
MEMORANDUM

Date: February 27, 2004

To: Development Colleague

From: Beth Suarez, Vice President, Individual Giving
Vera Turner, Director, Individual Giving

Re: 2004 PBS Sustainer Tool Kit 

We are pleased to present to you the 2004 PBS Sustainer Tool Kit. This Third Edition
includes updated information on the Sustainer programs of WGBH/Boston, WNET/New
York, Iowa Public Television, and Oregon Public Broadcasting.  With the compilation of
three additional years of data, we are now able to provide you with a robust and valuable
resource document, tracking performance of station Sustainer programs over time. 

Each station has developed its own unique program based upon its particular market cir-
cumstances and station objectives. The Tool Kit demonstrates the various ways in which the
stations have incorporated a Sustainer Program into their development efforts, and high-
lights the similarities and different approaches used by each. For your convenience, we
have provided a comparative overview of the Sustainer Programs in the Sustainer Programs
At-A-Glance Table; and we have noted individual station’s success with a particular
fundraising technique in the Fundraising Highlights section. 

In addition to the new content provided in this Third Edition of the Tool Kit, key information
from the original PBS Tool Kit (Benefits of Launching a Sustainer Program, Frequently
Asked Questions, and Getting Started) is also included. 

When considering whether to launch a new program or revamp your existing one, we sug-
gest that you use the Sustainer Turn-key Program as a framework upon which to build your
own program, always making sure to take into account any unique circumstances within
your own market.  Please feel free to contact Vera Turner at vturner@pbs.org, or any of the
participating stations with questions that you may have about the information presented in
the Tool Kit. (Contact information for the individual stations is included in the About
Sustainers section of the Tool Kit.)

We offer our sincere thanks to the participating stations for their contributions to the 2004
PBS Sustainer Tool Kit, and we wish you great success in implementing your Sustainer
Program.
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About Sustainer Programs

A Sustaining Member Program is a formalized giving program through which an 

individual commits to making an open-ended contribution on a monthly (or quarterly)

basis.  Membership is automatically renewed from year to year, with no renewal

process involved. A targeted series of ongoing communications reinforces the special

bond these loyal donors have with the institution.  

I. Benefits of Launching a Sustaining Member Program

1. Produces a Long-term Stable Revenue Source
The Sustainer Program provides a stable, predictable and sustained flow of revenue for an
organization.  Because the donor is agreeing to support the station in a very defined way
rather than giving randomly throughout the year, the return on investment is known and
projected over an extended period of time.  Stations having these long-term revenue
streams are better equipped to make revenue projections and to achieve fiscal accountabil-
ity in future years.

2. Maximizes Lifetime Value of a Donor
Most stations achieve higher annual gifts when donors are offered the option of monthly
or quarterly giving. The station is able to obtain a larger pledge commitment to be paid in
installments over time - often from relatively small donors who otherwise would not be
able, or inclined to give at such a high level.  Some stations also make installment gift pro-
cessing more cost effective by offering the option of paying by credit card or EFT.

3. Strengthens Donor Loyalty through Stewardship
Few stations do anything specific to foster and nurture relationships with donors who
contribute on a monthly or quarterly basis.  A station that incorporates member recogni-
tion and stewardship into their monthly giving programs can enhance average gifts, net
revenue and a member’s long-term commitment to public broadcasting.

4. Provides a Potential Source of Endowment Income
For instance, Iowa Public Television has incorporated an intriguing and insightful element
into its Sustainer Program.  Ten percent of all Sustainer gifts flow into the station’s endow-
ment.  While this may not represent significant sums of revenue initially, it raises mem-
bers’ awareness of the station’s endowment and the importance of an endowment in secur-
ing the station’s future.  
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About Sustainer Programs

5. Increases Value of Membership
The Sustainer Program focuses members’ attention on the benefits of membership rather
than the membership process by providing an easy, convenient payment method for them
to make ongoing contributions, and by reducing the number of solicitations a member
receives in a year. 
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II. Frequently Asked Questions

1. Who are the best prospects for the Sustaining Member Program?
Longtime donors acquired via the mail are very good prospects for a Sustainer Program, as
are current EFT members.  However, stations have proven that members outside of these
groups are also viable candidates.  For instance, WNET has found that the members who
are generally more receptive to becoming Station Partners are those who, within the previ-
ous four months, have become members of Thirteen for the first time, or have renewed or
reinstated their membership, or at least made a pledge to do so, even if that pledge has
not been fulfilled. 

