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The three largest islands in our service territory:  Looking west from Gabriola’s South Beach across Trincomali Channel to Mudge on the right and DeCourcey on the left.
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 Preface

Welcome to the miracle of modern radio.  Miracle?  Yes, considering the fact that wide-spread use of radio by everyday people has yet to reach its 100th anniversary.  I  inherited a crystal radio set, built by my grandfather and his workmates, circa 1922.  Commercial radio began its life around 1921, and only the very well off could afford the large cabinet mounted sets that were available then.  So, most people made their own radio receivers!  That miracle is no less impressive than the receiver itself.  With no obvious external or battery power source, the crystal captures the slight energy present in radio waves and transmits the impulses to crystal head sets.  Truly a wireless technology.  WiFi, 1922 style!

Not unlike the internet today, the infant radio industry was pounced upon by government regulators who felt compelled to “control” this emerging means of communication.  There is only a limited amount of radio spectrum, they argued, and this limited resource must be cautiously allocated in the public interest.  At one point, government even attempted to apply a special tax to the purchase of radios!  So much for the “Old”, now for the “New Media”.  

Now its 2012 and beyond, and you want to explore, discover and learn about modern radio broadcasting from script to excellence in on air performance.  You might be one of the precious few who love the written word, respect its power to influence minds, and are now eager to delve into the written word as it is “spoken” on radio.  

This manual is dedicated to supporting your journey into “The Spoken Word on Community Radio”. We will dive in, “head first” with a brief introduction to CKGI and its mission and constraints, then we offer four examples of “the spoken word” and practical, do it now,  how to do it as well as lessons learned.  Each demo illustrates a major form of spoken word.  News, Public Affairs, Story Telling and finally Self --Help are presented.    The “Self-Help” demo is a challenge for you to complete.  Throughout much of your learning your station Mentor will be right there as your guide.

Introducing CKGI and its

Stakeholders & Regulator

About CKGI 98.7 FM  ( http://www.ckgi.ca )  

Nov. 2, 2011 - CRTC Grants CKGI 18 mos. to “OnAir”!

Gabriola Radio Co-operative operates as a volunteer organization with a growing membership consisting of Gabriola residents and visitors. We hold regular public meetings (Thursday at 3:30 pm Artworks upstairs) and invite you to share your ideas for Gabriola’s own FM radio station.

Our mission is to provide the island and surrounding communities of Gabriola, Valdes, Mudge, Link, DeCourcy, Ruxton, Pylades with an FM Radio Station capable of performing the following:

a. provide, local and Canadian, actors and musicians a broadcast platform on an alternative, commercial free community radio station;

b. offer the general public an intelligent, innovative, entertaining, alternative to the programming fare currently offered;
c. communicate, with the highest standards of journalism, the concerns, interests and activities of the gulf islands to the general public;

d. give groups from the community (other than partisan political or religious groups) an opportunity to communicate with their members and with the general public;

e. give individuals, from all age groups and cultural backgrounds, an
opportunity to develop and use their creative talents on radio.
Our Coverage objectives are, “to establish an ongoing community radio station that can broadcast during an extended period of declared emergency to the region under the authority of the Gabriola Provincial Emergency Coordinator and additionally Cedar, Yellowpoint and Nanaimo. This region would include the Islands in the immediate vicinity of – Valdes, Gabriola, Mudge, Link, DeCourcey, Pylades, Ruxton, Tugboat and the communities of Cedar, Yellowpoint and Nanaimo.”

· Community Radio can help create bridges in any diverse population base. Gabriola and the surrounding communities will benefit from this community building enterprise. Radio creates a voice that helps develop understanding, tolerance, and even acceptance among diverse groups such as exist locally. 
Our sister community stations among the Canadian Islands of the Salish Sea:

Cortes Island  ( http://www.cortesisland.com/tideline/show21s/Cortes_Radio ) 89.5 FM    cortesradio@gmail.com 

Hornby Island  (http://streema.com/radios/CHFR_FM )   91.5 FM

Saltspring Island (http://www.cfsi-fm.com/), ( Hybrid Community/Commercial License ) 107.9 FM

Cowichan Valley ( http://www.cicv.ca/ ) ( 98.7 FM)

VIU, Nanaimo (http://chly.ca/),  101.7 FM

U. Vic, Victoria  (http://cfuv.uvic.ca/) 101.9 FM

Camosun, Victoria  ( http://www.village900.ca/ )  900 AM

All these are member stations of NCRA/ANREC (http://www.ncra.ca/), and are regulated by the CRTC.

