactly. So we’re trying to break it down into students and then the young adults 

that are in Athens but aren’t a part of the University. 

KHP: Yeah, you’re going to have to break it down further than students though. 

Because you can’t treat students the same. Why do some people care about news and 

others don’t? Were they raised that way? 

Bailee: In our focus groups, the people who came into it knowing and loving NPR said 

their parents loved NPR and their parents grew up listening to it. 
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Ben: I also don’t think the students realize there’s stuff targeted towards their specific 

interests. That’s something we’re trying to work with. 

KHP: Who are the people who are interested in relevant current topics and how do you 

identify that? 

Bailee: I think now a lot of younger people are getting more interested in it and social 

media is helping that out. People can be Twitter activists now and that didn’t exist ten 

years ago. 

KHP: What’s a Twitter activist? 

Bailee: Just someone on Twitter who tweets about politics or certain issues. I kind of 

made it up, I’m not sure if it’s a real term 

Ben: Yeah, I’d consider Dr. A a Twitter activist, she has a lot of followers and influences 

people with her account. She does a lot of coverage for Venezuelan politics. And 

students are more careful now with their news because they know everything that’s 

being thrown at them isn’t always correct. 

KHP: And students realize that I think. How do you get the information that NPR is 

balanced information? 

Bailee: When we played segments in our focus groups everyone said that it sounded 

credible and trustworthy news. 

Ben: Another whole avenue of tackling this is getting faculty to share WUGA with their 

students. 

KHP: Okay I have another question, students who are driving, do they have cars where 

the radio is on? 

Ben: Overwhelmingly people said they listened to Spotify and Pandora in our focus 

groups. They liked being able to control it, which once again plays in with the app. They 

can queue up segments and go. 

Bailee: We had a few students talk about podcast apps they would use to listen to news 

podcasts with. 

Ben: Students want to control what content they get. A lot of students, more than we 

expected, rode the bus as well. 

KHP: And that’s something to think about when you’re doing an awareness campaign. 

What’s the message? What are the key messages you’re trying to get across? Is it a 

trust message? Is it a local message? Who is the source of that message? And what 

are the channels? It might be a little but of digital or face to face, I don’t know, print 

maybe. That would be really helpful to put that. 

Ben: We also wanted to ask who controls the frequencies? Is there any way to improve 

that? 

KHP: GPB controls all of that, I would talk to Jimmy about that. 

Ben: What are your thoughts on them having two stations that can be spotty in areas? 

KHP: So I live in Athens and spend most of my time in Athens. I hear it just fine the 

whole time and I never have to flip between stations. 
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Ben: Maybe it’s just an on campus problem. We aren’t sure if it’s a radio app we were 

using. 

KHP: What app is that? 

Bailee: Next Radio. 

Ben: Yeah you can listen to any station you want with the application. 

KHP: Right. So I use this public radio app with the orange logo. 

Ben: Okay we’ll check into that and see if it’s a better app and test it out. So those are 

the questions that we had prepared, do you have anything that you feel like we didn’t 

cover that you’d like to see? 

KHP: Yes the things that I’d really like for you guys to dig into are what channels, 

mediums, times and segments are we going after? And being as crystal clear as 

possible on who is our primary, secondary and tertiary audiences that we are going 

after and how are we defining that? And then how do we reach them? Maybe that 

Grady student whose parents listen to NPR when they were growing up is one segment, 

I don’t know. But really understand how we get the word out to students in a low cost 

way. And we can do a lot of trades so there’s flexibility from that standpoint. 

Ben: Right we’ve been hitting on this with our goals, objectives and tactics but we need 

to have a better understanding of our audience. 

KHP: Right so I’m going to show you around a little and tell you about our division. I 

want you to know these people are a resource to you as well for any questions or follow 

up interviews you might have, job searches or anything. 

 

 

Interview Notes: 

 

Questions to ask Karri Hobson-Pape during the interview Tuesday (9/26) 

 

● What is the most pressing issue facing WUGA today? 

● What changes would you like to see? 

● Do you listen to segments of WUGA? 

○ What is your favorite? 

○ Do you enjoy the current schedule of WUGA shows? 

● What improvements do you want to see for WUGA? 

● What are the biggest weaknesses facing WUGA right now? 

● How to promote without access to the app? 

● Questions about our Goals, Objectives, and Tactics 

○ Tell her the direction we are going in, ask for feedback 

 

 

Updated questions: 
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● What are WUGA’s strengths? 

○ Very strong history in this community, very well connected to the 

community (to both older and newer faculty) 

○ Their relationship with GPB (or the opportunity to have that relationship) 

● What are WUGA’s weaknesses? 

○ Balance between local and national - 18 local programs that are actually 

strong - promote them  

○ Changing demographic of radio in general, NPR audiences aging out, 

negative perception of students as their parent’s radio 

○ Local segments vs national: find balance 

■ Changing schedule not to be discussed 

■ Changed schedule 2 years ago, so much research went into it, 

programs play at the same time across the country 

■ Would be willing to hear a specific idea maybe, wanted project to 

not change programming 

● What is the most pressing issue facing WUGA today? 

○ Building awareness is the biggest challenge, people don’t even know 

there is a local NPR affiliate, in athens there is much more local 

programming 

● What changes would you like to see? 

○ Become more innovative, they’ve put a lot of change in place, increase 

advertising revenue 

● Do you listen to segments of WUGA? 

○ What is your favorite? 

○ Do you enjoy the current schedule of WUGA shows? 

● Have you thought about possible ways to engage students with the station? 

○ This is what we need to do - heart and soul of our project!!!!! 

○ They have no marketing group or capacity 

■ Have ads in flagpole and banner herald (by lines in banner herald) 

● How important do you think it is to improve WUGA’s fundraising capabilities? 

○ Fundraising ideas: completely dependent on fundraising 

○ App advertising thoughts: need to know what stakeholders thought (ask 

jimmy) 

● How can we promote without access to the app? 

○ Ask Jimmy about the app again - said that it should be coming out soon 

● Questions about our Goals (tell her the direction we’re going in and ask for 

feedback, don’t share objectives or tactics, just general goals and see her 

reaction) 

○ Subsegment goals 
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● Anything else to add 

○ Do competitor review-red and black 

○ How do we get information, what are we listening to 

■ Do we need kiosks at tate, football games 

■ Who is target audience, not just demographic but psychographic 

■ Subsegment millennials, not just students (separate by major, 

different majors have different interests) 

○ How are other student oriented entities (newspapers, other npr affiliates 

(U of missouri and florida), look at their marketing plans 

○ Won a Gabby award for the coverage on the local election 

○ What are the key messages? (trust, local, etc) 

○ Who is the source? (wuga talking about wuga, student testimonials) 

○ Gpb controls frequency (ask jimmy) 

○ Used public radio app (orange logo) 

○ Dig into: what channels, what mediums, what time, what segments are we 

going after 

■ How we are defining and reaching the audiences below 

■ Primary, secondary, tertiary audiences (how do we reach them) 

■ Really understanding how we get word out to students at most low 

cost way possible (can do trades) 

● Division of marketing and communication 

○ WUGA and Visitor’s Center under their umbrella 

○ Media communications division 

■ Deal with stuff as it arises 

○ Strategic marketing 

■ Brand management - voice of university  

○ Creative services 

■ Photo, video, etc 

○ Digital strategy 

■ They oversee over 35 websites  

○ Research person, trademarks 

○ brand.uga.edu 

 

 

Interview Transcriptions  
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 c) Fundraising interview with Jimmy Sanders and 
    Chris Shupe  
 

● Interview took place on Wednesday, September 13, 2017 with Jimmy Sanders 

and Chris Shupe. 

● Interview was conducted by Marisa Stout and Clair Owens  

 

- J: “Fundraising is basically two things here, we have a thing called, in public 

media, underwriting. It’s basically advertising, but it’s not called advertising. And 

so this is the thing you would see you know support for NPR comes from blah 

blah blah, support for WUGA comes from Japanese Motor Works (example). We 

generate around $150,000 a year in underwriting. We have an underwriting rep 

who goes out and she calls on these businesses and organizations and asks 

them to support public radio and they buy basically a schedule of 

announcements. She is a paid commissioned freelance salesperson. She’s not 

an employee, but gets paid to sell underwriting to the radio station. That’s our 

largest income, sales to local businesses and organizations.”  

- J: “People will think well of your company if they know you support public 

broadcasting (later refers to this as the Halo effect) because public broadcasting 

is a whole lot different than commercial broadcasting in terms of the content and 

the audience as well.” 

- J: “Beyond underwriting there’s the donations and that’s where we ask people to 

give money to the radio station. This can be individuals or organizations.” 

- J: “On the website, there is a button that says donate and that takes you straight 

to the UGA Foundation. The UGA Foundation handles all donations for every unit 

on campus and so it goes to the foundation but it’s earmarked for WUGA. We 

bring in $25,000 a year in donations.” 

- J: “The 1987 club, based upon the year the station began broadcasting, we ask 

people to contribute $19.87 a month and that goes into the foundation account. 

That’s one way we ask for money, the other is that a couple times a year I will 

write a letter and we have a database of people who have supported the station 

in the past or maybe those who supported the station 5 years ago but aren’t 

doing it now, that’s called lapsed donors, and that’s maintained and curated by 

the UGA Foundation and they provide that database for us.” 

- C: “We also do events time to time and during the events, the people who attend 

those events, there’s normally a charge to benefit the station. It’s a donation to 
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the station. They pay that fee to attend the event and they can also give more if 

they wanted to.” 

- C: “The 1987 club is a recent thing that we came out with to get sustained 

donorship, which is in public radio the best membership. This allows public radio 

to plan. The sustained membership is the key in public radio so we recently rolled 

that out (1987 club) and made it a part of our new website.”   

- C: “Because of our relationship with Georgia Public Broadcasting, we don’t do 

any on air fundraising. No typical pledge drives or even the occasional read that 

says we would appreciate you giving to the station.”  

- J: “We do about 6-8 events a year, Artists in Residency, which is visual artists 

(sculptor or painter) and the event would be at his or her home and it would be 

on a Saturday afternoon, 2 hour event, people come and pay $10-15 to come 

and walk around their home and they have their painting up and what not.”  

(Sidenote: There is a cleaning crew who cleans the house before the event, the event is 

catered and there are people throughout the house who know about the works and can 

explain them more fully) 

- J: “We get $600-700 off of one of those (Artist in Residency).” 

- J: “The radio station is supported significantly by the University, but underwriting 

sales pay for part time announcing staff, it pays for all of our supplies, lots of 

things related just to the operational aspect of the radio station.” 

- J: “Because we are a non-profit, we don’t have to make a profit, we just don’t 

want to lose money, we want to break even.”  

Are there big events, like the Jazz Festival, that you take part in?  

- C: “Not that we actively participate in. There’s nothing that comes to my mind that 

we do regularly like the Jazz Festival, that we just rebirthed that whole thing.”  

- C: “The Jazz Festival is a free event but we do have a table and make 

announcements, encouraging people to give and so forth.” 

Have you set up any tables for Ath Fest over the summer? 

- C: “We have not been actively.”  

- C: “It’s sort of a big challenge because we don’t want to reinvent ourselves as a 

student station, there’s already a student station and it’s great, but being in the 

community and being a public radio station for the public, that includes the 

students. So we want to have an awareness with the students, we want to have a 

connection with the students and certainly a lot of our programming is geared 

towards everyone.”  

- C: “We are completely aware of the on demand movement and the podcast 

listening and that's great and that's fine, but especially with news terrestrial radio 

as they call it, or even on demand streaming is the only way to be on top of that.”  

 

What are some of the main ways you want to improve fundraising? 
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- C: “It’s things like events that are our own really opportunity, things where we can 

get in front of people. Since we aren’t allowed to use our most powerful tool 

which is our signal, we have to be creative with how we get to folks. The website 

is underutilized, we are allowed to sell advertising in that space but we haven’t 

even begun to scratch the surface on that. That’s an opportunity that I would like 

to see us do more with.” 

- J: “We sent a follow up email to everyone that attended the 30th anniversary with 

info about joining the 1987 club”.  

- C: “In my opinion, email is not a very effective method of generating a lot of 

money. We know that. But it’s only one of the few ways we can do it.” 

- C: “We need to be more creative. The events is a great place where we got this 

audience now what do we do with them while we have them.”  

- C: “Finding out more things that would be automatic fits would be another thing.”  

- C: “We are allowed to advertise on our audio that stays on the web. So if we do a 

podcast or a show that we are going to let live on the website, we aren’t selling 

space on that separately which we could.” 

Discusses ideas we had about fundraising  

{Did not like idea about radio bingo- not the same for call in radio} 

- C: “I love the night with which is kinda like what we just did. So we’ve had some 

success with that, what we need to do is find out some people who would be 

willing to do that. It would be great if we had some huge name who said that we 

were going to do a benefit concert for WUGA. Just flat out that’s what we’re 

gonna do. Every ticket we get we are giving that to the radio station or something 

similar. Or even a local celebrity author.” 

- C: “Percentage nights, not even anything that we’ve ever thrown around, that’s a 

real possibility.”  

