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 For my public relations campaign project I chose KVSC 88.1 FM, the public 

radio station licensed to St. Cloud State University.  The station plays a blend of genres 

as well as a wide variety of news programming about St. Cloud State, extensive sports 

coverage of SCSU Husky Athletics and both local and state events. I chose KVSC for my 

project because this award-winning station has so much to offer, but many students are 

unaware that it even exists.  I was formerly one of these students.  

 If I hadn’t changed my major to Mass Communications last semester, I may never 

have learned about KVSC and all that they have to offer for students.  After I was given a 

tour of the station I was blown away that this amazing organization existed in the 

basement of Stewart Hall.  I had no idea that KVSC offers free training to anyone 

interested in radio broadcasting, advertising, public relations and management skills. 

There are so many opportunities this organization offers and not enough people take 

advantage of it.   

 I chose this topic not only to raise awareness for KVSC, but also because I have a 

passion for music and radio. This topic is one that greatly interested me because KVSC 

has such a great story behind it, and a lot of potential to continue growing if the correct 

public relations moves are made. The main goal of this PR campaign is to increase 

awareness on campus about the organization and increase student involvement. 

 

 

Problem Statement:  

The public relations problem of KVSC is the lack of awareness by St. Cloud State 

University students.  



	 7	

Situation Analysis (SWOT I) 
 
Strengths (Internal) 

• Free training for anyone interested in learning radio broadcasting, advertising, 
public relations and management skills 

• Only radio station on campus 
• The station operates 24-hours a day, 365 days a year, offering many different shift 

times for students to work 
• Can reach wide range of listeners, a radius of 70 miles 
• Comprehensive news, information and sports (highlighting SCSU and St. Cloud 

area) 
• All the studios are linked to on-air control allowing for broadcast capability 

 
 
Weaknesses (Internal) 

• Does not effectively reach out to potential student workers whom are not 
broadcast majors  

• Lack of promotion of the station by SCSU professors, advisors, faculty, etc. 
• Missing potential social media promotion opportunities such as Periscope, 

LinkedIn and Google+ 
• KVSC is easily accessed in the car but at home listeners often can’t get the station 

to come in.  (This is because like KVSC’s transmission antenna, most car 
antennas are vertically polarized) 

 
 
Opportunities (External) 

• Access to airwaves for local artists and bands 
• Extension of university resources for the community 
• Information on area happenings such as concerts, sporting events, movies and 

community events 
• Forum for the discussion of current political and social issues 
• Multicultural programming to meet the needs of a more racially and ethically 

diverse society and community 
 
 
Threats (External) 

• More established public radio stations have dedicated listeners 
• Competition with other university radio stations (especially in the Twin Cities) 
• Competition with UTVS, which is a more tangible medium 
• Many different ways to deliver a playlist (iPods, cell phones, Pandora, Spotify, 

podcasts and other downloads) that radio has to compete with as technology 
progresses 
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Informal Research 

Media Review 

 
St. Cloud Times 
The St. Cloud Times archives were searched to see if KVSC was mentioned in the past 5 
years. 

• 2011: Multi-Track Makeover 
  Findings: 

- Article written 1/18/11 
- Operations Director Jim Gray and his team of students and staff 

completely overhauled the multi-track radio studio at KVSC 
- The $45,000 upgrade include new equipment, furnishing and a new 

60-channel audio console with dual 46 inch monitors 
• 2012: Happy Birthday KVSC 

  Findings: 
- Article written 5/7/12 
- St. Cloud State University’s public radio station KVSC will celebrate 

45 years on the air May 10th 
- The station first signed on May 10th, 1967 
- When KVSC debut the station covered a radius of about 5 miles, now 

it reaches about 70 miles 
• 2013: KVSC Debuts St. Cloud Somali Radio 

  Findings:  
  - Article written 3/25/15 

- KVSC 88.1 FM launched a 24-hour, 7 days a week webstream radio 
station dedicated to the Central Minnesotan Somali Community 

- The online radio station is housed in the KVSC studios at SCSU and 
funded by a grant from the Minnesota Arts and Cultural Heritage 
Legacy fund 

- St. Cloud Somali Radio aims to serve as the cultural and heritage hub 
of Somali music 

• 2014: KVSC Theatre Broadcasts Variety of Entertainment 
  Findings: 

- Article written 5/21/15 
- This years Granite City Radio Theatre will take place  
- Local performers, writers and musicians will gather to provide music, 

sketch comedy and radio drama on stage 
- The performance will broadcast live on KVSC with a live studio 

audience 
• 2015: KVSC 88.1FM to Receive St. Cloud Arts Award 

Findings: 
- Article written 6/24/15 
- KVSC is the recipient of the 2015 St. Cloud Arts Award 
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- KVSC is an important part of the area’s arts and culture and has 
diverse programming, arts reporting and events. 

- The Arts Award recognizes individuals and organizations whose 
contributions to the arts have made the community a better place 

 
 
The University Chronicle 

• The University Chronicle was contacted to see if they have mentioned KVSC in 
any of their publications. Archives were not accessible before 2013.  

• 2013: ‘Granite City Radio Theatre’ is Back for Third Season 
  Findings: 

- Article was written November 3, 2013 
- Article covers KVSC’s ‘Granite City Radio Theatre’ 
- ‘Granite City Radio Theatre’ is now entering its second season; 

premiere airing on Wednesday at 7:30 p.m.  
-  Supported by a grant from the Minnesota Arts and Cultural Heritage 

Legacy Fund, ‘Granite City Radio Theatre’ seeks to provide 
entertainment to the St. Cloud community, and reaches beyond, airing 
live on KVSC, whose broadcast reaches a 70-mile perimeter. 

- ‘Granite City Radio Theatre’ writer and producer Jeff Carmack talked 
about why the show chose to air live. “It’s a great concept […] taking 
a risk. We want to have the live aspect, where anything can happen,”  

• 2014: KVSC Sports Staff Set for 2014 Seasons 
  Findings: 

- Article written November 2, 2014 
- Article covers information about finding new sports coverage and 

KVSC’s sports coverage in general 
- KVSC offers a wide variety in their sports coverage, ranging from 

wrestling, volleyball, basketball, football, baseball and essentially any 
occurring athletic event on campus.  

- The variety off coverage not only presents listeners the chance to tune 
in to their preferred event, but also the opportunity to further each 
broadcasters experience on the microphone or sound board. 

- The loss of last years Sports Directors, Scott Gross and Gina Carlson, 
the University’s campus radio station 88.1 KVSC, will look for their 
new leadership to continue the sports excellence that has been handed 
down to them. 

• 2015: Minneapolis Rapper ‘Metasota’ is Featured on Monday Night Live 
  Findings: 

- Article written October 4, 2015 
- Minneapolis-based rapper, Metasota, was the next artist to participate 

on KVSC’s Monday Night Live, which aired this past Monday, Sept. 
28th, 2015. 

- Article briefly discusses information about KVSC’s Monday Night 
Live  
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UTVS 
• UTVS was contacted to see if they have mentioned KVSC on a broadcast in the 

last 5 years. UTVS archives were not accessible before 2014 
• 2014: Trivia Weekend Ready for 35th Year 

  Findings: 
- Article cover’s KVSC’s Trivia Weekend 
- This is the 35th year of the annual winter tradition and revolves around 

a sports theme this year. 
- It is not just a hit in the St. Cloud area, as teams from all across the 

Midwest compete for the Trivia Weekend cup 
-  Even if you are not participating in Trivia Weekend this year you can 

tune in on the radio at 88.1 or tune in all weekend on UTVS Channel 
21. 

• 2015: KVSC Trivia Weekend with Techno-Man 
  Findings: 

- Story on February 16, 2015 
- This weekend marked the 36th annual KVSC Trivia Weekend. The 

‘Game of Thrones’ theme attracted over 60 teams who played around 
the clock for 50 hours 

- Dan Dillman has been helping out around trivia for over ten years, and 
he even participated on his own team before becoming a volunteer. 
He’s better known as a phone bank operator named “Techno-Man.”  

 
 
 
US. State News Web Forum 
US. State News Web Forum was search to see if they have mentioned KVSC in any of 
their publications. 

• 2011: KVSC Wins AP Awards 
  Findings: 

- This article covers a news release issued by St. Cloud State University 
that read: “Students of KVSC 88.1 FM will rbing home 16 Associated 
Press awards after the conclusion of the Midwest Journalism 
Conference in Bloomington, MN.” 

- Sports Director Zack Fisch of KVSC stated, “It is a testament to our 
entire Sports Department and our hardworking staff. We have so many 
talented broadcasters and to have many of them honored is well 
deserved.” 

• 2012: None directly correlated with KVSC 
• 2013: University Goes High-Def 

  Findings: 
- St. Cloud State will invest $4.8 million into broadcasting upgrades to 

enhance its journalism, production and strategic communications 
offerings and expand student-learning opportunities. 
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- The overhaul of the TV cable and broadcast delivery systems will 
result in digital, high-definition broadcasts from many venues on 
campus. 

• 2014: None directly correlated with KVSC 
• 2015: St. Cloud State University Starts Student-Run FM 

  Findings: 
- SCSU students launch RadioX 97.5, St. Cloud’s newest FM station 
- The station will be entirely student run 
- The station will compliment the public radio skills students learn while 

working at KVSC 
- RadioX is designed to teach students skills necessary to work in 

commercial radio 
 

 

 

Internet Search 

General Research 
 
Key Findings: 

• College radio became popular in the 1960’s when the Federal Communications 
Commission (FCC) began issuing class D licenses for ten-watt radio stations 

• College radio stations are typically considered to be community radio and are 
funded by donations and grants 

• Most of the staff of college radio stations are volunteers but some may limit staff 
to current or recent students  

• A number of campus radio stations in the United States are available using 
alternate means such as streaming audio over the Internet. 

 

 

Website Comparison 

 
KVSC 88.1, St. Cloud State University 
www.kvsc.org 

• Live streaming of station to listen online 
• Streaming of podcasts available to listen to online 
• KVSC podcasts are accessible on the website 
• Social media platforms of Facebook, Twitter and YouTube are easily accessible at 

top of page 
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• Navigation bar accessible from all pages of website 
• No connection between station name and SCSU 
• Features a membership opportunities for listeners to contribute to the station 
• Access to the St. Cloud Somali radio station (not directly affiliated with KVSC 

but share the same studio) 
• Opportunities to request a song through the website 
• Lists of the programming and on-air schedule 
• Access to information about news, sports, music and area events  
• Information about Trivia Weekend including the news, rules, registration, press 

room, resources and merchandise 
• Contact information for the studio/request line, news/sports, programming, 

management, training, music office  
• A ‘Meet the DJs’ area with biographies on the station’s DJs 
• Information about KVSC, the history, milestones, past events, technical info, 

emergency alert system and CPB grant data 
• Features KVSC custom logo 
• Website is overall aesthetically pleasing, displaying St. Cloud State University’s 

colors of red and black 
• Main page is very content heavy 
• Lists KVSC studio address and main studio contact information 

 
 
 
KUMD 103.3, University of Minnesota-Duluth 
www.kumd.org  

• Social media platforms of Facebook, Twitter and Instagram accessible at bottom 
of page and in the connect portion of the navigation bar 

• Reports, employee contact information and support links  
• Live streaming availability to listen online  
• Custom logo featured at top of the page 
• Navigation bar accessible from all pages of website 
• Playlists available online 
• The programs portion of the navigation bar includes schedule, live from studio A, 

radio gallery, podcasts, arts, music, environment and outdoors, public affairs and 
legacy programs 

• Access to The Basement with charts and DJ information 
• Prominent donate link for listeners to make donations for the station 
• Lists KUMD studio address and contact information  

 
 
 
 
KQAL 89.5, Winona State University 
www.kqal.org  
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• Custom logo prominent entered at top of page 
• Live streaming of station to listen online 
• Social media platforms of Facebook and Twitter accessible 
• No connection between organization name and university 
• Main page is content heavy 
• Navigation bar includes programming, calendar, media, sports, contact 

information, support for KQAL and information and history about the station 
• Lists upcoming events  
• Contains technical information including software, equipment and technology 

used 
• Link to find any other radio station in the world with ‘radio-locator’ 
• Lists website design and hosting as Vision Design Group, Inc.  
• Main page is content heavy 
• Contains multiple graphic design elements and visual content 
•  Lists KQAL studio address and contact information 

 
 
 
 
 
WSUM 91.7, University of Wisconsin-Madison 
www.wsum.org 

• Custom logo on top of page 
• Listen live option easily accessible on homepage 
• Social media platforms of Facebook, Twitter, Instagram, Soundcloud and 

YouTube clear at top of page and at the bottom of page 
• Live radio now at the top of the page that lists the DJ and song information  
• Navigation bar that includes links to information about the station, the staff, DJs 

and hosts, blog, music, sports, news, talk, training, show schedule, underwriting, 
friends, donation and contact  

• Shop link where listeners can purchase WSUM apparel and posters.   
• Recent tweets are displayed and the option to tweet @WSUM 
• Contact and WSUM station address listed at the bottom of site 
• Website colors are not affiliated with University of Wisconsin-Madison colors 
• Home page is content heavy, but well organized and user friendly 
• Recent blog entries are listed on the website with dates and another link to access 

the blog 
• Slideshow with high quality graphics displayed with links to read articles about 

events and interviews 
• Search bar to easily access information 
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Social Media Analysis 
 

KVSC 88.1 FM Facebook 
 

Direct link: https://www.facebook.com/kvsc881fm/ 
 
Description: “KVSC-FM is an educational public radio station licensed to St. Cloud 
State University. The station is student-run and operates 365 days per year, nearly 24 
hours a day. Feel free to contact the KVSC staff with your comments and questions.” 
 