We are all “VOICES FROM THE SALISH SEA”.
Audiences & Stakeholders

Members of Gabriola Radio Society are in fact, the owners of the community radio station and management is obligated to them according to the Societies Act of BC.
The Board of Directors and the Editorial Board plan and control operating policies and procedures and assure the on-air content meets the terms of CKGI’s broadcasting license, regulatory codes and guidelines.  These senior officers are responsible for the station’s compliance with the regulations of the Canadian Radio-Television Telecommunications Commission (“CRTC”) and the other laws that pertain to its business.  The CRTC currently applies the Code of Conduct advocated by the Canadian Association of Broadcasters (“CAB”) when it considers complaints filed against a regulated broadcaster.  

Station Management, whether it be administrative, engineering or programming all have specific production values with regard to the hourly “on air” content.  Those production values pertaining to the Spoken-Word are discussed in this manual.

Volunteers offer up their time and energy with the expectation that rewarding experiences will help them choose specific components of interest and help them develop marketable skills.  The primary purpose of this manual is to assist volunteers with their learning curve and performance.

Listeners of community radio share many interests in common with regard to local concerns and issues.  Their personal interests are also governed by demographic, psychographic and geographic variables.  

Community radio does attempt to be “all things to all people” and this makes traditional “formatting” irrelevant and perhaps dysfunctional.  The challenge is equitable service to a complex variety of users’ needs.CRTC Defines
 Spoken Word and Sets Required Air Time

The Canadian Radio and Television/Telecommunications Commission  (“CRTC”)

The CRTC requires 15% of CKGI’s weekly air time, defined by regulation,  to be Spoken Word as follows:

“Content Category 1 - Spoken Word

This category includes the following two subcategories:

Content Subcategory 11: News
The recounting and reporting of local, regional, national and international events of the day or recent days, with particular emphasis on the topicality of the events or situations selected, or on the constant updating of information, or both as well as background material about current events when included in newscasts but excluding weather, traffic and sports and entertainment reports.

Content Subcategory 12: Spoken word-other
All programming with the exception of material falling under subcategory 11-News and categories 2, 3, 4 and 5 (Popular Music, Special Interest Music, Musical Production and Advertising).

Content Category 5 - Advertising

Broadcast matter intended to promote services or products offered to the public by persons normally advertising in the course of their business. For greater particularity, this category includes the following three subcategories:

Content Subcategory 51: Commercial announcementA commercial announcement for a business, product or service, presented in return for consideration. 

Content Subcategory 52: Sponsor identification:  Identification of the sponsor of a program or program segment other than under subcategories 51 and 53.

Content Subcategory 53: Promotion with sponsor mention:  Verbal or musical material promoting increased listening to the station or to specific announcers, programs or programming elements, when accompanied by the identification of a sponsor.”

________________________________________________________________

CKGI submitted a pro-forma programming schedule with its 2008/2010 Application for a Broadcasting License to the CRTC.   It differs significantly from the illustration below and will be the subject of a follow-on review.  However, for purposes of this training manual, the following framework is a useful guide.  This section of the manual will be updated to reflect the “on air” programming schedule relevant to training needs.

The following is an alternative illustration of a “15% of air-time” spoken-word programming schedule.  This clearly identifies the four components we will demonstrate with ethical values, production values and “proof of concept” podcasts.  Commercial advertising is mentioned above, but will be detailed in the next manual in this series.

Content Subcategory 11: News


11a. News “LIVE” hourly, on the half hour, 3 minutes per hour.


11b. Public Affairs (pre-recorded) - hourly, on the hour, 3 minutes per hr.

Content Subcategory 12: Spoken word-other

12a. Self-Help (pre-recorded) - hourly @ third quarter hr., 3 min./hr.


12b. Entertainment (pre-recorded)- Child’s 9 AM to 6 PM + Adults 7 PM to 


12 AM = 30 min. Per day

( 20% of 60 minutes is 12 minutes.  First Four Components = 11 minutes. )

“Ambient”  Category: This includes all sports, weather, events and public service announcements.  These are not included in the 15% spoken word requirement.