2. How is a Sustaining Member Program different from an Electronic Funds Transfer
(EFT) Program? 
EFT is a payment method that donors use to make contributions, and is a convenient
option to offer Sustainers, but does not necessarily define participants within a Sustainer
Program.  Many Sustainers prefer credit card or check pay methods.  Participants within a
traditional EFT program are rarely, if ever, engaged in correspondence with the station.  It
is believed that this lack of contact with the donor lessens their propensity to give, and is
one of the primary causes of stagnant EFT programs.  The Sustainer Program is based on
an ongoing relationship with donors, which in turn, increases donor loyalty and their
propensity to give for longer periods of time and at higher giving levels.  An ongoing
communications plan is a key element of the PBS Sustainer Turn-key Program.

3.  How can a Sustainer Program be integrated into your existing membership 
program?
A Sustainer Program can be easily incorporated into your existing membership program;
however, it should be designed so that it complements your renewal schedule.  Renewal
programs, which produce a significant source of revenue, should not be dismantled to 
create a Sustainer Program. A candidate for the Sustaining Member Program should be
asked to become a Sustaining member prior to entering the renewal cycle.  If the member
declines the offer, he should continue in the renewal cycle.  The WGBH model used 
a letter, followed by a phone invitation in the 7th and 11th month of membership,
respectively.

Depending on the structure of your membership program, you could exercise many
options for establishing your Sustainer Program. Since there is a natural fit between a
Sustaining Member Program and the Mid-level giving fundraising philosophy, you could
integrate your Sustainer Program into your Mid-Level Giving Program.  Another option
would be to use your EFT program participants as charter members of your Sustainer
Program. 
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About Sustainer Programs

4.  Are Sustainers asked to renew their membership on an annual basis?
No. An annual upgrade mailing provides individuals with an opportunity to make any
changes to their pledge amounts or payment method. Shortly before the member’s one-
year anniversary, an upgrade letter is sent to thank the member for being a Sustainer for
the past year, and to ask him to upgrade his gift. If the member chooses not to increase
his giving amount, the member’s contributions will continue as originally indicated.

5.  Are Sustainers solicited for gifts throughout the year?
Organizations with monthly giving programs have used a variety of approaches to addi-
tional gift appeals during the year. In the WGBH model, Sustainers are excluded from all
additional gift appeals, so as not to confuse the Sustainer message. However, WGBH
includes a check-off box on some mailings for donors to make a one-time add gift, if they
don’t want to join or upgrade their Sustainer giving.

Whereas, WNET, IPTV and OPB send selected additional gift appeals to their Sustaining
members as part of their standard fundraising plan. These additional solicitations have not
had a negative impact on Sustainer giving. (If using this approach, one must be sure to
acknowledge Sustainers and tell them that this additional gift is above and beyond their
Sustainer contributions.)
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III.  Getting Started

Here are the basic steps for launching a Sustainer Program:  

1. Decide positioning of the Sustainer Program relative to the rest of your membership
— what is the purpose of this group?
For example, you may decide to direct a percentage of Sustainer revenue to the station's
endowment, or to a new program fund, or to other special projects. At IPTV the
Sustainer Program is marketed as a means to ensure a more financially stable future, with
10% of Sustainer revenue directed to the station’s endowment fund. WGBH also used
this same approach to support its capital campaign fund.

2. Select target group(s).

3. Decide program parameters: minimum gifts, pay methods, payment schedules and
auto renewal schedules (monthly or annual).

4. Decide strategies for subsequent marketing to the Sustainer group (add gifts,
upgrades, lapsed payment collections, etc.).

5. Prepare operational systems for servicing Sustainer accounts: installment gift 
processing, automatic renewals, procedures for laggard and unfulfilled pledges, 
and processing of additional gifts outside of the Sustainer pledge.
(If you are a PBS station using PBS Team Approach® software, PBS will provide you
with support materials that provide step-by-step instructions on how to configure Team
Approach to implement your Sustainer program.  Documentation will be provided for
coding accounts, creating transactions, and renewing participants.)