- C: “What we have done well, but it doesn’t really monetize, is swap outs. In 

exchange for on air underwriting, we might have the wine donated to one of our 

events.” 

- C: “We bring in a local author that everybody loves to a local bookstore and we 

pair up and do an event like that.”  

- C: “Having someone interesting, having a scientist come and give a talk, a 

climate change event, bring in professors and have an open forum where people 

can ask questions with a fee 

 

What has been your personal favorite fundraising event?  

- C: “Artist in Residency has been very successful, been doing that for about 3 

years. I never thought it would go three years. I would like to jump off that and go 

into A Night With… The Jazz Festival is cool but it’s not really a good fundraiser.” 
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- C: “Having the people who do the segments meeting and greeting would be a 

huge pull into fundraising. We have kicked that idea around but put it in a formal 

report if you are making one.” 

- J: “The most important thing is to know your audience.”  

- J: “Know your audience and who they would like to see.”  

- C: “Doing things that would just put us out there, we should do more.”  

- J: “Downside of Artist in Residency is that we see a lot of the same people. Most 

of these people are interested in the visual arts.” 

- J: “Our challenge is to expand that audience , to get beyond the typical public 

radio 55 year old white man professor at the University, etc.”  

- J: “We need to bring up a younger and more diverse audience.”  

- J: “NPR is really really trying, and sometimes to their peril, is trying to diversify 

their audience. They had a somewhat growth in a younger audience, not 

teeneagers.” 

(Briefly tossed around the ideas of possibly getting billboards on 316) 

- J: “Look around at other public radio stations and see what they are doing with 

fundraising. There are only 7 full time employees and we don’t have an event or 

fundraising coordinator.” 

- J: “There’s nothing wrong with stealing an idea.” 

- J: “That’s another challenge. How do you invest a certain amount of labor to get 

a bang for your buck.” 

- C: “ We don’t have any real association with move in (like freshman dorms).”  

- C: “How do we better link with the student population?”  

Would you be interested in creating an internship strictly for events and fundraising? 

- J: “Absolutely! We normally have 5-6 interns per quarter.” 

- J: “The intern would need to be willing to stay at least 2 semesters.” 

- C: “Couldn’t have an intern lag. If we could get a strong partnership with 

someone that said every semester we are sending an intern to WUGA then yeah 

it would work great.” 

 

Any info on the app? 

- C: “It’s pretty much ready to launch, we just have to have a little more pieces to 

it” 

 

 

Focus Group Transcripts  
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a) Focus group research notes 
 

https://cirt.gcu.edu/research/developmentresources/research_ready/focus_groups/effect

ive_questions: 

  

Engagement questions – Introduce the participants to the topic or subject and get 

them comfortable with the discussion.   

·      What is your favorite type of exercise? 

Exploration questions – Designed to get to the heart of the discussion and typically 

are open-ended. 

·      What are the pros and cons of exercise? 

·      How do you feel about yourself when you exercise? 

·      How do you feel when you don’t? 

·      What are the reasons that prevent you from exercising? 

·      What would encourage you to exercise more? 

Exit questions – Designed to see if any angle was missed during the discussion. 

·      Is there anything else you would like to say about why you do or do not exercise on 

a regular basis? 

  

Use open-ended questions that begin with phrases such as: 

·      How did you feel… 

·      What did you think about…. 

·      What do you like best about… 

·      What problems do you see… 

·      How did you… 

  

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3765028/ 

  

Once the systematic coding process was completed, the data could be categorized 

around the 3 central questions: 

·      What is the utility of the LN? 

·      What is the appeal of the music/ talk format? 

·      What is the feasibility of the LN? 

  

http://digitalcommons.calpoly.edu/cgi/viewcontent.cgi?article=1024&context=agedsp 

  

  

 

https://cirt.gcu.edu/research/developmentresources/research_ready/focus_groups/effective_questions
https://cirt.gcu.edu/research/developmentresources/research_ready/focus_groups/effective_questions
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3765028/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3765028/
http://digitalcommons.calpoly.edu/cgi/viewcontent.cgi?article=1024&context=agedsp
http://digitalcommons.calpoly.edu/cgi/viewcontent.cgi?article=1024&context=agedsp
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Focus Group Transcripts 
 b) Focus Group 1 notes  
Riley Muse: Hi, thanks so much for coming. My name is Riley and this is Bailee. If we could 

have you guys sign these consent forms, one copy for us and one for you to keep. Thanks. 

Okay, so thank you for your interest in our focus group for Dr. Carolina Acosta-Alzuru’s Public 

Relations Campaigns class. We are interested in hearing about your use of media for news and 

entertainment purposes. There are no known risks associated with participating in this focus 

group and it should take no more than 30 minutes of your time. The responses you provide will 

be kept strictly confidential, but we cannot promise anonymity. Alright so I’m just going to go into 

the first question then. Do you listen to the radio? Why or why not? 

Participant 1:I do yes, in my car. 

Participant 2: Yeah, I do too. It’s the first thing that comes on in my car. 

R: Awesome, so what stations do you listen to? 

1: If I’m into a program, I’ll find it on the internet to finish listening to it. But I listen to WUGA here 

and NPR and the Georgia Tech station at home in Atlanta. 

R: Why do you like those stations? 

1: I like weird music, stuff I wouldn’t listen to normally. And NPR is useful for news. I like science 

Fridays. 

R: And what about you? What stations do you listen to? 

2: I listen to 100.1 ND 94.9. I listen to a lot of country. I’m from DC and there’s not as many 

radio stations here. I listened to talk radio in the morning when I was younger but I don’t really 

like getting that much info early in the morning. I mostly use Pandora or listen to podcasts in my 

car. 

R: Okay, so where do you get your news? And do you think these are trusted sources? 

1: I “like” the NPR Facebook page. The stories from that pop up on my feed. And sometimes I 

watch late night clips if they’re on my feed. I do listen to NPR in the car. The reason I listen to 

these is because I know they’re trusted. 

2: I don’t like to get news. I see it on Facebook and google it sometimes and go to CNN or ABC. 

Sometimes on tumblr I’ll see stuff. I don’t think social media is really a trusted source. I know 

that the stuff I get is tailored to me so it’s hard to see that as trusted. 

R: Do you think that the radio is a trusted source of news? Why or why not? 

1: It depends on what you’re listening to. I don’t trust gimmicky news sources, like Fox News. I 

think NPR is because they’re publically funded and get donations from different types of people 

and share different types of stories. They don’t talk about just one thing or one side. People 

always think there’s a liberal bias but I think they just aren’t really familiar with it. 
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2: I think it can be trusted, but not unbiased. I don’t really think there’s a such thing as an 

unbiased news source. I go towards things that follow my bias. I do watch Fox News and stuff 

like that because they lean more towards me politically. 

R: Alright, and are you guys familiar with WUGA? 

1: Yes 

2: No 

R: So if yes, what do you know about it? 

1: I just came here and looked for the local NPR station. I surfed through stations until I heard 

something that sounded familiar and I knew it was NPR. And I never touch the dial on my radio 

so it stays on 94.5. 

R: Awesome so then the next question is did you know WUGA was not the same as WUOG? 

1: Yes 

2: I didn’t know. I thought WUOG was the only campus radio. They told us about it on our 

campus tour and I saw signs all the time as a freshman in my dorm. They were always at 

involvement fairs. 

R: Okay so now we are going to play two WUGA segments for you guys. One is a local story 

and the other is more of an international news story. So we’re going to play the segments then 

ask some questions about your thoughts. 

*Segments play* 

R: So after hearing the segments, what are your thoughts on WUGA? 

1: I’m an NPR subscriber and I do donate to them. So I really like it because it’s such a good 

mix of national and international and local news. I think it’s really cool that college students have 

the opportunity to do work like this and get real word practice making stories for radio. 

R: And what about you? 

2: I felt like this is something that I would listen to in a perfect world, but I just know I won’t listen 

to it how I am now. I wish I could be more informed but I just couldn’t really pay attention and 

they were too long for my attention span. I really do wish I could be a person who listened to 

stuff like this because it’s helpful but I just want to listen to music when I’m in the car. 

R: Do you think that you’ll listen to WUGA more after hearing a little bit of it? 

2: I might check it out on my way home from here but it won’t be a long term thing. 

R: What do you guys think would make you listen to WUGA more? 

1: Maybe if they had an app 

2: Maybe when I’m trying to procrastinate and learn something about the world. If it popped onto 

my radar I would give it a shot. 

R: Okay so it’s awesome that you mentioned an app, because our next question is if WUGA had 

an app, would you listen to it more? 

1: I would use it when I’m at home. I don’t really want to use it when I’m not on wifi because I 

want to save my data. Also I don’t have a lot of phone storage so I’m not sure if I would have 

enough room for it on my phone. 

2: No, if it was featured on an app I already have like Podcast Addict or Google Music then 

yeah. But I wouldn’t want to download a new app. 

R: Okay so we’re going to let you guys play around on the GPB Savannah app. It’s a sister 

station of WUGA’s and their app will be similar to this one. So feel free to scroll through it and 

say any thoughts that come to your head. 
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1: Okay, I would consider using something like this for news and stuff that wouldn’t show up to 

me on Facebook. I don’t really like the set up with the pictures. It’s really cluttered. I definitely 

wouldn’t use it for tv but maybe I would use it to stream. I don’t see a streaming option 

anywhere though. 

2: Yeah I don’t really understand why the two sections of the app look the same and have the 

same stories. I probably wouldn’t download this. There’s a lot that I just don’t find interesting. 

There’s a lot of reading and hunting around for me to find anything I’m interested in. I would just 

want to press play and get audio. 

R: Right so now we have some fundraising questions. Do you donate to any non-profits? 

1: Yeah 

2: Yes, I donate to Interfaith. I really don’t have a lot of money to donate though. 

R: How much do you donate and why? 

1: I donate 8 dollars a month to NPR. They just kept repeating it to me and the repetition worked 

and I started donating. They just do really important work especially in today’s political and 

media climate. I got a free hoodie from my donations too which was cool. 

2: I donate through greek life philanthropies. I do ANAD stuff for awareness of eating disorders. 

It just feels weird asking for people to donate especially asking my friends and family. They 

already give me so much. 

R: So after learning about WUGA, do you think that you would donate money to help the radio 

station continue to run? 

1: I already do, so yeah 

2: Honestly no. I wouldn’t get much use out of it. And if I had extra money there’s things that are 

more important to me that I would donate to before this. 

R: Would you be more likely to donate if there was an incentive, like food or t shirts? 

2: No, because I don’t really listen to them at all. I think I would want to know about them and be 

a fan before I wore their t shirts. 

R: Alright so our next question is would you be interested in paying an admission charge to 

attend events such as WUGA’s Artist in Residence, in which local artists open up their homes 

and display their artwork? 

1: Yes, but I’m not really into art. I’m more into the science and literature stuff. 

2: Yeah that sounds cool. Doing something like that would be more interesting. I’d rather do an 

event than just buy a t shirt. Or maybe I would buy a t shirt from the event. 

R: So those are all of our questions, is there anything else you’d like to add? 

2: I just think we live in such a convenience culture, and it’s hard for me to listen to stuff like this 

because I’d rather just find it on Facebook and look at it really quickly than listen to a whole 

radio segment. 

R: Yeah, I understand what you mean. Anything else? Alright well that’s all of our questions, 

thanks so much for coming today. Please grab another slice of pizza before you leave!\ 

P1: Thanks 

P2: Awesome, I will. Thank you guys. 
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Focus Group Transcripts 
 b) Focus Group 2 notes  

  

Riley Muse: Hi, how are you? 

Participant 1: I’m doing good actually how are you guys? 

R: Doing well. I’m Riley and this is Bailee. If we could have you sign these consent forms, one 

for us and one for you to keep for your records. Alright thank you. Okay, so thank you for your 

interest in our focus group for Dr. Carolina Acosta-Alzuru’s Public Relations Campaigns class. 

We are interested in hearing about your use of media for news and entertainment purposes. 

There are no known risks associated with participating in this focus group and it should take no 

more than 30 minutes of your time. The responses you provide will be kept strictly confidential, 

but we cannot promise anonymity. 

P1: Sounds good 

R: Okay, so first question, do you listen to the radio? Why or why not? 

P1: Yes I do. I’m just too lazy to look on my phone for anything to listen to so I usually do radio. 

R: Cool,  so what stations do you usually listen to then? 

P1: I listen to WUOG and WUGA. I also listen to 93.3 sometimes. 

R: Do you listen to anything else not on the radio? 

P1: Yeah I listen to Spotify. And Sometimes I do podcasts from itunes. 

R: And do you think that the radio is a trusted source of news? Why or why not? 

P1: I’m gonna say yeah because I just trust it more than broadcast. I just don’t trust advertisers. 

I like that gpb gets funding from people and government and not advertisers. I just feel like tv 

news focuses more on getting views than actually serving the public. 

R: Interesting, so you are familiar with WUGA then? 

P1: Yeah I listen to it everyday 

R: Where do you listen to it? 

P1: In my car mainly when I’m driving to work or to campus. 

R: So what would you say you know about WUGA? 

P1: I know it’s the Athens and UGA chapter of GPB. They have a really small team and I know 

they have some interns. They have GPB content and national news. They have Athens news 

too. 