Findings:  

Ø Created June 2008 
Ø 4,725 likes 
Ø Updated daily, sometimes multiple times a day depending on concerts and other 

events 
Ø Content typically includes station and event promotion and coverage 

 
 

KVSC 88.1 FM Twitter (@kvsc881fm) 
 

Direct link: https://twitter.com/kvsc881fm 
 
Description: “KVSC 88.1FM is an educational public radio station licensed to 
@stcloudstate. Follow us for programming updates, music news and exclusive contests.” 
 
Findings: 

Ø Created April 2009 
Ø 2,750 followers 
Ø 615 likes 
Ø 7,699 tweets 
Ø 561 photos and videos 
Ø Updated multiple times a day 
Ø Content typically includes event and station promotion and coverage including 

short tweets, videos and pictures  
 
 

KVSC 88.1 FM YouTube 
 

Direct link: https://www.youtube.com/user/kvsc881fm  
 
Description: “Video footage from in-studio performances, sponsored concerts, 
broadcasts and more.” 
 
Findings: 

Ø Created June 2010 
Ø 42 subscribers 
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Ø 16,100 views 
Ø 6 playlists that include: 

- Staff Videos (4 videos) 
- Rockin’ it Local: A Minnesota Music Showcase (5 videos) 
- Favorites (5 videos) 
- Monday Night Live (4 videos) 
- Trivia Weekend (12 videos) 
- Liked Videos (11 videos) 

Ø Last updated 10 months ago 
 
 

KVSC 88.1 FM Instagram 
 

Direct link: https://instagram.com/kvsc881fm/ 
 
Description: “KVSC 88.1FM is an educational public radio station licensed to St. Cloud 
State University. www.kvsc.org 
 
Findings: 

Ø 88 posts 
Ø 259 followers 
Ø Updated weekly, depending on events and content 
Ø Images and short descriptions for each post 

 
 

KVSC 88.1 FM LinkedIn Group 
 

Direct link: https://www.linkedin.com/company/kvsc-88.1fm 
 
Description: “KVSC is the Voice of St. Cloud and has been on the air since 1967. KVSC 
operates 24 hours a day, 365 days a year. In its role as Your Sound Alternative (an 
official slogan since 1983), KVSC provides programming which is unique within its 
market. KVSC has received acclaim for outstanding efforts in the areas of public affairs, 
programming, news and sports coverage, pre-produced features and live music 
coverage.” 
 
Findings: 

Ø 76 followers 
Ø Broadcast Media Industry listed 
Ø Specialties listed: independent music, news and SCSU sports 
Ø Link to http://kvsc.org 
Ø Company size listed: 11-50 employees 

 
 
A Pinterest account does not yet exist for KVSC 88.1FM. 
A Periscope account does not yet exist for KVSC 88.1FM. 
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A Google+ account does not yet exist for KVSC 88.1FM. 
A Pinterest account does not yet exist for KVSC 88.1FM. 
A Snapchat account does not yet exist for KVSC 88.1 FM. 
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Social Media Comparison 
 
 
KUMD 103.3, University of Minnesota-Duluth 
 
Facebook: KUMD 103.3 FM 

Ø 3,250 likes 
Ø Updated 2-3 times daily featuring the organizations events and local stories 
Ø Description: KUMD Duluth Public Radio has been the Northland's source of 

alternative radio since 1957. Through new releases and old favorites across the 
spectrum we're proud to serve a variety of music that you can't find anywhere 
else. 

Ø Includes a link to www.kumd.org 
 
 
Twitter: @KUMD1033FM 

Ø 1,062 followers 
Ø 1,640 tweets 
Ø 312 photos and videos 
Ø Tweets about KUMD organization and events 
Ø Retweets about events or stories in Duluth and Minnesota  
Ø Updated daily 
Ø Includes a link to www.kumd.org 

 
 
Instagram: kumd1033fm 

Ø 257 posts 
Ø 517 followers 
Ø Updated 1-2 times a week 
Ø Posts primarily feature pictures of the station and some events 
Ø Description: “Duluth Public Radio Hand Crafted Radio // Made in Duluth” 
Ø Includes a link to www.kumd.org 

 
 
LinkedIn: KUMD 103.3 FM Duluth Public Radio 

Ø 71 followers 
Ø Broadcast Media Industry listed 
Ø Company size 1-10 employees 
Ø Specialties listed: music, local interviews and public affairs 
Ø Direct link to http://kumd.org/ 

 
A Periscope account does not yet exist for KUMD 103.3 
A Google+ account does not yet exist for KUMD 103.3 
A Pinterest account does not yet exist for KUMD 103.3 
A Snapchat account does not yet exist for KUMD 103.3 
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KQAL 89.5 FM, Winona State University 
 
Facebook: KQAL-FM 89.5 Winona, MN 

Ø 1,101 likes 
Ø Updated 4-5 times a week featuring the organizations events and local stories 
Ø Description: This is the official KQAL page. KQAL is Winona's Radio 

Alternative. Check out KQAL at 89.5 FM or online at www.kqal.org. You'll find 
something for everyone. 

Ø Includes a link to www.kqal.org 
 
 
 
Twitter: @KQAL895 

Ø 590 followers 
Ø 450 tweets 
Ø 30 photos and videos 
Ø Tweets about KQAL organization and events 
Ø Retweets about events or stories in Winona, at WSU and Minnesota  
Ø Updated 2-3 times daily 
Ø Includes a link to www.kqal.org 

 
 
A Pinterest account does not yet exist for KQAL 89.5 
A LinkedIn account does not yet exist for KQAL 89.5 
A Periscope account does not yet exist for KQAL 89.5 
A Google+ account does not yet exist for KQAL 89.5 
A Pinterest account does not yet exist for KQAL 89.5 
A Snapchat account does not yet exist for KQAL 89.5 
 
 
 
 
 
 
WSUM 91.7, University of Wisconsin-Madison 
 
Facebook: WSUM FM 
 

Ø 3,206 likes 
Ø Updated 4-5 times a week featuring the organizations events and local stories 
Ø Posts are typically about WSUM FM events and shows and  
Ø Description: WSUM, the University of Wisconsin-Madison’s licensed student 

radio station, is an award-winning station with over 200 members. 
Ø Includes a link to www.wsum.org and www.twitter.com/wsum 
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Twitter: @WSUM 
Ø 4,071 followers 
Ø 3,230 tweets 
Ø 184 photos and videos 
Ø Tweets about WSUM organization and events 
Ø Retweets about events or stories in Madison  
Ø Updated 4-5 times daily 
Ø Includes a link to www.wsum.org 

	
 
Instagram: wsumradio 

Ø 257 followers 
Ø 94 posts 
Ø Posts and photos featuring concerts, University of Wisconsin-Madison events  
Ø Approximately 1-2 posts a month 
Ø Includes like to www.wsum.org 

  
 
 Soundcloud: WSUM 

Ø 60 followers 
Ø 24 tracks 
Ø Features interviews covering WSUM events and shows 
Ø Updated approximately 10 times a month (depends on the content) 

 
 
YouTube: wsum917 

Ø 44 subscribers 
Ø 22,830 views 
Ø 4 videos uploaded 
Ø Includes link to www.wsum.org 

 
 
 
 
A Pinterest account does not yet exist for WSUM 91.7 
A LinkedIn account does not yet exist for WSUM 91.7 
A Periscope account does not yet exist for WSUM 91.7 
A Google+ account does not yet exist WSUM 91.7 
A Snapchat account does not yet exist for WSUM 91.7 
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Personal Contacts 
 
Jim Gray 
KVSC 88.1FM 
Operations Director  
St. Cloud State University 
St. Cloud, Minnesota  
jim@kvsc.org 
(320)-308-3066 
 
 
 
Ya Haddy Njie 
KVSC 88.1FM 
Social Media & Public Relations Director 
St. Cloud State University 
St. Cloud, Minnesota 
ynjie@stcloudstate.edu 
(320)-308-3053 
 
 
 
Vicki Jacoba  
KUMD Station Manager 
University of Minnesota-Duluth 
Duluth, Minnesota 
vjacoba@d.umn.edu 
(218)-726-8097 
 
 
Doug Westerman 
KQAL FM General Manager 
Winona State University 
Winona, Minnesota 
dwesterman@winona.edu 
(507) 457-2364 
 
 
 
Jeffrey Carmack 
KVSC 88.1FM 
Arts & Cultural Heritage Producer 
St. Cloud State University 
St. Cloud, Minnesota 
jlcarmack@stcloudstate.edu 
(320)-309-3081 
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Josie Spry 
KVSC 88.1FM 
Morning Show DJ 
St. Cloud State University 
St. Cloud, Minnesota 
Spjo1201@stcloudstate.edu 
(218)-839-0035 
 
 
 
Marvin Gutierrez 
Website and Social Media Director 
WSUM 91.7 
University of Wisconsin-Madison 
Madison, Wisconsin 
media@wsum.wisc.edu 
(608)-890-2435 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



	 23	

In-Depth Interviews 
 
In-depth interviews were conducted with employees and student-workers at KVSC 
88.1FM to get a brief history of the station as well as an understanding of how 
communication and events are coordinated. Workers from other universities were also 
interviewed to gain perspective on their stations.  
 

 
Vicki Jacoba, Station Manager at KUMD (University of Minnesota-Duluth) 

Þ Thursday, September 10 4:00 p.m. via telephone call 
 
Key Findings: 

• Worked for KUMD since 2008, the station was $100,000 in debt when Vicki 
started  

• The station is currently making approximately $145,000 profit 
• There have been major changes to the station in the last 8 years, the main focus to 

target a younger demographic 
• “The Basement” is KUMD’s student-run radio featuring indie rock and hip-hop 

greatly increased listener numbers 
• Target demographics for the station are ages 25-55 during the day and all student-

geared at 9:00pm 
• Promotions and marketing are critical for the station’s success to get an economic 

return on their investment  
• KUMD is considered Duluth Public Radio  

 
Additional Findings: 

• There are on and off-air opportunities for volunteers in the Duluth community 
• KUMD is active on Facebook, Twitter and Instagram – Vicki stated that social 

media has been the best investment 
• KUMD promotes itself through lanyards, banners, table covers, t-shirts and many 

other things that are student designed 
• Internship opportunities available for students to get involved for credit 
• KUMD tries to promote intercultural programming but there isn’t much diversity 

in the area, only about 2% of Duluth demographic is people of color 
• Listeners can become members of the station and make donations  
• Most of the station is funded by the university 

 
 
 
 
Jeff Carmack, Arts and Cultural Heritage Producer at KVSC 

Þ Wednesday, September 30 12:00 p.m. at the KVSC station 
 
Key Findings: 

• Jeff started the station as a volunteer DJ in 2003 and became an employee in 2009 
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• In 2009 KVSC received its first grant from the Minnesota Arts and Cultural 
Heritage Legacy Fund (which pays for Jeff’s half-time salary) 

• Approximately $130,000 invested in 2009 
• Produces about 130-140 podcasts available on the KVSC website 

- Daily or weekly downloads of MP# files on a subscription basis 
- Some of the podcasts available on the KVSC website include 

NewsCast, FeaturesCast, Untold Stories Central Minnesota History, 
MusicCast, SportsCast and Somali Radio 

• People benefit from listening to KVSC because it is different than commercial 
radio 

 
 
Additional Findings:  

• Helped to develop the St. Cloud Somali Radio webstream and other projects that 
connect to the community 

• KVSC has received acclaim for outstanding efforts in areas of public affairs, news 
and sports coverage, programming, pre-produced and live music coverage. 

• The station is embracing technology developments 
 
 
 
 
Jim Gray, Operations Director at KVSC 

Þ Friday, October 2 2:00 p.m. at the KVSC station 
 
Key Findings: 

• Jim Gray oversees technology and engineering, supporting student leaders and 
general station operations. 

• KVSC is completely student and volunteer community run (with the exception of 
Jim Gray (Director of Operations) and Jo McMullen (Station Manager)) 

• In 1967 SCSU debuted KVSC that broadcasted predominately classical, folk and 
rock music 

• KVSC does not get funding from the St. Cloud State University 
• Very tight relationship with SCSU, KVSC provides a lot of service to the 

university such as covering and airing events  
• KVSC does community outreach and engagement for the university and is an 

extension of university resources for the community 
• In the last 5 years KVSC has expanded to The Deuce (HD2), “Husky 

Sports”(HD3), and the “Sandbox”(HD4) shows that are also available in 
webstreams 

• Students can take Introduction to Radio at SCSU taught adjunct by Jo McMullen 
and Jim Gray 

• KVSC offers multicultural programming to meet the needs of a racially and 
ethnically diverse society 

• The station is an access to airwaves for local artists 
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• Students don’t have to be a broadcasting major to work at KVSC 
• Social media is used as a tool promoting KVSC and an external marketing tool 
• KVSC covers events on-campus and off-campus 
• KVSC is very well known in the community for Trivia Weekend  
• KVSC offers a blend of progressive rock, jazz, folk, reggae, world, blues, and 

Minnesota music. 
 