Production Values 


All Spoken Word is first

 “The Written Word”

“W Five”  Who, What, Where, When, Why(how)?

The working part of this manual includes demo podcasts of the four spoken word components News, Public Affairs, Entertainment and Self-Help.  These demo podcasts embody the top level codes and policies of the station and portray the “production values” that represent “best practices”.  Please refer to the Appendix Onefor details of these important rules and guidelines.

More and better sound including additional sound elements such as “live” interviews are presented with timeliness and portability. Consider small portable radios in times of wide-spread natural disasters, radio may be the only link to help. 

Radio is a personal medium, relating one-on-one the human interest values in a story.  “You are there”.  Radio brings individuals right into the action.

Professional journalistic principles, with appropriate on air voice.  Principles cover the entire range of duties in the News Room:  news gathering, news writing, assembly, news reading and reporting.


Shown below:  A modern laptop and a USB Microphone - essential 

tools for the new media radio broadcaster.  Software brings it all 

home!  ( see comments on Digital Audio Workstation, that follows.)
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Key References

Writing for Television, Radio and New Media:   Robert L. Hilliard

Modern Radio Production;  Carl Hausman, Fritz Messere, Philip Benoit
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(previous page)  This is the H1 Zoom,
 MicroRecorder.  (Shown larger than 
its actual size - it easily fits in the palm of your hand!)  For little more than $100 you have “state of the art” recording into either MP3 or WAV ( less compression). A USB port connects your audio file with your computer and automatically transmits the file.  Then, with your digital audio workstation 
(“DAW”) you can let your creative juices flow!  See the following  for 
an illustration of the working screen for “Reaper”
, one of the latest and most effective daw.  The first volume in our “Volunteer Broadcasters’ Guide to Spoken Word” provides much more information on how to use these supporting technologies and provides extensive internet references.  To experience “Reaper” go to the youtube learning videos of which there are many, and they are very well done. 
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And now, back to our story:

News gathering involves not just gathering relevant facts, but also collecting “actualities” which are the recorded sounds of the event or of the news makers.  “Wild Sounds” are those ambient sounds that occur as part of the event.

Radio is written for the ear.  The messages and the voices that deliver the messages need to be clear, short sentences and active verb tenses.  A conversational delivery is now the expected and most listened to news voice.  Remember the listener gets only one chance to “hear” and understand the message - they cannot look back to confirm or clarify.  

The “Affect of Radio” is not limited to “sound effects” but the spontaneous human emotions that are conveyed by the broadcaster and the spontaneous human emotions that are prompted within the listener.   Affect in radio is an essential element in motivating and holding a listener, whether a news story, a public affairs backgrounder, play, story or a commercial.

The affect includes the mood of the setting of the story as well as the emotions that are felt by the players.  Through affect, one creates sights 

and smells and the sense of touch via radio.   Affect makes radio - real!

And your microphone, computer and DAW helps you create affect!  But it is your imaginative, patient, persistent pursuit of the creative result that is the irreplaceable component in modern radio.  Remember, it is only you and the one who is listening, and responding that makes good radio.

The power of radio comes from the clarity with which meaningful ideas are shared between the broadcaster and the listener.  From your voice straight into the brain of your listener!  As such, radio, and independent community radio in particular, can inform, motivate and cause citizen action.  The demonstrations that follow are each driven by “affect” to cause citizens to share, to care and to act on behalf of others.  Others may be other citizens or our natural environment.
Demonstration Podcasts 

“Proof of Concept”

The following four demos are presented as part of this manual on the included CD.

DEMO ONE  

The News  

Backgrounder or Feature Editorial

“W5”   

Who?   What?  When?  Where? How/Why?

The following piece has been significantly edited from a print media format to one more suited to Radio News.  The use of active tense, clear, simple wording and the “poetic license” to utilize attenuated sentences, all work to make it easy for the listener to hear and understand the meaning of what is being reported or commented upon.  The listener only gets to hear it once!

This was originally published in The Island Tides regional newspaper as a feature article submitted by the author.  The script is large font, double spaced for ease of reading,  on-air.  And production notes are included in the right margin.

SCRIPT: [ partial ]

























five sec.music  fade in and out to voice

The following is a news feature editorial prepared for this station by John Hague, who is solely responsible for the content and opinions expressed, which may not necessarily agree with the opinions held by the staff, executive or Directors of the station.