R: So you knew it wasn’t the same thing as WUOG? 

P1: Yeah 

R: Okay so now we are going to play two WUGA segments for you. One is a local story about 

an Athens business and the other is an international news story. We’re going to let you listen to 

them then ask you some questions. 

*Segments play* 

R: So after hearing the segments, what are your thoughts on WUGA? 
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P1: I liked them. I thought they were really interesting and cool. I think it’s really professional. 

R: Do you think that you’ll listen to WUGA more after hearing those segments? 

P1: I already listen to it a lot. So I’m going to say no. I wouldn’t really listen to it as I walked to 

class or anything. 

R: So what do you think could make you listen to it more? 

P1: I think if they got an app I would use that 

R: Awesome so our next question is actually if WUGA had an app, would you listen to it more? 

P1: I wouldn’t download a new app, but if it was available through the UGA app or something I 

might use that. 

R: Okay, so we’re going to let you play around on the GPB Savannah app. It’s a sister station of 

WUGA’s and we’ve been told their app will be pretty similar to this one. So feel free to scroll 

through it and shout out any thoughts. 

P1: I like that there aren’t really ads. And it has a lot of options to easily share stuff through 

messages and email and everything. I like the layout but maybe if they had more featured 

stories I’d be more likely to click on them. Like if there was a main feature story then you could 

scroll for the others. I like the categories. If it was through the UGA app that would be awesome 

but I would probably get it if I couldn’t get it anywhere else. 

R: Okay, so now we have some fundraising questions. Do you donate to any non-profits? 

P1: I do not. I donate my time instead of money. 

R: Have you ever participated in a fundraising event on campus or anywhere else? 

P1: Not really, I’ve done volunteering but not really fundraising. 

R: After learning about WUGA, do you think that you would donate money to help the radio 

station continue to run? 

P1: Yeah, I know they did a fundraising thing a few weeks ago. I remember hearing about that. 

I’ve thought about it but I haven’t really committed to it because I’m a student and don’t really 

have extra money like that. My parents donate to them. I’d like to donate in the future when I’m 

not a broke college student anymore though. 

R: Would you be more likely to donate if there was an incentive, like food or t shirts? 

P1: Yes I would love a mug. I’d definitely be more likely to donate if I could have one. 

R: Awesome, so our next question is would you be interested in paying an admission charge to 

attend events such as WUGA’s Artist in Residence, in which local artists open up their homes 

and display their artwork? 

P1: Yeah, but honestly I’d be more likely to donate for a mug or t shirt. Just to avoid social 

interaction and I don’t really have a lot of free time for stuff like that. I don’t go to any 

philanthropy events ever but yeah I’d be more likely to donate and get something in the mail 

than having to show up to a whole event, but that’s just me. 

R: So those are all of our questions, is there anything else you’d like to add? 

P1: Yeah, my friends would be way more likely to do an event like that but that was just my 

personal thoughts. 

R: Yeah, well we want you to be as honest as possible with us. So thank you for that. Anything 

else? 

P1: Nope that’s all 

R: Well thanks again for coming and helping us out. Don’t forget to get some pizza. 

P1: Yeah no problem thanks! 
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Focus Group Transcripts 
 b) Focus Group 3 notes  
Bailee Smith: Hi, thanks so much for coming today. 

Participant 1: Sorry I was a little late 

B: No problem, we weren’t doing anything. Can we have you sign these consent forms, one 

copy for us and one for you? 

P1: Yeah of course. 

B: Thank you. Alright so let me read this off for you. Thank you for your interest in our focus 

group for Dr. Carolina Acosta-Alzuru’s Public Relations Campaigns class. We are interested in 

hearing about your use of media for news and entertainment purposes. There are no known 

risks associated with participating in this focus group and it should take no more than 30 

minutes of your time. The responses you provide will be kept strictly confidential, but we cannot 

promise anonymity. So do you listen to the radio? Why or why not? 

P1: Yes I do. I used to work for WUOG so I listen to them and a few other stations a lot. 

B: What are the other stations? 

P1: I listen to 97.1, 100.3. Some Atlanta stations. 107.9 too. I just don’t really listen to anything 

besides radio because I don’t have an aux or anything. 

B: Right, so do you think that the radio can be a trusted source of news? 

P1: No not really. It’s completely opinion based and biased to me. 

B: So are you familiar at all with WUGA? 

P1: I have never even heard of it. 

B: Did you know that WUGA wasn’t the same as WUOG? 

P1: No and I used to work for WUOG so I’m really familiar with them. I just had never heard of 

WUGA so I thought they were the same thing or something. 

B: Most people do, don’t worry. We want your honest answers. So next we’re going to let you 

hear a couple of segments from WUGA. The first one is a local story about a business in Athens 

and the second is an international story. 

*Segment plays* 

B: So now that you’ve heard a little bit of WUGA, what are your thoughts on it? 

P1: It sounds trustworthy to me. I feel like it’s a trusted source. Just based off of my experience 

with WUOG, students do all of those stories and they aren’t real journalists or professionals. I 
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feel like this (WUGA) would be a good place to get news. It just sounded more professional than 

most stations. 

B: Do you think you’ll listen to it more? 

P1: Yeah for sure I could definitely see myself listening to something like this. Especially now 

that I’m a little older. 

B: So what do you think they could do that would make you want to listen to it more? 

P1: I don’t know. Most people just listen to Spotify or Pandora. I know people who listen to NPR 

when they’re on road trips. But I don’t know. 

B: Do you think that if WUGA made an app you would listen to it more? 

P1: Oh yeah that would be a good way to get the word out to people. And that would make it 

easier to access for more people. 

B: Right, so WUGA is making an app, and we are going to let you play around on their sister 

station’s app. This is GPB Savannah’s app and WUGA’s will be similar to this. 

P1: Oh alright cool I like that it looks easy to navigate. It has all these categories. It looks like a 

step in the right direction. It’s cool that it has the full articles. 

B: What do you think about push notifications? 

P1: I wouldn’t want them, but I get why other people find them beneficial. 

B: Awesome, thanks. So now I’m going to move onto some fundraising questions. Do you donate to any 

nonprofit organizations? 

P1: Yeah I do 

B: How much do you donate and why? 

P1: Not that much. I don’t have a real salary, like most people our age. Giving a dollar here and there 

doesn’t hurt. When I have extra money and it’s something I care about I don’t mind putting more into it. 

B: Have you ever participated in a fundraising event? 

P1: I can’t think of one right now, so no. 

B: After learning about WUGA and hearing some segments, do you think you would donate money to 

help the radio station continue to run? 

P1: Yeah, I would probably. 

B: Would you be more likely to donate if there was an incentive like food or t shirts? 

P1: Oh yeah, for t shirts or mugs or stuff like that I would donate. 

B: Would you be interested in paying an admission charge to attend events such as WUGA’s 

Artist in Residence, in which local artists open up their homes and display their artwork? 

P1: That sounds awesome. I feel like people would rather buy a shirt or something but 

personally I’d love to go into artist’s homes. It would be cool if it was aimed towards students. 

B: Awesome so that was our final question. Do you have anything else you’d like to add? 

P1: Not really. 

B: Okay, thanks so much for coming in we really appreciate your time. 

P1: You’re welcome thanks for the pizza. 

B: You’re very welcome take another slice before you leave. 

 

 
 



 

 

242 

 
 

Focus Group Transcripts 
 b) Focus Group 4 notes  
 

Interviewer 1: Thank you for your interest in our focus group for our public relations campaigns 

class. We are interested in hearing about your use of media for news and entertainment 

purposes. There are no known risks associated with participating in this focus group and it 

should take no more than 30 minutes of your time. The responses you provide will be kept 

strictly confidential but we cannot promise anonymity.  

 

Interviewer 2: And since there are four of y’all, don’t feel like you have to answer every single 

question if you don’t have an opinion, you don’t have to share it.  

 

Interviewer 1: And if you guys ever feel uncomfortable or anything, you can leave, refuse to 

answer things, that’s fine.  

 

<giggling> 

 

Interviewer 1: So, do you listen to the radio? 

 

Interviewer 2: And we can start with [Subject 1] and go down each time, would that be, sorry, just so we 

know who was saying which answer. 

 

Interviewer 1: Yeah 

 

Subject 1: Should I identify myself? 

 

Interviewer 1: No you’re fine. We know 

 

Subject 1: Okay, yes, I do 

 

Interviewer 1: Okay, Why or why not? What stations do you listen to? 

 

Subject 1: Um, I like to have music in the car when I drive to campus. I listen to, uh, 93.3, 102.1, and 
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100.1. Also 106.1.  

 

Subject 2: Um, I think, so 10- is it 101.1 or 100.1?  

 

Interviewer 2: 100.1 

 

Subject 2: I’ve listened to that before, um, but I really don’t listen to a lot of radio because I use my phone. 

Uh, I did the other day because we had an assignment where we couldn’t have our phone that day, I 

actually did the assignment, and i was like ‘shoot what am I going to listen to?’ and I realized there’s 

radio, so.  

 

Subject 3: Um, I’m going to say not so much a radio listener because I, I don’t have a car so I’ve never, 

like unless I’m in a car, I’m like, that’s the only time I would listen to the radio, so like he said, I just use 

Spotify. I’m strictly a Spotify gal. So, that’s my answer.  

 

<giggling> 

Subject 4: Um, I do listen to the radio, usually because either I’m too lazy to pull my phone out or my 

phone is TMobile and it doesn’t have service so I can’t stream anything. So then the radio comes on. And 

it’s usually like 96.1 or like 97.1. That’s a thing right?  

 

Subject 3: <in deep voice> The River 

 

Subject 4: That’s the one 

 

Subject 2: That’s pretty accurate.  

 

Interviewer 1: So Where do you get your news? 

 

Subject 1: Um, I get my news primarily from either the newspapers or, like, the news app on my phone. 

 

Interviewer 2: Which app? 

 

Subject 1: Uh, Wall street Journal, New York Times, Financial Times, uhhh, Bloomberg.  

 

Interviewer 1: And do you think that’s a trusted source of news?  

 

Subject 1: Yeah, I would say so, especially for the finance stuff that I need, like Bloomberg and Wall 

Street Journal are very trusted for that stuff 

 

Subject 2: Cool. I mostly get my stuff off of like, shared things on Facebook that are like news sources. 

Um, since I’m an advertising major, I’ll like subscribe to like Advertising H, or I think that’s what it’s called, 

yeah, and uh other related things. So like, but mostly through Facebook 

 

Interviewer 1: Do you think those are trusted sources?  

 

Subject 2: If the source itself is trusted, if it’s on Facebook, it doesn’t really make a difference to me. Like, 

it’s just where it’s being shared. I do, I do think that like certain topics get shared more often, like the ones 

that are more controversial, so I’m like missing out on the like, regular ones, I guess.  
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Subject 3: Um, I definitely get my news from like Facebook, like the news feed. I know I, I think I liked, like 

11Alive or something like that. Like something, there’s some news channel that I’ll be like ‘oh here’s some 

things going on’. And then probably Twitter too. I don’t really know what though. But I also have, i don’t 

know why, notifications literally set up for Buzzfeed. Don’t know why, but that, the news that it gives me 

for that is like ‘Taylor Swift dropping a new song’ and I’m like ‘oh my God’, so, but it’s not, I don’t get like 

really in depth, important news from Buzzfeed. I wouldn’t trust Buzzfeed.  

 

Interviewer 1: So you wouldn’t trust, you don’t think that’s [Buzzfeed] a trusted source of news? 

 

Subject 3: No. Not - I don’t think so. Like because the only news that I trust from there is like stuff that, I 

don’t know if I’m making any sense, that could, that like, is already like ‘Taylor Swift dropping a new song’ 

like okay I trust you on that. Doesn’t make since but, that’s my answer 

 

<giggles> 

 

Subject 4: I am not huge on the news. I usually find out from like, either Facebook people sharing things 

or someone just telling me.  

 

Subject 2: Oh, I forgot to mention. Red and Black. We’ll see that on facebook too  

 

Subject 3: True 

 

Subject 1: Emails from Red and Black.  

 

Subject 4: Wait you guys read the emails from Red and Black 

 

Subject 3: I do read the subject line, so never click on them, but if if catches my eye, I’m like… 

 

Subject 4: There’s an email program for that? 

 

Subject 3: There is. I’ll check it out right now. 

 

Interviewer 1: Alright and do you guys think that the radio is a trusted source of news?  

 

Subject 1: Yeah, sometimes I listen, like if I’m at home with my mom I listen, she listens to NPR a lot, and 

that’s where she get her news. I don’t know about the other stations, I don’t know any of them.  

 

Interviewer 1: Alright 

 

Subject 2: Oh sorry,  

 

Interviewer 1: You’re fine, go ahead 

 

Subject 2: Do you want me to answer? Yeah I was going to say, um, it seems, it’s weird because it’s like 

live so it’s not like edited it’s just kind of like what happens happens and also like it relies on the listener 

actually listening and remembering and then relaying that, because you can’t like share as easily, like an 

audio file.  

 

Interviewer 1: Alright, and are any of you familiar with WUGA?  



