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Strategic Plan Summary and Background
MTN’s Board of Directors set in motion a strategic planning process in late 2007 to create a framework and an action plan that would position the nonprofit entity for continued success. Changing and unpredictable technology, regulatory climates, politics, and economic conditions are affecting MTN and the cable access industry nationally. 

As a nonprofit, tax-exempt entity, created through the cable TV franchise, MTN’s board has been appointed by the City Council and Mayor who serve as its corporate members. Capital and operating budgets are predicated on, and largely derived from, cable company revenues allocated through the annual City budgeting process. The enterprise, its structure, and operational strategies have changed very little since its creation 25 years ago. However, many of the assumptions around which MTN was built have changed, or will change, in the next decade. 

In this light, it was important to conduct a planning process in the public arena by an independent body representing key stakeholders. The MTN board engaged a well-known consultant and delegated to a highly-qualified 12-member Study Commission. They were assembled to hear a variety of opinions and ideas and to formulate recommendations for consideration and implementation by the Board of Directors, City Council, and Mayor. It is expected that these recommendations and subsequent implementation plans will build on the essential or core purpose of MTN, on its strengths, identity, enormous community volunteer base, and the other far-reaching assets MTN has accrued in its 25 years. Study Commission recommendations are designed to propel change in the way MTN articulates its mission, expresses its values, and carries out its important role as a community asset. 

MTN has become a significant resource for the residents of Minneapolis with special strengths and recognition among immigrant communities, organizers for equity, and the creative community. On one side of the coin, MTN is a multi-faceted center of learning about media production, a hub of cross-cultural relationship building, a focal point among civic activists, and a vehicle to reach audiences with unique and important information about local issues and needs. On the other side of the coin, it’s a place to turn to for under-represented and challenging viewpoints, for specialized information, and for images from and about communities under-represented in mainstream media. It’s also a place to look to for off-beat entertainment, uplifting images of community events, reinforcement of the diversity of cultures and ideas present within the city, as well as community celebrations and spiritual connections. 

Vast and passionate behind-the-scenes volunteer energies, together with a small and versatile staff, make MTN’s programming possible. This programming has loyal audiences and occasional channel-surfers as well as confused and irate viewers. The eclectic and unique nature of community access television brings built-in challenges. 

Turning MTN’s many assets – and its challenges – into an enduring and even more vital resource for the community is the charge and hopefully the result of this plan.

I. Purpose Statement:

MTN serves the residents of Minneapolis with tools, programs, and activities to engage and connect diverse residents and institutions through the exchange of ideas, stories, and information. In this way MTN strives to build a vibrant democracy in which all share social, cultural, and economic vitality. 

II. Governance Structure:


A. Amend the Articles of Incorporation to create a Board of Directors to ensure:

1. Public accountability 

2. Independence from political influence in the content of programming 

3. Capacity for broad-based resource development

4. Sound management


B. Develop a phase-in plan to compose the Board of between 11 and 15 voting 
members through the following appointments; eliminate the policy of payment 
for attendance:

1. 2 members appointed by the City Council (one as an alternate)

2. 1 member appointed by the Mayor

3. 7 to 10 members elected by the Board of Directors

4. 2 members elected by the MTN membership

5. Non-voting members may be included at the discretion of the Board

III. Channel Identity & Marketing:

A. Increase audiences for all community television/MTN programming in Minneapolis by restructuring MTN’s channels and programming strategies to:

1. Provide audiences a clearer and more consistent idea of where and when to turn for programs of interest

2. Respond to audiences beyond local cable subscribers by including internet technologies and other delivery mechanisms

3. Cater to increasing interest in on-demand program content

4. Improve the technical, packaging and presentational quality of all programs

5. Accommodate more variety of program lengths such as 3 or 4-minute programs

B. Designate and establish cable and web outlets using more deliberate programming, packaging, and branding strategies including:

1. Appropriately name Comcast Channel 75 as the inspirational or spiritual channel to reflect its content

2. Structure and schedule programming on Comcast Channel 16 to better group programs of similar topic and/or audiences at times best suited to those audiences; determine appropriate identity for the Channel

