N.C. State Student Media Board of Directors
January, 2014 Minutes

Tuesday, Jan. 14—7 p.m.
Room 356, Witherspoon Student Center

PRESENT; Paul Ruddle, Dean Phillips, Maddie Lassiter, Alli Davidson, Matthew
Donegan, Robbie Williams, Chelsea Brown, Kierra Legget, Ajita Banarjea, Michael
D’Argenio, Sarah Buddo, Patrick Neal, Sam DeGrave

ABSENT: Michael Biesecker, Kristen Picot, Laura Simis, Alex Parker

OTHERS: Jamie Lynn Gilbert, Martha Collins, Doug Flowers

CALL TO ORDER at 7:04 p.m. by Paul Ruddle. Quorum was established at 7:14 p.m.
NEW BUSINESS

1. Minutes from November 2013 were approved as submitted by unanimous
consent.

2L Budget Update

Jamie provided a mid-year budget update, which is included and made part of
these minutes by reference. Patrick said the problem with the budget is non-fee income.
Further explanation of budgetary problems included the following:

* National ads have decreased, and it is unsure whether they will return.

* Campus departments have cut back due to budget cuts.

3. Review of Recruitment and Retention
Jamie discussed the report, which is included and made part of these minutes by
reference. From it, Jamie derived three questions that she presented to the board. The
questions, and answers are as follows:
* Recruiting for the Business Office isn't working. Should we discontinue these
efforts?

o The consensus of the board was to discontinue traditional recruiting
efforts for the Business Office and to explore more targeted
alternatives.

e Should we eliminate the check boxes on the recruiting form for people
interested in design and photography?

o The consensus of the board was not to eliminate said check boxes.

* Should we continue requiring the editors-in-chief and general managers to
email interested students?

o The consensus of the board was to continue to require the
editors/GMs to email the interested students as has been customary.

4, Cross-Platform Communication
Jamie discussed the social media performance of the media outlets. This is
included and made part of these minutes by reference. Jamie noted that the Nubian



Message has done especially well engaging with its readers via social media, especially
Twitter.
5; Source-Survey Results
Patrick discussed the results of the source surveys he had sent out during the
past semester. These results are included and made part of these minutes by reference.
Items of note from this report included the following:
e About two thirds of the sources surveyed graded the article they were
featured in with an A or an A-.
» Follow-up interviews were not conducted frequently enough, but during the
course of the semester writers got better about this.
e Several board members, including Nubian Message editor Kierra Leggett,
favored expanding future survey efforts to include the Nubian Message.

6. Annual Advisory Board Committee Report

Martha shared the annual advisory board committee report, which is included
and made a part of these minutes by reference. The advisory board met on Jan. 8 to
discuss how they would prepare for the paid-model transition. Martha said they
discussed talking to the Cashier’s Office to obtain the "check box" for students to
purchase yearbooks when they pay tuition. They also talked about hiring a marketing
position through CHASS or PCOM to help market the Agromeck. The advisory board also
discussed rebranding the Agromeck by working with various campus organizations such
as Greek Life, Club Sports and Student Government. Board member Dean Phillips
recommended they reach out to Susan Katz, a professor of English, to look for a person
to fill the marketing position.

Ve Capital Plan
Patrick and Doug discussed the capital plan, which is included and made a part
of these minutes by reference. Doug and Patrick said the $50,000/year Student Media
receives in fees each year for capital projects plan will be spent in three main categories
over the next six years:
WKNC's transmitter/antenna infrastructure
e desktop units for all Student Media organizations and offices
* new photography equipment
Patrick also said that Jim Colton was able to put Student Media in touch with
people at Nikon who will be able to get us almost twice the amount of photo equipment
Student Media could have afforded if it purchased the equipment at retail.

8. New business was closed and November’s minutes were approved. Also under
"Old Business," Alli Davidson was appointed to the Broadcast Advisory Board. An
updated list of all advisory boards and their respective members is attached and
included in these minutes by reference.

REPORTS
Organization reports are attached and included as part of these minutes by
reference. No addenda to those reports were offered at the meeting.

ADJOURNED at 8:22 p.m.
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STUDENT MEDIA BUDGET VS. ACTUAL
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DATE: January 1, 2014

PERCENT THROUGH FISCAL YEAR: 50%

AGROMECK 058
Budget Actual Percent
$ 15348.04 $ 7,202.46 47% Payroll
$ 750.00 $ - 0% Supplies
$ 2,660.00 $ 931.57 35% Leadership develop.
$ 311833 $  3,208.04 103% Admin service charges
$ 60868.00 $ 422.37 1% Current services
$ 843.00 $ 368.00 44% Fixed charges
$ 8358737 $ 12,132.44 15% TOTAL
$ 14,650.00 $ 3,605.00 25% Non-fee income
$ 6893737 $ 45215.96 Fee income
$ 8358737 $§ 48,820.96 58% TOTAL
$ 0.00 Profit/Loss
NUBIAN MESSAGE 059
Budget Actual Percent
$ 483378 $§ 257345 53% Payroll
$ 150.00 $ # 0% Supplies
$ 955.64 $ 948.97 99% Leadership develop.
$ 462.07 $ 660.66 143% Admin service charges
$ 761667 § 479411 63% Current services
$ 174.00 $ - 0% Fixed charges
$ 14,192.16 $ 8,977.19 63% Contracted services
TOTAL
Non-fee income
$ 2,000.00 $ 805.00 40% Fee income
$ 12,192.16 $  7,996.82 TOTAL
$ 14,192.16 $  8,801.82 62% Profit/Loss
$ 0.00
TECHNICIAN 060
Budget Actual Percent
$ 10609266 $ 45803.95 43% Payroll
$  3,500.00 $ 1,454.93 42% Supplies
$ 8,500.00 $ 3,190.34 38% Leadership develop.
$ 1233064 $§ 14,355.06 116% Admin service charges
$ 180,439.22 ¢ 90,550.64 50% Current services
$  12,078.00 $ 9,345.48 77% Fixed charges
$ - 8 » 0% Contracted services
$ 322,940.52 $ 164,700.40 51% Capital outlay
TOTAL
$ 33744338 $ 76,457.14 23%
$ 4 $ S Non-fee income
$ 33744338 § 76,457.14 23% Fee income
$ 14,502.86 TOTAL
Profit/Loss