6. Create the "look" of the program - develop logo, letterhead, and signature.  

7. Build awareness with program guide ads starting a month before launch.

8. Mail to existing EFT donors (if any), introducing the program and offering 
members the opportunity to upgrade giving to become a Sustainer.
Decide if EFT donors already at minimum pledge amount should be "grandfathered"
into the Sustainer Program (since they have already signed an ongoing pledge agreement.)
If yes, send them a letter welcoming them as “founding members” of your Sustainer
group.
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About Sustainer Programs

9. Roll out monthly Sustainer invitation mailings to target groups.

10. Fold Sustainer pitches into current telemarketing strategies.

11. Develop a cultivation plan. Consider a mixture of mailings, special events and 
targeted acknowledgements. Roll out Sustainer cultivation plan, beginning with
acknowledgements.

12. Roll out follow-up solicitations (upgrades, add gifts).

13. Survey new Sustainers to develop a member profile.
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Fundraising Highlights

Direct Mail
WGBH
“The mail continues to be the most effective promotion vehicle for converting members
to Sustainers.  We ask donors for a long term commitment via a letter where the entire
program, including payment options and payment frequency options can be explained
in detail.”  

“Increased emphasis on ‘interest-based’ copy has helped to improve results over the past
three years in both the TV and Radio segments.”

OPB
“Overall, Sustainer revenue for FY 03/04 is running ahead of last year – thanks in part to
a successful upgrade mailing.  Revenue from the campaign is 214% greater than 2002’s
effort.  The response to the 2003 upgrade mailing is particularly interesting in light of the
fact that Sustainers had received a request for an additional gift a few months prior to the
upgrade mailing.”  

Telemarketing
WNET
“Telemarketing has been for us the most effective way of bringing new people into the
program.  We have found that the dialogue that ensues from directly calling the members
helps them understand how the program works, and the advantages it presents to them. In
FY03, we brought in a total of over 2,100 new Station Partners, with an average monthly
gift of $9.  Retention rate over the long term for these Station Partners is running at about
90%.”  

On-Air Fundraising
IPTV 
“On-air support spots and pitching Sustaining Membership during pledge has been the
greatest reinforcement for the Sustaining Membership program.  We have obtained new
Sustaining members that we would not have reached by any other method.”  
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Fundraising Highlights

Web Fundraising
While all stations use the Web to promote their Sustainer programs, the number of new
Sustainers derived from this source has been minimal.  
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Participating Stations Contact List

Mary Toropov, WGBH Boston
125 Western Avenue
Boston, MA 02134
Phone: 617-300-5411
Fax: 617-300-1032 
E-mail:  mary_toropov@wgbh.org

Giselle Holloway, Thirteen/WNET
450 West 33rd Street
New York, NY 10001
Phone:  212-560-2097
Fax:  212-560-2871
E-mail: holloway@thirteen.org

Linda King, Friends of Iowa Public Television Foundation
P.O. Box 6400
Johnston, Iowa 50131
Phone:  515-242-5401 or 800-728-2828
Fax:  515-242-5404
E-mail:  linda@iptv.org

Kathleen Smith, Oregon Public Broadcasting
7140 SW Macadam Avenue
Portland, OR 97219
Phone:  503-293-1937
Fax:  503-293-4152
Email:  kathleen_smith@opb.org

PBS Contact

Vera Turner, PBS Director of Individual Giving
1320 Braddock Place
Alexandria, VA 22314
Phone:  703-739-5374
Fax:  703-739-8458
Email: vturner@pbs.org
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WGBH Station Profile
(As of November 2003)

Age of Program:  7 Years

Total Members: 9,000

Annual Revenue: $1.37 Million

Average Gift:  $211

Minimum Giving Level:  $60

Minimum Payment: $5

Payment Method:
% Credit Card: 52%

% EFT: 25%
% Check: 23%
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WGBH NARRATIVE

Background
The WGBH Sustaining Member program, now in its seventh year, continues to be a 
success story. As of this date, over 9,000 of WGBH’s 200,000 members are contributing 
via an open-ended pledge, for a total of just over $ 1.37 million in annual revenue.

Surveys and focus groups with sustaining members reveal that donors are motivated to 
convert to Sustainers primarily for the convenience of giving and renewing without multi-
ple renewal notices, and also by the cost efficiencies and long term financial planning it
facilitates for the station.  