 

 

245 

 

Subject 1: No 

 

Subject 3: No 

  

Subject 1: I’ve heard of WUOG 

 

Interviewer 1: So no for everyone  

 

Subject 1: Sorry 

 

Interviewer 1: No, it’s fine. Um, next question is, do you know that it’s not the same as WUOG 

 

Subject 1: Not a Clue  

Subject 2: No 

 

Subjects 2, 3: Nope 

 

<giggling> 

 

Interviewer 2: Yesterday we had someone who worked for WUOG who thought they were the same thing 

 

<gasps and soft no’s> 

 

Interviewer 1: Alright, so just a quick explanation of WUGA. WUGA is an NPR affiliated, non-profit 

Georgia Public Broadcasting radio station that provides news, national and local, informational programs 

and entertainment programs and jazz and classical music in the Athens area. 

 

Subject 3: Wait, what’s the station, I want to listen to this.  

 

Interviewer 2: 90 -  

 

Interviewer 1: uh 

 

Interviewer 2: On their website it’s got the wrong one 

 

Subject 1: No way 

 

Interviewer 2: It’s 91.7 and 94.5. Depending on where you are in Athens, different stations pick up  

 

Interviewer 1: And uh, this is different from WUOG, which is the student run college radio station owned 

by the University of Georgia. So now we are going to play you guys, um like a minute or two of some 

segments and get your thoughts on them. So this first one is a story about Creature Comforts and it’s a 

student story from WUGA.  

 

<plays audio clip> 

 

Alright so that’s a little bit of that. And now we are going to listen to an international news story 
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<plays audio clip> 

 

Alright, so after hearing about WUGA and hearing some snippets of their segments, do you guys have 

any thought, opinions, anything?  

 

Subject 2: How, how long are the segments?  

 

Interviewer 1: Um, they’re both about 4 minutes 

 

Subject 1: Those were both WUGA? 

 

Interviewer 1: So they have, national news from BBC and they have locally produced stuff as well. Alright, 

so thoughts on WUGA? 

Subject 3: Um, I’d listen, just knowing that it’s four minutes, because if it was like an hour, I’d be done. But 

definitely, I like the creature comforts one.  

 

Subject 3: does anyone know, like the people speaking on those? 

 

Subject 4: Are they affiliated with NPR? 

 

Interviewer 1: Yes. so they bring things from other NPR stations, like from Washington a lot, because of 

politics, and then  

 

Interviewer 2: Are y’all PR majors, Grady majors?  

 

Subject 2: What is NPR? 

 

All: National Public Radio 

 

Subject 3: Oh makes sense 

 

Interviewer 2: Like our professor for campaigns speaks on it a lot, so like, they’ll have different professors, 

and they’re like trying to make the local aspect of it more important so they are trying to get more, kind of 

like local sources, so once they transition into local stories, there will be more Athens based people 

speaking.  

 

Subject 4: I liked the second one better. It sounded like, kind of more professional, I don’t really know.  

 

Subject 2: Yeah that was my thought 

 

Interviewer 1: Yeah the first one is a staff done one, the second one is a student done one 

 

Subject 1: I wasn’t like super thrilled about the voice 

 

Subject 2: Same 

 

Subject 4: Yeah I was thinking more about the voice than what they were saying. Like “do i know that girl 

or,” I didn’t 
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Subject 2: That’s the thing about radio, or audio, you  - you can't’ change their voice, so if the voice 

doesn’t fit what you want, like you can’t change it  

 

Subject 3: you’re stuck  

 

Subject 2: You can’t rewind, you can’t fast forward easily. If it’s on the radio, you can’t do that. Um, with, 

also you can’t chose what you want to skim. Like let’s say you’re reading like a newspaper and you’re like 

“uh this part’s boring let me skip to the part I’m looking for” you can’t do that.  

 

Subject 4: Yeah 

 

Subject 1: I like it. I listen to a lot of NPR at home, so i’ve been like conditioned to like it.  

Interviewer 1: So after learning about it, do you guys think that you’ll listen to it more? Like after leaving 

here? 

 

Subject 1: Yeah I will  

 

Subject 3: How do you listen to it? Is there like, I know that’s dumb, is it an app? 

 

Interviewer 2: That’s another thing that’s coming up. It’s right now it’s just based on radio station, and on 

the website, but they’re developing an app.  

 

Subject 3: Okay because if there’s an app, there’d be a better chance I would, but I’m not going to whip 

open my computer and you know, I don’t have a car 

 

Interviewer 1: So, um, what do you guys think would make you listen to it more 

 

Subject 3: App 

 

Subject 4: App 

 

Subject 3: App City 

 

<giggles> 

 

Subject 1: I’ve actually been looking for like a news station in Athens because the Atlanta NPR station 

cuts out like about 20 miles outside of Athens so, I’m excited 

 

Subject 2: Also, some kind of like, sharable thing, because it is electronic so you can share it. I don’t know 

if they already have that set up, but it would be cool.  

 

Subject 1; Do they do business news? 

 

Interviewer 1: They have a ton of different segments 

 

Subject 1: Money? Is it like planet money on NPR 

 

Interviewer 1: It’s called something else, something funny about money, it’s like a comedy show about 

money 
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Interviewer 2: It’s like finances and econ but a little humorous 

 

Subject 1: okay that’s appealing to me 

 

Interviewer 1: Alright so if WUGA had an app, do you guys think you would listen to it more?  

 

Subject 1: Yes  

 

Subject 2: Mhm <positive sound> Yeah 

 

Subject 3: Yep 

 

Subject 4: Definitely  

 

Interviewer 1: Alright so, they don’t really have their app ready for you guys to look at, but they told a 

sister station that has an app that’s similar to what they are coming out with, so we are going to let you 

guys like scroll through it. We have two phones so like share. And um, feel free to shout out any thoughts 

you have about anything. Ignore any notifications. 

 

Subject 3: It’s scrolling a little bit slowly 

 

Interviewer 1: that might be my phone but it might be the app, I’ve never used it  

 

Interviewer 2: So, since this is a sister station, their app would probably be modeled to look pretty similar 

and the layout too 

 

<giggling> 

 

Subject 1: There’s “All things considered”  

 

Subject 3: Oh it’s Savannah  

 

Interviewer 2: All things considered is one of their most popular ones. 

 

Interviewer 1: On Second Thought too  

 

Subject 2: Oh that’s cool. They have an alarm. So can you wake up to hear the news, is that what it is? 

 

Subject 3: Ooh, interesting 

 

<laughter> 

 

Interviewer 1: One thing about these apps, it’s my understanding that you can click segments, like you 

can queue segments up so you can listen to specifically what you want  

 

Subject 1: Is it like the podcast app? Because I like the podcast app on the iPhone. I like that you can 

queue things  
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Interviewer 2: Yeah, our teacher says that when she goes on walks she’ll queue up like six five minute 

segments to time out thirty minutes and when that’s over she’ll stop 

 

Interviewer 1: and she can skip what she doesn’t want. Any thoughts about the layout? Did you think it 

was like, user friendly or like -  

 

Subject 1: It seemed a little confusing 

 

Subject 3: Yeah, and I can’t really put my finger on why 

 

Subject 4: I feel like there was a lot going on  

 

Subject 1: There was a lot of content that was taking a while to load 

 

Subject 2: It looks like someone didn’t know how to design it 

 

Subject 4: It wasn’t clear, like what content was in each section  

 

Subject 3: Yeah 

 

Subject 4: There’s like a bunch of pictures with words  

 

Subject 2: Yeah when I clicked on one, an article came up, i don’t know if it was related  

 

Interviewer 1: They are, they are typically related  

 

Subject 2: Okay. I just don’t know how to be able to do that, in the app 

 

Interviewer 2: Anything that y’all want to say about the design, the app, would be very helpful because 

they are designing the app, so if there’s any design preferences that you think college kids would pfefore 

you would personally prefer or…  

 

Subject 3: They should like, I just love Spotify, so they should do like, kind of like how they have Home 

page, they have like a Discover, Browse sort of thing. They have like a design for you. Here’s what you 

listen to/like. Here’s what else you should, and then your own stuff  

 

Subject 1: And the news app on the iPhone, just like that actual app layout is very well done, where it’s, 

it’ll refresh and chunks of stories pop up and when you scroll it gets into the actual separate sections.  

 

Interviewer 1: Alright so now we have some fundraiser questions. Um, do you guys donate to any non-

profit organizations  

 

Subject 4: I would if I had money 

 

Subject 3: No 

 

Subject 1: like charities on campus 

 

Subject 2: no  
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Interviewer 1: So like how much and why usually. How much do you think is affordable for a college 

student?  

 

Subject 1: $20. I mean if i’m like raising money for myself, like however much i need to, or like I’ll donate 

to friends and like Miracle and stuff 

 

Subject 2: yeah  

 

Subject 3: like $1 

 

Subject 2: I donate like more so like if there’s an event happening, like already happening before that 

thing than I might give there, but 

 

Interviewer 2: So you’d like rather buy a dollar ticket to go do something rather than just give five dollars? 

That kind of deal? 

 

Subject 2: Well, it depends. I mean yeah it’s nice to have like an experience but at the same time it’s 

obviously a  lot more effective to have like just the dollar  

 

Interviewer 1: So have you guys participated in any fundraising events? What were they? Did you enjoy 

them? 

 

Subject 3: I can’t think  

 

Subject 4: I am participating in on  

 

Subject 1: Yeah same  

 

Interviewer 1: What is it? 

 

Subject 1: SWAB  

 

Subject 4: The walk for Alzheimers  

 

Subject 2: Wait when is that? The 21st? 

 

Subject 4: Um, it’s not here 

 

Subject 2: Oh not here?  

 

Subject 4: Uh yeah no, my cousin like works for the nonprofit so our whole family is going  

 

Interviewer 1: Alright, so after learning about WUGA do you think that you guys would donate money to 

them?  

 

Subject 1: my mom already donates a lot of money to NPR, so I probably wouldn’t  

 

Interviewer 2: does she donate to like national NPR or Georgia Public Broadcasting  
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Subject 1: Georgia public Broadcasting  

 

Interviewer 2: Perfect because that who, GPB is who funds WUGA  

 

Subject 2: I’ve never really thought about it  

 

Subject 3:  I don’t think i would straight up like Venmo WUGA, you know  

Subject 4: I don’t think I’m as devoted of a listener, I don’t know  

 

Subject 3: If there was something going on, like if there was an on campus like ‘here’s this thing 

happening’  

 

Interviewer 1: So would you donate money if there was an incentive, like food or T-shirts or like  

 

Subject 3 and 4: Yeah 

 

Subject 1: Possibly, yeah  

 

Interviewer 1: coffee cups or anything like that? 

 

Subject 3: I’d be way more likely  

 

Subject 2: Like on the app, if there was some sort of membership thing. So maybe if that was involved. 

You could give a certain amount, like five bucks. Whatever the membership is 

 

Subject 1: I think that Georgia Public Broadcasting does it really well, when they just kind of smash you 

with ads until you donate to get your radio back  

 

<Sounds of joy when pizza arrives> 

 

Interviewer 1: So one more question, you can leave, you’re fine, so would you guys be interested in 

paying an admission charge to attend events such as WUGA’s Artist in Residence in which local artists 

open up their homes and display their artwork 

 

Subject 3: Yeah  

 

Subject 4: That’d be so cool  

 

Subject 3: That sounds cool  

 

Subject 1: Maybe  

 

Subject 2: Interesting  

 

Subject 4: depending on what the cost is  

 

Interviewer 1: So you would be more likely to do an event like that or more likely to buy a t-shirt  
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Subject 3: I think event  

 

Subject 2: Yeah  

 

Subject 3: I’ve got enough T-shirts  

 

Subject 4; Yeah  

<giggles> 

 

Subject 1: And maybe if they sold t-shirts at the event  

 

Subject 2: Yeah maybe  

 

Subject 3: Yeah maybe I’d be like ‘hey that’s cute’ like if it was really cool looking  

 

Subject 4: Comfortable  

 

Interviewer 2: Have you guys heard of the 1987 club? 

 

All: No  

 

Interviewer 2: Just like, as a side thing, right now WUGA, their main donating thing is called the 1987 club  

where it’s $19.87 a month to be a part of it, do you think that’s a little too steep for college kids   

 

All: Yeah <varying degrees of forcefulness>  

 

Subject 3: That’s like another utility  

 

Subject 4: I struggle to pay my Spotify and that’s $5 a month  

 

<laughter> 

 

Interviewer 1: Alright last question. Is there anything you guys want to add, any other thoughts, opinions 

about anything we’ve talked about that you didn’t get to say?  

 

<All shake their heads>  

 

Interviewer 1: Alright thank you. Take pizza. I believe that’s it 
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Focus Group Transcripts 
 b) Focus Group 5 notes  
 

Interviewer: Hi, can I please have you sign some consent forms for us. One copy is for 

us and one is for you to keep. Thank you. 

Participant: Here you go 

I: Thanks. Okay, so thank you for your interest in our focus group for Dr. Carolina 

Acosta-Alzuru’s Public Relations Campaigns class. We are interested in hearing about 

your use of media for news and entertainment purposes. There are no known risks 

associated with participating in this focus group and it should take no more than 30 

minutes of your time. The responses you provide will be kept strictly confidential, but we 

cannot promise anonymity. 