Budget ~Actual Percent
$ 5178.00 $ 1,019.50 20%
$ 450.00 $ - 0%
$ 100.00 $ -
$ 985.68 $ 1,065.66 108%
$  18450.00 $ 5.49 0%
$ 343.00 $ 219.00 64%
$ 2550668 $ 2,309.65 9%
$ 500.00 $ -
$ 2500668 $§  16,401.86
$ 2550668 §  16,401.86 64%
$ 0.00
WKNC

Budget Actual Percent
$ 3717880 §  18,306.49 49%
$ 8,682.00 $ 2,518.13 29%
$ 2451.92 $ 3,139.10 128%
$ 2,22893 $ 2,621.42 118%
$ 3/488.00 $ 582.88 17%
$ 4,224.00 $ 1,626.00 38%
$ 1,000.00 $ 813.00 81%
$  59,253.65 $  29,607.02 50%
$ 5352962 $ 8,416.24 16%
$ 5724.03 $ 3,754.39
$  59,253.65 §  12,170.63 21%
$ 0.00

GENERAL ADMIN
Budget Actual Percent
¢ 28292321 $ 139,694.95 49%
$  11,405.00 $ 6,180.73 54%
$ 4,000.00 $ 3,786.05 95%
$ 1350234 $  15,052.14 111%
$ 7,210.04 $ 3,025.22 42%
§ 873.00 $ 300.00 34%
$ 5,400.00 $ 2,250.00 2%
$ _ 50,000.00 $ - 0%
$ 37531359 $ 170,289.09 45%
$ - 8 2
$ 354,739.22 $  232,673.11
$ 354,73922 §$ 232,673.11 66%
$  (20,574.37)
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Non-fee income
Fee income
TOTAL INCOME

CashBalanceAdjust1314

Net Profit/Loss

TECH SUPPORT

Budget Actual Percent

$ 73,207.00 $ 36,710.48 50%
$ 2,500.00 $ - 0%
$ - % =

$ 3,028.53 $ 3,396.78 112%
$ - $ 516.09

$ - $ 44.10

$ 78,735.53 $ 40,667.45 52%
$ - % =

$ 78,735.53 $ #

$ 78,73553 $ -

$ 0.00

OVERALL
Budget Actual Percent
$ 524,761.49 $ 251,311.28 48%
$ 27,437.00 $ 10,153.79 37%
$ 18,667.56 $ 11,996.03 64%
$ 35,656.52 $ 40,359.76 113%
$ 278,071.93 §$ 99,896.80 36%
$ 18,535.00 $ 11,902.58 64%
$ 6,400.00 $ 3,063.00 48%
$ 50,000.00 $ # 0%
$ = $ = 0%
$  959,529.50 $ 428,683.24 45%
$  408,123.00 $ 89,283.38 2%
$ 545,335.00 $ 357,684.69 66%
$ 953,458.00 $ 446,968.07 47%
$ 119,489.10
$ (6,071.50)



Jan.1,2013 vs. Jan. 1, 2014 - revenue and expenses (rounded to the nearest dollar)

2013 2014 o
Payroll $253,741 $251,311 -$2,430
Supplies $7,080 $10,154 +$3,074
Leadership Dev't $12,468 $11,996 -$472
Admin Svc. Charge  $31,595 $40,360 +$8,765
Current Svcs. $108,688 $99,897 -$8,791
Fixed Charges $7,222 $11,903 +$4,681
Contracted Svcs. $3,165 $3,063 -$102
Capital Outlay n/a n/a n/a
Student Financial Aid $3.000 n/a +$3.000
TOTAL EXPENSES $426,961 $428,683 +$1,722
Non-fee income $168,431 $89,283 -$79,148
Fee income 290,979 357,685 +$66,706

TOTAL INCOME $459,410 $446,968 -$12,442
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NC STATE STUDENT MEDIA

Recruitment and Retention Report
Fall 2013

HIGHLIGHTS

378 individual students expressed interest in at least one medium during the recruitment
period (up from 333 in 2012 and consistent with previous numbers of 389 in 2010 and
399 in 2009).

o Reached 212 freshmen during New Student Orientation.

o Reached 10 new transfer students during transfer orientation (down from 24 in
2012).

o Reached 156 students at Campus Crawl and the Student Media Open House (up
from 71 in 2012). Of the 156, there were 90 freshmen, 35 sophomores, 20
juniors, 4 seniors, 3 graduate students and 4 students of indeterminate class
status.

According to New Student Orientation, 4,050 students came through the 17 freshman
orientation sessions and Summer Start orientation. We made contact with 212, which
represents 5 percent of orientation attendees.

120 individuals attended the Student Media open house, breaking the record of 97
attendees set in 2011.

o 64 of the 120 individuals who attended the open house expressed interest at a
prior recruitment effort (53 percent of open house attendees; roughly the same
as in 2011 and 2012).

o 24 of the 120 individuals who attended the open house joined a medium’s staff
(20 percent of open house attendees, down from 35 percent in 2011 and 32
percent in 2012).

47 of the 56 individuals who expressed an interest in Student Media and joined the staff
were retained (12 percent of total). Out of 223 students in our records at the end of the
fall 2013 semester, those 47 new students represent 21 percent.

When adding the new 47 students to those recruited and retained from 2008-2012, our
staff contains 80 students, or 36 percent, who came to Student Media during one of our
official recruitment efforts.