Breakdown by Giving Level
Giving Level Total % of total

$60-$99 1,134 13%

$100-$149.99 2,752 30%

$150-$299.99 3,007 33%

$300-$499.99 1,608 18%

$500-$749.99 379 4%

$750-$999.99 84 1%

$1,000+ 76 1%

Breakdown by Payment Method 
Payment method  % of total

Credit Card 52%

Check 25%

EFT 23%

WGBH has had moderate success in using premium offers to get check and charge
donors to convert to Electronic Funds Transfer (EFT) which is the least expensive option
from an administrative standpoint.

Breakdown by Payment Frequency 
Payment method  % of total

Annual 6%

Semi-Annually 1%

Quarterly 43%

Monthly 51%
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Solicitation Plan

Sustainer Invitations (mailed renewal in 7th month of membership)

WGBH invites selected members to join the sustaining giving program immediately prior
to their renewal cycle.  Through targeted database marketing, WGBH has been able to
maintain a strong response to the Sustainer invitation mailings. In general we are targeting
members who exhibit signs of greater loyalty or involvement with the station, and/or pre-
fer to give installment gifts, and/or have requested fewer renewal notices. The current
selection criteria outlined below is much more sophisticated than our initial criteria of 2+
years on file, installment donors giving between $120-$299.  

FY04 Invite Group (all accounts > = $60; first gift date prior or equal to 7/1/01)

Members who have requested only one renewal notice per year
High Addgift, Lifetime Value and Renewal Mail tag (A tags only)
WGBH Affinity Club members
Donors with an Email interaction
Installment gift in the last 4 years
Leadership Circle (Mid Level) donors not being targeted for major gift upgrade
Interactions with Audience Services
Radio Affinity (in FY04 project group)
Donors with multiple activity types (ex. Annual + Auction)

Mail Results
Fiscal year Qty Mailed # Joined % Resp Total Pledge   Avg Gift
FY96* 11,931 221 1.85% $26,854 $121.51
FY97 84,699 1,410 1.66% $184,419 $130.79
FY98 84,620 1,353 1.60% $185,207 $136.89
FY99 46,042 793 1.72% $128,397 $161.91
FY00 26,989 437 1.62% $64,687 $148.02
FY01 41,623 634 1.52% $91,255 $143.94
FY02 46,222 1,255 2.72% $141,862 $113.04
FY03 41,442 1,070 2.58% $132,398 $123.74
TOTAL 383,568 7,173 1.87% $955,078 $133.15

* FY96 results reflect two months of mailing

In FY01, the minimum giving level criteria for the prospect group was lowered from $120
to $60 resulting in an increased response but decrease in average gift.
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Narrative

Segmentation 
Early on in the program, it was decided to further segment the Sustainer prospect group
into affinity subgroups of TV and Radio.  While the basic message of the mail piece –
becoming a Sustainer – is the same for each subgroup, the program references are tailored
to the appropriate affinity.  The signatory for the Radio invite and acknowledgment letter
is the Vice-President/Radio Manager while the signatory for the TV invite and acknowl-
edgment is the General Manager of TV Stations. 

As the analysis below attests, the increased emphasis on ‘interest-based’ copy as well as the
refinements to our database selections has improved results over the past 3 years in both
the TV and Radio segments.

TV Group
Fiscal year Qty Mailed # Joined % Resp Total Pledge   Avg Gift
FY00 4,269 63 1.48% $10,221 $162.24
FY01 33,064 490 1.48% $68,142 $139.07
FY02 34,342 873 2.54% $84,546 $96.85
FY03 24,535 569 2.32% $51,501 $90.51

Radio Group
Fiscal year Qty Mailed # Joined % Resp Total Pledge   Avg Gift
FY00 4,350 60 1.38% $9,910 $165.17
FY01 8,559 144 1.68% $23,113 $160.50
FY02 9,466 271 2.86% $29,967 $110.58
FY03 12,696 353 2.78% $34,656 $98.17

In recent years, we have begun mailing to higher giving levels – those in our Leadership
Circle ($300-$999).  Copy for these donors focuses on their past history with Leadership
Circle (rather than a TV or Radio emphasis).