Additional Findings: 

• KVSC raised all operating and equipment money through fundraising – university 
only pays for the facility, license renewal and Jo and Jim’s salaries 

• There is a Somali radio station (105.1) that broadcasts from the station’s studios, 
but it is not directly affiliated with KVSC.  The license for the station is owned by 
St. Cloud Area Somali Salvation Organization (SASO) but they operate their 
station in the studios in Stewart Hall 

• SCSU students can also work at the Somali Radio Station 
• KVSC Husky sports covers approximately 110 games a year 
• KVSC appears in external media multiple times a month at St. Cloud times  
• Trivia competition at SCSU is the second largest in the country that gains 

coverage from CBS, Chicago Tribune and Kare 11 among others. 
• To support classroom functions, the studio will expanded in the next year 
• Other events that KVSC is involved with include Granite City Radio Theatre, 

Greater St. Cloud Innovation Summit, MN State Fair and Black & Red Event 
• Several events are done through the Arts and Cultural Heritage programming 
 
 
 
 

Marvin Gutierrez, Website and Social Media Director at WSUM (University of 
Wisconsin-Madison 

Þ Wednesday, October 7 3:00 p.m. via telephone call 
 
Key Findings: 

• Marvin’s responsibilities include updating, coordinating and publicizing WSUM 
through online platforms, publicizing new content and updating the website and 
social media 

• WSUM is the University of Wisconsin-Madison’s licensed student radio station 
with over 200 members 

• The station puts on huge events and concerts such as ZEDD coming October 30th. 
• The station schedule consists of music and talk programming serving the campus 

and Madison community 
• Being such a large school, there is a lot of competition if students want to get 

involved with WSUM 
• WSUM is very active on Twitter, Facebook, YouTube, Instagram and 

Soundcloud 
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Additional Findings: 
• Programming on WSUM is entirely free-form and hosts are allowed to 

completely program their own shows 
- Example: DJ Ariel Wood hosts a show at 8:00 am and she choses a 

poem or quote to read on air and play songs that relate 
 

• Program director is in charge of scheduling shows and the general manager 
oversees the student staff and liaises with the administration for budget and other 
issues 

• Programming schedules operate on a semester schedule 
• Most of the programmers are students but there are some community members 

with shows 
 

 
 

Ya Haddy Nije, Social Media and Public Relations Director 
Þ Friday, October 9 1:00 p.m. at the KVSC station 

 
Key Findings: 

• Ya Haddy’s position includes updating social media and website as well as 
graphic design for program guides, t-shirts, mugs, etc. 

• Social media outlets of Facebook, Twitter, Instagram and YouTube are used to 
promote and connect with KVSC 

- Facebook and Twitter are updated daily or multiple times a day 
depending on content 

- Instagram and YouTube are only updated with big events 
- KVSC uses social media to capture a larger audience 

• Website homepage is updated every week and news/ podcasts are updated daily 
- KVSC uses a content management system to make sure everything is 

updated appropriately and on time 
• KVSC promotes itself outside of St. Cloud State through advertising on buses, 

billboards, flyers, mail outs and other signage 
• Dedicated listeners keep the station going, especially older generations that prefer 

the radio over online listening 
• Some of the challenges of KVSC’s PR include: 

- If there was more funding, more PR could be done 
- Each KVSC department does its own PR and can lead to confusing but 

there is only one official PR person and it’s hard to accomplish 
everything they want to do 

- Getting the word out that students don’t have to be a Mass Comm. 
major to be involved and it can be challenging to reach out to them 

• Anyone can become a DJ, the training takes about 2 weeks  
• Major events of KVSC include Granite City Radio Theatre and Trivia Weekend  
• Other events include State Fair, Summertime by Lake George and other local 

events 
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• People can get involved with KVSC through: 
- Mass Communications classes (taught adjunct by Jo McMullen and 

Jim Grey) 
- Work study 
- Volunteers can work at the station and during Trivia Weekend 
- Anyone (student or nonstudent) can get involved if they like radio or 

music 
• KVSC is community radio, promoting mostly local bands 

 
 
Additional Findings: 

• Because of the marketing budget (that is raised by KVSC fundraising and 
sponsors), KVSC has to be selective on what they can do promotionally 

• Diversions show plays all types of music from 5-7 pm to reach out to a wide 
range of music tastes 

• Volunteers are usually long-term because they enjoy working at events and for the 
station 

• Student-workers usually work at KVSC until they graduate 
 
 
 
 

Doug Westerman, General Manager at KQAL FM (Winona State University) 
Þ Thursday, October 15 11:00 a.m. via telephone call 

 
Key Findings: 

• KQAL is the only full service, independent radio station in Winona and has been 
serving the area since 1975 

• Station plays jazz and rock music, Winona sports, public affairs, educational, arts 
and culture programs 

• Staffed primarily by student volunteers 
• Provides the mission of career training for students interested in radio 

broadcasting 
• 89.5 FM is the station on the radio 
• KQAL original programming includes the programs ‘The Live Feed,’ ‘Art Beat,’ 

‘Culture Clique,’ and ‘Don’t Cha Know’ 
• KQAL uses primarily Twitter and Facebook for social media 

 
Additional Findings: 

• Station is located on Winona State University campus 
• Focuses on providing residents of southeastern Minnesota/Wisconsin with 

educational and entertainment programming 
• Became a member of the Associated Press in 1981 
• KQUAL website debuted in 1995 
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Josie Spry, DJ at KVSC 
Þ Friday, October 16 3:00 p.m. in Stewart Hall 

 
Key Findings: 

• Morning show DJ “Bon Josie” has been a KVSC DJ for 2 years 
- Got involved with KVSC to help get an anchoring voice for Television 

Production major 
• KVSC is unique because DJ’s have the freedom to more or less choose their 

playlists 
• Working at KVSC can be challenging because follow a tight schedule, keep your 

playlists prepared and timed correctly to fit into the slot allotted  
• Radio is not going away, especially sports radio. 
• Radio is becoming more specialized with podcasts, Pandora, iHeart Radio, etc. 
• KVSC lacks on-campus promotion because many students in majors other than 

Mass Comm. don’t know about it or that they have the opportunity to get 
involved 

  
Additional findings: 

• KVSC is a welcoming environment for new students, but can be a little 
intimidating because it is a serious, professional station 

• On campus concerts would be a good way to grow the organization, some other 
university radio stations do this 

• The main way KVSC recruits student workers is at Mainstreet 
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Focus Groups 
 
 
Focus Group 1 
A focus group was conducted of 6 SCSU Students who are not Mass Communications 
majors and do not have any affiliation with KVSC.  The purpose of this focus group was 
to gain insight on how the organization was perceived from an external perspective.  

• The group consisted of 4 males and 2 females: 1 freshman, 1 sophomore, 2 
juniors, and 2 seniors. 

• The majors of the focus group participants included Business Management, 
Health and Education (two group members), Elementary Education, Nursing and 
Psychology 

• September 28, 2015 at 6:30 p.m. 
 
 
Findings: 

• 2 students didn’t know that KVSC existed 
• 1 student listens to KVSC occasionally 
• Most participants agreed that they didn’t get involved with KVSC because they 

thought it was only for Broadcast majors  
• Prior commitments take precedence 
• None of the students know of anyone that works at KVSC 
• None of the students have been to a KVSC event 
• Most of the students can’t recall seeing any promotion for KVSC on campus 
• None of the students said that their professors or advisors have promoted KVSC  
• All students agreed that they would be more likely to get involved with KVSC if 

it was well-promoted 
• Most of the students agreed that the best way to promote KVSC is through social 

media  
• None of the students knew the studio location on campus 

 
 
 
 
 
Focus Group 2 
A focus group was conducted of 6 SCSU Students who are Mass Communications or 
Communications Studies majors but do not have any affiliation with KVSC.  The purpose 
of this focus group was to gain insight on how the organization was perceived from an 
external perspective.  

• The group consisted of 1 male and 4 females: 2 juniors and 3 seniors 
• The majors of the focus group participants included Mass Communications with 

emphasis in Public Relations, Advertising and Communications Studies 
• October 7, 2015 at 6:00 p.m. 
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Findings: 
• Most participants of the group said they prefer hip-hop, rap and electronic music 
• Most participants said they prefer music over talk shows on the radio 
• All participants of the group said they listen to the radio at least once a day 
• All participants of the group said they have heard of KVSC and 1 member of the 

group said they listen to KVSC sometimes 
• Most participants said they have heard about KVSC from the Mass Comm. 

department and professors 
• 1 member of the group said they learned about the existence of KVSC from a 

bumper sticker 
• No participants in the group have attended any KVSC events such as Trivia 

Weekend or Granite City Rock Theatre 
• 2 participants said that they would consider working at KVSC if their schedule 

allowed them to, the rest of the group did not state that they had any interest 
• When asked what would make more students listen to KVSC the group suggested 

streaming services, playing the station over the speakers in campus buildings 
• 1 member of the group suggested that KVSC should have more giveaways to 

draw in listeners and advertise more specifically to students 
• 1 member suggested to bring in more student-workers, KVSC should promote to 

freshmen when they first come to St. Cloud State University and promote the 
station as a welcoming environment 

• Another member of the group suggested that giving any SCSU student major the 
opportunity to shadow a pro could help increase student involvement 

• Most participants said that making KVSC’s social media more interactive could 
help KVSC become more involved on campus 

• Most participants agreed that getting involved with other departments at SCSU 
could help KVSC become more involved on campus 

 
 
 
 
Focus Group 3 
A focus group was conducted of 5 SCSU Students who are student-workers at KVSC.  
The purpose of this focus group was to gain insight on how the organization was 
perceived from an internal perspective.  

• The group consisted of 2 males and 3 females: 1 junior, 3 seniors and 1 grad 
student. 

• October 12, 2015 at 12:30p.m. 
 
Findings: 

• All participants have worked at KVSC for at least 2 years 
• Most participants of the group joined KVSC because a professor or advisor 

suggested they become involved 
• Most participants are DJs at KVSC  
• Most participants plan to work in the radio broadcasting industry after graduation 
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• One participant of the group is a television broadcast major 
• KVSC could increase student awareness on campus if more departments were 

more knowledgeable   
• 4 out of 5 participants said they knew someone that worked at the station before 

they joined 
• 1 participant of the focus group said that the most beneficial aspect of working at 

KVSC is the experience and hands-on training you will get from working at the 
station 

• The station could be improved if more people got involved and there were more 
large events to promote on campus, such as concerts 

• Participants stated that they work anywhere from 5-15 hours at the station each 
week 

• All participants said they plan to continue working at KVSC until they graduate 
from St. Cloud State University 

• Most of the participants said that they would suggest joining KVSC to their 
friends 

• 1 participant said that even though being a student-worker at KVSC can be hard 
and exhausting, the reward is much greater than that 

• All participants agreed that there would be more student involvement if there 
were more posters and events promoted 
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Formal Secondary 
 
KVSC – St. Cloud State University 
 
2014 

• Student Population (Spring 2014): 15,416 
• Active Student Workers (Fall 2014): 15 
• Active St. Cloud State University KVSC Employees: 2 

 
 
2015 

• Student Population (Fall 2015): 14,641 
• Active Student Workers (Fall 2015): 17 
• Active St. Cloud State University KVSC Employees: 2 

 
 
 
 
KUMD – University of Minnesota-Duluth 
2014 

• Student Population (Spring 2014): 11, 241 
• Active Student Workers (Fall 2014): 7 
• Active University of Minnesota-Duluth KUMD employees: 5 

 
 
2015 

• Student Population (Fall 2015): 10, 878 
• Active Student Workers (Fall 2015): 6 
• Active University of Minnesota-Duluth KUMD employees: 5 

 
 
 
 
Formal Primary 
 
Direct Observation 1 
Wednesday, September 30 2015 at 4:00 at the KVSC Radio Station 
Findings: 

• The station is located next to the Chronicle in the basement of Stewart Hall 
• The main door to the station was propped open 
• The entry area had couches, but nobody was sitting on them 
• Very casual atmosphere, welcoming but everyone was very busy doing their own 

thing 
• The majority of the station was brightly lit, but the studios were relatively dark 
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• The studios were full of radio equipment and have soundproof walls 
• The studios have windows, so people can watch as the DJs host their shows 
• The walls are covered with pictures, music posters and stickers 
• The studio is relatively quiet, everyone is working on their own project 
• One student worker is on the phone answering questions about the station 
• A student worker named Mohammad eventually came over to me and asked if he 

could help me with anything.  He was very friendly when I explained why I was 
there. After that I did not engage with anyone in the studio. 