.....................
aaaaaa
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CONCLUSIONS

e Based on numbers from 2006-2013, Student Media recruits an average of 13% of the
students it reaches during our formal efforts of staffing an information table during New
Student Orientation, having a presence at Campus Crawl and hosting a Student Media
Open House at the start of the fall semester. We retain, on average, 11% of the total
students reached.

o Numbers for 2013 were slightly above average, with 15% recruited and 12% retained.

e Overall, our system works well to recruit and retain high quality students for our
operations.

e We have made no substantial changes to the program since formal tracking in 2006,
although there are some questions to consider moving forward.

e We also need to develop a formal way to track those who join the staff not through
these recruitment efforts.

QUESTIONS

e Our recruitment and retention efforts typically do not benefit our Student Media
Business Office, with very few numbers recruited and retained. The office does,
however, maintain adequate staffing through other recruitment methods. Should
interest in the business office be dropped from our recruitment efforts?

e Photography and design are offered as distinct areas of interest, although positions in
these areas are offered among all the print media. The interest sheets are then typically
interpreted as in 7echnician, which may result in both over-inflation of interest in that
medium and a missed recruitment opportunity for other media. Should interest in
specific areas, i.e. photography and design, continue to be offered as distinct
options?

e There is still difficulty in accurately tracking whether an editor/manager has contacted
an individual by Monday at 9 a.m. following each week’s orientation. Should we
continue to track whether an editor/manager contacts a prospective student?
If we discontinue the practice, what accountability is there to the
editor/manager? Is there a better way to track contact?

NEW STUDENT ORIENTATION

As part of Student Media‘s departmental objective to actively recruit incoming students and
work to retain those students throughout their time at N.C. State, Student Media’s student
leaders are charged with engaging in recruitment efforts during New Student Orientation and
the beginning of the fall semester. This report is an assessment of that effort.

New student orientation hosted 17 freshman sessions and three transfer sessions. Editors/
managers were provided with a list of interested students at the end of each of the five weeks.
The contacted field represents the number of individuals contacted by Monday at 9 a.m.
following each week’s orientation.

During our new student orientation efforts we made 451 contacts with 223 individuals, which
was slightly less than the average number of contacts in previous years but the exact average
of individuals. This year did, however, mark the lowest contact rate since we began tracking in
2006, with only 43% contacted by the Monday following each week’s orientation.

Report by Jamie Lynn Gilbert, Assistant Director



Overall Comparisons for New Student Orientation 2006-2013
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Individuals | Contacts | Contacted Eventually
2013 223 451 194 (43%) | 451 (100%)
2012 229 460 246 (53%) | 451 (98%)
2011 238 470 445 (95%) | 470 (100%)
2010 254 584 390 (67%) | 558 (96%)
2009 253 504 342 (68%) | 504 (100%)
2008 198 365 289 (79%) N/R
2007 165 312 238 (76%) N/R
2006 230 304 135 (44%) N/R

POST-ORIENTATION

Student Media participated in two recruitment efforts beyond new student and transfer student
orientation. We again hosted an open house on the Tuesday of the first week of classes, from
10 a.m. to 2 p.m. Two hours of open house coincided with Campus Crawl, where we also had a
table. Student Media opted not to participate in graduate student orientation this year, as it
took place at the same time as the other two recruitment efforts. Interest from both Campus
Crawl and Open House increased this year, with 60 additional individuals indicating interest in
one or more media. A contact of rate of 57% by the Monday following the week’s efforts is
higher than in recent year due to the student leaders receiving multiple reminders.

Overall Comparisons for Post-Orientation 2007-2013

Individuals | Contacts | Contacted Eventually
2013 210 397 225 (57%) | 225 (57%)
2012 150 290 141 (49%) | 148 (51%)
2011 154 286 0 (0%) 0 (0%)
2010 190 384 364 (95%) | 384 (100%)
2009 190 317 78 (25%) 146 (46%)
2008 236 403 196 (49%) N/R
2007 127 169 N/R N/R
Overall Recruitment Comparisons 2006-2013
Individuals | Contacts | Contacted Eventually
2013 378 734 354 (48%) | 611 (83%)
2012 333 701 371 (53%) | 582 (83%)
2011 335 706 445 (63%) | 470 (67%)
2010 389 905 691 (76%) | 905 (100%)
2009 399 774 412 (53%) | 636 (82%)
2008 382 709 507 (72%) N/R
2007 273 481 346 (72%) N/R
2006 230 304 135 (44%) N/R

All duplicate individuals/contacts have been removed from these numbers.

Report by Jamie Lynn Gilbert, Assistant Director
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BY MEDIA
Overall interest in Student Media remained relatively consistent. WKNC and 7echnician saw

some increase, while interest in Wolf TV is dwindling. The radio station and daily newspaper
(encompassing design and photography) remain the largest draws and maintain the largest

staffs.
Interest by Media 2006-2013

Media 2013 | 2012 2011 2010 2009 2008 2007 | 2006
Agromeck 65 72 63 74 80 70 62 55
Business Office 33 31 23 46 42 54 9 N/R
Design 70 83 74 93 82 N/R N/R 7
Nubian Message 21 32 21 44 33 50 22 18
Photography 109 99 138 167 147 125 73 39
Technician 158 110 116 147 143 151 134 75
Windhover 37 49 50 51 63 36 46 26
WKNC 198 153 122 182 120 149 111 76
Wolf TV 43 72 99 101 64 N/R N/R N/R
734 701 706 905 774 709 481 296

All duplicate individuals/contacts have been removed from these numbers.

OPEN HOUSE
Open House was again scheduled to coincide with Campus Crawl, held from 10 a.m. to 2 p.m.

on Tuesday, Aug. 20. “Previous” indicates the number of people who expressed an interest in
that medium during New Student Orientation who then attended the open house. “New”
represents those students who had not previously indicated interest in Student Media during the
recruitment effort. Slightly more than half the contacts were new, while 64 of the 120
individuals who attended open house had previously indicated interested in Student Media.