Background music courtesy of “The Free Sounds Project”

Produced in the Public Interest, in the Public Domain



















five sec.music  fade in and out to voice

“Smart Meters for Homeland Security!”

Did you know that the consulting firm, Accenture, has owned BC Hydro’s information systems for almost ten years?

Did you know that all of BC Hydro’s information is available to the USA’s Homeland Security?

How did this come to be?  

In the early two thousands,  BC Hydro sold its information systems to Accenture, operating in Houston Texas.   BC Hydro also entered into a service contract with that firm to "buy its information back in more useful form".   Accenture does BC Hydro’s “data processing”.

The unhappy result of this is our access to BC Hydro’s energy conservation resource is now residing on computers in Houston, and all of that information is within the reach of “Homeland Security”.





five sec.music  fade in and out to voice









time:  

[ SNIP!  THE FULL TEXT IS ON THE DEMO FILE. ]

You have the power to hold BC Hydro's Executive and Board of Directors personally accountable under the Laws of BC.  They have no right to waste your money, health or nature.

This is John Hague speaking. 

Thank you for listening.

-five sec. music  fade in and out  to END

Demo Two 
Public Affairs - Mini Documentary

“Homeless in Paradise” (Public Affairs)

Presents two interviews, the first with Ms. Jean Crowder, MP, North Cowichan-Nanaimo, who comments on the national political perspective and its problems and solutions.   The second is with Ms. Kathryn Malloy, Executive Director, Gabriola Island’s “People for a Healthy Community”, who provides the local perspective where homelessness resides and must be resolved.

This began as a five minute local commentary on homelessness for the NCRA sponsored “Homelessness Marathon”, a one full day of community radio broadcasting in the US and Canada devoted to raising awareness on this often “hidden issue”.

Both the commentary and the interviews were aired by CHLY - 101.7 Nanaimo.  The interviews were aired as part of CHLY’s “Be The Media” weekly program.

Some key learning:

Telephone does not provide the best sound values.  However, I found that my old speaker phone does a much better resolution than my micro recorder/phone adaptor.  Surrounding the mic with foam sound absorption and simply using the speaker phone, worked quite well.

It may not always be possible to ensure the ambient audio quality.  Ms. Crowder shares office space, and her office is on the store front of a busy retail street.  The windows were only single glazed and there were no heavy curtains to absorb traffic noise.  Whenever possible, ensure a minimum of ambient interference, unless you want that as background.

Make sure your mic is located on a soft base.  And to the extent possible use as much sound absorption material as you can.  Especially in studio recorded portions of your podcast.

Hard desk surfaces make it possible for your interviewee to “rap” on the desk top to emphasize points.  People do this naturally, without thinking about the impact on the recording levels.  It is good to chat with your interviewee or arrange a soft surface for them to “rap” upon.

Expect interruptions when you are doing interviews in the field.  There is only so much you can do to control the setting.

The most important learning is the lesson learned when the programmer is editing the raw material.  This can take a disproportionate amount of time and effort.  And the only advice I can give is to make the raw material as perfect as possible to begin with.  Do a rough script in outline or story board form.  Be particularly aware of your need to be crisp and clear, with as few words as possible.  Think of writing the interview as a news story to be read “live”.  

Demo Three -

Story Telling Autobiography

“Gabriola To Burma With Love” 

I had the wonderful opportunity and privilege of attending a meeting with a lady broadcaster who was born in Saskatoon, vacationed on Gabriola Island and educated in human rights in Europe.  She now resides in Burma, has successfully developed a leadership program and is currently engaged in a research project to determine the condition of community radio in the country.  She asked to remain anonymous.

I was “piggy backing” on the time of another broadcaster who actually conducted the interview with this lady.   I obtained permission from both the interviewer and the interviewee to make my own recording for purposes of creating a podcast for CKGI at a later date.  

The “narrator less” interview is a rather interesting technique, and one that I first used with Elizabeth May, the MP for Saanich and the Southern Gulf Islands.  The  key to success with this technique is to ensure the continuity of the speaker’s story even if this means re-arranging some of the content.  The identity of the story teller is not essential to the interest value of her story.  Ambient conditions were not ideal and some sound effects help bridge the story elements.

Some lessons learned:

Respect your subject’s intent and meaning, even while you may need to re-arrange the subject matter for better continuity, after eliminating superfluous bits.  