• There were 5 student workers (2 females and 3 males) working at the station  
• Operations Manager, Jim Grey, was in a studio working on a show 

 
 
 
Direct Observation 2 
Friday, October 16 at 3:30 at the KVSC Radio Station  
Findings: 

• The main door to the station was propped open 
• The entry area couches were empty 
• Very casual atmosphere  
• Student workers are very sociable towards one another 
• The station manager, Jo McMullen was there this time, and she appeared very 

busy going from an office, to a studio and then back to another office 
• There were 6 student workers (4 males and 2 females) as well as the station 

manager and operations director working  
• Two of the males sat at a table working on homework, while the others were busy 

on computers 
• Music played throughout the station 

 
 
 
Direct Observation 3 
Thursday, October 29, 2015 at 2:00 at the KVSC Radio Station  
Findings: 

• The main door to the station was propped open 
• Two college age males were sitting on the entry area couches, engaging in casual 

conversation about The Walking Dead 
• Two of the studios were occupied by DJs  
• The studio is relatively quiet, everyone is working on their own project 
• It appears that everyone is busy and there is not much communication going on 
• Popcorn is cooking in the popcorn maker 
• Music played throughout the station 
• There were 8 student workers (5 males and 3 females) 
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Survey 1 
Mass Communications Students – Taken by 78 students 
 
Key Findings: 

• The majority of students were juniors and seniors 
• All of the students who took the surveys have heard of KVSC and are somewhat 

familiar with the station 
• Almost none of the students work at KVSC and the majority don’t listen to KVSC 

on the radio 
• Majority of the students don’t know anyone that works at KVSC 
• More than half of the respondents have seen KVSC promoted on posters and 

bulletin boards 
• Most of the students know where the KVSC station is located  

 
 
 
Survey 2 
Broadcasting Students – Taken by 35 students 
 
Key Findings: 

• The majority of the students were Juniors and Seniors 
• The majority of the students were mass comm. majors 
• All of the students have heard of KVSC 
• All of the students know someone who works at KVSC 
• Most of the students have either heard of KVSC from posters and bulletin boards 

or friends and classmates 
• About ¼ of the students work at KVSC 
• Over half of the students listen to KVSC on a regular basis 
• All of the respondents know the location of the KVSC station 

 
 
 
Survey 3 
Students that are not Mass Communications majors – Taken by 87 students 
 
Key Findings: 

• The majority of students were sophomores 
• Over half of the students have not heard of KVSC 
• None of the students know anyone that works at KVSC 
• Most of the respondents never listen to KVSC 
• The majority of the students said they would be not likely at all to get involved 

with KVSC if someone invited them 
• Most common reason for not becoming involved with KVSC was lack of 

awareness of the station’s existence and its location 
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Revised SWOT Analysis 
Strengths: 

• Strong returning student workers each year 
• Only radio station on campus 
• Free training for anyone interested in learning radio broadcasting, advertising, 

public relations and management skills 
• The station provides award-winning news coverage and community events 
• Can reach a wide range of listeners, a radius of 70 miles 
• New equipment and technology continues to make the station better quality 
• Follows a commercial-free alternative music format 

 
Weaknesses: 

• Does not effectively reach out to potential student workers whom are not 
broadcast majors  

• Lack of promotion of the station by SCSU professors, advisors and faculty, that 
are not in the mass comm. department  

• Missing potential social media promotion opportunities such as Periscope, 
LinkedIn and Google+ 

• KVSC is easily accessed in the car but at home listeners often can’t get the station 
to come in.  (This is because like KVSC’s transmission antenna, most car 
antennas are vertically polarized) 

 
Opportunities: 

• Access to airwaves for local artists and bands 
• Extension of university resources for the community 
• Information on area happenings such as concerts, sporting events, movies and 

community events 
• The station is almost completely student-run, allowing for opportunities for 

involvement 
 
 
Threats: 

• Competition with other university radio stations (especially in the Twin Cities) 
• Competition with UTVS, which is a more tangible medium 
• Many different ways to deliver a playlist (iPods, cell phones, Pandora, Spotify, 

podcasts and other downloads) that radio has to compete with as technology 
progresses 

	
	
	
Revised Problem Statement: 
The public relations problem of KVSC is the lack of awareness of the radio station’s 
existence and student involvement opportunities for St. Cloud State University students.  
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External Publics 
 
 

External, Primary, Primary 2 – Latent Broadcast Majors: 
 
Awareness 
 
Goal: To generate awareness of KVSC among latent broadcast majors at St. Cloud State 
University. 
 
 
Objective 1: To increase the percentage of latent broadcast majors at St. Cloud State 
University who are aware of the existence of KVSC from X%-X% by January 10, 2016. 
 
Objective 2: To increase the percentage of latent broadcast majors at St. Cloud State 
University who are aware of the of KVSC’s station location from X%-X% by February 1, 
2016. 
 
Objective 3: To increase the percentage of latent broadcast majors at St. Cloud State 
University who are aware that KVSC offers student-worker opportunities from X%-X% 
by February 15, 2016. 
 
*This public could not be reached to gain sufficient statistics – all broadcast majors 
surveyed were aware of KVSC  
 
Strategy: To disseminate information about KVSC. 
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Tactics: 

• Posters 
• Flyers 
• Table tents in Garvey 
• Facebook posts 
• Facebook events 
• Twitter posts 
• UTVS interviews 
• Chronicle articles 
• Emails sent to students 
• Promotional brochures available in advising offices 

 
 
 
Attitude 
 
Goal: To increase the percentage of latent broadcast majors at St. Cloud State University 
who have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of latent broadcast majors at St. Cloud State 
University believe that getting involved with KVSC would improve their broadcasting 
skills from X%-X% by February 1, 2016. 
 
Objective 2: To increase the percentage of latent broadcast majors at St. Cloud State 
University who believe that they would feel welcome at KVSC from X%-X% by 
February 10, 2016. 
 
Objective 3: To increase the percentage of latent broadcast majors at St. Cloud State 
University who believe being a DJ at KVSC would be enjoyable from X-X% by February 
20, 2016. 
 
*This public could not be reached to gain sufficient statistics – all broadcast majors 
surveyed were aware of KVSC  
 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
 
 
Tactics: 

• Posters 
• Fliers 
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• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 

 
 
Behavior 
 
Goal: To increase the percentage of latent broadcast majors at St. Cloud State University 
who join KVSC as a student worker. 
 
 
Objective 1: To increase the percentage of latent broadcast majors at St. Cloud State 
University who seek information on KVSC from X%-X% by January 1, 2016. 
 
Objective 2: To increase the percentage of latent broadcast majors at St. Cloud State 
University who visit the KVSC radio station from X%-X% by January 15, 2016.  
 
Objective 3: To increase the percentage of latent broadcast majors at St. Cloud State 
University who apply to work at the KVSC radio station from X%-X% by January 25, 
2016. 
 
*This public could not be reached to gain sufficient statistics – all broadcast majors 
surveyed were aware of KVSC  
 
 
Strategy: To highlight the benefits of working at the KVSC radio station. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Informational brochures in mass comm. office 
• Regular updates to the KVSC bulletin board in Stewart Hall 
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Maintained Behavior 
 
Goal 1: To increase the percentage of latent broadcast majors at St. Cloud State 
University who  
 
 
Objective 1: To increase the percentage of latent broadcast majors at St. Cloud State 
University who work at KVSC X%-X% by January 1, 2016. 
Goal 2: To get KVSC student workers to promote the radio station to other students.  
 
Objective 2: To increase the percentage of latent broadcast majors at St. Cloud State 
University who promote the benefits of working at the KVSC radio station to other 
students from X%-X% by January 25, 2016. 
 
*This public could not be reached to gain sufficient statistics – all broadcast majors 
surveyed were aware of KVSC. 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
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External, Primary, Primary 2 – Aware Broadcast Majors: 
 
Attitude 
 
Goal: To increase the percentage aware broadcast majors at St. Cloud State University 
who have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of broadcast majors at St. Cloud State University 
believe that working at KVSC would improve their broadcasting skills from 83%-90% by 
February 1, 2016. 
 
Objective 2: To increase the percentage of broadcast majors at St. Cloud State University 
who believe that working at KVSC would improve their understanding of radio 
technology from 76%-80% by February 10, 2016. 
 
Objective 3: To increase the percentage of broadcast majors at St. Cloud State University 
who believe that working at KVSC would give them real-world radio experience 42-55% 
by February 15, 2016. 
 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Word of mouth 
• Brochures available in Stewart Hall 
• Bulletin board at KVSC station 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 

 
 
 
Behavior 
 
Goal: To increase the percentage of aware broadcast majors at St. Cloud State University 
who join KVSC as a student worker. 
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Objective 1: To increase the percentage of broadcast majors at St. Cloud State University 
who listen to KVSC 88.1 FM on the radio from 61%-70% by January 10, 2016. 
 
Objective 2: To increase the percentage of broadcast majors at St. Cloud State University 
who attend KVSC events from 20%-30% by January 15, 2016.  
 
Objective 3: To increase the percentage of broadcast majors at St. Cloud State University 
who visit KVSC’s Facebook page from 63%-70% by January 25, 2016. 
 
 
Strategy: To highlight the benefits of working at the KVSC radio station. 
 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Informational brochures in mass comm. office 
• Snapchat posts 
• Emails to broadcast students 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of aware broadcast majors at St. Cloud State 
University who remain student workers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of aware broadcast majors at St. Cloud State 
University who remain student workers at KVSC for more than one year from 75%-80% 
by March 1, 2016. 
 
 
Goal 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University that promote the benefits of working at KVSC to other students.  
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Objective 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University who promote the benefits of working at the KVSC radio station to other 
students from 31%-40% by March 25, 2016. 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
External, Primary, Secondary – Latent Mass Communications Majors: 

 
 
Awareness 
 
Goal: To generate awareness of KVSC among latent mass communications majors at St. 
Cloud State University. 
 
 
Objective 1: To increase the percentage of latent mass communications majors at St. 
Cloud State University who are aware of the existence of KVSC from 76%-80% by 
January 10, 2016. 
 
Objective 2: To increase the percentage of latent mass communications majors at St. 
Cloud State University who are aware of KVSC’s station location from 36%-45% by 
January 15, 2016. 
 
Objective 3: To increase the percentage of latent mass communications majors at St. 
Cloud State University who are aware that KVSC offers student-worker opportunities 
from 41%-45% by February 15, 2016. 
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Strategy: To disseminate information about KVSC. 
 
 
Tactics: 

• Posters 
• Flyers 
• Table tents in Garvey 
• Facebook posts 
• Facebook events 
• Twitter posts 
• UTVS interviews 
• Chronicle articles 

 
 
Attitude 
 
Goal: To increase the percentage of latent mass communications majors at St. Cloud 
State University who have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of latent mass communications majors at St. 
Cloud State University who believe that getting involved with KVSC would be enjoyable 
from 42%-50% by February 1, 2016. 
 
Objective 2: To increase the percentage of latent mass communications majors at St. 
Cloud State University who believe that they would feel welcome at KVSC from 21%-
30% by February 10, 2016. 
 
 
Objective 3: To decrease the percentage of latent mass communications majors at St. 
Cloud State University who believe that working at KVSC is only for broadcast majors 
from 57-30% by February 12, 2016. 
 
 
Strategy: To highlight the benefits of working at KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• Informational brochures  
• UTVS interviews 
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• Promotional videos on YouTube 
• Instagram posts 

 
 
 
Behavior 
 
Goal: To increase the percentage of latent mass communications majors at St. Cloud 
State University who listen to KVSC. 
 
Objective 1: To increase the percentage of latent mass communications majors at St. 
Cloud State University who listen to KVSC on the radio from 13%-30% by January 1, 
2016. 
 
Objective 2: To increase the percentage of latent mass communications majors at St. 
Cloud State University who listen to KVSC’s podcasts from 3%-10% by January 15, 
2016.  
 
Objective 3: To increase the percentage of latent mass communications majors at St. 
Cloud State University who listen to the morning show on KVSC from 3%-15% by 
January 25, 2016. 
 
Strategy: To highlight the benefits of listening to KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• Promotional videos on YouTube 
• Instagram posts 
• Informational brochures in mass comm. office 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of latent mass communications majors at St. Cloud 
State University who remain student workers at KVSC for more than one year. 
 
 



	 48	

Objective 1: To increase the percentage of latent mass communications majors at St. 
Cloud State University who remain student workers at KVSC for more than one year 
from 45%-55% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University that promote the benefits of working at KVSC to other students.  
 
Objective 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University who promote the benefits of working at the KVSC radio station to other 
students from 31%-40% by March 25, 2016. 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 
 

External, Primary, Secondary – Aware Mass Communications Majors: 
 
Attitude 
 
Goal: To increase the percentage aware mass communications majors at St. Cloud State 
University that have a positive perception of KVSC. 
 
Objective 1: To increase the percentage of aware mass communications majors at St. 
Cloud State University who believe that working at KVSC would improve their 
broadcasting skills from 49%-55% by February 1, 2016. 
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Objective 2: To increase the percentage of aware mass communications majors at St. 
Cloud State University who believe that working at KVSC would improve their 
understanding of radio technology from 18%-25% by February 10, 2016. 
 
 
Objective 3: To increase the percentage of aware mass communications majors at St. 
Cloud State University who believe that attending KVSC’s Granite City Radio Theatre 
would be enjoyable from 46-55% by February 15, 2016. 
 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Word of mouth 
• Brochures available in Stewart Hall 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 

 
 
 
 
Behavior 
 
Goal: To increase the percentage of aware mass communications majors at St. Cloud 
State University seek information about KVSC. 
 
Objective 1: To increase the percentage of aware mass communications majors at St. 
Cloud State University who seek information on KVSC from 15%-30% by January 1, 
2016. 
 
Objective 2: To increase the percentage of aware mass communications majors at St. 
Cloud State University who visit the KVSC radio station from 10%-20% by January 15, 
2016.  
 