Open House Attendance by Media 2013

Media Total Previous New
Agromeck 17 6 1.
Business Office 0 0 0
Nubian Message 4 1 3
Technician 74 37 37
Windhover 5 3 2
WKNC 61 35 26
Wolf TV 3 2 1
164 84 80

Duplicate individuals are included in these numbers, as some students visited with multiple media during the open
house. Technician includes those interested in photography and design.

JOINED STAFF
Of the people who expressed an interest during recruitment efforts, below are the numbers of

people who actually joined the staff. The percentages are the percentages of people who
expressed an interest in that medium who joined the staff. Student Media recruited 56

individuals in 59 positions.

Report by Jamie Lynn Gilbert, Assistant Director



Recruitment and Retention Report — Fall 2013 — Page 5

New Staff Recruited by Media 2013

Media Joined | Percent
Agromeck 8 12%
Business Office 1 3%
Nubian Message 4 19%
Technician* 18 7%
Windhover 4 11%
WKNC 18 9%
Wolf TV 6 14%

* Technician numbers include staff writers, photographers and designers. Technician percentage is out of the 251
- individuals indicating interest in any of those categories.

STILL ON STAFF
Some people join the staff, but leave before the end of the fall semester. Below are the
numbers of people who were still on staff in December 2013. The percentages are our

“retention” figures, i.e. the percentage of people who joined the staff and remained on it.
Student Media retained 47 individuals in 50 positions.

New Staff Retained by Media 2013

Media Still Percent
Agromeck 6 75%
Business Office 1 100%
Nubian Message 3 75%
Technician 18 100%
Windhover 4 100%
WKNC 17 94%
Wolf TV 1 17%
New Staff Retained by Class 2007-2013
Class 2013 2012 2011 2010 2009 2008 2007
Freshmen 40 25 28 31 28 26 31
Sophomore 7 4 6 6 1 8 9
Junior 0 3 il 2 2 1 1
Senior 0 1 1 0 0 1 3
Grad Student 0] 2 2 1 2 4 0

New Staff Retained by College 2007-2013

College 2013 2012 2011 2010 2009 2008 2007
Humanities 12 15 8 11 8 16 16
Engineering 9 5 13 10 8 7 9
_Ag/Life Sciences 0 4 4 4 4 6 2
Graduate 0 2 2 1 2 4 0
Poole Management 6 0 3 4 1 2 1
DASA 1 1 N/A N/A N/A N/A N/A
Design 3 3 2 = 1 2 2

Report by Jamie Lynn Gilbert, Assistant Director
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First Year College 6 4 0 4 4 1 6
College of Sciences* 8 3 2 0 1 0 3
Textiles 1 1 4 1 4 1 3
Transition 0 0 0 0 0 1 0
Natural Resources 1 0 1 0 0 0 2
Education 0 0 0 1 0 0 0

*College of Sciences contains majors in the previous College of Physical and Mathematical Sciences.

Fourteen of the 38 students retained during our 2012 recruitment efforts are still on staff — six
with WKNC, five with Technician and three with Agromeck.

At this time in 2012, Student Media has retained 14 students from its 2011 recruitment efforts.
Nine of those students remain active — four at WKNC, two at 7echnician, two at Agromeck and
one at a different medium than where he started.

Eight students recruited in 2010 remain on staff — six at WKNC, one at 7echnician and one at
Nubian.

WKNC also retained one student originally recruited in 2009 and another (now in graduate
school) from 2008.

Report by Jamie Lynn Gilbert, Assistant Director




Mid-term Assessment Report | Page 1

NC STATE STUDENT MEDIA

Learning Objective: Student Media staff will be knowledgeable of current journalism,
broadcasting and marketing practices in print, audio, video and online.

» Outcome: Student Media staff will be able to share information in multiple formats.
(Year measured: 2013-2014)

Definition: Student Media needs to think beyond its initial print and broadcast product and
incorporate other methods of information delivery, be it through a website, mobile app, or
social media account. This information should also go beyond a simple replication of the
existing product, but add additional and updated information.

Courses/Action Item(s)/ Significant Activity:

1. Measure Facebook and Twitter followers and posts for each media according to the
metrics listed in the method section. For Facebook, this information comes from the
insights in the admin panel. For Twitter, this information can come from Twitonomy,
Twitter Counter or another analytics service.

2. Track whether online content adds additional or updated information beyond its original
print or broadcast form.

3. Evaluate use of the Student Media app to convey information.

Method of Assessment:
With each month’s board report, the top editor/manager will include information about:
e The number of Facebook fans and Twitter followers at the start of the calendar month v.
the number of the end of the calendar month
e A summary of the month’s social media activity. This can include the number of
posts/tweets made or a description of the shared content.
e What engagement their posts/tweets had with their audience. Did certain content garner
more shares/likes/retweets?
e Whether online content is the exact same as it was print or broadcast or whether any
online content contains additional or updated information.
e Whether content is regularly uploaded to the Student Media mobile app and how often
that content is accessed.

