DATE:  2/26/08

TO:  CTSCC Board & Staff

FROM: Kathy Bisbee

RE:
Report on Draft Findings of the Needs Assessment Project: Phase 1

Project summary
The goal of the needs assessment project was to strategically reach out to community leaders, educators, electeds, non-profits, members, independent producers, businesses, and other key stakeholders to gauge their perceptions and awareness of CTSCC, our services, programs, classes, as well as any other community needs from the station. 

We wanted to reach out to those who aren’t coming in to the station as well as those who were to broaden the pool of potential members, donors, underwriters, volunteers, and grant partners, etc. This process has helped build awareness, community buy-in, developed many partnerships and generated revenue stream/fundraising opportunities. 

Projected Outcomes were:
a. Opportunity to outreach, inform & educate above targets during the project process. Develop list of funders, potential individual and organizational members and understand what is most compelling to them. 

b. Gain a clearer definition of our strengths, weaknesses, opportunities and threats to inform our fundraising and marketing efforts.

c. Use process/research to develop some strong marketing language for messaging and branding all three stations to these market segments

d. Generate related ideas for community-supported new classes, new programming, new supporters/donors, mini-doc and underwriting leads, membership engagement and so on.

e. Gain commitments from community leaders to produce video testimonials for CTSCC promotion and station ids.

Major Findings

Perceptions: All four focus groups used similar words to describe their perceptions of Community Television. The following adjectives/comments are summarized as the most common observations/themes made by all four groups, using their words. 

1. (Vision) Unrealized Potential: undiscovered, untapped, not pushing the envelope, underutilized, not relevant, stunted, not interactive, stagnant, redundant, underperforming, underfinanced, not cutting edge, obscure, multiple viewings, unmet potential, striving, aspiring, lack of cultivating talent/with opportunity for training. 

2. (Local) Community: accessible, local, rootsy, community voice, community resource, community events, community-based, see people you know, “everyone tells me they saw me on Community TV when I was on,” local media coverage, independent, relevant, invisible, public, community-over-content, mirrors the community, open, independent, watched/surprisingly watched

3. (Who we are seen as) Mono-lingual, white, not diverse, non-minority, Santa Cruz centric, Pacific Avenue centric, “not my community TV,” not local in Pajaro Valley, one-sided, fair, progressive, biased, cultural, non-commercial, not mainstream, varying quality/bad sound, creative, democratic, uncensored, unpredictable

4. (Descriptive) Adjectives: weird, eclectic, wacky, quirky, edgy, talented, repetitive, need designated greeter, helpful, accessible, useful for getting out info, professional staff, open, welcoming, aura of assumption at front, jumbled, educational, informative, experimental

Channel Recognition:

Most knew our channels or were close; at least one or two in each session watched our Internet shows. 

Interactions with reps of CTSCC
1. Friendly, welcoming, knowledgeable, connected to the community

2. Technical, busy, pleasant, committed, capable, cooperative

3. Need directory of CTV staff—who to call about what

4. At station: busy, welcoming, professional, helpful, warm, not sure what to do as guest without someone up front, incredibly patient, need designated greeter

5. Invisible at events; bummer when cameras don’t show, felt slighted, confusion about when staff are representing self vs. as station employee

6. Confusion about when something will air

Favorite Programs they could name:
1. Government, City Council, Supevisors, School Board

2. Amy Goodman/Democracy Now

3. SoWat/Jeff & Chip’s show

4. Epicenter (feedback was that it elevated our quality)

5. Voices, Voices from the Village

6. Book TV, Eco-Review, Cinema Scene/Morton Marcus

7. Sustainable SC, Earthvision, community calendar

8. Latinos al Dia

9. Sandy Lydon

10. Surf Shows

11. Arts

What would get you to watch more/at all? 
1. News, daily news, 7pm news—(News was by far the most requested new programming, sports, arts, youth and bilingual were next.)

2. Bilingual & South County Content (all four)

3. 
4. More clear schedule, easier to find, programming blocks/ Schedule available on channels, via email and online, synopsis in newspaper listings, scrolling guide, bug on channel so you knew what you were watching—next hours of programs (want target schedule communications to my interest)
5. Email updates on top shows relevant to their interests

6. Watsonville events (PV group) 

7. Sports, community events, small businesses, garden/cooking/seniors/travel shows

8. Student shows, English language show, literacy shows, documentaries

9. More balanced point of view; more welcoming of diverse opinions

10. Better quality content and production

11. More content online; new programming, less repeats

12. More timely issues/programs

Classes to Offer/When: 
1. Saturdays 10-12 or 1-3 pm

2. Classes in Watsonville/work with Cabrillo 

3. Weeknights harder, 5 or 6 works for some

4. More content-based than video-production (how to be a host, interview, fashion do’s and don’ts, non-profit and government classes, media literacy, how to deal with fear of cameras)

5. Outreach classes at various locations

Doing well/not doing well:

1. Accessibility/welcoming 

2. No studio in Watsonville/Providing voice to the community (SC)

3. Good Watsonville segment on Epicenter

4. Community doesn’t know about station/ Marketing what CTV offers

5. Some good programming/ channel surfing should hold you longer when you arrive with logo, upcoming shows

6. Need to improve product quality

7. Great government coverage/more interactive government/Context for government programming

8. Reaching out/making effort in Watsonville with focus groups/ Not reaching out to youth, Latino community

9. Good services to members/training programs

10. Opportunity to fill gap being left by local media

Preliminary Recommendations Based on Focus Group Findings
Marketing & Branding: Message Public Access separate from Educational & Government Channels to Gain Credibility

a. Define public access as the wacky, public, free speech channel

b. Define E&G as the curated content of education, arts, community events: market with logo, slogan and separate message

c. Use language the community knows already about who CTSCC is

d. Create station ids, PSAs and videos that self-promote channels independently

Programming: Community has some specific needs not yet covered and content is viewed as repetitive
e. Create programming blocks that can communicate consistency, branding and clear schedule 

f. Create partnerships to meet or attract new programming opportunities that match the community’s interest and support station’s goals (News, sports, English learning, children’s literacy in Spanish, youth issues, provide context for government access, outreach to Latino community) 

South County: Coverage would strengthen reputation throughout the County; Strengthen relationships in south county by:
a. Improving our diversity in programming

b. Generating relationships/training programs with schools/youth

c. Partnering to provide bilingual, locally relevant content and youth media training/content creation (on-site classes for Pajaro Valley)

d. Being visible in the community through staff presence

Create Marketing & Outreach Plans that Support Programming, Branding and Community Engagement

a. Regular targeted email schedule with top three shows and click-thrus to the web site

b. Quality Programming will lead to underwriting: Underwriting requires relevant programs and programming blocks, such as themed nights; underwriting should show why it is a benefit to their business, anchor with a strong program in each programming block

Additional Steps for Needs Assessment Project

a. Online survey 

b. Quarterly Focus Groups/Community Events for CTSCC

c. Outreach letters, emails and surveys to follow up and solicit continued feedback as well as provide opportunities for community education and engagement. 

d. Full Report on continued progress to the board in April