This piece was particularly challenging because the subject needed to safeguard her identity and be as neutral and objective as she could.

Demo Four 

Self-Help: A Do It Yourself Exercise

Here, you will have a chance to put the manual to work, by completing an incomplete 5 minute podcast.  The demo has public domain clips of various bird songs and background music.  You will be challenged to use the basic tools within the DAW (“Digital Audio Workstation”), such as “project settings”,  “add a track”, “import media”,  “snip”, “cut and paste”,  “normalize”, “tone”, “volume envelope”, “mixer”, “record voice”  and others such as “saving project”, and “rendering using WAV”.  You will have mastered the basics! 

You are encouraged to download a free trial of the DAW, Reaper
 and to use the YouTube Reaper, video learning tools.  Also the Reaper manual can be used either online or downloaded in PDF. 

This may seem intimidating at first, but it is amazing how quickly you can learn he basics of production editing and have fun doing it.  The You Tube videos will help.  Frequent use of the manual will help too.

Also, you may want to review relevant sections of our first manual,

that includes an introduction to new media technologies as well as to the key  journalistic techniques for doing great interviews.

___________
This is a good time for you to try your hand at audio production, editing and preparation for podcasting and/or broadcasting at another time.  The demo is incomplete.  What is provided is an 8 minute long file with the following content, all combined on one track.

Local experts helping their neighbors.  In this podcast we will address a favorite pastime for many islanders - bird watching, with Sharon McInnes, a local expert who writes for the Shingle Newspaper.  We can “see” birds by the songs they sing!  Some original recordings, and some from the public domain.  This will become a regular broadcasting feature for CKGI.

•  bird songs from “The Free Sounds Project”, a public domain source.

· musical background from “The Free Sounds Project”
· The voice portion is not yet on the main file.  You can try your hand at using your micro-recorder and moving the audio file onto your computer and then inserting it into the file. Or do the optional exercise below.
· This requires that you first load REAPER
, the digital audio workstation that is referenced in this manual.  You can download a 100% complete trial copy as well as an extensive operating manual, in PDF and on-line.
· Add a track to a new REAPER project file.
· “Insert media” - the MP3/WAV file demo
· Now you can play with the demo using the “split” command, “cut and paste” and any other action you want from the action menu.  When you are done, learn about “rendering” and create your very own MP3 or WAV file.
· Optional Challenge:  A separate file on the demo includes a recording of Sharon McInnes commentary on “Bird Song Radio”.   This is recorded as a separate file and you will need to “insert a track”, “insert media” and “snip”, “cut and paste” the vocal comments according to which bird song is being discussed.  You will be combining the content on the main file with the vocal file.  


Concluding Notes

Together with the first manual in this series which deals primarily with the technology and technical skills required of a modern day radio broadcaster, and this, the second manual in the series, dealing with the logic, art and discipline embodied in every excellent piece of radio programming - you are now well equipped to practice and perfect your skills.  Explore, Discover, Learn and Grow - “failure” is the absence of these.  You have the support of everyone at the station, this is a key part of our mission and mandate.  So relax and enjoy - we all want you to succeed.

For some, this will be an interlude experience.  Interesting but not a prospective career.  Others will inherit and add their creativity to the ongoing growth of radio broadcasting, “In the Public Interest - In the Public Domain”.

Stay tuned for a third manual: “Marketing, Creating, Producing and Evaluating  Radio Commercial Advertising”.  Yes, even Community Radio must sell ads to keep the balance of “not for profit - not for loss either”.  But using community programming time for commercials is our source of last resort.

CAUTION: Please remember that the version of the manuals that you may be seeing at this time are not final.  They are so called Beta versions, pending modifications from testing and approval by CKGI’s Editorial Board.

A Production Of:
[image: image5]
In Association With Digital Media Productions

APPENDIX 

Codes of Conduct, Policies and

Best Practices 

This section contains extracts from value statements including ethics, codes and other policy level guidance.  Where ever appropriate these are included by spoken word component.  The primary reference is to the collection provided by the Canadian Broadcasting Corporation (“CBC”) on its corporate website.  The CBC complies with the codes supported by the Canadian Association of Broadcasters (“CAB”) and enforced by the CRTC.