Submitted by Jamie Lynn Gilbert, assistant director
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Followers Twtrland Statistics
i 3 % Tweets/ RTs/ Replies/
Twitter Augl3 Jan-l% - pange pay 100t 100t
Agromeck 410 434 5.9% 0.3 16 5
NCSU_Windhover 164 172 4.9% 0.2 28 28
NCSUStuMedia 31 0.3 53 6
NCSUTechnician 3664 4012 9.5% 1.4 73 18
NubianMessage 515 602 16.9% 1.3 174 4
WKNC881 6602 7046 6.7% 2.6 47 97
11355 12297 8.3% 6.1 391 158
Fans Twtrland Statistics
v ¥ % Posts/  Likes/ Cmnts/
Facebook NS Jarie change  Week Post  Post
Agromeck 505 561 11.1% 1, 6 1
NubianMessage 296 341 15.2% 4 3 2
~Pack-Premiums 196 233 18.9%
Technician 2953 3144 6.5%
Windhover 170 186 9.4%
WKNC881 5525 5811 5.2% 4 11 3
9645 10276 6.5% 9 20 6
Followers Twtrland Statistics
' y % Photos/  Likes/ Cmnts/
Instagram Agds Jarls change ~ Week  Photo Photo
NCSUStudentMedia 34 52 52.9% 0.5 2 0
NubianMessage 154 0.5 9 0
WKNC881 126 219 73.8% 1.3 3 0
160 425 2.3 14 0

Nubian Message has had the highest percentage growth among media outlets, with more than
15% growth in number of followers or fans on both Twitter and Facebook since the start of the
fall 2013 semester. Nubian Message also has the highest number of retweets (meaning their
tweets retweeted by another user, not their tweets retweeted from another user), with 174

retweets per 100 tweets.

Submitted by Jamie Lynn Gilbert, assistant director
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Mobile App Usage

Aug-13 | Sep-13 | Oct-13 | Nov-13 | Dec-13
App Opens 2279 2674 2075
Technician Top News 687 622 508 556 291
Technician News 242 258 157 181 87
Technician Sports 186 128 72 91 44
Technician Features 124 179 97 144 42
Technician Viewpoint 89 116 90 136 33
Nubian Featured 278 200 127 155 101
Nubian Arts and Entertainment 28 58 21 16 6
Nubian News 64 61 28 33 20
Nubian Perspectives 22 34 17 15 13
WKNC Song Requests 120 96 70
Pack Premiums Classifieds 100 75 34 29 20
Pack Premiums Deals 103 95 49
Pack Premiums Events 54 50 45
Pack Premiums Giveaways 54 48 34

Technician has remained relatively consistent with
updating the Student Media app, with decent overall
Views.

Nubian Message’s last update to the Student Media app
was with its Oct. 16, 2013 edition, meaning no content
from the last three editions of the semester is available g 8]
through the app. “Featured” views, meaning views of E, [ECH g\mc
Nubian’s menu page in the app, have correspondingly =
declined.

Newspaper FM Radio

Content for Pack Premiums is sorely lacking. At the start
of the spring 2014 semester there is only one classifieds MESS
listing and no content for the other sections. WKNC will bt Yoo
begin providing some of its content for the Events and
Giveaways sections.

Submitted by Jamie Lynn Gilbert, assistant director



WKNC
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Radio station WKNC communicates across multiple platforms through its online blog, audio
podcasts and video series. Below are statistics regarding the number of posts on blog.wknc.org,
the number of WKNC podcasts and videos added by month and the number of podcasts
downloads and video views per month.

# of WKNC Blog Posts
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Submitted by Jamie Lynn Gilbert, assistant director


http:blog.wknc.org

Fall, 2013 Technician source survey summary

Survey subjects:

Three to five sources per issue, primarily faculty, staff and students, with a
sprinkling (<10) of off-campus sources. Sources quoted in all non-opinion sections -
News, Features and Sports - were included.

Total number of sources surveyed in Fall ‘13:
292

Total number of responses:

151 (response rate of 51.7 percent)

The questions:

1. Were the facts that you provided the reporter presented accurately and in
context? If not, what were the errors?

2. Were you quoted accurately and in context? If not, what were the errors?

3. Was the reporter professional in his or her interactions with you? If not, in
what ways were they unprofessional?

4. Did the reporter follow up with you after the initial interview to confirm
his or her facts and/or ask follow-up questions?

5. With regard to the article’s overall accuracy, clarity and fairness, if you
were giving the final version of the story a letter grade - A, A-, B+, B, B-,C+,C,C-,D
or F - what grade would you give it?

6. You indicated that you would give the article a [grade indicated.] Briefly
explain why you gave the article that grade.

7.1s there anything else we should know about your experience?

"Grade" distribution:

A =69 (45.7%)
A-  =33(21.8%)
B+ =18(11.9%)
B =20(13.2%)
B- =2 (13%)
C+ =2(1.3%)

C  =5(33%)
c- =1(0.7%)
D =1(0.7%)

F  =0(0.0%)



Highlights:

Ratings for our student reporters were overwhelmingly positive with regard
to professionalism, and almost as positive with regard to accuracy of facts and
accuracy of quotes.

That appears to be borne out by the fact that better than two-thirds of the
"grades" assigned were either "A" or "A-."

Finally, several sources remarked that they appreciated the fact that we
were, in fact, making an effort to get their feedback about their experiences.

Challenges:

The biggest problem area throughout the survey period has been post-
interview follow-up. Of the 151 responses received, only 47 subjects (about 31
percent) indicated any meaningful follow-up from the reporter, most of those
attributable to an imminent deadline (i.e., the reporter waited until the last minute
before calling sources.) While our follow-up rates and practices have improved
markedly from the very beginning of the semester, when virtually no one seemed to
be making any effort to follow-up past initial contact with sources, that number is
still far too low.

Another recurring complaint was that headlines for stories were either
misleading or simply did not characterize the story accurately. A few sources also
pointed out various copy-editing errors.

In three instances, sources commented on reporters' dress being
inappropriate/unprofessional.

And there was, of course, a sprinkling of "dumpster fire" stories that were
just doom-struck for a variety of reasons. When I became aware of particularly
grievous errors/issues, | passed that information along to Sam immediately so that
he could run corrections and otherwise address the problems with his editors and
reporters as appropriate.