Leadership Group
Fiscal year Qty Mailed # Joined % Resp Total Pledge   Avg Gift
FY02 2,175 108 4.97% $26,769 $247.86
FY03 4,211 148 3.51% $46,241 $312.44
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Telemarketing Solicitations (11th month – renewal window)

Goal: To renew or upgrade donors into the Sustainer program

TM Constituency: As part of their regular renewal phoning, callers target those donors
who make multiple or installment gifts at $60 or higher. In addition, donors who were
mailed a Sustainer invitation prior to the phone call are targeted as a follow-up. While
the telemarketing renewal rate for this group is very high, we have met with less success in
converting these members into Sustainers with this marketing technique. In FY 03 less
than 1% of those members contacted via telemarketing were converted to the Sustainer
Program.

Upgrade Strategy
Two upgrade mailings occur each year – one in October, prior to the Auto Renewal
process and the second in May.  Each mail effort is followed up by a telemarketing effort.  

In prior fiscal years, the upgrade ask has been aggressive, asking donors to move up one
giving level (see chart below).  However due to a drop in response in FY02, it was decided
to use a less aggressive ask matrix in FY03.  This resulted in a lower average gift but we
were able to achieve our goal of maintaining our response rate.

UPGRADE MAIL RESULTS
Fiscal year Qty Mailed # Resp % Resp Total Pledge   Avg Gift
FY98 9,880 474 4.80% $92,086 $194.27
FY99 6,541 452 6.91% $91,699 $202.87
FY00 10,682 820 7.68% $177,625 $216.62
FY01 9,129 570 6.24% $162,687 $285.42
FY02 11,494 422 3.67% $104,827 $248.40
FY03 13,046 453 3.47% $93,966 $207.43
TOTAL 60,772 3,191 5.25% $722,890 $226.54

The average upgrade in FY03 was $60.

LESS AGGRESSIVE ASK (USED IN FY03)
Criteria Ask 1 Ask 2
If giving level amount < $150 + $2 per month + $5 per month
If giving level amount < $300 + $5 per month + $10 per month
If giving level amount = > $300 + $10 per month + $15 per month

As with the invite group, WGBH has begun targeting the upgrade appeals for the TV and
Radio segments. 
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AGGRESSIVE ASK (USED PRIOR TO FY03)
Criteria Ask* Giving level description
If giving level amount < $150 $150 WGBH Club Member
If giving level amount between $150-$299 $300 WGBH Leadership Circle
If giving level amount between $300-$499 $500 WGBH Director Level
If giving level amount between $500-$749 $750 WGBH Producer Level
If giving level amount between $750-$999 $1000 WGBH Executive Producer 
If giving level amount between $1000-$1249 $1250 Ralph Lowell Society**

* The ‘ask’ would be based on the donor’s current giving level and how much it would take to bump them up
to the next level.

**Major Gifts threshold was increased in FY03 to $1500

TV GROUP
Fiscal year Qty Mailed # Joined % Resp Total Pledge   Avg Gift
FY02 4,557 167 3.66% $33,445 $200.27
FY03 9,294 304 3.27% $59,277 $194.99

RADIO GROUP
Fiscal year Qty Mailed # Joined % Resp Total Pledge  Avg Gift
FY02 1,691 48 2.84% $12,040 $250.83
FY03 3,752 149 3.97% $34,689 $232.81

On-Air/Web Acquisition of Sustainers
While promotion of the WGBH Sustainer program has increased on the web and on air
in the past few years, the number of new Sustainers derived from either of these sources
has been minimal.  The mail continues to be the most effective promotion vehicle for con-
verting members to this giving program.  Asking donors for such a long term commit-
ment is best done via a letter where the entire program, including payment options and
payment frequency options can be explained in detail.

Web copy promoting the program can be viewed at www.wgbh.org/support/member_
benefits/sustainer

On-air copy used during radio pledge drives is included with the samples.
Currently we do not pitch the Sustainer program during TV pledge drives.
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Cultivation Plan
Regular, at least bi-monthly contact with Sustainers about the impact of their ongoing sup-
port is an essential component to the program’s success.  