This section also contains  “best practices”, and production guidance.  The references here are to a broad range of sources including the draft NCRA “best practices”, peer review, academic texts and internet websites.  Again, wherever appropriate these are grouped by spoken word component.  Although we mention “Commercials & Advertising”,  we will address relevant values, practices and demos in a follow-on manual.

Codes of Conduct 

(Ethics & Values)

The CBC/CAB Code of Conduct will be used as the primary source for CKGI until the CRTC adopts a new code for community broadcasters.  The NCRA Code is very much a work in progress, and will replace the CBC/CAB version for CKGI when approved by the CRTC.

The following has been adopted and adapted from the CBC/CAB Code: http://www.cbc.radio-canada.ca/docs/policies/journalistic/xml/policies.asp
NOTE Station Management is responsible for making a determination about the necessity of obtaining the CBC’s permission to adopt/adapt its material.
“Our Over-all Mission 
To serve the public interest
Our mission is to inform, to reveal, to contribute to the understanding of issues of public interest and to encourage citizens to participate in our free and democratic society.

To reflect diversity
We are committed to reflecting accurately the range of experiences and points of view of all citizens. All Islanders, of whatever origins, perspectives and beliefs, should feel that our news and current affairs coverage is relevant to them and lives up to our Values.

We have a special responsibility to reflect cultural diversity, as well as fostering respect and understanding.

To protect our independence
We are independent of all lobbies and of all political and economic influence. We uphold freedom of expression and freedom of the press, the touchstones of a free and democratic society. Public interest guides all our decisions.

To act responsibly and to be accountable
We are aware of the impact of our journalism and are honest with our audiences. We do not hesitate to correct any mistake when necessary nor to follow-up a story when a situation changes significantly.

We manage our resources responsibly. We strive for journalistic excellence and best practices in all of our journalistic endeavours.

Our Values
Accuracy
We seek out the truth in all matters of public interest. We invest our time and our skills to learn, understand and clearly explain the facts to our audience. The production techniques we use serve to present the content in a clear and accessible manner.

Fairness
In our information gathering and reporting, we treat individuals and organizations with openness and respect. We are mindful of their rights. We treat them even-handedly.

Balance
We contribute to informed debate on issues that matter to Islanders by reflecting a diversity of opinion. Our content on all platforms presents a wide range of subject matter and views.

On issues of controversy, we ensure that divergent views are reflected respectfully, taking into account their relevance to the debate and how widely held theses views are. We also ensure that they are represented over a reasonable period of time.

Impartiality
We provide professional judgment based on facts and expertise. We do not promote any particular point of view on matters of public debate.

Integrity
The trust of the public is our most valued asset. We avoid putting ourselves in real or potential conflict of interest. This is essential to our credibility.

Specific to our News and Public Affairs Component
Journalistic Standards and Practices (JSP) apply to news, current affairs and public affairs personnel and to information content produced, broadcast and posted online by these teams. This includes user-generated content when incorporated in news, current affairs and public affairs stories. JSP also apply to personnel and news content in specialized areas such as sports and culture.

A manager commissioning content produced by a third party ensures compliance with JSP. A proposal for content that is not fully in compliance must be referred to senior editorial management.

Editorial Responsibility and Upward Referral

Personnel assigned to research, gather, produce, edit, present or manage information content comply with these Journalistic Standards and Practices.

We apply these guidelines to each situation in good faith and according to our best judgement.

We keep up with best journalistic practices, share our experiences and ask ourselves questions before making editorial decisions.

We refer to senior editorial management any question raising a doubt or any decision that could affect CKGI’s credibility, independence or reputation as a provider of high-quality information.

Journalistic Standards and Practices specify on occasion that certain matters must be referred to a specific level of management.  That could include the Editorial Board of the Station.

Questions of a legal nature may be referred to the station manager.

Program Funding

CKGI maintains complete editorial independence and control over all its programming material.

The use of outside funding cannot influence a program or segment or create the perception that the funding body has any influence.

If a program or segment is published using external funding, that fact is disclosed to the audience.

The use of outside funding, either from an NGO, federal agency or professional scholarship or fellowship must be approved by the station manager.

These conditions apply to productions acquired by CKGI. If there are any funding relationships or conditions attached, they must be fully disclosed to CKGI in writing.

Similarly, CKGI does not allow sponsors to use commercial time to run information programming they have created. CKGI is responsible for all information programming, no matter where it is placed on the schedule.