Annual Publications Advisory Board Special Task Force Meeting
January 8, 2014

Re: Agromeck New Business Model Strategies, Recommendations

Present: Board members Michele Chandler, John Cooper Elias, Alanna Howard, Brandon Wright
and Chelsea Brown, Agromeck editor-in-chief and Martha Collins, Annual Publications
Coordinator and Advisory Board Facilitator.

The Annual Publications Advisory Board met to discuss strategies and make recommendations
for taking Agromeck to a paid business model by academic year 2015-2016. Currently, the 1000
Agromecks printed annually are given first to seniors who have their portraits taken, to
underclassmen and others who have purchased a book, and then to other seniors and
underclassmen on a first-come, first-served basis.

Advisory Board recommendations:

1. Spring, 2014: Diligently pursue, again, the “check box” option for student/parents paying
online through eCHECK, the University’s preferred method of payment, or ePAY.

2. Spring 2014: Create a dedicated marketing position for Agromeck.

e Establish an internship and offer it to one of the CHASS internship classes, either in the
English department (Susan Katz or Stan Dicks) or Communications (Dean Phillips);
and/or through the College of Management - John Elias, “Coop” will follow up to find out
the internship contact there.

e Work to create or work with a Capstone semester project whose focus is to organize
and implement a cohesive marketing/sales plan.

3. Summer, Fall 2014: Rebrand Agromeck as “The Year in Review” and move away from using
the yearbook terminology.

e Create a “Senior Supplement” that focuses on graduation and associated activities. “The
Class of ..."” could include senior portraits, the ring ceremony, the Bell Tower ring
tradition, more graduation coverage for a variety of colleges (for 2015 publication and
sale). The supplement could be marketed to seniors and their parents in 2016 as a free
“bonus” publication to seniors who buy a book.

e Create new ads that don't refer to Agromeck as a yearbook, but refer to it as the year in
review - this has been our theme for a few years now.

4. 2014-2015: Capitalize on Agromeck as a “tradition” and promote it as such. Our unit, the
Division of Academic and Student Affairs, includes as part of its Strategic Plan, initiatives to
“develop student pride through traditions...” and to “work more closely with Student Government

and Student Organizations...."
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NCSU Student Media

5 Year Technology Plan

LAST UPDATED: January 6, 2014
CREATED BY: Doug Flowers, Technology Support Analyst; Jamie Lynn Gilbert, Assistant

Director; Patrick Neal, Director

Executive Summary:

Student Media depends on technology more than any other Student Leadership &
Engagement unit. Those technology needs fall under three broad and interrelated
categories: desktop units and the servers that both tie them together and provide our
gateway to our readers, viewers and listeners; photography equipment; and WKNC's
broadcast infrastructure. This five-year plan is designed to address all three categories

in a systematic way.

2013 - 2014

e Reduce On-Site Servers

o Background
= Student Media servers currently housed in a closet within the
Witherspoon Student Center. This closet is not a proper
environment for production servers. The closet is too small, lacks
necessary cooling and ventilation, their fire suppression facilities
are water-based, and the power sources feeding them are
inefficient. These conditions increase the probability of water
damage, overheating and premature server failure. Furthermore,
the aforementioned electrical inefficiencies mean these servers
use more power than necessary.
o Solution
= We plan to move as many servers as possible to the data center
. within the Poe building. Servers that cannot be moved to Poe
because of technical limitations or server type can be consolidated
with servers that are moving to Poe.
o Cost
= There will be no cost to move Student Media servers to the Poe
data center. The campus department that maintains the Poe data
center has offered Student Media the necessary space and
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equipment needed to move its servers. There may be future costs
if the department maintaining the Poe data center needs to
crowdsource an expensive project regarding the data center, but
we know of no such project in the works at this time.

o Comments
= This will save Student Media money in the short term and long

term. The cost of maintaining the servers at Witherspoon over the
long term is challenging. Apart from the costs of upgrading,
repairing and replacing the physical servers to the side, there are
costs to operate the room the servers are housed in. These costs
include, but are not limited to, battery backup, networking
infrastructure and physical security.

e Replace and Upgrade Photography Equipment
o Background
m All of Student Media’s current photography equipment is well past

its intended life expectancy. Camera bodies are rated for a certain
amount of shutter actuations. This actuation is the physical
movement the camera makes to take a photograph. The cameras
currently available for checkout have all passed their
recommended shutter actuation totals. The tripods that are
available for checkout also need replacing. Over time, older
tripods have been broken, repaired, broken again and thrown
away. The tripods remaining are in poor condition and are rarely

used because of concern they may not hold cameras securely.

o Solution
m Replace old camera bodies, lenses and broken tripods, and

purchase additional camera bodies and lenses.

o Cost
Product Quantity Unit Cost/Total Cost
Canon EOS 70D DSLR 1 $1,200.00/$1,200.00
-Camera body
-Carrying Bag
-Batteries
2
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Canon EF-S 15-85mm 1 $700.00/$700.00
zoom lens

Canon EF 100-400mm 1 $1,500.00/%$1,500.00
zoom lens

Canon EF 35mm 1 $280.00/$280.00
standard (low-light) lens

Nikon D7100 DSLR 1 $1,150.00/%$1,150.00

-Camera body

-Carrying Bag

-Batteries

Nikon 16-85mm zoom 1 $630.00/$630.00
lens

Nikon 85-400mm zoom 1 $1,680.00/%$1,680.00
lens

Nikon 35mm lens 1 $360.00/$360.00

Magnus DX-5330M 2 $45.00/$90.00
Tripod

2014 - 2015

e Replace Servers per Server Rollout Policy
o Background
m See “Server Rollout Policy” in References Section

o Solution
» Year one replaces the “sma-winserver-3" and "Darkice” Servers
o Cost
Product Quantity Unit Cost/Total Cost
Dell PowerVault NX400 1 $4,532.00/$4,532.00
PowerEdge R520 1 $3,071.00/$3,071.00
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e WKNC Upgrade Phase T1
o Background
= WKNC must expand its capacity in order to continue offering
opportunities to students, and services to its listeners and the
community. To achieve this, this plan outlines a three-phase
upgrade process for WKNC's broadcast infrastructure. The first
phase (T1) will include the addition of a second on-air studio and
related infrastructure upgrades.
O Solution
s Purchase necessary equipment to upgrade WKNC's infrastructure
and a second on-air studio.