P: Alright I’m okay with that 

I: Okay, let’s get going then. My first question for you is do you listen to the radio? Why 

or why not? 

P: I really don’t. I just hate commercials so I usually just listen to music on my phone. 

I’m actually still paying for my music on iTunes. I know, I’m crazy. 

I: I haven’t done that in years, good for you. So moving on, where do you get your 

news? 

P: Mostly from snapchat, which I’m embarrassed to admit. And I work for Red and Black 

so I read that too. 

I: Do you think the radio can be a trusted source of news? 

P: I think that it depends on what station you’re listening to. Some organizations are 

obviously more biased than others. 

I: And are you familiar with the station WUGA? 

P: Yeah I am. 

I: What do you know about it? 

P: Not much, I just know that it exists. 

I: And did you know that WUGA is not the same as WUOG? 

P: Apparently not. 

I: Right so next we are going to play you some WUGA segments. The first one is a local 

story and the second one is international. Afterwards I’m going to ask you some 

questions about your thoughts. 

*Segment plays* 

I: After hearing that, what are your thoughts on the station? 
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P: I can definitely hear the NPR association in there. It sounded really professional and 

reliable. The Creature Comforts sound bite was not great, that was a little distracting. 

I: Do you think that you’ll listen to WUGA more now that you heard some of it? 

P: No, NPR is the only radio I listen to when I have to listen to radio. Mostly when my 

dad is around. But no I still am going to listen to Spotify. 

I: If WUGA had an app, do you think you would listen to it more? 

P: I might, I’m not sure. Apps are a lot better than dealing with websites. I listen to 

podcasts through apps but those aren’t really news. I just listen to the story-based 

podcasts. 

I: Yeah, so next we are going to let you play around on the GPB Savannah app. This is 

a sister station of WUGA and their upcoming app will be similar to this. Feel free to 

shout out any thoughts you have about it. 

P: It has a clean looking design. I can see an ad but I’m not really frustrated by it 

because it’s easy to scroll past it. It looks pretty easy to navigate. It seems functional for 

what it is. I don’t really think it needs to be prettier or anything. It’s pretty simple. 

I: Thank you, so now we have some fundraising questions. Do you donate to any 

nonprofits? 

P: I don’t and that’s because I’m too poor. I wish I could. 

I: I think we all do. So have you ever participated in any fundraising events? 

P: Yeah they weren’t radio related though. 

I: That’s fine! Just any fundraising event. 

P: I’ve donated to World Vision. They give animals and water to third world countries. 

That was always really cool for me to be able to donate a goat or something to a family 

so far away that could really use it. 

I: Do you think you would donate money to help WUGA continue to run? 

P: Honestly, maybe if I had a better job and more money. But for now, definitely not. 

I: Would you be more likely to donate if there was an incentive like food or t shirts? 

P: Maybe for food, yeah. Depending on what it was. T shirts probably not. 

I: Would you be interested in paying an admission charge to attend events such as 

WUGA’s Artist in Residence, in which local artists open up their homes and display their 

artwork? 

P: Oh yeah, I would much rather do that. I’m more of an event person than just a “buy a 

random t shirt” person. I feel like students are going to be way more likely to go to an 

event. Music is always a good bet. Maybe if they had some cool posters around 

campus, but not flyers everyone avoids those. 

I: What would you think about a percentage night at a local restaurant like Chipotle? 

P: That could work if you picked the right place. 

I: Right. So those are all of our questions, do you have anything you want to add? 

P: No not really. 

I: Alright well thanks again for coming in we really appreciate you. 
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P: You’re welcome, good luck with everything. 

I: Thanks have a good rest of your day. 
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Secondary Research  
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Secondary Research   
a)  2015 Research summary  

 
A note from Jimmy Sanders: based off of this research, WUGA is confident in the 

quality of their programming and scheduling (i.e. they don’t want any similar 

recommendations from us). Instead, they would like to know how they can better 

promote their current programs to a wider audience, as well as increase fundraising for 

the station. 

 

Research overview:  

● Conducted in December, 2015 

● Surveys and groups 

● Who took the survey 

○ 464 respondents total, 92% of whom were core WUGA listeners 

● Who participated in the focus group  

○ Six focus groups with 57 participants total 

○ Four groups were primarily with core news and mixed-format listeners 

○ Two groups were primarily with music and mixed-format listeners 

● Survey results: listening times 

○ When listening occurs during the week 

■ Asked respondents to rank the time period that they most listen to 

WUGA on a scale of 1-5, with 5 = the most listening 

■ Average ranking 

● 5-10am: 3.5 
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● 10am-2pm: 2.5 

● 2-8pm: 3.25 

● 8pm-Midnight: 1.5 

○ When listening occurs on Saturdays 

■ 5-10am: 3.1 

■ 10am-2pm: 2.80 

■ 2-8pm: 2/70 

■ 8pm-Midnight: 1.75 

○ Similar distribution as above for when listening occurs on Sundays 

○ Listening summary 

■ These results reflect the national patterns, especially the lowest 

listening on Sundays 

○ A note for our campaign: these results only reflect the listening times of 

current WUGA listeners 

● Survey results: programming 

○ Most important programming ranked 

■ 1. Morning Edition 

■ 2. All Things Considered 

■ 3. Weekend Edition 

■ 4. WUGA Local News 

■ 5. Fresh Air 

■ 6. Weekend Entertainment Programs 

■ 7. BBC News 

■ 8. Storytelling programs 

■ 9. Local politics/round tables 

○ Least important programming ranked 

■ 1. Weekday evening classical 

■ 2. Weekday afternoon classical 

■ 3. Jazz 

■ 4. Local music programs 

■ 5. Americana and Roots music 

○ If WUGA had one prime-time format, which would listeners choose? 

■ 66% said NPR News/Talk 

■ 13% said Classical 

■ Lowest was 2% for Athens music 

■ A note for our campaign: in my opinion, this bodes well for us. 

WUOG occupies the Athens music niche, giving WUGA dominance 

over the field of NPR talk radio 

● Program comments  
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○ What listeners would miss most: “I’d miss having a clue of what’s 

happening in the world.” 

○ Most valuable thing WUGA could provide: improved in-depth local 

reporting was the most common request from WUGA listeners 

○ Quality news is essential to most WUGA listeners, while music is less 

important to listeners 

■ A note for our campaign: this is Important in deciding on the image 

that we want WUGA to portray to the world; positioning them as a 

reliable, quality news source rather than a music radio station. 

● Riley’s two cents: We should embrace this authentic, reliable 

quality of WUGA rather than pretending it’s something that 

it’s not. We don’t need to “modernize” WUGA or give it a 

more “millennial” appearance at all: we just need to make 

millennials aware of it.  

● News on WUGA 

○ Importance of types of news (ranked on a scale of 1-5, 5 being the most 

important) 

■ National: 3.8 

■ Athens-area: 3.63 

■ International: 3.6 

■ Georgia: 3.4 

■ Other Southern states: 2.93  

○ Quality of Athens-area news on WUGA 

■ Same as NPR: 10% 

■ Near-NPR Quality: 33% 

■ Acceptable: 32% 

■ Below expectations: 14% 

■ Far below expectations: 11% 

○ Interest in news topics on WUGA (ranked on a scale of 1-5, 5 being the 

most important) 

■ Top three: U.S./world politics, arts/cultural information and 

environmental issues 

■ Bottom three: Financial news, diversity, UGA student life 

● Association of WUGA with other Community Institutions 

○ Strong association with WUGA: 

■ NPR 

■ GPB 

■ Classical music 

■ Community announcements 

■ BBC news 
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■ Athens news 

■ UGA 

○ Weak association with WUGA 

■ Athens area music 

■ UGA school of music 

■ UGA performing arts 

■ UGA Grady college 

■ UGA Wilson Center 

● WUGA multi-platform content 

○ Podcasts and downloadable content 

■ While 83% of people were aware that WUGA offered podcasts and 

downloadable content, on 31% claimed to have ever listened to this 

content 

● Found the current system of downloading podcasts 

cumbersome 

● Where the requests for the mobile app came from 

● Focus group: audio sample content rating 

○ Participants were asked to rate overall quality and interest on a scale of 1-

5, with 1 representing the highest quality and most interest, and 5 

representing the lowest quality and least interest 

■ Lowest average scores = highest quality, interest and listening 

(lower score = better average rating) 

○ “Results should be interpreted within the broader context of the research 

results” 

○ Their results mainly scored the voices of their newscasters and classical 

voices, and provided comments on each program. 

■ Ex: Michael Cardin Classical Break: “Introduces himself with 

enthusiasm, but sometimes has starts and stops with some 

mistakes.” 

● Focus group: how can WUGA increase its value to the community? 

○ Major discovery: The strongest, most consistent comments focused on the 

lack of local, in-depth news on WUGA, and the potential for community 

service with an improved and expanded Athens-area news service 

■ A note for our campaign: could be interesting to ask in our focus 

groups if people are more interested in local news or national news, 

then we will know which programs to promote to this younger 

audience. 

● Focus group: quality control and sound 
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○ Major discovery: Many listeners perceive that WUGA’s quality suffers in 

comparison with NPR, both in terms of announcing, air sound and creation 

of news editorial content 

● Focus group: music 

○ Major discovery: Listeners tune in for news and music for very different 

reasons. News generally fosters engaged listening, while music listening 

is generally for disengagement and relaxation 

● Other observations from the research 

○ Quality control 

■ Listener complaints about poor announcing were higher than 

normal 

■ A recommendation to emulate NPR quality standards 

○ Partnerships 

■ A potential for additional cooperation with UGA programs like the 

Grady College of Journalism, but there needs to be experienced 

professionals on the staff to mentor and train students for these 

partnerships to be effective educationally and for listeners 

● Their major takeaways from both the survey and the focus group 

○ 1. Listeners expect more in-depth, higher quality local news 

○ 2. Listeners expect WUGA to better reflect the communities it serves 

○ 3. Listeners expect improvement in quality, depth and presentation of 

content 

○ 4. WUGA needs the proper operational structure to accomplish the above 

● Their recommendations 

○ Improve the quality of WUGA news 

■ Needs to be indistinguishable from NPR 

■ Reviewing the station structure and adding and reassigning staff as 

needed 

○ Streamline format 

■ “When a station attempts to please multiple audiences, none of the 

audiences can be completely served or satisfied” 

■ Concentrating resources on prime time 

○ Weekday prime-time schedule recommendations 

○ Recommendations for staffing structure 
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Secondary Research   

b)  Notes 
 
Connecting With Listeners 

 

Bentley, M. J., Barnes, C. C. (2015). Opportunities for Dialogue on Public Radio Web 

Sites: A  

 Longitudinal Study. Journal of Radio and Audio Media, 22 (1): 96-114. 

 

● Two-way communication needed (many radio stations only one-way) 

● Need comment sections on site under ports, forums for discussion, or comment 

sections in blog posts 

● Social media important in two-way communication (gives people a way to 

communicate with organization and organization must respond in a timely 

manner)  

 

Dynel, M. (2014). Participation Framework Underlying YouTube Interaction. Journal of  

 Pragmatics 73: 37-52.  

 

● Open interaction and dialogue on sites opens up the idea of different views being 

introduced 

● Youtube gives audience the ability to respond via video arguments 
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● Can guide discussion by moving comments that creator deems best to top of the 

comment list 

● One way viewers communicate under video is by contacting the content producer 

directly in the comments, addressing any comments or concerns 

● Another way viewers communicate under the video is with other viewers 

● Multiple micro-discussion can take place between viewers under video, with each 

small discussion being a niche topic of a larger picture  

● Gives the publisher of the content the ability to understand where viewers’ 

interests lie, and adapt to create content meeting those viewers’ interests 

● Comment sections allow users to formulate intelligent arguments or questions 

before posting, unlike face-to-face or over-the-phone interactions 

● YouTube allows for a one to many communication style, not only by allowing 

users to view the video, but also allowing users to communicate with many other 

individuals who also viewed the video (this is good because is differentiates from 

the one-way communication many radio stations achieve through solely 

transmitting content 

 

Fundraising 

 

Croson, R., Shang, J. (2008). The Impact of Downward Social Information on 

Contribution 

 Decisions. Exp Econ, 11: 221-223. 

 

● Show donors high donations from other donors 

● Don’t show donors low donations 

● Create a premium subscription base 

● Show what donations are being used for 

● Make donors believe others in the community also feel positive towards donating 

 

Kinnally, W., Brinkerhoff, B. (2013). Improving the Drive: A Case Study for Modeling 

Public  

Radio Member Donations Using the Theory of Planned Behavior. Journal of 

Radio and Audio Media 20 (1): 2-16. 

 

● Use guilt, letting listeners know they’re listening for free, and only small percent 

of audience contributes 

● Make donors believe they have the ability and means to donate 

● Must find donating easy and having value 
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● Make potential donors believe other members of the community are avid donors, 

they should abide to these social standards, and if they don’t they should feel 

guilty. 