Brand protection; fiction

CKGI’s credibility and brand as an information provider must never be compromised. Information content may be accompanied by advertising or promotion. However, we do not commercially exploit the brand of our information programs and content in any way detrimental to our independence, credibility or integrity as a public service.

Any proposal to have journalists simulate their work in fiction, parody or advertising must be referred to the Station Manager.

COPYRIGHT © CBC/RADIO-CANADA 2011

______________________________________________________________________

Policies

From  The National Community Radio Association of Canada (“NCRA”) 
*DRAFT ONLY * Codes of Conduct   2011


“These [DRAFT] Codes of Conduct set out the guiding principles and 
policies for programming on those NCRA/ANREC member stations 
that 
agree to adopt them. They also outline the minimum operational standards 
for participating stations (“best practices”).  After adoption by the Board of 
the NCRA these will be recommended to the CRTC to 
assist with their 
regulation of community radio.”

The Introduction to the NCRA “Best Practices” contains the following which will serve, together with the CBC/CAB adaptation above, as a temporary, but complete set of initial Ethical Standards and Policies for CKGI.

“Introduction

This document is not a part of the NCRA/ANREC Codes of Conduct, but is intended to:

1. articulate our shared values and responsibilities to our communities;

2. provide context for interpretation of matters included in the Codes; and

3. provide non-binding guidelines and best practices on topics not covered in the Codes.

1. Volunteers

a. The role of volunteers:

Voluntary work is as important as paid work to the vitality of the campus and community (c/c) radio sector. Our stations vary greatly in their structure and operations, and the role of the unpaid volunteer can differ not only in terms of specific tasks, and scope of involvement, but in terms of the volunteer’s place in the overall station structure.

·        In most of our stations, non-professional, unpaid volunteers produce the majority of programming, and hold key roles in the governance and operations of our stations.

·        In many of our stations, volunteers and staff work closely together or interchangeably as part of collectives, committees, and specific projects, and volunteers often carry out tasks of great importance and complexity, analogous to, or alongside the work of paid staff.

·        Conversely, at some of our stations, volunteers play a supporting role, and staff are largely responsible for the station’s infrastructure and ongoing operations.

·        A number of our stations, especially small and rural stations, have no paid staff, and volunteers are responsible for all duties, including fulfilling the stations’ regulatory obligations

This diversity of station structures, styles and models is one of the reasons the NCRA/ANREC Codes of Conduct encourage stations to develop their own policies and procedures that relate to their programming and operations.

Regardless of the specific roles and numbers of volunteers at our stations, we will: 


a) include mechanisms in our station policies and procedures that enable active 
participation by volunteers from our communities in station governance, programming 
and operations;


b) provide volunteers with access to training and resources for all areas of programming, 
governance and operations in which they are involved;


c) develop policies in our stations that promote equity; and


d) develop policies, where possible, regarding programming and training in minority 
languages and third languages, including Aboriginal languages.

b. The rights of volunteers:

We will:


a) clearly define the rights and responsibilities of volunteers in our stations’ policies, and 
treat volunteers in a fair and equitable manner;


b) clearly define station rights and responsibilities in relation to our volunteers, including 
the grounds and procedures for the dismissal of volunteers;


c) refrain from discrimination against volunteers in our stations on the basis of ethnicity, 
race, language, gender, gender identity, sexuality, age, physical or mental ability, or 
socio-economic status;


d) ensure that our premises meet provincial safety requirements and municipal building 
safety and fire regulations; and


e) develop policies and procedures about how to deal with conflict involving volunteers.

2. Employees

All of the commitments pertaining to volunteers also apply to paid staff.

When considering the right and responsibilities of paid staff, we will refer to the

Employment Equity Act and the Employment Equity Regulations, 1986. In addition, we will develop our own employment policies and procedures.

3. Programming in General



d) encourage balance in our programming schedules by:


(i) actively engaging a variety of volunteers, and encouraging community 
involvement in our programming, thereby providing the means for diverse points 
of view to be represented;


(ii) encouraging representation from all members of our communities in all 
aspects of station governance and policy making;


(iii) being sensitive to the systemic barriers to involvement in our stations' 
governance, operations and programming which some individuals and groups in 
our communities face, and attempting to remove or lessen the impact of these 
barriers where possible;


(iv) actively encouraging our listeners to give us feedback about our 
programming, and having clear and transparent systems in place to receive that 
feedback.” 