Objective 3: To increase the percentage of aware mass communications majors at St. 
Cloud State University who apply to work at the KVSC radio station from 6%-10% by 
January 25, 2016. 
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Strategy: To highlight the benefits of working at the KVSC radio station. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Snap chat stories 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Informational brochures in mass comm. office 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of aware mass communications majors at St. Cloud 
State University who remain student workers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of aware mass communications majors at St. 
Cloud State University who remain student workers at KVSC for more than one year 
from 45%-55% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University that promote the benefits of working at KVSC to other students.  
 
Objective 2: To increase the percentage of aware broadcast majors at St. Cloud State 
University who promote the benefits of working at the KVSC radio station to other 
students from 31%-40% by January 25, 2016. 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
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• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board 

 
 
 
 

External, Primary, Marginal – Latent Volunteers From 
 St. Cloud Community: 

 
 
Awareness 
 
Goal: To generate awareness of KVSC among latent volunteers in the St. Cloud 
Community. 
 
 
Objective 1: To increase the percentage of latent volunteers from the St. Cloud 
community who are aware of the existence of KVSC from X%-X% by January 10, 2016. 
 
Objective 2: To increase the percentage of latent St. Cloud community who are aware of 
that anyone, even non-students, can become a DJ at the station from X%-X% by 
February 1, 2016. 
 
Objective 3: To increase the percentage of latent volunteers from the St. Cloud 
community who are aware that KVSC offers free training from X%-X% by February 15, 
2016. 
 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To disseminate information about KVSC. 
 
 
Tactics: 

• Posters 
• Flyers 
• Table tents in Garvey 
• Facebook posts 



	 52	

• Facebook events 
• Twitter posts 
• UTVS interviews 
• St. Cloud Times articles 

 
 
 
Attitude 
 
Goal: To increase the percentage of latent volunteers in the St. Cloud community who 
have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of latent volunteers in the St. Cloud community 
that believe that getting involved with KVSC would improve their broadcasting skills 
from X%-X% by February 1, 2016. 
 
Objective 2: To increase the percentage of latent volunteers in the St. Cloud community 
who believe that they would feel welcome at KVSC from X%-X% by February 10, 2016. 
 
Objective 3: To increase the percentage of latent volunteers in the St. Cloud community 
who believe being a DJ at KVSC would be enjoyable from X-X% by February 30, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of volunteering at KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• St. Cloud Times articles 

 
 
 
Behavior 
 
Goal: To increase the percentage of latent volunteers in the St. Cloud community who 
volunteer at KVSC.  
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Objective 1: To increase the percentage of latent volunteers in the St. Cloud community 
who seek information on KVSC from X%-X% by March 1, 2016. 
 
Objective 2: To increase the percentage of latent volunteers in the St. Cloud community 
who visit KVSC’s Facebook page from X%-X% by March 15, 2016.  
 
Objective 3: To increase the percentage of latent volunteers in the St. Cloud community 
who apply to work at the KVSC radio station from X%-X% by March 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of volunteering at KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of latent volunteers in the St. Cloud community who 
remain volunteers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of latent volunteers in the St. Cloud community 
who remain volunteers at KVSC for more than one year from X%-X% by March 1, 2016. 
 
 
Goal 2: To increase the percentage of latent volunteers in the St. Cloud community who 
promote volunteering at KVSC to other volunteers in the St. Cloud community. 
 
Objective 2: To increase the percentage of latent volunteers in the St. Cloud community 
who promote the benefits of volunteering at the KVSC to other volunteers from X%-X% 
by March 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
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Strategy: To highlight the benefits of remaining a volunteer of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Facebook events 
• Twitter posts 
• Facebook posts 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• St. Cloud Times articles 

 
 
 
 

External, Primary, Marginal – Aware Volunteers From St. Cloud: 
 
 
Attitude 
 
Goal: To increase the percentage of aware volunteers in the St. Cloud community who 
have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of aware volunteers in the St. Cloud community 
that believe that getting involved with KVSC would improve their broadcasting skills 
from X%-X% by February 15, 2016. 
 
Objective 2: To increase the percentage of aware volunteers in the St. Cloud community 
who know that the station offers free training to become a DJ at KVSC from X%-X% by 
February 20, 2016. 
 
Objective 3: To increase the percentage of aware volunteers in the St. Cloud community 
who believe being a DJ at KVSC would be enjoyable from X-X% by February 30, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of volunteering at KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
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• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• St. Cloud Times articles 

 
 
Behavior 
 
Goal: To increase the percentage of aware volunteers in the St. Cloud community who 
volunteer at KVSC.  
 
 
Objective 1: To increase the percentage of aware volunteers in the St. Cloud community 
who seek information on KVSC from X%-X% by March 1, 2016. 
 
Objective 2: To increase the percentage of aware volunteers in the St. Cloud community 
who visit KVSC’s Facebook page from X%-X% by March 15, 2016.  
 
Objective 3: To increase the percentage of aware volunteers in the St. Cloud community 
who apply to work at the KVSC radio station from X%-X% by March 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of volunteering at KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of aware volunteers in the St. Cloud community who 
remain volunteers at KVSC for more than one year. 
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Objective 1: To increase the percentage of aware volunteers who remain volunteers at 
KVSC for more than one year from X%-X% by March 1, 2016. 
 
 
Goal 2: To increase the percentage of aware volunteers in the St. Cloud community who 
promote volunteering at KVSC to other volunteers in the St. Cloud community. 
 
Objective 2: To increase the percentage of latent volunteers in the St. Cloud community 
who promote the benefits of volunteering at the KVSC to other volunteers from X%-X% 
by March 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of remaining a volunteer of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Facebook events 
• Twitter posts 
• Facebook posts 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• St. Cloud Times articles 

 
 
 
 
 

External, Intervening, Primary 2 – Active Broadcasting Professors: 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active broadcasting professors at St. Cloud State 
University who promote listening to KVSC.  
 
 
Objective 1: To increase the percentage of active broadcasting professors at St. Cloud 
State University who promote listening KVSC to students from 70%-79% by January 1, 
2016. 
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Goal 2: To increase the percentage of active broadcasting professors at St. Cloud State 
University who promote KVSC’s podcasts.  
 
Objective 2: To increase the percentage of broadcasting professors at St. Cloud State 
University who promote listening to KVSC’s podcasts from 49%-60% by January 25, 
2016. 
 
 
Strategy: To highlight the benefits of listening to KVSC. 
 
 
Tactics: 

• Posters 
• Word of mouth 
• Emails sent to broadcast students 
• Fliers 
• Playing KVSC over the speakers in Stewart 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 
 

External, Intervening, Secondary – Active Other  
Mass Comm. Professors: 

 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active mass communications professors at St. 
Cloud State University who continue to promote listening to KVSC. 
 
 
Objective 1: To increase the percentage of active mass communications professors at St. 
Cloud State University who continue to promote KVSC for more than one year from 
20%-25% by January 1, 2016. 
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Goal 2: To increase the percentage of active broadcasting professors at St. Cloud State 
University who promote KVSC’s podcasts.  
 
Objective 2: To increase the percentage of broadcasting professors at St. Cloud State 
University who promote listening to KVSC’s podcasts from 19%-25% by January 25, 
2016. 
 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 

External, Secondary, Aware – Aware Other Mass Comm. Professors: 
 
 
Attitude 
 
Goal: To increase the percentage aware mass communications professors at St. Cloud 
State University that have a positive perception of KVSC. 
 
Objective 1: To increase the percentage of aware mass communications professors at St. 
Cloud State University who believe that working at KVSC would improve their students’ 
broadcasting skills from 70%-81% by February 1, 2016. 
 
Objective 2: To increase the percentage of aware mass communications professors at St. 
Cloud State University who believe that working at KVSC would improve their students’ 
understanding of radio technology from 68%-75% by February 10, 2016. 
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Objective 3: To increase the percentage of aware mass communications professors at St. 
Cloud State University who believe that their students would enjoy attending KVSC’s 
Granite City Radio Theatre from 48-55% by February 15, 2016. 
 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
Tactics: 

• Posters 
• Fliers 
• Word of mouth 
• Brochures available in Stewart Hall 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 

 
 
 
 
Behavior 
 
Goal: To increase the percentage of aware mass communications professors at St. Cloud 
State University who become involved at KVSC. 
 
 
Objective 1: To increase the percentage of aware mass communications professors at St. 
Cloud State University who volunteer at KVSC events from 20%-30% by January 1, 
2016. 
 
Objective 2: To increase the percentage of aware mass communications professors at St. 
Cloud State University who hand out KVSC brochures in their classes from 3%-10% by 
January 15, 2016.  
 
Objective 3: To increase the percentage of aware mass communications professors at St. 
Cloud State University who listen to KVSC on a regular basis from 29%-35% by January 
25, 2016. 
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Strategy: To highlight the benefits of being involved with the KVSC radio station. 
 
Tactics: 

• Posters 
• Fliers 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Informational brochures in mass comm. office 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of aware mass communications majors at St. Cloud 
State University who promote KVSC volunteer opportunities to students for more than 
one year. 
 
Objective 1: To increase the percentage of aware mass communications professors at St. 
Cloud State University who tell students about volunteer opportunities at KVSC from 
12%-20% by January 1, 2016. 
 
 
 
Goal: To increase the percentage of aware mass communications professors at St. Cloud 
State University who talk about KVSC in their classes. 
 
Objective 1: To increase the percentage of aware mass communications professors at St. 
Cloud State University who tell students about the KVSC station’s location from 11%-
30% by January 1, 2016. 
 
 
Strategy: To highlight the benefits of remaining involved KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
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• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 
 

External, Moderating – Active Mass Comm. Administration at SCSU: 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active mass communications administration at St. 
Cloud State University who continue to promote listening to KVSC. 
 
 
Objective 1: To increase the percentage of active mass communications professors at St. 
Cloud State University who continue to promote listening to KVSC for more than one 
year from 20%-25% by January 1, 2016. 
 
Goal 2: To increase the percentage of active mass communications administration at St. 
Cloud State University who promote KVSC’s podcasts.  
 
Objective 2: To increase the percentage of active mass communications administration at 
St. Cloud State University who promote listening to KVSC’s podcasts from 13%-20% by 
January 25, 2016. 
 
 
Strategy: To highlight the benefits of listening and attending events of KVSC for more 
than one year. 
 
 
Tactics: 

• Posters 
• Fliers 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
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• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
• Informational brochures in Mass Comm. office 
• Mass emails sent to students 

 
 
 
 
 

Internal Publics 
 

Internal, Primary, Primary 2   
Passive Undergrad Student Workers at KVSC: 

 
 
Attitude 
 
Goal: To increase the percentage of passive undergraduate student workers at KVSC at 
St. Cloud State University that have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University that believe being involved with KVSC improves 
their broadcasting skills from 61%-75% by February 1, 2016. 
 
Objective 2: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University who believe that KVSC is welcoming from 39%-
45% by February 10, 2016. 
 
 
Objective 3: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University who believe being a DJ at KVSC is enjoyable from 
36-50% by February 30, 2016. 
 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
 
 
Tactics: 

• Facebook posts 
• Facebook events 
• Twitter posts 



	 63	

• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 

 
 
 
Behavior 
 
Goal: To increase the percentage of passive undergraduate student workers at KVSC at 
St. Cloud State University who become more involved with the station. 
 
 
Objective 1: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University who seek information on KVSC events from X%-
X% by January 1, 2016. 
 
Objective 2: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University who volunteer to work at Trivia Weekend from X%-
X% by January 15, 2016.  
 
Objective 3: To increase the percentage of passive undergraduate student workers at 
KVSC at St. Cloud State University who attend at least one KVSC event from X%-X% 
by January 25, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
 
 
Strategy: To highlight the benefits of working at the KVSC radio station. 
 
Tactics: 

• Posters 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
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Maintained Behavior 
 
Goal 1: To increase the percentage of passive undergraduate student workers at St. Cloud 
State University who remain student workers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of passive undergraduate student workers at St. 
Cloud State University who remain student workers at KVSC for more than one year 
from X%-X% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of KVSC undergraduate student workers that promote 
the radio station to other students.  
 
Objective 2: To increase the percentage of passive undergraduate student workers at St. 
Cloud State University who promote the benefits of working at the KVSC radio station to 
other students from X%-X% by January 25, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
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Internal, Primary, Primary 2 –  
Active Undergrad Student Workers at KVSC: 

 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active undergrad student workers at KVSC at St. 
Cloud State University who remain student workers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of active undergrad student workers at KVSC at 
St. Cloud State University who remain student workers at KVSC for more than one year 
from 79%-90% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of active undergrad student workers at KVSC at St. 
Cloud State University who promote the benefits of working at KVSC for more than one 
year. 
 
Objective 3: To increase the percentage of active undergrad student workers at St. Cloud 
State University who promote the benefits of working at the KVSC radio station to other 
students from 49%-60% by January 25, 2016. 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Table tents in Garvey 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
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Internal, Primary, Secondary – Passive Graduate Student Workers: 
 
Attitude 
 
Goal: To increase the percentage of passive graduate student workers at KVSC at St. 
Cloud State University that have a positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of passive graduate student workers at KVSC at 
St. Cloud State University that believe working at KVSC improves their broadcasting 
skills from X%-X% by February 1, 2016. 
 
Objective 2: To increase the percentage of passive graduate student workers at KVSC at 
St. Cloud State University who believe that working at KVSC improves their 
understanding of radio technology from X%-X% by February 10, 2016. 
 
Objective 3: To increase the percentage of passive graduate student workers at KVSC at 
St. Cloud State University who believe being a DJ at KVSC is enjoyable from X%-X% 
by February 30, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
 
Strategy: To highlight the benefits of being a student worker at KVSC. 
 