o Cost
Product Quantity Unit Cost/Total Cost
IP Audio Main Air Studio $20,000.00/$20,000.00
and Engineering
Upgrade

-Studio Operation to AOIP

-New Studio Console

Supplemental Air Studio $17,000.00/$17,000.00

-basic studio furniture

-Mics

- Booms

-Console

-Monitors,

- AV Workstation
Licensing Fee $600.00/$600.00

e Replace Desktops per Desktop Rollout Policy

o Background
= See “Desktop Rollout Policy” in References Section
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o Solution
= Year one of the Desktop Rollout Policy replaces a total of nine (9)
computers.
o Cost
Product Quantity Unit Cost/Total Cost
Apple 21.5” iMac 6 $1,918.00/$11,508.00
-Agromeck 1
-Business Office 1
-Nubian 1
-Technician 2
-Professional Staff 1
Dell Optiplex 9020 3 $1,333.10/$3,999.30
Minitower & 22 inch LCD
-WKNC 2
-Business Office 1

e Purchase Spare Power Amplifiers

© Background

= Power amplifiers are at the core of WKNC's transmitter
infrastructure. The amplifiers allow the transmitter to reach more
than a million potential listeners, which drives WKNC's
revenue-generating ability. From time to time these amplifiers will
fail and must be replaced. When they fail and are not replaced
immediately, the transmitter has to operate at reduced power,
reducing its coverage area. This could lead to lower income for
WKNC, resulting in diminished opportunities for students and the
community.

0 Solution
= Purchase power amplifiers for the intent of having spares ready
for replacing failed power amplifiers.
o Cost
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Product

Quantity

Unit Cost/Total Cost |

Harris Power Amplifier
9929261002

2

$738.00/$1476.00

e Replace Photography Equipment per Photography Equipment

Refresh Policy

© Background

= See “Photography Equipment Refresh Policy” in References Section

o Solution

= Year one of the Photography Equipment Refresh Policy replaces
two camera bodies, one lens, one storage media card and one

tripod.
o Cost
Product Quantity Unit Cost/Total Cost
Canon EOS 70D DSLR $1,200.00/$1,200.00
-Camera body
-Carrying Bag
-Batteries
Nikon D7100 DSLR 31,150.00/$1,156.00
-Camera body
-Carrying Bag
-Batteries
Canon EF-S 15-85mm $700.00/$700.00
zoom lens
Storage Media Cards $40.00/$40.00
Magnus DX-5330M $45.00/$45.00
Tripod
2015 - 2016
6
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e WKNC Upgrade Phase T2

o Background
= In continuing WKNC’s capacity upgrade, the second phase, T2, will
make modifications to the current WKNC antenna so it will cover a

larger group of listeners.

O Solution
= Make necessary modifications to WKNC's antenna to expand into

the desired locations.

o Cost
Product Quantity Unit Cost/Total Cost
Antenna Configuration 1 $15,000.00/$15,000.00

o Comments
» This phase will be mostly completed by an outside party that

specializes in FM radio antenna modifications.

e Replace Photography Equipment per Photography Equipment
Refresh Policy
o Background
= See “Photography Equipment Refresh Policy” in References
Section.
o Solution

= Year two of the Photography Equipment Refresh Policy replaces
two camera bodies, two lenses, one storage media card, and one

tripod.
o Cost
Product Quantity Unit Cost/Total Cost
Canon EOS 70D DSLR 1 $1,200.00/%$1,200.00
-Camera body
-Carrying Bag
-Batteries
Nikon D7100 DSLR 1 $1,150.00/$1,150.00
7
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-Camera body

-Carrying Bag

-Batteries
Nikon 35mm lens 1 $360.00/$360.00

Canon EF 35mm 1 $280.00/$280.00
standard (low-light) lens

Storage Media Cards 1 $40.00/$40.00

Magnus DX-5330M 1 $45.00/$45.00
Tripod

o Replace Desktops per Desktop Rollout Policy

o Background
» See “Desktop Rollout Policy” in References Section.

© Solution
m Year two of the Desktop Rollout Policy replaces a total of 10
computers.
o Cost
Product Quantity Unit Cost/Total Cost
Apple 21.5” iMac 5 $1,918.00/$9,590.00
-Agromeck 1
-Nubian 1
-Technician 2
-Professional Staff 1
Dell Optiplex 9020 5 $1,333.10/$6,665.50
Minitower & 22 inch LCD
-WKNC 2
-Business Office 2
-Windhover 1
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e Replace Servers per Server Rollout Policy
o Background
= See “Server Rollout Policy” in References Section.

o Solution
m Year two replaces the “Skimmer” and “sma-winserver-1” servers.
o Cost
Product Quantity Unit Cost/Total Cost
PowerEdge R520 1 $3,071.00/%$3,071.00
Dell PowerVault NX400 |1 $4,532.00/$4,532.00

2016 - 2017

e Replace Photography Equipment per Photography Equipment
Refresh Policy
O Background
= See “Photography Equipment Refresh Policy” in References
Section.
o Solution
= Year three of the Photography Equipment Refresh Policy replaces
one camera body, one lens, two storage media cards, and one
tripod.
o Cost

Product Quantity Unit Cost/Total Cost

Canon EOS 70D DSLR 1 $1,200.00/%$1,200.00

-Camera body

-Carrying Bag

-Batteries

Nikon 85-400mm zoom 1 $1,680.00/$1,680.00
lens
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Storage Media Cards 2 $40.00/$80.00
Magnus DX-5330M 1 $45.00/$45.00
Tripod

e Purchase Spare Power Amplifiers
o0 Background

= Power amplifiers are at the core of WKNC's transmitter coverage
ability. The amplifiers allow the transmitter to reach thousands of
listeners which drive income for WKNC. From time to time these
amplifiers will fail. When they fail and cannot be replaced
immediately, the transmitter must operate at lower power and
reach fewer listeners.