FY03’s Cultivation Efforts included:
• November: Postcard promoting new American Experience season
• December: Sustainer MemberCard mailing with Member Profile survey
• January: Annual Tax Statement
• March: Annual Report Summary brochure with cover letter
• May: Letter from executive producer of Nova
• August: PBS Fall Season Brochure with cover letter
• September: Blues postcard
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WGBH SUSTAINER PROGRAM PRIORITIES FOR FY04
• Recognize loyalty and increase lifetime value of donors
• Continue growth of program of 500 or more new Sustainers per year
• Increase participation in EFT payments
• Develop and refine email solicitation and cultivation strategies
• Increase promotion on-air, on the web and in the magazine
• Continue promotion of annual one-time charged renewals
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TV Invitation Letter (p2)
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TV Invitation Reply (front)
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TV Invitation Reply (back)
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Radio Invitation Letter (p1)
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Radio Invitation Letter (p2)
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Radio Invitation Reply (front)
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Radio Invitation Reply (back)
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Leadership Circle Invitation Letter (p1)
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Leadership Circle Invitation Letter (p2)
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Leadership Circle Invitation Reply (front)
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Leadership Circle Invitation Reply (back)
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Upgrade TV Letter (p1)
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Upgrade TV Letter (p2)
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Upgrade TV Letter (p3) and Reply
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Upgrade TV Reply (back)
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Upgrade Radio Letter (p1)
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Upgrade Radio Letter (p2) and Reply
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Parent’s Upgrade Letter (p2)
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Parent’s Upgrade Letter (p3) and Reply
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Parent’s Upgrade Reply (back)
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Tax Letter (p1)
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Tax Letter (p2)
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Member Card Letter (p1)
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Member Card Letter (p2)
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Preference Profile (p2)
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Laggard Letter
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Telemarketing Script

This is a generic script, and our callers are trained to proceed according to the sustainer mem-
bership, i.e. tv or radio. As a note, most use the script as a guideline as they have the sustainer
upgrade presentation committed to memory. Each caller has a sustainer kit which includes the
recent mailing (three letters, script, special tally sheets and any other material pertinent to the
campaign). Prior to calling, we conduct a mini clinic updating callers on the campaign. 

Hello, this is  (name) calling from Channel 2/WGBH and 89.7 FM in Boston. May I
please speak with (name(s)) on screen)? On behalf of everyone at the station (name) I
want to thank you for your wonderful, ongoing support as a Channel 2/WGBH and/or
89.7 FM Sustaining Member. Your support not only provides dependable revenue critical
to our annual operating budget; it also makes long-term financial planning possible.  

Sustainer Membership is extremely important to the station. It has a significant impact on
our ability to broadcast quality programs, as well as assuring us we can maintain our cre-
ative excellence well into the future. And, thanks to you (name), this is happening.
Additionally, as a benefit to you (name), Sustainers are among the first to know upcoming
features on ‘GBH 2 and 44, 89.7 fm, and www.wgbh.org.

(Name), we’re calling our loyal Sustaining Members as a follow up to a recent letter you
received regarding increasing your Sustainer pledge to support all of our fine programming
you enjoy. However, before I go into why this is so important to the station, are there any
of our programs you care about the most that you would like to discuss at this time, such
as (pause after each one and be prepared to discuss):

Dramas & Comedies, Children’s & Educational, The How To Shows, Science & Nature,
WGBH Radio, 89.7 FM, and News & Documentaries.

We appreciate your response (name), as this will help us with future programming. 

As I’m quite sure you realize (name), Sustainer support is a critical component to Channel
2/WGBH’s and 89.7’s continuous success, and you play a key role in our plans for the
future and our long-term strategies. Your ongoing contribution guarantees the future of
public broadcasting, and that’s why we’re asking all Sustainers to join other members by
increasing their regular  (monthly/quarterly/annual) gift by:
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Sample Script

WGBH Telemarketing

Depending on the conversation, it may be advantageous to go by the normal annual
increase ask and break out accordingly.

< $15 or $20 per month> 
< $20 or $25 per quarter>
< $50 or $100 per year>

To a total of $$’s per month/quarter/year. This extra support means more funding for this
year’s programs and in future years. (Name), which amount is possible for you? (Don’t for-
get to ladder down when necessary)

Always negotiate largest possible increase to their existing Sustainer commitment. If not
agreeable, negotiate for a 1x addgift per the following:

I understand (name); not everyone can commit to an ongoing increase in the Sustainer
commitment. Would you prefer to make a one-time gift of $50 or $60? Whatever you can
do would certainly be appreciated. 