3. Structure and schedule programming on Comcast Channel 17 to better group programs of similar topic and/or audiences at times best suited to those audiences; determine appropriate identity for the Channel

4. Develop capacity to make these three channels available on the Web, with capacity for users to select and download programs at their option

5. Develop a new Web-based channel as a user-controlled, free-speech channel that accepts video clips of all lengths

6. Invest in and upgrade channel identity and interstitial graphics, including an ever-present channel identification logo in the corner of the screen

7. Implement digital capacity to scroll program listings on a portion of cable channels 16, 17, and 75, as well as secure agreement from Comcast to list MTN programs on its program information channel

IV. Mission-Based Program Initiatives:

A. The MTN Board and staff should assess options for two or three mission-based initiatives that have the best potential for funding, that build on existing relationships and capacities, that involve community partners, and that address important community needs. They may come from areas such as:

1. Youth media and leadership training

2. Seniors activities and digital storytelling

3. Citizenship or workforce development with immigrant communities

4. Formal local information and news programming

5. Workforce development and training

6. Video and photo archiving services

7. Television and/or web assistance, equipment, training, and consultation for nonprofits and/or artists 


B. So as to include the widest possible range of voices and communities with the 
city, MTN should design and implement strategies to outreach and include 
communities that are under-represented, including but not limited to some 
immigrant groups, certain age groups, or others.

C. As MTN core programs and initiatives are planned, MTN’s board should explore appropriate revenue streams and funding possibilities that may include:

1. Cable franchise revenues

2. City appropriations

3. Earned income from services 

4. Gifts and grants from private and public charitable foundations

5. Individual donors and members

6. Program sponsorship and/or pledge drives

D. To achieve its mission-based program initiatives, MTN should pursue partnerships with nonprofit and for-profit organizations that work with diverse communities. This might include mergers, ongoing partnerships, and periodic partnering on specific activities. Partnerships should be sought in which parties can effectively combine complementary resources, avoid duplication, and leverage new resources. These might include but should not be limited to:

1. Twin Cities Public Television

2. Metro Cable Channel 6

3. KFAI-Radio

4. USIW Wireless

5. Twin Cities Daily Planet

6. Digital Inclusion Fund at the Minneapolis Foundation

7. St. Paul Neighborhood Network

8. Hennepin History Museum

9. Hennepin County Libraries

10. Minneapolis Community and Technical College

V. New Media Production and Delivery Strategies

A. With the goal of including more voices, MTN must expand its on-line capacities, re-design its website, and develop additional in-house expertise in new technologies. Enhanced capacities could result in services such as:


1. Existing MTN channels streamed via the Web

2. At least one new “channel” available via the Web

3. Capacity to upload one or more channels for delivery to local satellite television subscribers 

4. On-demand program offerings available from archives and fresh programs added daily

5. Live “upstreaming” capacity from a wide variety of community locations

6. Capacity to accept programs on digital media and online from producers

VI. Business/Income Initiatives

A. Develop a multi-year business plan to diversify revenue and set benchmarks for achieving revenue targets. Strategies may include:

1. Expanding contractual and fee-based activities such as production services, training, and consulting 

2. Exploring other revenue development opportunities including program sponsorship for at least one channel, advertising associated with some of its Web pages, and other ways to leverage its assets

VII. Policy and Internal Culture 
A. To effectively expand its services, revenue sources, and significance as a community resource, MTN needs to infuse its staff and membership with a new vision and a sense of possibility, to become a learning culture exploring and experimenting with emerging technologies and entrepreneurial ventures. This may include some fundamental ways of thinking about MTN such as:

1. The corporate entity has the capacity and responsibility to provide the community with important services in addition to public access TV

2. The valuable work and product of MTN should reach more people than the subscribers to cable television

3. The access mission can and should be fulfilled through more means than supporting TV production and providing channel time

4. MTN is an enterprise that must rely on multiple sources of revenue and can share goals with a variety of partners including funders

5. Web-based tools open new possibilities for MTN to encourage and manage the flow of a wider range of community voices 

6. These tools also make it possible to reach a much wider audience of Minneapolis residents and people in other places, such as former residents who want to maintain contact with Minneapolis
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