4. Fundraising, Sponsorship and Advertising

a) Our contests will:

(i) be fair and legitimate;

(ii) adhere to relevant provincial gaming and lottery legislation and regulations;

     (iii) not be misleading, potentially dangerous or likely to lead to public disturbance; and
(iv) ensure any prizes offered or promises made are what they are represented to be.  

b) Our sponsorships, advertising and fundraising activities will adhere to all applicable laws, regulations, policies and guidelines including:

(i) the Canadian Code of Advertising Standards;

(ii) the Gender Portrayal Guidelines; and  

(iii) the Code for Broadcast Advertising of Alcoholic Beverages.

c) Where possible, we will ensure that advertisements and sponsorship messages that make factual claims are truthful and, in the case of drugs, proprietary medicines and foods, not exaggerated.

d) We will avoid advertising content that unduly criticizes the operation of a competitor or other industry or business, recognizing the impact this content may have on public confidence.

e) We will, where possible, develop policies about fundraising, sponsorship and advertising that are in accordance with our stations' principles and values.

Best Practices 
,

Applicable Best Practices:  NCRA Guidelines

The Introduction, Volunteers and Employees sections from the NCRA “Best Practices” are cited earlier in Part 1 of this manual.  The sections dealing specifically with programming  are:
“1. Resist attempts at censorship that would erode independence, and not accept financial 
compensation from those who seek to influence programming content or policies.

2.  Respect the rights of programming participants by:


(i) asking individuals if they are willing to participate in programming 
for broadcast and respecting their refusal to participate even if 
they 
choose not to provide a reason; and


(ii) only broadcasting the words of an identifiable individual when:

a) the individual has been asked that the words may be broadcast, and has agreed;
b) it was apparent at the time the recording was made that the material could be broadcast, such as at a public event; or
 


c) in the case of words that have been recorded without the 


knowledge of an individual, that individual 
has indicated their 


agreement prior to broadcast; 



(d) notwithstanding the above, material that is obtained 

without consent may be broadcast when necessary in the 

public interest. 

3.  producing news and public affairs programming that: 



(i) takes care not to misrepresent or distort the comments of 

individuals;

        

(ii) reports on factors such as race, age, national or ethnic origin, 

colour, religion, socio-economic status, gender, gender 

  

identity, sexual orientation, language, marital status, or 

 

physical or mental ability only when they are relevant, and to 

provide context; and

(iii) encourages news producers to utilize primary sources and encourages self- representation of subjects in our stories.
.Emergency Broadcasting

Stations in our sector with the ability to provide emergency broadcasting services will:

a) have procedures in place to enable appropriate local emergency broadcasts;

b) liaise with appropriate emergency and essential service organizations; and

c) ensure the accuracy of emergency information before it is broadcast.”
NOTE

CKGI will provide emergency broadcast services 24/7 in cooperation with Gabriola’s First Responders and Gabriola’s Emergency Services Society.
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� This is the second manual in a series being created to assist CKGI-98.7’s Volunteer Broadcasters. The first manual “The Interview” deals with some journalistic skills and the technology and skills required for modern radio.  


*ß∂†å*  Both manuals remain in Beta testing until adopted by CKGI’s Editorial Board. *ß∂†å*


� Appendix to Broadcasting Regulatory Policy 2010-819  Content categories and subcategories for radio


� � HYPERLINK "http://www.samsontech.com/zoom/products/handheld-audio-recorders/h1/" ��http://www.samsontech.com/zoom/products/handheld-audio-recorders/h1/�


� � HYPERLINK "http://www.reaper.fm/" ��http://www.reaper.fm/�


� � HYPERLINK "http://www.youtube.com/watch?v=CUFMLdJnAy0" ��http://www.youtube.com/watch?v=CUFMLdJnAy0�


� Reaper is only one of several very good DAW.  For a linkage to others, see: � HYPERLINK "http://en.wikipedia.org/wiki/Digital_audio_workstation" ��http://en.wikipedia.org/wiki/Digital_audio_workstation�  Audacity is a widely used DAW.


�  There are several DAWs to choose from.  Use your preferred DAW.  AUDACITY is good too.


� This document is not a part of the NCRA/ANREC Codes of Conduct for the CRTC.


� From NCRA Guidelines and Best Practices
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