 
Tactics: 

• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the University Chronicle 
• Informational brochures at the station 

 
 
 
Behavior 
 
Goal: To increase the percentage of passive graduate student workers at KVSC at St. 
Cloud State University who become more involved student workers at the station. 
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Objective 1: To increase the percentage of passive graduate student workers at KVSC at 
St. Cloud State University who seek information on KVSC events from X%-X% by 
January 1, 2016. 
 
Objective 2: To increase the percentage of passive graduate student workers at KVSC at 
St. Cloud State University who volunteer to work at Trivia Weekend from X%-X% by 
January 15, 2016.  
 
Objective 3: To increase the percentage of passive student graduate workers at KVSC at 
St. Cloud State University who attend at least one KVSC event from X%-X% by January 
25, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
 
 
Strategy: To highlight the benefits of working at the KVSC radio station. 
 
Tactics: 

• Posters 
• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 
• Snapchat posts 

 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of passive graduate student workers at St. Cloud State 
University who remain student workers at KVSC for more than one year. 
 
 
Objective 1: To increase the percentage of passive graduate student workers at St. Cloud 
State University who remain student workers at KVSC for more than one year from X%-
X% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of passive graduate student workers at KVSC at St. 
Cloud State University who promote the benefits of working at KVSC for more than one 
year. 
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Objective 2: To increase the percentage of passive graduate student workers at St. Cloud 
State University who promote the benefits of working at the KVSC radio station to other 
students from X%-X% by January 25, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
 
 
Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Fliers 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Word of mouth 

 
 
 

Internal, Primary, Secondary – Active Graduate Student Workers: 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active graduate student workers who remain 
student workers at KVSC for more than one year. 
 
Objective 1: To increase the percentage of active graduate student workers at St. Cloud 
State University who remain student workers at KVSC for more than one year from    
X%- X% by January 1, 2016. 
 
Goal 2: To increase the percentage of active graduate student workers at KVSC at St. 
Cloud State University who promote the benefits of working at KVSC for more than one 
year. 
 
Objective 2: To increase the percentage of active graduate student workers at KVSC at 
St. Cloud State University who volunteer at KVSC’s Trivia Weekend X%-X% by 
January 25, 2016. 
 
*This public should have been asked these questions to gain sufficient statistics 
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Strategy: To highlight the benefits of remaining a student worker of KVSC. 
 
 
Tactics: 

• Posters 
• Facebook events 
• Twitter posts 
• Facebook posts 
• UTVS interviews 
• Promotional videos on YouTube 
• Instagram posts 
• Snapchat posts 
• Regular updates to the KVSC bulletin board in Stewart Hall 

 
 
 
 

Internal, Secondary – Passive KVSC Volunteer Workers: 
 
Attitude 
 
Goal: To increase the percentage of passive KVSC volunteer workers who have a 
positive perception of KVSC. 
 
 
Objective 1: To increase the percentage of passive KVSC volunteer workers that believe 
that getting involved with KVSC would improve their broadcasting skills from X%-X% 
by February 1, 2016. 
 
Objective 2: To increase the percentage of passive KVSC volunteer workers who believe 
that they would feel welcome at KVSC from X%-X% by February 10, 2016. 
 
Objective 3: To increase the percentage of passive KVSC volunteer workers who believe 
being a DJ at KVSC would be enjoyable from X%-X% by February 30, 2016. 
 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of being involved with KVSC. 
 
 
 
Tactics: 

• Facebook posts 
• Facebook events 
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• Twitter posts 
• Word of mouth 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 
 
 
Behavior 
 
Goal: To increase the percentage of passive volunteer workers who volunteer at KVSC. 
 
 
Objective 1: To increase the percentage of passive volunteer workers who seek 
information on KVSC from X%-X% by January 1, 2016. 
 
Objective 2: To increase the percentage of passive volunteer workers who visit the 
KVSC radio station from X%-X% by January 15, 2016.  
 
Objective 3: To increase the percentage of passive volunteer workers who apply to work 
at the KVSC radio station from X%-X% by January 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of working at the KVSC radio station. 
 
Tactics: 

• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 
 
 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of passive volunteer workers who remain volunteer 
workers at KVSC for more than one year. 
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Objective 1: To increase the percentage of passive volunteer workers who remain 
student workers at KVSC for more than one year from X%-X% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of passive volunteer workers that promote the radio 
station to other volunteers.  
 
Objective 2: To increase the percentage of passive volunteer workers who promote the 
benefits of working at the KVSC radio station to other volunteers from X%-X% by 
January 25, 2016. 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of remaining a volunteer worker at KVSC. 
 
 
Tactics: 

• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 
 
 
 
 

Internal, Secondary – Active KVSC Volunteer Workers: 
 
Maintained Behavior 
 
Goal 1: To increase the percentage of active volunteer workers who remain volunteer 
workers at KVSC for more than one year. 
 
Objective 1: To increase the percentage of active volunteer workers who remain 
volunteers at KVSC for more than one year from X%-X% by January 1, 2016. 
 
 
Goal 2: To increase the percentage of active volunteer workers that promote benefits of 
working at KVSC to other volunteers.  
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Objective 2: To increase the percentage of ative volunteer workers who promote the 
benefits of working at the KVSC radio station to other volunteers from X%-X% by 
January 25, 2016. 
 
 
*This public could not be reached to gain sufficient statistics 
 
Strategy: To highlight the benefits of remaining a volunteer worker at KVSC. 
 
 
Tactics: 

• Facebook posts 
• Facebook events 
• Twitter posts 
• Word of mouth 
• Promotional videos on YouTube 
• Instagram posts 
• Articles in the St. Cloud Times 

 

Budget 
 

Research 
Item Amount and Cost Total Cost 
Surveys 250 @ .04 $10 
Communication 
Items Amount and Cost Total Cost 
Mass emails to mass comm. majors/professors Approx. 35 @ $0 $0 
Promotional presentations from KVSC staff 20 @ $0 $0 
11” x 17” posters in dorms 10 @ $16 $160 
24” x 32” Posters for campus buildings 25 @ $16 $400 
Booths in Atwood 2 @ $0 $0 
Table at Mainstreet and Sidestreet  2 @ $0 $0 
Facebook status updates 1 @ $0 $0 
Twitter page updates 1 @ $0 $0 
Instagram updates 3 @ $0 $0 
Snapchat stories  1 @ $0 $0 
Evaluation 
Surveys 200 @ .04 $8 
Focus Groups 3 @ $0 $0 
 
Total Cost of Campaign 

  
$478.00 
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Communication 
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Messages and Delivery 

 
External, Primary, Primary 2, Latent Broadcast Majors 

 
Awareness 
Message #1: “Have a passion for radio? KVSC offers a professional radio  experience for 
broadcasters of all levels. Explore new opportunities and build great friendships with 
KVSC.” 
Message #2: “The first dial on your radio – it’s that easy. We broadcast 24 hours a day 
and 365 days a year, we are KVSC 88.1 FM.” 
Message #3:  KVSC 88.1 FM – Your Sound alternative for more than 45 years! We are 
located in Stewart Hall.”  
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
Attitude 
Message #1: “KVSC gives you opportunities to gain real-world experience in radio. 
Whether your interest is becoming a DJ or working in technology, we have many 
opportunities that can benefit you!” 
Message #2: “KVSC is here to help you succeed, whatever your goals may be!” 
Message #3: “You don’t have to be a professional to work at KVSC.  We welcome 
anyone interested in radio broadcasting and if you are a broadcasting major you won’t 
want to miss out on the opportunities we offer!” 
 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
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• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 
Behavior 
Message #1: “Think your broadcast voice is top notch? Come visit the KVSC   
station to reach your full potential.” 
Message #2: “Our door is always open! Come check us out in the basement of Stewart 
Hall to learn more about everything KVSC has to offer.” 
Message #3: “Everyone has to start somewhere! Come visit us anytime at the KVSC to 
studio in Stewart Hall to gain broadcasting skills and build your resume!” 
 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Maintained Behavior 
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Message #1: “Tired of studying hard in your classes but not getting real-world 
broadcasting experience? Visit us on Twitter to learn more about the opportunity  to have 
your own show on KVSC!” 
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about KVSC!” 
Message #3: “KVSC always welcomes all students who have an interest in radio.  You 
don’t have to be a broadcast major, come visit us in Stewart Hall.”  
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 

External, Primary, Primary 2, Aware Broadcast Majors 
 
Attitude 
Message #1: “KVSC gives you opportunities to gain real-world experience in radio. 
Whether your interest is becoming a DJ or working in technology, we have many 
opportunities that can benefit you!” 
Message #2: “KVSC is here to help you succeed, whatever your goals may be!” 
Message #3: “You don’t have to be a professional to work at KVSC.  We welcome 
anyone interested in radio broadcasting and if you are a broadcasting major you won’t 
want to miss out on the opportunities we offer!” 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
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• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Behavior 
Message #1: “Think your broadcast voice is top notch? Come visit the KVSC   
station to reach your full potential.” 
Message #2: “Our door is always open! Come check us out in the basement of Stewart 
Hall to learn more about everything KVSC has to offer.” 
Message #3: “Everyone has to start somewhere! Come visit us anytime at the KVSC to 
studio in Stewart Hall to gain broadcasting skills and build your resume!” 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
Maintained Behavior 
Message #1: “Tired of studying hard in your classes but not getting real-world 
broadcasting experience? Visit us on Twitter to learn more about the opportunity to have 
your own show on KVSC!” 
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about student work opportunities at KVSC!” 
Message #3: “KVSC always welcomes all students who have an interest in radio. Check 
out our Instagram to see what we are all about.”  
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
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• Mass emails to broadcast majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 

External, Primary, Secondary, Latent Mass Communications Majors 
 

Awareness 
 Message #1: “Have a passion for radio? KVSC offers a professional radio 
 experience for students of all majors. We offer many new opportunities to gain 
 great broadcasting skills with KVSC.” 
 Message #2: “The first dial on your radio – it’s that easy. We broadcast 24 hours 
 a day and 365 days a year. We are KVSC 88.1 FM.” 
 Message #3:  “KVSC 88.1 FM – Your Sound alternative for more than 45 years! 
 We are located in Stewart Hall.”  
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Attitude 
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Message #1: “Although our main focus is radio, we welcome anyone who has an interest 
in PR, management and broadcasting.” 
Message #2: “KVSC is here to help you succeed, whatever your goals may be!” 
Message #3: “KVSC 88.1 welcomes students of all majors! You don’t have to be in 
broadcasting to take advantage of the opportunities we offer!” 
 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
Behavior 
Message #1: “Think your broadcast voice is top notch? Come visit the KVSC   
station to reach your full potential.” 
Message #2: “Do you love music? So do we! Visit our station in Stewart hall to hear 
some of todays best local tunes.” 
Message #3: “Everyone has to start somewhere! Come visit us anytime at the KVSC to 
studio in Stewart Hall to gain broadcasting skills and build your resume!” 
 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
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• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 
Maintained Behavior 
Message #1: “Tired of studying hard in your classes but not getting real-world 
broadcasting experience? Visit us on Twitter to learn more about the opportunity  to have 
your own show on KVSC!” 
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about KVSC!” 
Message #3: “KVSC always welcomes all students who have an interest in radio.  You 
don’t have to be a broadcast major check out our website to learn more.”  
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 
 

External, Primary, Secondary, Aware Mass Communications Majors 
 

 
Attitude 
Message #1: “KVSC gives you opportunities to gain real-world experience in radio. 
Whether your interest is becoming a DJ or working in technology, we have many 
opportunities that can benefit you!” 
Message #2: “KVSC is here to help you succeed, whatever your goals may be!” 
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Message #3: “You don’t have to be a professional to work at KVSC.  We welcome 
anyone interested in radio broadcasting and if you are a broadcasting major you won’t 
want to miss out on the opportunities we offer!” 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Behavior 
Message #1: “Think you’ve got a good broadcasting voice? Come visit the KVSC   
station to reach your full potential.” 
Message #2: “Our door is always open! Come check us out in the basement of Stewart 
Hall to learn more about everything KVSC has to offer.” 
Message #3: “Everyone has to start somewhere! Come visit us anytime at the KVSC to 
studio in Stewart Hall to gain broadcasting skills and build your resume!” 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 
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Maintained Behavior 
Message #1: “Tired of studying hard in your classes but not getting real-world 
experience? Visit us on Twitter to learn more about the opportunity to have your own 
show on KVSC!” 
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about student work opportunities at KVSC!” 
Message #3: “KVSC always welcomes all students who have an interest in radio. Check 
out our Instagram to see what we are all about and awesome opportunities that we offer 
students just like you.” 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. majors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 

 
 

External, Primary, Marginal, Latent Volunteers from the St. Cloud Community 
 

Awareness 
Message #1: “Have a passion for radio? KVSC 88.1 FM offers opportunities to get 
involved for volunteers in the St. Cloud community.” 
Message #2: “Do you have a love for radio? We are always looking for new volunteers 
that have as much passion for radio as we do! You don’t have to be a student SCSU to 
get involved at KVSC.” 
Message #3:  You don’t have to be a student at SCSU. We welcome anyone with an 
interest in radio broadcasting to get involved at KVSC.”  
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
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• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 
 
 
Behavior 
Message #1: “Check out our website to learn more about having your own show and 
other awesome volunteer opportunities at KVSC.” 
Message #2: “Do you enjoy volunteering in your community? Check out our Facebook 
page for more information about free training and more benefits of becoming a volunteer 
at KVSC.”  
Message #3: “Everyone has to start somewhere! Check us out on kvsc.org to learn about 
opportunities to improve your broadcast skills and our free training workshops” 
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Maintained Behavior 
Message #1: “You already listen to us, why not become a KVSC DJ? We offer free 
training for anyone with a passion for radio. Visit us on Twitter to learn more!” 
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about becoming a volunteer at KVSC!” 
Message #3: “Do you love local music? Check us out on kvsc.org to learn more about the 
opportunities to put it on the radio!” 
 
