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Foundation
Content Focus

· There should be a clearly defined content mission that is based on the station mission and that will inform and focus topic and guest selection. There are several good consultants available who can lead staff through a program development process if this has not already been done. It is helpful for the staff to all be on the same editorial page and to have had a part in the development of the content mission. Station needs come first, but shaping can be a collaborative process.
· Example: Sound Focus is a daily hour long radio interview magazine whose goal is to find personal stories that reflect the diverse character of life in the Pacific Northwest. That is the primary statement. The second and final sentence is: Through both studio and field interviews we explore why we do the things we do and how those actions transform us as individuals and as a community.
Sense of Place

· Stations producing programs for local (not national) broadcast should focus on local content, but provide the broad context. For example, if you’re doing a segment on the proposal for a new light rail line in your community, provide some context about how this proposal fits into the bigger picture nationally.

· Also, while one can contrive to label everything you do a local because “you” are doing it, an interview with the out-of-town author on a national book tour is much less “local” than something that is unique to your community. Be about where you are. Ask what truly reflects who you are and why you live there; what makes your community and its people unique?
Editorial Process
· This is the process whereby content is selected for production. A selection criterion is based on the content mission.
· A staff person such as the Executive Producer who makes the final content selection and assignment.
· There should be a regular editorial meeting, usually daily for a daily program, where staff propose or pitch topics, guests, or stories and from which selections are made for production, or for further consideration.
· There should be a final edit in the case of pre-produced content.
The Listener

Identify and know your listener and know how the average listener uses radio. Don’t assume that staff has this knowledge. Everyone assumes they themselves are an average listener. Staff are station insiders and so by definition are far from average. The average program is produced as if the staff believed that their typical listeners began listening to the beginning of the program and stayed through listening attentively to the entire program. 
Clock

Use the universal standard program clock to make it easier to share content with other stations in the future.
Tool Links

· Checklist: Starting a Talk Show

· Talk Show Content Development Checklist

· Kernis Programming Exercise

· Checklist: Talk Show Editorial Meetings

· Questions: Shaping Content’s Local Service and Sense of Place

· Sense of Place: 3 Critical Questions

· Universal Talk Clock

· PRPD/PRNDI Editorial Planning Grid
Topic and guest selection
Topic

· Be enterprising. Many topics should be original rather than re-used from the usual sources. Dig for trends, people and events that are not being noticed, and events and issues that will have lasting impact on your listeners.
· When using derivative content, ask how your treatment of the topic will advance/deepen it for your listeners.

· Be focused. Narrow down the topic by creating a focus statement that clearly states what, why, who, and where. 

· Be a leader not a follower - Find and talk about trends and issues that are flying "under the radar."
Guests
· Be distinctive. Find the guests that have not already been in the media and that have great stories that help define your place.
· Don't be afraid to be provocative and to feature live discussion with sharply contrasting viewpoints. Mix it up.
· Identify a clear role for each guest. When your guests all agree with each other why are they all on?
· Three guests at once are generally too many. It's too hard for listeners to keep track of who's who, and multiple responses to questions bog down the discussion.
Prep

· Ideally, all guests should be pre-interviewed. The primary point of the pre-interview is to find the story - find the focus, and to determine if the guest will be a good guest. The pre-interview is not the interview. Don’t spoil the spontaneity for the host and the listeners.
· Write a focus statement. For interviews to tell a story they need a narrative structure with a beginning, middle, and end.

· When preparing questions you want to ask, write them down. You may not end up using them but it may help in building the narrative.

· Pre-plan if possible so you can recap the important points in a segment - those "two most important things" you want listeners to take away.

· Prepare a resetting cheat sheet.
Tools

· Checklist: Talk Show Editorial Meetings

· PRPD/PRNDI Editorial PlanningGrid

· Questions about Topic Selection and Shaping

· Kernis “4 Tiers of News Coverage”

· 4 Tiers Self-Evaluation Tool
The Interview

Open

· The "sweet spot" for intros is about 30 seconds. Listeners just want to know what the topic is, why it is important, who the guest is, and where you are going with this topic and guest.

· Copy should be written for the ear and not the eye and should be read aloud before the show.
Hosting

· The program is not a forum for the host's personal opinions. Focus on the content.

· Commiserate in the pre-interview not the interview. The interview is not about you.

· Avoid being so familiar or "clubby" with guests that you leave the listener out. The job is to inform, not impress.

· Always listen to your guest. If you've done your prep, you won't need to be thinking about your next question.

· Don't be a verbal listener - "uh huh" is very annoying and detracts from the story. Use non-verbal cues to indicate your attention to your guests.

· Have quotes handy to pull out during interviews. But keep them short.
Interviewing
· You've got to be able to ask difficult and challenging questions, and the un-answered questions the rest of the media won't cover. The audience expects it.
· Ask the power questions leading with What, Why, Where, When and Who.
· Keep questions short. They keep the conversation moving.
· Ask only one question at a time.
· Make sure a question is really a question. A statement with an upward inflection at the end is not a question and should be avoided.
· When a guest starts talking in the abstract, a good question to ask is "Give me an example."
· One fundamental question can be "and then?"
· Listen for cues that will carry the narrative forward, and provide your next question. For example, pick out the most interesting word in their last answer like "inevitably?"
Formatics and Production Values
· Doing resets is like being a good party host - introducing new arrivals to the guests so they feel welcome. The ideal reset briefly and compelling contains the what and why. Prepare a cheat sheet of different ways of resetting so you don’t do them all exactly the same.

· Always important, forward promotion is critical in talk shows.

· Use additional pre-produced elements when appropriate.

· Appropriate music, vox, ambience, movie clips, actualities may be used if they advance the topic.
· Use well-produced setup pieces only when appropriate.
Close

· Don’t forget to have an ending to the interview. While not every interview will tell a story, there is no reason why most interviews can not take advantage of basic narrative elements such as having an ending. Provide a takeaway!
· For example, “At the beginning of the program we said we’d give you 3 basic steps you could take easily to be ready at home for an emergency. Here they are briefly in case you tuned in late.
Tools
· Talk Host Ledger
· Talent Hiring Checklist

· Interview Tip Sheet

· Talk Show Reset Guidelines
Listener Calls

Purpose and Role

· A talk show is a program for the listener not the callers. If you can't figure out a clear role for callers that advances or deepens the topic, don't use them!

· Frame your invitation to callers in a way that will allow you to take the program where you want it to go.

· Focus your invitation to callers in a way that taps their expertise and direct experience, rather than just their opinions.

· Seek a diversity of caller gender, ethnicity age, and location.

· Air more first-time callers. New voices bring new characters and new perspectives that keep your show fresh and interesting.
Call Screening

· Not everyone belongs on the radio. All callers must be screened.

· Screen to make sure callers are talking about the topic being discussed.

· Screen to help the caller boil-it-down to a statement or question that communicates his/her point succinctly.

· Screen to make sure your show doesn't turn into someone's private soapbox.

· Screen so you can tell callers that when they get on the air, they should get right to the point.

· Screen so you can alternate caller viewpoints to make your show more balanced and engaging.

· Use email to generate questions before shows - they're shorter, you can edit them and they don't have any follow-ups!
Call Handling
· Unless a caller is REALLY good, move through callers quickly.

· Don't say goodbye to callers. Just keep saying hello to NEW callers, as though more and more people were entering the room. Let your screener thank them OFF-air.

· Don't allude to callers waiting on hold. It sends listeners the wrong message: that they'll have to wait on Hold. Who's got time for that?

Tools