 

Bidding for Good. (2014). 

https://www.biddingforgood.com/online-auction-

services/docs/PublicBroadcastingFundra 

Isers.pdf 

 

● Don’t assume donors can’t give and don’t apologize for taking donations 

● Show that people should give because of what station gives them 

● Show what makes specific programs special 

● Intelligent humor, personal importance of programming, and funding facts are the 

best pledge tactics 

● Say thank you gifts instead of premiums 

● Use the words our station instead of us, call it a family, and say you’re in this 

together 

● Address goals every break during fundraising campaign weeks 

 

Currin, G. H. (2014). Forced to Find Their Own Funds, N.C. State’s College Radio 

Station  

Expands its Audience and Ambitions. Indy Week. 

 

● Have a lineup of different local songs, let listeners pick their favorite songs, then 

have a show where artists of these songs get to play for a live audience 

 

KSER. http://kser.org/download/Pledge_Break_Playbook_KSER.pdf 

 

● Don’t assume donors can’t give and don’t apologize for taking donations 

● Show that people should give because of what station gives them 

● Show what makes specific programs special 

● Intelligent humor, personal importance of programming, and funding facts are the 

best pledge tactics 

● Say thank you gifts instead of premiums 

● Use the words our station instead of us, call it a family, and say you’re in this 

together 

● Address goals every break during fundraising campaign weeks 

 

McCoy, A. (2015). Pledge Drive 2.0 – Rethinking On-Air – Fundraising in a New Media  

Enviroment. Pittsburg Post-Gazette. 
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● Attempt to have quick fundraising sessions 

○ Set a daily goal, then if the goal met by a certain time, fundraising ads will 

last one day less and stop throughout the rest of the day 

● Use online donation services, like commitchange, specifically made for non-

profits, that allows donors to set up pre-pay options for monthly donations 

 

Prometheus Radio Project. https://www.prometheusradio.org/fundraising_guideline 

 

● Apply for grants, national and local 

○ Don’t claim to be able to do anything you don’t think you can 

○ See if specialty programming helps qualify for grants 

○ Check the corporation for public broadcasting and NTIA 

● Have a benefit concert with local musicians 

○ Possibly a battle of the bands 

● Do screening of local documentary or other film 

● Have a dining on air event, where listeners can participate and possibly be 

interviewed for future segments 

○ Can listen to programming of radio then have a discussion of what was 

said after the segment or during breaks 

● Radio bingo- have stores around the city sell cards, have the DJ say a new bingo 

number every break, then have winners call in to say they won, and mail in their 

cards or come by to claim their prize 

● Have a table at many events, such as the career fairs 

● Place return envelopes with mailings 

● Don’t have a set $19.87 only donation option. Let people donate what they want, 

and set up a paypal account so people feel transaction safe 

● Have door hangers for college dorms 

 

The University of Memphis.  

http://www.memphis.edu/wumr/features/feature_collegeradioday.php 

 

● Participate in college radio day (non-profit organization) 

○ Organization provides content and graphics for on air and online 

promotion 

○ Provides prizes for stations to give way 

○ Every participating station airs audio bulletins, listing every station 

participating, giving promotion throughout the country 

○ Material for applying for college radio day, grants, and more info can be 

found at https://www.collegeradio.org/ 
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WMBR. https://wmbr.org/fundraising.php 

 

● Let donors know where the money goes, and be specific 

● Offer premiums for donors, such as cut audio that didn’t air, or behind the scenes 

footage 

● Inform donors why they should pledge 

 

Digital Trends (Podcasts, Streaming, YouTube, etc) 

 

Cwynar, C. (2017). NPR Music: Remediation, Curations, and National Public Radio in 

the Digital  

 Convergence Era. Media, Culture, and Society, 39 (5): 680-696.  

 

● Streaming and podcasts have given listeners control and public radio hasn’t 

● Must show that public radio’s music options are unique, in that segments allow 

for more discovery 

● Having in-office music sessions with local musicians recording live at the studio 

and then commentary after a song promotes a new aspect 

● Live recordings can then be distributed across all platforms 

 

Pluskota, J. P. (2015). The Perfect Technology: Radio and Mobility. Journal of Radio 

and Audio  

 Media 22 (2): 325-336.   

 

● optional subscriptions can add revenue in place of advertisers 

● think about partnering with outside organizations (such as audible.com) to offer 

coupon codes for listeners to get discounted items 

● must ensure audience listening, not hearing, which means they are partaking in a 

cognitive activity that requires effort to remain attentive 

● while radio has a short reach, the technology to access it is cheap (can reach 

lower economic demographic). 

● While internet streaming has an expansive reach, data and devices are more 

expensive (only reach higher economic demographic) 

● Average millennial listens to 11.5 hours of radio a week, usually in evening 

daypart 

● Transition into HD radio inevitable (allows one frequency to have different 

substations, allowing for more choice) 

● Seeing as streaming offers customization and choice for paying millennials, HD 

radio is a must 
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● Promoting more call-ins for songs, having online polls for what should play next, 

may be good options (gives listeners choice) 

● Can also create quick online polls on recent programs or music, to see what 

listeners think, allowing for on-the-fly changes to scheduling 

● Lobby for smartphones to have FM radio chip turned on by default 

● Benefit of FM on phone is longer battery life than streaming, less data being 

used, and access to emergency broadcasts 

 

Sundar, S. (2000). Multimedia Effects on Processing and Perception of Online News: A 

study of  

 Picture, Audio, and Video Downloads. J & MC Quarterly, 77 (3): 480-499.  

 

● Listeners want flexibility in how to obtain content and supplemental digital content 

allows for this 

● Written content or transcripts of broadcasts are necessary 

● Work directly with web developers and other outside firms (app) 

● Respond to real-world issues by creating programs that relate directly 

● When audience uses multiple senses (audio and video) it is more easily to be 

recalled later 

● Text allows readers to self-pace information consumption (pictures help promote 

recall and recognition) 

● The simple presence of multimedia on sites promotes positive impressions (more 

likely to revisit) 

● Multimedia promotes greater involvement and makes reader have illusion they 

are first-hand witnesses (immersion begins with audio) 

● Multimedia must be vivid (text not vivid, but video is) 

● Multimedia adds confidence, motivation, and enthusiasm 

● People recall more from text than audio and video 

● Text and text with picture a favorite of people sampled 

● Too much audio and video distracts from text and viewers automatically process, 

requiring less effort and somewhat less recall (mind allowed to wonder, unlike 

text which makes viewers forced to read) 

● Too many visuals on a page can lead to contextual interference, making viewers 

focus on the wrong thing 

● Audio and visual should be embedded in the site, not navigating user to a new 

page, because viewer will lose interest in site and content 

● Video displays need to be big with high resolution  

● Audio and video is more scrutinized than text 

● Too much advertising on site can hinder the organization’s ability to transmit 

news (viewers eyes wander and are attracted to images) 
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● Radio stations benefit from pictures 

● Audio does well with text transcript 

 

Usher, N. (2012). Reshaping the Public Radio Newsroom for the Digital Future. The 

Radio  

 Journal – International Studies in Broadcast and Audio media, 10 (1): 65-79.  

 

● Need more than just audio. Need video, photography, and graphics (also need 

training to use digital photography and flash video editing) 

● Audio slideshows combine radio and digital  

● Have training to show how to manage time between previous job roles and new 

ones (short boot camps (making employees feel like they’re not doing a totally 

new job)- which after competed, employees can share their strengths and 

weaknesses so they feel comfortable producing content) 

● Staff strong in different areas can be grouped to promote co-creation (do not 

have to master everything, stick with what you’re comfortable with, but 

understand the basics of multimedia journalism) 

● Staff must be trained together, to promote workflow integration and make 

employees work together 

● Don’t make it seem like management is forcing change, rather make everyone 

feel like they will benefit from learning new skills, letting them better support each 

other  

● Refrain from job “titles,” allowing reporters, editors, and producers to be a single 

system, supporting multiple platforms (refrain from top-down management- limits 

creativity from all members) 

● Authority in office must be distributed 

● Employees not only radio journalists 

● Need a re-invention of uniform branding 

● Digital content must be forced 

 

Students’ Radio Use and Perception 

 

Fisher, H. D., Magee, S., Mohammad-Bashk, S. (2015). Do They Care? An Experiment  

Exploring Millennials’ Perception of Source Credibility in Radio Broadcast News. 

Journal  

of Radio and Audio Media 22 (2): 3024-324.  

 

● Gender matters in source credibility- women reporting on women’s health 

perceived to know more (greater expertise) 

● Gender or reporter also can change the importance youth perceive of the story 
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● Include charitable statements on websites 

● Highly involved listeners (legacy) see more credibility when outside sources 

referenced, while low involved listeners see more credibility with inside sources 

● Youth interested in exciting stories (the more exciting a story is, the more youth is 

interested in its credibility) 

● Youth finds journalists more credible than external citizen sources  

● If stories not presented quickly, they don’t care who give them the information as 

long as it’s available- plays into WUGA not broadcasting live 

● WUGA doesn’t have to be up-to-minute breaking news, but it has to have its own 

take on important topics 

● Youth fine with considering journalists experts- cost benefit of not having to 

interview as many sources 

● When journalist reports, youth see story as more important 

● Credibility matters more to youth on subjects they’re interested in. 

● Journalists second-hand reports more credible than people that were there first-

hand 

 

McClung, S., Pompper, D., Kinnally, W. (2007). The Functions of Radio for Teens: 

Where Radio  

 Fits Among Youth Media Choices. Atlantic Journal of Communication, 15 (2): 

103-119. 

  

● Teens like entertainment rather than news 

● Teens don’t like listening to stations associated with structure and authority 

figures 

● Teens use radio to become socialized, understand problems facing their 

generations, resist authority, prepare for life, but mostly for entertainment 

purposes. 

● Motives behind entertainment seeking function are mood management and 

stress relief 

● Use radio to pass time, mostly on weekend, simultaneously in conjunction with 

other media outlets 

● Positive relationship between internet and radio use, meaning teens use radio as 

background noise when performing other tasks 

● Teens use radio as a way to be informed about events or music so they can 

communicate with other teens (a higher factor on weekdays than weekends) 

 

How Millennials Get News: Inside the Habits of America’s First Digital Generation 

http://www.mediainsight.org/PDFs/Millennials/Millennials%20Report%20FINAL.pdf  -- I’ll 

go back and site it 

http://www.mediainsight.org/PDFs/Millennials/Millennials%20Report%20FINAL.pdf
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● Survey by Media Insight Project  

○ Quantitative survey of millennials nationwide 

○ Qualitative interviews in concentrated places  

○ 1,045 

○ Mostly online but some was telephone 

● More than 6/10 follow news information when online 

● Data shows that how millennials consume news (social media, digitally, etc.) may 

widen perspectives  

○ Through friends who are affected by it or can contextualize it 

● Blend of actively seeking news, and having news find them 

● 69% actively get news at least once per day; 40% get it several times a day  

● 70% say that social media news has viewpoints different from their own 

● They first find out about news through social media, then go to a credible website 

to learn more about it 

● Social, civic, and practical motivation 

○ 38% say it is very important to keep up with news 

○ 47% said somewhat important 

● On average, the follow 9.5 different news and information topics 

○ Most popular is TV, music, and movies 

● On average, millennials follow at least 5 traditional “hard news” topics 

● Becoming disillusioned with Facebook 

○ But it still dominates use for news and social  

● If they want to expand on something, they use a search engine to look up more 

detail   

● Social media is for discovering, and millennials search to get more detail through 

search engines 

How Millennials Get News 

● concern has come from data that suggest adults age 18-34 — so-called 

Millennials — do not visit news sites, read print newspapers, watch television 

news, or seek out news in great numbers. 

● new comprehensive study finds that this newest generation of American adults is 

anything but “newsless,” passive, or civically uninterested. 

● Millennials consume news and information in strikingly different ways than 

previous generations, 

● Millennials acquire news for many reasons, which include a fairly even mix of 

civic motivations (74 percent), problem-solving needs (63 percent), and social 

factors (67 percent) such as talking about it with friends. 

● 70 percent of Millennials say that their social media feeds are comprised of 

diverse viewpoints evenly mixed between those similar to and different from their 

own. 
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○ Facebook is not a “bubble”  

● Facebook not only social media outlet to get news  

○ Most get news from more than 3 social media platforms  

■ Youtube (83%) 

■ Instagram (50%) 

■ Reddit/ other places of active involvement 

● Getting news from social media is not passive  

○ Millennials actively navigate and make choices about what sources they 

consider to be reliable  

● 69 percent report getting news at least once a day, 40 percent several times a 

day  

● Growing frustration with Facebook  

● When Millennials dig deeper on a subject, most important qualities of sources is 

that they know the source well (57 percent) and the source is transparent and 

rich with references and links (52 percent)  

●  Keeping up with the news falls only slightly behind the three most popular digital 

activities: checking and sending email (72 percent), keeping up with what friends 

are doing (71 percent), and streaming music, TV, or movies (68 percent). 