Solution
= Purchase power amplifiers with the intent of having spares ready

for replacing failed power amplifiers.

o Cost
Product Quantity Unit Cost/Total Cost
Harris Power Amplifier |2 $738.00/$1476.00
9929261002

o WKNC Battery Backup System
o Background
s The engineering room and the studio in the WKNC suite is the
heart of WKNC's operation. Everything WKNC needs to be on air
and online resides in one of these two rooms. At this time, neither
room has backup power for electrical outages in Witherspoon. All
it takes for WKNC to go off air is a momentary lapse of power.
When there is a power lapse in the WKNC suite and there is no
technical support available, the station could be down from 20
minutes to several hours.
¢ Solution
= Purchase a power backup system that can power both the WKNC
engineering room and the WKNC studio during both brief and
extended power outages.
o Cost

10
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Product Quantity Unit Cost/Total Cost

Toshiba UPS System 1 $10,000.00/$10,000.00

e Migrate from 152.1.91.0/24 Subnet to Secured 10.X.X.x/24
Network

o Background
= The network that most Student Media computers are connected to
is a public network. This means those computers are connected
directly to the Internet with little protection from malicious
entities outside the University. At this point, the computers on this
network are configured to use built-in security mechanisms to
protect themselves from external threats. However, the built-in
mechanisms are far from the best solution.
O Solution
= The University can set up a private network for Student Media
computers. A private network will operate behind more security
layers and protect Student Media computers from most outside
security threats.
o Cost
» No extra costs will be involved in this migration.
o Replace Desktops per Desktop Rollout Policy

o Background
= See "Desktop Rollout Policy” in References Section.

o Solution
= Year three of the Desktop Rollout Policy replaces a total of nine (9)
computers.

o Cost
Product Quantity Unit Cost/Total Cost
Apple 21.5” iMac 5 $1,918.00/$9,590.00
-Agromeck 1
-Nubian 1

1
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-Technician 2

-Professional Staff 1

Dell Optiplex 9020 4 $1,333.10/$5,332.40
Minitower & 22 inch LCD

-Business Office 2

-WKNC 2

e Replace Servers per Server Rollout Policy

o Background
m See “Server Rollout Policy” in References Section.

o Solution
» Year three replaces the "WKNC"” and “Darkice2” servers.
o Cost
Product Quantity Unit Cost/Total Cost
Dell PowerVault NX400 1 $4,532.00/$4,532.00
PowerEdge R520 1 $3,071.00/$3,071.00

2017 - 2018

e Replace Photography Equipment per Photography Equipment
Refresh Policy
o Background
= See “Photography Equipment Refresh Policy” in References
Section.
o Solution

= Year four of the Photography Equipment Refresh Policy replaces
two camera bodies, one lens and two storage media cards.

o Cost
Product Quantity Unit Cost/Total Cost
Canon EOS 70D DSLR 1 $1,200.00/$1,200.00

12
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-Camera body

-Carrying Bag

-Batteries
Nikon D7100 DSLR 1 $1,150.00/$1,150.00

-Camera body

-Carrying Bag

-Batteries

Canon 16-85mm zoom 1 $630.00/$630.00

lens

Storage Media Cards 2 $40.00/$80.00 N

e Replace Desktops per Desktop Rollout Policy

O Background
= See “Desktop Rollout Policy” in References Section.

O Solution
= Year four of the Desktop Rollout Policy replaces a total of ten 10
computers.
o Cost
Product Quantity Unit Cost/Total Cost
Apple 21.5” iMac 6 $1,918.00/$11,508.00
-Agromeck 1
-Business Office 1
-Nubian 1
-Technician 2
-Professional Staff 1
Dell Optiplex 9020 4 $1,333.10/$5,332.40
Minitower & 22 inch LCD

13
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-Business Office 1
-WKNC 2
-Windhover 1

e Replace Servers per Server Rollout Policy

¢ Background
m See “Server Rollout Policy” in References Section.

o Solution
= Year four replaces the “sma-linserver” and “sma-linserver-2"
servers.
o Cost
Product Quantity Unit Cost/Total Cost
Dell PowerVault NX400 |1 $4,532.00/$4,532.00
PowerEdge R520 1 $3,071.00/$3,071.00

2018 - 2019

e WKNC Upgrade Phase T3

o Background
= The final phase, T3, in the WKNC upgrade is the purchasing and

installing of an HD FM transmitter.

O Solution
= Purchase and install HD FM transmitter.
o Cost
Product Quantity Unit Cost/Total Cost
HD Radio Upgrade: $112,000

-HD Transmitter

-HD Importer and
Exporter

-HD Audio Processing

14
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-Monitoring

-RF switch

o Comments
= There will be a one time iBiquity license fee not included in above

costs.
e Purchase Spare Power Amplifiers
0 Background
= Power amplifiers are at the core of WKNC’s transmitter coverage
ability. The amplifiers allow the transmitter to reach thousands of
listeners which drive income for WKNC. From time to time these
amplifiers will fail. When they fail and cannot be replaced
immediately, the transmitter must operate at lower power and
reach fewer listeners.
© Solution
s Purchase power amplifiers with the intent of having spares ready
for replacing failed power amplifiers.

o Cost
Product Quantity Unit Cost/Total Cost
Harris Power Amplifier |2 $738.00/$1476.00
9929261002

* Replace Photography Equipment per Photography Equipment
Refresh Policy

o Background
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