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 



	 84	

• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 
 

External, Primary, Marginal, Aware Volunteers from the St. Cloud Community 
 
Attitude 
Message #1: “You don’t have to be a professional DJ to work at KVSC. Anyone is 
welcome to apply for our volunteer positions at KVSC!” 
Message #2: “You don’t have to be a broadcasting guru to check out our station. 
Everyone is welcome, regardless of skill level!” 
Message #3: “We welcome anyone interested in volunteering at the KVSC station and 
some of our award winning events.  You won’t want to miss out on the opportunities we 
offer!” 
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
Behavior 
Message #1: “Check out our website to learn more about having your own show and 
other awesome volunteer opportunities at KVSC.” 
Message #2: “Do you love music? Visit our Facebook page to learn more about KVSC’s 
local music and the opportunity to become a station volunteer!”  
Message #3: “Everyone has to start somewhere! Check us out on kvsc.org to learn about 
opportunities to improve your broadcast skills and our free training workshops” 
 
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
Maintained Behavior 
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Message #1: “You already listen to us, why not become a KVSC DJ? We offer free 
training for anyone with a passion for radio. Visit us on Twitter to learn more!” 
Message #2: “ Don’t just put being a volunteer at KVSC on your resume, participate at 
events and volunteer to get the most experience out of your time spent with the station.”  
Message #3: “You already know where to find us! Feel free to visit us anytime to learn 
about more volunteer opportunities at KVSC to add to your resume.”  
 
 
Delivery 

• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 

External, Intervening, Primary 2, Active Broadcast Professors 
 
Maintained Behavior 
Message #1: “By promoting KVSC, you will develop strong relationships with the 
students who take your advice.” 
Message #2: “By promoting the KVSC to your students, you can watch them grow as 
leaders and become fully involved with the department.” 
Message #3: “Encourage your students to gain real life experience and build their resume 
by becoming active student workers at KVSC.” 

 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. professors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 
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External, Intervening, Secondary, Active Mass Comm. Professors 
 
Maintained Behavior 
Message #1: “Giving a voice to an organization that often gets overlooked in other 
departments gives students the opportunities to get involved. Promoting them throughout 
the semester helps maintain their interest in KVSC.” 
Message #2: “By promoting the KVSC to your students, you can watch them grow as 
leaders and become fully involved with the department.” 
Message #3: “Encourage your students to gain real life experience and build their resume 
by becoming active student workers at KVSC.” 

 
 

Delivery 
• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. professors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 

External, Intervening, Secondary, Aware Mass Comm. Professors 
Attitude: 
Message #1: “It is crucial to encourage your students expand their mass comm. horizons 
and encourage them to get involved with KVSC.” 
Message #2: “By promoting the KVSC to your students, you can watch them grow as 
leaders and become fully involved with the department.” 
Message #3: “Encourage your students to gain real life experience and build their resume 
by becoming active student workers at KVSC.” 

 
 

Delivery 
• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. professors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
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• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 
1/1/2016 – 1/31/2017  

• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 

Behavior 
Message #1: “Come check out our new and improved studio and encourage your students 
to check us out at KVSC. We accept students of all majors as well as volunteers from the 
St. Cloud community!” 
Message #2: “Our door is always open! Come check us out in the basement of Stewart 
Hall to learn more about everything KVSC has to offer not only your students but you as 
well!” 
Message #3: “It’s never too late to become a KVSC volunteer! We accept people of all 
ages so come visit our studio in Stewart Hall.” 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. professors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
Maintained Behavior 
Message #1: “Are you a fan of KVSC? You’re already listening to us so why don’t you 
come check us out to learn more about the opportunity to volunteer. You won’t regret it!”  
Message #2: “We know you are already using social media so visit our Facebook  page 
for more info. about volunteer opportunities at KVSC!” 
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Message #3: “KVSC always welcomes all volunteers who have an interest in radio. 
Check out our Instagram to see what we are all about and awesome opportunities that we 
offer people just like you.” 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. professors: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 

External, Moderating, Active Mass Comm. Administration at SCSU 
Maintained Behavior 
Message #1:  
Message #2: “By promoting the KVSC to your students, you can watch them grow as 
leaders and become fully involved with the department.” 
Message #3: “Encourage your students to gain real life experience and build their resume 
by becoming active student workers at KVSC.” 
 
 
 
Delivery 

• Posters in Attwood and Stewart Hall: 1/1/2016 – 1/31/2017 
• Mass emails to mass comm. administration: 1/1/2016 – 1/31/2017 
• Classroom presentations: 1/1/2016 – 1/31/2017 
• Kiosks in Attwood (once every two weeks): 1/1/2016 – 1/31/2017 
• Hand out KVSC Bumper Stickers in Stewart Hall (once every three weeks) - 

1/1/2016 – 1/31/2017  
• Radio Music Booth Playing in Attwood: 1/1/2016 – 1/31/2017 
• Facebook Posts (3 weekly): 1/1/2016 – 1/31/2017 
• Facebook Events (5 per event): 1/1/2016 – 1/31/2017 
• Twitter Posts (2 daily): 1/1/2016 – 1/31/2017 
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• Instagram Posts (1 weekly): 1/1/2016 – 1/31/2017 
• Snapchat Posts (1 daily): 1/1/2016 – 1/31/2017 
• YouTube Videos (once every two weeks): 1/1/2016 – 1/31/2017 

 
 
 
 
 
 
 
Communication Gantt Chart  
 

Month 1 2 3 4 5 6 7 8 9 10 11 12 
Facebook 

Posts 
            

Twitter 
Updates 

            

Kiosks in 
Atwood 

            

Posters             

Instagram 
Posts 

            

YouTube 
Videos 

            

Snapchat 
Posts 

            

Events             

Emails             

Bumper 
Sticker 

Giveaways 

            

 

 
 



	 90	

 
Evaluation 
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Evaluation of Preparation 
 
In-Depth Interviews 

• In-depth interviews were effective for gaining insider info about KVSC and other 
university radio stations 

• Would have been beneficial to interview Jo McMullen, the Station Manager of 
KVSC 

 
 
Personal Contacts 

• Effective for comparing different university radio stations 
• Challenging at times to get in contact with people 

 
 
Media Review 

• Would have been beneficial to have access to Chronicle archives before 2013 and 
UTVS stories before 2014 

• Overall, was helpful to see how the media covers and portrays KVSC 
 
 
Internet Search – General Information Search 

• Was helpful to gain some background information on KVSC, WSUM, KUMD, 
WSUM and KQAL 

• Effective in researching the history and global demographics of college radio 
stations as a whole 

 
 
Website Comparison 

• Very effective in comparing which information college radio stations disseminate 
and their methods of reaching potential members. 

 
 
Social Media Comparison 

• Effective in comparing an organization that has heavy social media presence with 
one that has minimal presence 

• Interesting to learn the different tactics each station uses  
 
 
Direct Observations 

• Observing a KVSC event would have been beneficial to observe how to 
organization interacts with its publics. 

 
 
Focus Groups 

• Effective in gaining perspectives from internal and external publics 
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Surveys 
• Effective in gaining statistics of internal and external perspectives of KVSC 

88.1FM 
• It would have been more beneficial to survey more freshmen to gain insight on 

potential student workers and potential broadcast majors 
• It would have been beneficial to survey workers at KVSC and volunteers at 

KVSC in the St. Cloud community.  
• Conducting a survey at a KVSC event would have helped gain perspectives from 

listeners and volunteers outside of St. Cloud State University 
 
 
 
 
 

Evaluation of Implementation 
 
 

Method of Implementation  Number of Messages  Exposure Potential 
 
Posters (Atwood)    5    180, 000 
 
Posters (Stewart Hall)    10    2,500 
 
Posters (Centennial)    10    59,000  
   
Classroom  
Presentations     20    350   
 
Mass Emails to  
Broadcast Majors    2    489 
 
Mass Emails to  
Mass Comm. Majors    2    849 
 
Twitter Posts     2    870   
 
Instagram Posts    365    TBD 
 
YouTube Videos    52    5,0000 
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Evaluation of Impact 
 
 
Cluster 1: Aware Broadcast Majors, Aware Mass. Comm. Majors and Aware Volunteers 
from the St. Cloud Community 
 
Attitude 
Surveys – January 1, 2016 
Event Invitations Accepted – January 10, 2016 
Focus Groups – January 10, 2016 
 
 
Behavior (monitored daily between 1/1/16 and 1/31/17) 
Website hits 
Facebook likes 
Twitter followers 
YouTube subscribers 
Instagram followers 
 
 
Maintained Behavior 
Surveys (12/31/16) 
Internal Focus Groups (12/21/16) 
Website Hits (12/31/16) 
Website hits (12/31/16) 
Facebook likes (12/31/16) 
Twitter followers (12/31/16) 
YouTube subscribers (12/31/16) 
Instagram followers (12/31/16) 
 
 
 
Cluster 2: Internal Publics 
 
Behavior (monitored daily between 1/1/16 and 1/31/17) 
Website hits 
Facebook likes 
Twitter followers 
YouTube subscribers 
Instagram followers 
 
 
 
Maintained Behavior 
Surveys (12/31/16) 
Internal Focus Groups (12/21/16) 
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Website Hits (12/31/16) 
Website hits (12/31/16) 
Facebook likes (12/31/16) 
Twitter followers (12/31/16) 
YouTube subscribers (12/31/16) 
Instagram followers (12/31/16) 
 
 
 
Cluster 3: Primary 2 Broadcasting Professors, Secondary Other Mass Comm. Professors 
and Moderating Mass Comm. Administration at SCSU 
 
 
Attitude 
Focus Groups – January 10, 2016 
 
Behavior (monitored weekly between 1/1/16 and 1/31/17) 
Website hits 
Facebook likes 
Twitter followers 
YouTube subscribers 
Instagram followers 
 
 
Maintained Behavior 
Surveys (12/31/16) 
Internal Focus Groups (12/21/16) 
Website Hits (12/31/16) 
Website hits (12/31/16) 
Facebook likes (12/31/16) 
Twitter followers (12/31/16) 
YouTube subscribers (12/31/16) 
Instagram followers (12/31/16) 
 
 

Evaluation of Impact Gantt Chart 
 

Month 1 2 3 4 5 7 8 9 10 11 12 
Cluster 1            

Cluster 2            

Cluster 3            
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Appendix 
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In-Depth Interview Questions 
 
 
Vicki Jacoba, Station Manager at KUMD  
(University of Minnesota-Duluth) 
 

• How long have you held your position at KUMD? 
 

• What are your duties as the Station Manager at KUMD? 
 

• What promotional tools does KUMD use?  
 

• What do listeners benefit from listening to KUMD? 
 

• What sets KUMD apart from other radio stations? 
 

• Have there been any major changes to KUMD in the last 5-10 years? 
 

• What do you think KUMD will look like 5-10 years from now?  
 

• Are there any major changes that will happen to the station in the future? 

• How has social media usage affected the radio station? 

• Has social media helped gain listeners? 

• Does KUMD try to break cultural barriers? 

• How can students get involved with the station? 

• Can people in the community get involved or is it strictly for students? 

• Who are the station’s target demographics? 

• What is “The Basement?” 

• Is KUMD a public radio station? 

• Who funds the station? 

• How many employees does the station currently have? 

• How many of your students are returning employees from previous years? 
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• How does the station promote itself to new members?  

• How is KUMD’s relationship with the rest of UMD’s student body? 

• How do employees gain leadership positions at KUMD? 

• What type of leadership positions are available positions are available? 

• How does KUMD promote itself outside of UMD? 

• How many times per day do you typically update KUMD’s social media 
accounts?  

 
• What some challenges of KUMD’s PR?  

 
 
 
Jeff Carmack, Arts and Cultural Heritage Producer at KVSC 
(St. Cloud State University) 
 

• How long have you held your position at KVSC? 
 

• How long have you held your position as Arts & Cultural Heritage producer at 
KVSC? 

 
• What are your duties as the Arts and Cultural Heritage Producer? 

 
• What sets KVSC apart from other radio stations?  

 
• How is KVSC different than other university’s stations? 

 
• How has social media usage affected the radio station? Has it helped gain more 

listeners? 
 

• What communication techniques does KVSC use? 

• Can you talk about the Somali radio station?  

• How does KVSC break down cultural barriers in St. Cloud? 

• Can you think of any improvements that could be made to KVSC? 

•  Students can work at KVSC, can you tell me about that?  

• How can people get involved? 
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• How many podcasts do you produce? 

• What do people benefit from listening? 

• What funding does KVSC receive if any? 

• How does KVSC connect with the community? 

• Has the technology of KVSC approved in recent years? 