● 4 in 10 (38%) say it is extremely important to them to keep up with the news ; 

47% consider it somewhat important  

○ One reason that news is important is that they see so much of it in social 

media feeds  

○ News is contextualized as important to own lives because it is important to 

members of their social networks  

● Becoming an informed citizen is the number one reason cited for getting news  

● 60 percent of millennials say that they mostly bump into news and information as 

they do other things; 39 percent say they actively seek out news and information 

○  Only a third of the youngest Millennials, those under age 25, describe 

themselves as mostly proactive news consumers 

■ A challenge in marketing a public radio show that mostly discusses 

news and information  

●  The average Millennial reports regularly following 9.5 different news and 

information topics among the 24 included on the survey 

○ Most popular topic is “TV, music, and movies” 

○  More people under 35 say they follow politics, crime, technology, their 

local community, and social issues, for instance, than report following 

popular culture and celebrities or style and fashion. 

●  Interest in hard news is NOT correlated with age  

● SOCIAL MEDIA  



 

 

272 

○ Out of 24 topics, Facebook ranked as No. 1 gateway for 13 and second-

most popular for 7 (1 or 2 for 20/24 topics)  

○ Search ranked as the second-most common means of acquiring news 

and information  

■ Search engine optimization for WUGA for UGA student searches  

○ Pushback against Facebook 

■ People expressed frustration, a place of negativity, arguments, 

untrustworthy/inaccurate information  

○ Millennials do not get all news from social media 

■ Use a blend of paths to news, mixing social, search, online sites, 

and traditional reportng  

● SOURCE TYPES  

○ For hard news ---> millennials tend to embrace traditional reporting outlets 

rather than social  

 

Partnerships 

 

http://woofboom.com/partnerships-and-sponsorships/ 

● Give listeners access to a community calendar 

● In this calendar, list all the partner’s events, and make them easy for viewers to 

add to their own calendar 

● Provide application process directly on webpage 

● Make sure events are non-exclusive, meaning free and open to students 

  

https://www.marlboro.edu/community/graduate/partnerships 

●  Promote partnerships where workshops will be conducted, benefiting a student’s 

ability to better their skills or find a job 

● Give educational leaders a platform to speak about partnership and their event 

● Partner with present college certificate programs (Grady’s media analytic 

certificate is always in need of real-world experience and more enrolled students) 

  

http://www.likecharity.com/news/2015/6/3/the-power-of-partnerships-radio-as-a-voice-

for-change 

● Give real-world scenarios of how partner has benefited students in the past 

● Have partner leaders come in for interview during segments, instead of simply 

promoting them during breaks 

○ Gives listeners a better idea of what the partnership is about and who it 

affects 

● Set a tangible goal, i.e. if the event can get a certain number of attendees or if 

the partner could see a specific % increase in traffic to their site, etc 

http://woofboom.com/partnerships-and-sponsorships/
https://www.marlboro.edu/community/graduate/partnerships
http://www.likecharity.com/news/2015/6/3/the-power-of-partnerships-radio-as-a-voice-for-change
http://www.likecharity.com/news/2015/6/3/the-power-of-partnerships-radio-as-a-voice-for-change
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● Make it personal 

○ Have real-world examples, such as people who have found success 

through completing the workshop or attending event, etc 

○ Bring them onto shortly speak about the experience 

Camp, J. 2016. http://www.huffingtonpost.com/advertising-week/traditional-pr-vs-

digital_b_11698312.html 

● Promote partnerships on all viable forms of social media and other digital formats 

● Use Google Analytics to see where visitors to website are coming from 

○ Can track if visitors responding to partnership and if partnership is a good 

fit 

○ Can see how people are navigating the site and what visitors coming from 

other sites might be interested in 

  

Maiorino, A. 2011. http://publicstrategygroup.com/2011/08/30/renewable-energy-on-the-

radio/ 

● Show partners that although radio partnerships lack visuals, it is a medium that 

informs an audience without those distractions, allowing them to focus closely on 

simple messages 

● Focus on conducting interesting conversations between DJ and partner affiliate, 

rather than a long monologue 

○ Include calming soundbites in the background as a way to help paint a 

picture of the partnership (make sure soundbite is relevant to the topic) 

● Let partners know the cost-per-impression is low when compared to TV and even 

newspaper (pay less, but don’t reach as many people) 

○ Can also be assured they are reaching a local audience 

  

https://blog.coralproject.net/building-productive-partnerships-for-community-engaged-

journalism/ 

● partnerships allow community or educational leaders to grapple with issues and 

collectively generate a news story 

○ engaging the community through a partnership demonstrates how the 

public media serves the community, fostering a greater sense of trust in 

public media 

● pick one project at a time, taking on many is not beneficial 

● conduct one-on-one interviews with key leaders in the partner group to learn 

about any issues or general information 

○ focus on topics that are similar or can benefit both organizations 

○ trade previous experiences and data gathered 

http://www.huffingtonpost.com/advertising-week/traditional-pr-vs-digital_b_11698312.html
http://www.huffingtonpost.com/advertising-week/traditional-pr-vs-digital_b_11698312.html
http://publicstrategygroup.com/2011/08/30/renewable-energy-on-the-radio/
http://publicstrategygroup.com/2011/08/30/renewable-energy-on-the-radio/
https://blog.coralproject.net/building-productive-partnerships-for-community-engaged-journalism/
https://blog.coralproject.net/building-productive-partnerships-for-community-engaged-journalism/
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● hold a dinner or lunch meeting with stakeholders, local journalists, and others 

that would be directly affected by the partnership to allow for even more 

community stories to be shared amongst members 

● if there are connections between multiple organizations, select a member from 

each organization to serve as a hub for contact between groups 

○ have these members meet monthly to form an engagement plan, 

consisting of shared goals, roles, and activities 

● create content that can be shared between groups and not limited to one 

● create a story booth that travels from event to event and gathers input from 

students on their experiences with the radio station or its partner and how it has 

benefited them 

○ take the student’s picture and audio from the story booth and post it online 

on their site 

○ posting online gives journalists a quick way to get information about the 

partnership and spread it around 

○ share the story booth across social media 

○ compile experiences into a radio documentary 

● after story booth information is shared, generate opportunities to get involved 

with either organization. 

○ At these events, present an exhibition of the story booth, generating 

conversation about the partnership 

  

https://www.pdx.edu/student-media/sites/www.pdx.edu.student-

media/files/Partnership%20Guide%20%281%29.pdf 

● Don’t have to explicitly advertise partner, but allow for easy navigation to the 

partner’s site 

● Provide partners with facts about listener numbers and percentage of listeners 

that’s are UGA students, 

  

https://www.rochester.edu/pr/Review/V69N2/inreview9.html 

●  Collaborate with WUOG (or another local station) and attempt to share radio 

towers, increasing audience reach 

○ This might help with the quality of the frequency 

● Partner with Grady’s broadcasting courses to give students first-hand 

experience, while also gaining help in the form of part-time staff 

● Partner with campus magazines and the red and black to cross-promote 

  

http://theclassicalstation.org/partners.shtml 

● Partner with rural stations that need more programming using AMC-1 satellites 

https://www.pdx.edu/student-media/sites/www.pdx.edu.student-media/files/Partnership%20Guide%20%281%29.pdf
https://www.pdx.edu/student-media/sites/www.pdx.edu.student-media/files/Partnership%20Guide%20%281%29.pdf
https://www.rochester.edu/pr/Review/V69N2/inreview9.html
https://www.rochester.edu/pr/Review/V69N2/inreview9.html
http://theclassicalstation.org/partners.shtml
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○ Anyone at home with a retail version of these satellites can listen as well, 

without the need for an FM frequency 

  

http://www2.hws.edu/article-id-12967/ 

● Promote on-campus events, upcoming lectures, faculty symposiums, internship 

opportunities, and other items that may interest students 

 

Increasing Online Awareness 

 

Cunsolo, M. 2017. https://radio.co/blog/20-ways-promote-your-radio-station/ 

●  Become a part of radio directories (tunein and streema) that allow people to 

access stream anywhere 

● Do weekly polls of what segments people enjoy, then promote similar content 

extensively 

● Update SEO 

● Cross-promote with WOGA or other local stations 

● Create more blog posts 

● Create a marketing list, allowing you to mass communicate and get details like 

names and emails (mailchamp and getresponse) 

● Have discussion boards or comment sections on sites (forums or reddit) 

● Build an online portfolio on social media, generating buzz and linking to site to 

create an easy way listeners to find you 

● Invite local community leaders onto show, giving popular individuals a regular 

spot 

● Develop two-way communication, allowing more people to get involved besides 

the small volunteer base already established 

● Upload content online for quick listener access (radio.co) 

● Encourage listeners to share content online 

● Have letters to the station manager or DJ 

  

https://radiosolution.info/newsletter/website_pages/how_to_make_money_with_online_r

adio.html 

● Sign up for Google Affiliate Network – helps connect with advertisers online and 

generate donations. 

○ Can add buy now button, linking to other sites, to purchase books, music, 

etc (such as sites like Amazon) 

●  Could open an online store, such as cafepress.com to sell branded merchandise 

●  Promote local artists/community members online (radiosolution.info helps create 

web and graphic content) 

  

http://www2.hws.edu/article-id-12967/
http://www2.hws.edu/article-id-12967/
https://radio.co/blog/20-ways-promote-your-radio-station/
https://radio.co/blog/20-ways-promote-your-radio-station/
https://radiosolution.info/newsletter/website_pages/how_to_make_money_with_online_radio.html
https://radiosolution.info/newsletter/website_pages/how_to_make_money_with_online_radio.html
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https://www.entrepreneur.com/article/239605# 

● Include podcasts on Google profile 

● Post show notes to pintrest, giving a quick summary of the show, compelling 

viewers to listen 

●  Post YouTube video showing behind the scenes footage of conducting live 

segments 

● Create photo-collages for each program, giving viewers a quick way to get an 

idea of what each program is about 

● Use shoutcast directory to promote station 

● Submit station to iTunes radio 

○ Directories allow listeners to easily find a variety of stations by genres on a 

list 

● Promote and interact with people on reddit 

●  Can use wavestreaming (a Twitter add-on) that allows audio tracks to be posted 

  

http://jacobsmedia.com/heres-what-your-radio-station-should-be-sharing-on-social-

media/ 

● For every 6 pieces of content shares, 4 should be content relevant to audience 

(outside articles), 1 should be original/educational content (new blog post, etc), 

and 1 should be sales/fundraising related 

  

https://www.simplycast.com/blog/radio-station-marketing-digital-age/ 

● Get listeners involved with call-in activities, such as a scavenger hunt or name 

that song 

●  Be a part of charity events, or create your own 

● Post interactive social media content, such as do you know this author? 

● Offer special event invitations or special contests exclusively through email 

 

 

 

Nielsen NPR Ratings at All-Time High http://www.npr.org/about-npr/520273005/npr-

ratings-at-all-time-high 

● As of March, 15 2017, NPR’s audience has grown to the highest levels in history  

○ 37.4 million station listeners = largest broadcast audience in NPR history 

● more and more people are turning to NPR as their source for unbiased fact-

based news 

● total weekly listeners for all programming on NPR stations reached an all-time 

high of about 37.4 million in the fall of 2016 – a nearly 4 million person 

increase from the same period in 2015. 

https://www.entrepreneur.com/article/239605
https://www.entrepreneur.com/article/239605
http://jacobsmedia.com/heres-what-your-radio-station-should-be-sharing-on-social-media/
http://jacobsmedia.com/heres-what-your-radio-station-should-be-sharing-on-social-media/
https://www.simplycast.com/blog/radio-station-marketing-digital-age/
https://www.simplycast.com/blog/radio-station-marketing-digital-age/
http://www.npr.org/about-npr/520273005/npr-ratings-at-all-time-high
http://www.npr.org/about-npr/520273005/npr-ratings-at-all-time-high
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● Morning Edition and All Things Considered reached largest weekly audiences 

ever at 14.4 million and 14.65 million listeners, respectively  

● number of listeners for all NPR programming increased considerably this 

year,especially in the 25-44 age demographic, which expanded by 26% 

● NPR has 37 active programs  

○ Leading publisher of podcasts, holding Podtrac’s #1 spot for the 9th month 

in a row (began counting in May 2016)  

● Average monthly users of NPR.org grew by 28% 

○ Due to live fact-checking and annotation tool  

○ Fact-checking tool attracted over 9.7 million pageviews from 7.7 million 

unique viewers  

 

State of the News Media 2016  

https://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-

the-news-media-report-2016-final.pdf 

 

● Podcasting: Fact Sheet (June 2016) 

○ Growing minority of Americans are listening to podcasts  

○ 21% of Americans age 12 or older say they have listened to a podcast in 

the past month  

○ Only 2% of all audio listening is spent using podcasts, compared to 

54% of time spent listening to AM/FM radio 

■ People do still listen to radio 

○ familiarity. As of 2015, only about half of Americans age 12 or older said 

they were familiar with the term  “podcasting” – a share that has remained 

relatively flat in recent years. 

■ Podcasts are not as popular as we thought??  

● Audio: Fact Sheet 

○ American public’s consumption of audio content, which includes radio 

news and talk shows in addition to music, sports and other programming, 

continues to increase. 

○ Americans 12 years of age or older who have listened to online radio in 

the past month has once again continued to grow – rising from 53% in 

2015 to 57%. 

 

 

 

Allison’s Work-in-progress 

● AP Poll: In the past year, please check whether you have donated money, 

someone else in your household has donated money, or you have not donated 

https://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-the-news-media-report-2016-final.pdf
https://assets.pewresearch.org/wp-content/uploads/sites/13/2016/06/30143308/state-of-the-news-media-report-2016-final.pdf
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money to each of the following: Public radio (A local NPR radio station, for 

example). 

○ http://poll.orspub.com.proxy-

remote.galib.uga.edu/document.php?id=quest17.out_3825&type=hitlist&n

um=2  

● McClatchy/ Marist Institute for Public Opinion: Which one of the following 

would you say is your favorite source for news about current events: TV, online 

news sites or mobile news apps, radio, newspapers or magazines, or social 

media such as Facebook or Twitter? 

○ http://poll.orspub.com.proxy-

remote.galib.uga.edu/document.php?id=quest17.out_3960&type=hitlist&n

um=5  

● Pew Research Center: I'd like to know how often you get news from a few 

different sources. How often do you listen to NPR, National Public Radio: 

regularly, sometimes, hardly ever or never? 

○ http://poll.orspub.com.proxy-

remote.galib.uga.edu/document.php?id=quest11.out_9440&type=hitlist&n

um=6  

 

Online Presence  

● Google search 

○ “WUGA” / “WUGA Radio” (Same exact results on first page) 

■ No advertisements 

■ First page results 

■ 1. WUGA Website 

■ 2. Wikipedia  

■ 3. TuneIn.com 

■ 4. GPB website 

■ 5. WUGA Facebook page 

■ 6. Streema.com  

■ No immediate result for the NPR website 

○ “NPR” 

■ No advertisements  

■ News, social media pages are first results  

■ No WUGA in results  

● This would be ideal for someone searching in Athens 

○ “NPR Athens GA” 

■ No advertisements 

■ WUGA first result 

■ WUGA Facebook page and Wikipedia article on first page 

http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3825&type=hitlist&num=2
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3825&type=hitlist&num=2
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3825&type=hitlist&num=2
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3960&type=hitlist&num=5
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3960&type=hitlist&num=5
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest17.out_3960&type=hitlist&num=5
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest11.out_9440&type=hitlist&num=6
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest11.out_9440&type=hitlist&num=6
http://poll.orspub.com.proxy-remote.galib.uga.edu/document.php?id=quest11.out_9440&type=hitlist&num=6
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○ “Radio Athens GA” 

■ WUGA 4th result 

● First radio station listed (the rest are catalogues) 

● Bing Search 

○ “WUGA” 

■ First result WUGA website 

■ Second result WUGA-TV 

● No longer exists 

○ “NPR” 

■ WUGA shows up highly ranked in results (2nd) 

○ “NPR Athens GA” 

■ WUGA first result 

○ “Radio Athens GA” 

■ WUGA middle of first page 

● Yahoo Search 

○ “WUGA” 

■ WUGA website second result 

■ WUGA-TV third result 

■ GPB website 

○ “NPR” 

■ WUGA website second result 

○ “NPR Athens GA” 

■ WUGA website first  

○ “Radio Athens GA” 

■ Advertisement for SiriusXM 

■ WUGA on bottom of first page results 

 

Analysis of search engine results: 

● It might do well to have advertisements (specifically Google AdWords) 

● WUGA needs to be in the results for “NPR” Google search in this area 

 

Social Media 

● Facebook 

○ URL is not simple enough to be remembered 

○ Link to follow is included on the website 

○ Ratings (4.2 / 5.0) 

■ Mostly positive, few include comments 

■ Complaints 

● Too repetitive  

● People listening only for NPR programs 
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○ ~2k likes and follows 

○ Square image and cover photo both include the same graphic 

■ Ideal = have the cover photo with the anniversary graphic, profile 

pic the official updated logo (the new UGA logo) 

○ Types of posts: 

■ A LOT of sharing links 

● From NPR website, WUGA website, and sometimes others 

■ Status updates usually including announcements 

● I.e. tuning in to certain shows 

■ Photos from events 

○ Engagement: 

■ Most posts don’t get any likes or comments 

■ Few get less than 5 likes 

■ Posts with higher engagement usually include pictures of 

happenings at WUGA 

■ There are a few community posts here and there, mostly thanking 

WUGA for great content 

● The WUGA page personally replies to every single post 

● Twitter 

○ @WUGAFM 

○ There is still an account for WUGA-TV 

○ Has wrong frequency in description 

○ 913 followers 

○ Old logo 

○ Types of posts: 

■ Mostly links to facebook posts 

■ Posts linking blog 

○ Engagement: 

■ No likes, no retweets 

■ Only following 116 accounts  

● LinkedIn 

○ 13 followers 

○ No profile picture 

○ No posts 

● Google+ 

● Instagram 

○ @wugafm 

○ 241 followers 

○ Types of posts:  

■ Ads for events 
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■ Candids of people working in the station 

■ Pictures from events 

○ Engagement: 

■ Getting a lot of likes compared to the number of followers 

■ # of likes increase the more recent the post  

● Good sign 
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Secondary Research   

c)  Social media/ online presence 
 

● Google search 

○ “WUGA” / “WUGA Radio” (Same exact results on first page) 

■ No advertisements 

■ First page results 

■ 1. WUGA Website 

■ 2. Wikipedia  

■ 3. TuneIn.com 

■ 4. GPB website 

■ 5. WUGA Facebook page 

■ 6. Streema.com  

■ No immediate result for the NPR website 

○ “NPR” 

■ No advertisements  

■ News, social media pages are first results  

■ No WUGA in results  

● This would be ideal for someone searching in Athens 

○ “NPR Athens GA” 

■ No advertisements 

■ WUGA first result 

■ WUGA Facebook page and Wikipedia article on first page 

○ “Radio Athens GA” 

■ WUGA 4th result 

● First radio station listed (the rest are catalogues) 

● Bing Search 

○ “WUGA” 

■ First result WUGA website 

■ Second result WUGA-TV 
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● No longer exists 

○ “NPR” 

■ WUGA shows up highly ranked in results (2nd) 

○ “NPR Athens GA” 

■ WUGA first result 

○ “Radio Athens GA” 

■ WUGA middle of first page 

● Yahoo Search 

○ “WUGA” 

■ WUGA website second result 

■ WUGA-TV third result 

■ GPB website 

○ “NPR” 

■ WUGA website second result 

○ “NPR Athens GA” 

■ WUGA website first  

○ “Radio Athens GA” 

■ Advertisement for SiriusXM 

■ WUGA on bottom of first page results 

 

Analysis of search engine results: 

● It might do well to have advertisements (specifically Google AdWords) 

● WUGA needs to be in the results for “NPR” Google search in this area 

 

Google Analytics? 

 

Alexa Analysis 

● See folder for screenshots (Or click here) 

 

 

Social Media Research 

 

● Facebook 

○ URL is not simple enough to be remembered 

○ Link to follow is included on the website 

○ Ratings (4.2 / 5.0) 

■ Mostly positive, few include comments 

■ Complaints 

● Too repetitive  

● People listening only for NPR programs 

○ ~2k likes and follows 

○ Square image and cover photo both include the same graphic 

■ Ideal = have the cover photo with the anniversary graphic, profile pic the 

official updated logo (the new UGA logo) 

https://drive.google.com/drive/folders/0B1KC8qO5onqEYmpYRnZjbWY4ZVk?usp=sharing
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○ Types of posts: 

■ A LOT of sharing links 

● From NPR website, WUGA website, and sometimes others 

■ Status updates usually including announcements 

● I.e. tuning in to certain shows 

■ Photos from events 

○ Engagement: 

■ Most posts don’t get any likes or comments 

■ Few get more than 5 likes 

■ Posts with higher engagement usually include pictures of happenings at 

WUGA 

■ There are a few community posts here and there, mostly thanking WUGA 

for great content 

● The WUGA page personally replies to every single post 

● Twitter 

○ @WUGAFM 

○ There is still an account for WUGA-TV 

○ Has wrong frequency in description 

○ 913 followers 

○ Old logo 

○ Types of posts: 

■ Mostly links to facebook posts 

■ Posts linking blog 

○ Engagement: 

■ No likes, no retweets 

■ Only following 116 accounts  

● LinkedIn 

○ 13 followers 

○ No profile picture 

○ No posts 

● Google+ 

● Instagram 

○ @wugafm 

○ 241 followers 

○ Types of posts:  

■ Ads for events 

■ Candids of people working in the station 

■ Pictures from events 

○ Engagement: 

■ Getting a lot of likes compared to the number of followers 

■ # of likes increase the more recent the post  

● Good sign 
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Observations   
d)  Open House Notes  

 
Attendees: 

● Older demographic 

○ Majority attended with other family members 

■ Occasionally there were young children attending with 

parent/grandparent 

Graduate students 

○ The ones spoken to were from educational fields. 

Attendee Interests: 

● Wanted to know more about production and community involvement 

○ Graduate students interested in WUGA’s involvement with the UGA 

campus 

Affiliations: 

● No representatives from outside organizations were present. 

● Besides its location in the Georgia Center and its name, WUGA had no blatant 

affiliations with UGA present inside the studio. 

● Although WUGA is an NPR affiliate, it is also an APM, PRI, and PRX affiliate 

○ Chooses to primarily brand itself as an NPR affiliate because of NPR’s 

programming options 

Event Venue: 

● The station is very small, and basically one long hallway. 

● The walls were filled with award plaques from over the year, many of which were 

awarded every year for over a decade. 

● It is very dimly lit, and tucked across from the dining hall located inside the 

Georgia Center 

● Would not recommend having events inside WUGA’s office if possible 
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● WUGA has recently upgraded a large majority of its production and distribution 

technology 

Staff: 

● Although short staffed, WUGA employees conducted short tours, allowing visitors 

to experience live on-air production 

Below is an update on some staff we did not meet: 

● Alexia Ridley- Writes and conducts local evening news programs 

○ Only have a part-time employee conducting morning news segments 

● Jimmy Sanders- Maintains the On-Air station both 

○ He is the one who is live, broadcasting underwriting, weather updates, and 

upcoming events about every 15 minutes 

● Abbie Thaxton- Traffic Director and Event Coordinator 

○ She is responsible for creating and finalizing daily programming 

schedules, and ensuring broadcasts are being transmitted properly 

throughout the area. 

○ She is also the main person to speak to for fundraising   

Promotional Items: 

● Every person given T-shirt, magnet, and keychain 

○ While there were old t-shirts with 97.9FM on them (the old frequency), 

new t-shirts promoting WUGA’s 30th anniversary have the correct 

frequencies. Keychains and magnets both have the wrong frequency 

printed. 

● Only one small sign, printed on copy paper and taped to a pole, was present 

outside the office to notify people of the event 

○ Areas outside and throughout the Georgia Center’s first floor were 

checked 

● No flyers or brochures were available when I arrived. 

● No information was present on the 1987 club, other upcoming events, WUGA’s 

newly revamped website, podcasts, or the upcoming app. 

● No social media handles were present 

● No programming schedule was readily available 

Information on Events: 

● While no information on other events was readily available, when questioned it 

appears that WUGA does conduct fundraising 

○ Artists in Residence- Artists, both visual and instrumental, from Athens are 

given a spotlight by WUGA, and then visitors are invited to come into the 

artist’s home. WUGA charges between $10-$15 per person for these 

monthly events. 

○ WUGA has ties with blood drives on UGA’s campus 
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○ WUGA wants to become involved with campus tours- one idea was to 

place WUGA branded objects in staged dorm rooms during tours 

● When asked if WUGA conducts live broadcasts from any of its fundraising 

events, the answer was that it has in the past, but is too short-staffed to do so 

now 

○ One reason is a lack of interns 

● The head of fundraising is Abbie Thaxton 

○ It appears as though she singlehandedly conducts WUGA’s fundraising, 

while also overseeing and directing the station’s programming and 

audience reach. Basically, she handles the paperwork most people aren’t 

interested in, including interns that apply to WUGA. 

○ If anyone needs an intern, it is probably her (she spoke about needing one 

for a whole school year, instead of one semester) 

Programming: 

● WUGA has some play in changing its scheduled programming, except for times 

when there is high volume of listeners (morning and evening drive times) 

○ WUGA and GPB meet once a year with NPR, and pick content that it 

believes will do well in the Athens area 

● Pushes a lot of news and educational driven content, but not much entertainment 

○ College-age students are interested in entertainment 

● A majority of the national NPR programs WUGA plays are pre-recorded, along 

with most of the local content WUGA produces as well 

● WUGA aspires to produce programming content that is so good NPR picks it up 

and distributes it across other NPR affiliate stations 

Underwriting: 

● Although WUGA has a huge list of underwriters, it tends to promote legacy 

sponsors that have been faithful to WUGA in past years. 

● Underwriting is included primarily during more popular programs 

○ For example, there are usually about 7 underwriting ads contained in the 

morning news, which broadcasts for around an hour 

● Same underwriter is not included more than once a day 

● WUGA tries to place underwriters with programming that matches the audience 

the sponsor is trying to reach (ex. a car repair shop sponsor highlighted during a 

program about cars) 

App: 

● Same generic information given about the app 

● Don’t know a release date 

● Company WUGA hired is simultaneously working on other apps for stations  

● throughout the country 

● I told them we would be in contact for further information 
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