 

 
Jim Grey, Operations Director at KVSC  
(St. Cloud State University) 
 

• How long have you held your position at KVSC? 

• What are your duties as the Operations Director at KVSC? 

• What promotional tools does KVSC use?  

• What do listeners benefit from listening to KKVSC? 

• What sets KVSC apart from other radio stations? 

• Have there been any major changes to KVSC in the last 5-10 years? 

• What do you think KVSC will look like 5-10 years from now?  

• Are there any major changes that will happen to the station in the future? 

• Does KVSC get funding from St. Cloud State University? 

• What classes do you teach at SCSU? 

• Do you have to be a broadcasting or mass communications major to take your 
classes? 

 
• Does KVSC have a good relationship with the St. Cloud community? 

• How is the station promoted to the St. Cloud community? 

• What sets KVSC apart from other radio stations?  



	 99	

• How is KVSC different than other university radio stations? 

• How has social media usage affected the radio station? Has it helped gain more 
listeners? 

 
• What communication techniques does KVSC use? 

• How does KVSC break down cultural barriers in St. Cloud? 

• What is the Somali Radio Station all about? 

• Is the Somali Radio station affiliated with SCSU? 

• How is KVSC funded? 

• Can you think of any improvements that could be made to KVSC? 

• What is Trivia Weekend? 

• What other events does KVSC participate in? 

 

Marvin Gutierrez, Website and Social Media Director at WSUM 
(University of Wisconsin-Madison) 
 

• How long have you held your position at WSUM? 

• What are your duties as the Website and Social Media Director at WSUM? 

• What promotional tools does WSUM use?  

• What do listeners benefit from listening to WSUM? 

• What sets WSUM apart from other radio stations? 

• Have there been any major changes to WSUM in the last 5-10 years? 

• What do you think WSUM will look like 5-10 years from now?  

• Are there any major changes that will happen to the station in the future? 

• How has social media usage affected the radio station? 

• Has social media helped gain listeners? 
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• How is WSUM funded? 

• How does WSUM promote itself to the community? 

• What sorts of events does WSUM put on? 

• How can people get involved with WSUM? 

• Is the station open to volunteers outside of the university? 

• What sets WSUM apart from other radio stations?  

• How is WSUM different than other university radio stations? 

• What communication techniques does WSUM use? 

 

	
	
Ya Haddy Nije, Social Media and Public Relations Director at KVSC  
(St. Cloud State University) 
 

• How long have you held your position at KVSC? 
 

• What are your duties as the Social Media and PR Director at KVSC? 
 

• KVSC does quite a bit of promotional work including posters and bulletin boards 
and social media including Twitter, Facebook, Instagram and YouTube.  Are 
there any other promotional tools you use to get the word out about KVSC? 

 
• How frequently is your website updated? 

• How does KVSC promote itself outside of St. Cloud State? 

• How many times per day do you typically update KVSC’s social media?  

• What some challenges of KVSC’s PR? Are there currently any weaknesses in 
KVSC’s PR? 

 
• KVSC puts on many events including Granite City Rock Theatre and the Trivia 

event. Can you tell me a little about them? 
 

• How can students get involved with the station? Is there a KVSC “club” students 
can join? 
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• How many employees does the station currently have? 

• How many of your students are returning employees from previous years? 

• How does the station promote itself to new members?  

• How is KVSC’s relationship with the rest of SCSU’s student body? 

• How do employees gain leadership positions at KVSC? 

• What type of leadership positions are available positions are available? 

	
Doug Westerman, General Manager at KQAL 
(Winona State University) 
 

• What are your duties as the General Manager at KQAL? 
 

• What promotional tools does KQAL use?  
 

• What do listeners benefit from listening to KQAL? 
 

• What sets KQAL apart from other radio stations? 
 

• Have there been any major changes to KQAL in the last 5-10 years? 
 

• What do you think KQAL will look like 5-10 years from now?  
 

• Are there any major changes that will happen to the station in the future? 

• How has social media usage affected the radio station? 

• What sort of radio programming does KQAL have? 
 

• How can students get involved with the station? 

• Can people in the community get involved or is it strictly for students? 

• Who are the station’s target demographics? 

• Where is the KQAL station located? 
 

• How was KQAL founded at Winona State University? 
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• What are the common majors of the members of KQAL? 
 

• What types of events does KQAL put on? 
 

• How does KQAL promote itself to new members? 
 

• How do members get leadership positions? 
 

• Does your organization fundraise? 
 

• Who funds KQAL? 
	
	
Josie Spry, DJ ‘Bon Josie’ at KVSC  
(St. Cloud State University) 
 

• What is your major at SCSU? 
 

•  What year in school are you? 
 

• How long have you been a DJ on KVSC? 
 

• What show(s) do you host on the radio? 
 

• How did you find out about KVSC?  
 

• What about KVSC made you want to become a DJ for the station? 
 

• What is your favorite part of being a DJ? 
 

• Are there any challenges of being a KVSC DJ?  
 

• As technology changes, what do you think the future of radio will be like? 
 

• Are there any PR problems that KVSC has? 
 

• Have you been to a lot of the KVSC events like Trivia Weekend, etc.? What were 
they like? 

 
• Is KVSC a welcoming environment for students interested in radio to come into?  

 
• Were you intimidated when you first decided that you wanted to work for the 

station? 
• How does KVSC recruit new student workers? Do they need to recruit? 
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Focus Group Questions 
Focus Group 1: 
Students who are not mass comm. majors and are not involved with KVSC 
• What year are you in school? 
• What is your major? 
• Have you heard of KVSC? 
• If you have heard of KVSC, do you listen? 
• What keeps you from getting involved with KVSC? 
• What do you think about KVSC in general? 
• What would make more students get involved with KVSC? 
• Would you attend a meeting to become involved in KVSC? 
• Did you know that SCSU students could work for the station? 

 
 
 
Focus Group 2: 
Mass communications students that are not involved with KVSC 

• What year are you in school? 
• What kind of music do you listen to? Do you prefer music or talk shows? 
• Have you heard you ever heard of KVSC and if so do you listen? 
• Where did you hear about KVSC? 
• Being a mass communications student, would you consider working for KVSC? 
• What would make more students listen to KVSC? 
• What would make more students actually become involved with KVSC? 
• How can KVSC become more involved on campus? 

 
 
 
Focus Group 3: 
Students that work at KVSC 

• How long have you worked at KVSC? 
• What position do you work at KVSC? 
• What is your major? 
• Did you know anyone that worked at the station prior to becoming involved? 
• What made you become involved with KVSC? 
• Did you have any expectations when you became involved with KVSC? 
• What is the most beneficial aspect of working at KVSC? 
• Are there any improvements that could be made to the station? 
• Roughly how many hours per week do you work at the station? 
• Do you plan to work at KVSC until you graduate? 
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Surveys 
Survey 1 
Mass Communications Students – Taken by 78 students 

1.  What is your current year in school? 
a) Freshman – 1% 
b) Sophomore – 5% 
c) Junior – 22% 
d) Senior – 72% 

 
 

2. Have you ever heard about KVSC 88.1, St. Cloud State’s radio station? 
a) Yes – 99% 
b) No – 1% 

 
3. Do you work at KVSC? 

a) Yes – 2% 
b) No – 98% 

 
 

4. How familiar are you with KVSC 88.1, St. Cloud State’s radio station? 
a) Not familiar – 5% 
b) Somewhat familiar – 82% 
c) Familiar – 13% 

 
 

5. Did you know that there are many opportunities for students to get involved 
with KVSC, not just Mass Communications majors? 

a) Yes – 79% 
b) No – 21%  

 
 

6. How frequently do you listen to the radio? 
a) Multiple times a day – 7%  
b) Once a day – 69% 
c) Every few days – 24% 
d) Never – 0%  

 
7. Do you listen to KVSC? 

a) Yes – 13% 
b) No – 87%  

 
8. If you do work at KVSC, do you plan to work there until graduation? 

a) Yes – 67%  
b) No – 33%   
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9. Have you seen KVSC being promoted on campus? 
a) Yes – 96% 
b) No – 4%  

 
 

10. Where have you seen KVSC promoted? 
a) Posters and bulletin boards – 56%   
b) Social media – 2%  
c) Attwood mall – 12%  
d) Booth at Main Street – 19%  
e) Bumper Stickers – 11% 

 
 
 

11. Do you know anyone who works at KVSC? 
a) Yes – 21% 
b) No – 79%  

 
 

12. How likely would you be to get involved KVSC if someone invited you to? 
a) Very likely – 7% 
b) Somewhat likely – 21% 
c) Not likely at all – 72%  

 
13. Do you know where the KVSC station is located? 

a) Yes – 36% 
b) No – 64% 

 
 

14. Do you know that KVSC provides student-worker opportunities? 
a) Yes – 41% 
b) No – 59% 

 
15. Do you think that working at KVSC would improve you broadcasting skills? 

a) Yes – 49% 
b) No – 51% 

 
16. Do you believe that you would feel welcome at KVSC? 

a) Yes – 21% 
b) No – 79%  

 
17. Do you think being a DJ at KVSC would be enjoyable? 

a) Yes – 19% 
b) No – 81 
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18. Do you listen to KVSC’s podcasts online? 

a) Yes – 3% 
b) No – 97% 

 
19. Do you listen to the morning show on KVSC? 

a) Yes – 3% 
b) No – 97% 

 
20. Do you think being involved with KVSC is only for broadcast majors? 

a) Yes – 57% 
b) No – 43% 

 
21. Do you think going to KVSC events would be enjoyable? 

a) Yes – 46% 
b) No – 54% 

 
22. Have you ever visited the KVSC radio station? 

a) Yes – 15% 
b) No – 85% 

 
23. Have you applied at KVSC? 

a) Yes – 6% 
b) No – 94% 

 
 
Survey 2 
Broadcasting Students – Taken by 35 students 
 

1. What is your current year in school? 
a) Freshman – 1% 
b) Sophomore – 23% 
c) Junior – 25% 
d) Senior – 51% 

 
2. Have you heard of KVSC? 

a) Yes – 100% 
b) No – 0% 

 
 

3. How did you hear about KVSC? 
a) Friends or classmates – 2% 
b) Professors – 10% 
c) Social Media – 5% 
d) Posters or bulletin boards – 2% 
e) All of the above – 81% 
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4. Do you work at KVSC? 
a) Yes – 26% 
b) No – 74% 

 
5. Do you listen to KVSC? 

a) Yes – 88% 
b) No – 12% 

 
 

6. How likely are you to work at KVSC throughout your time at SCSU? 
a) Very likely – 75% 
b) Somewhat likely – 20%  
c) Not likely – 5% 

 
 

7. I think that working at KVSC would be: 
a) Enjoyable – 7% 
b) Educational – 4% 
c) Boring – 1% 
d) Both A and B – 88% 

 
 

8. Do any of your friends work at KVSC? 
a) Yes – 81% 
b) No – 19% 

 
 

9. Do you attend KVSC events? 
a) Yes – 20% 
b) No – 80% 

 
 

10. Have you ever visited KVSC’s Facebook page? 
a) Yes – 63% 
b) No – 37% 

 
 
 

11. Have you ever visited KVSC’s Twitter? 
a) Yes – 81% 
b) No – 19% 

 
 

12. Have you ever visited KVSC’s Instagram? 
a) Yes – 21% 
b) No – 79% 
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13. Do you think working at KVSC would improve your broadcasting skills? 
a) 83% 
b) 17% 

 
14. Do you think working at KVSC would improve your understanding of radio 

technology? 
a) Yes – 76% 
b) No – 24% 

 
 

15. Do you think working at KVSC would give you real world radio experience? 
a) Yes – 42% 
b) No – 58% 

 
 

16. Do you promote KVSC to other students? 
a) Yes – 51% 
b) No – 49% 

 
 
 
Survey 3 
Students that are not Mass Communications majors – Taken by 87 students 
 

1. What is your current year in school? 
a) Freshman – 9% 
b) Sophomore – 79% 
c) Junior – 9% 
d) Senior – 3% 

 
 

2. Have you ever heard about KVSC 88.1, St. Cloud State’s radio station? 
a) Yes – 41%  
b) No – 59%  

 
 

3. How familiar are you with KVSC 88.1, St. Cloud State’s radio station? 
a) Not familiar – 58% 
b) Somewhat familiar – 30% 
c) Familiar – 12%  

 
4. Did you know that there are many opportunities for students to get involved 

with KVSC, not just Mass Communications majors? 
a) Yes – 26% 
b) No – 74%  
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5. How frequently do you listen to the radio? 

a) Multiple times a day – 3%    
b) Once a day – 80% 
c) Every few days – 15% 
d) Never – 2%  

 
 

6. Have you ever listened to KVSC? 
a) Yes – 27%  
b) No – 73% 

 
7. Have you seen KVSC being promoted on campus? 

a) Yes – 74%  
b) No – 26% 

 
 
 

8. Do you know anyone who works at KVSC? 
a) Yes – 12% 
b) No – 88%  

 
 

9. How likely would you be to get involved KVSC if someone invited you to? 
a) Very likely – 9% 
b) Somewhat likely – 15% 
c) Not likely at all – 76%  

 
 

10. Have you heard of KVSC’s trivia weekend? 
a) Yes – 17% 
b) No – 83% 

 
11. How likely would you be to try listening to KVSC? 

a) Very likely – 9% 
b) Somewhat likely – 26% 
c) Not likely at all – 65% 

 
 
 