Negotiate one-time additional gift (no installments) as well as credit card usage, and con-
firm ongoing Sustainer pledges.

Whatever the result, stress how much their Sustainer Membership helps WGBH. They are
a key factor in ‘GBH plans for the future. We are grateful for their continued support and
consideration of this request. 

Confirm address and fulfillment date on all check pledges.

Use appropriate premiums if necessary.
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Copy Points for Radio Pledge

BE A WGBH SUSTAINER

1-888-897-wgbh(9424)/wgbh.org

• Support WGBH Radio programs on an on-going basis by becoming a 
WGBH SUSTAINER. 

• You count on us to be here for you consistently with the programs you love, 
and we can count on your consistent support.

• For as little as $5 a month or $15/quarter, you can help support your favorite 
programs on an on-going basis.

• Your gift will be automatically billed to your credit card or transferred from your 
checking account, or we’ll send you reminders for your checks.

• FOR YOU: It’s the most convenient way for you to keep your WGBH membership 
current - you never have to think about it!

No more renewal letters or reminders in the mail!

• FOR WGBH: It puts your pledge dollars to best use since we save the expense 
of sending you membership renewal notices and it provides a steady cash flow 
from year to year.
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PBS Fall Brochure Cover Letter
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NOVA Cultivation Letter (p1)
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NOVA Cultivation Letter (p2)
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BLUES Post Card (front)
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BLUES Post Card (back)
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American Experience Post Card (front)
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American Experience Post Card (back)
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Annual Report Cover Letter
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Annual Report (p1)
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Annual Report (p2)
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Annual Report (p3)
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Thirteen-WNET Station Profile
(As of November 2003)

Age of Program:  5.5 Years

Total Members: 6,700

Annual Revenue: $770,000

Average Gift:  $114

Minimum Giving Level:  $60

Minimum Payment: $5 ($10 advertised, $5 accepted)

Payment Method:
% Credit Card: 86%

% EFT: 6%
% Check: 8%
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THIRTEEN-WNET NARRATIVE

Background
Our sustainer program at Thirteen, currently consisting of over 6,700 members, is known
as the Thirteen Station Partners.  We structure it as a basic level program, but our Station
Partners cover a broad range of giving levels from $5 to $100 per month, with the average
monthly gift being close to $10.  Over 90% contribute using an automatic payment
method, with 86% using credit cards, and 6% contributing via EFT (electronic funds
transfers).  Only 8% give by check.  More than 85% of our sustainers give on a monthly
basis, almost 13% give quarterly, and less than 2% give on an annual basis.  We do not
directly offer automatic annual giving but will accommodate a member who specifically
requests it.

The program was launched in the spring of 1997.  Thirteen did not have a traditional
installment program from which to start a sustainer program, so we had to build from
scratch.  We came to realize that the ongoing nature of a sustaining pledge over the course
of months and years makes it uniquely dynamic, and that one of the greatest challenges of
such a program is keeping control over the data.  We have worked hard to develop strong
database procedures so that the program runs smoothly.  This builds confidence in the
program on the part of our Station Partners, strengthens their commitment, and assures
that their sustaining pledges continue to generate revenue.  The result has been that cus-
tomer service problems are extremely rare among our Station Partners.  Our database pro-
cedures have also served to make our sustainer pledges more productive.  While the num-
ber of Station Partners remained fairly constant at between 3,100 and 3,400 from FY00 to
FY02, in part because we were not as aggressively marketing the program during that time
period, revenue for FY02 was 16% higher than it was for FY01, and more than 67% high-
er than it was for FY00.
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Solicitation Plan
Our goal, beginning in fiscal year 2003, has been to increase substantially the number of our
Station Partners.  Telemarketing has been for us the most effective way of bringing new people
into the program.  Because it represents a different way of giving for most of our members, we
have found that the dialogue that ensues from directly calling the members helps them under-
stand how the program works, and the advantages it presents to them as members and to us as a
public television station they value.

The members who are generally more receptive to becoming Station Partners are those who, with-
in the previous four months, have become members of Thirteen for the first time, or have
renewed or reinstated their membership, or at least made a pledge to do so, even if that pledge has
not been fulfilled.  Of these members, we pull those with a gift range between $15 and $74.99,
reserving those who give at a higher range for our Mid-Level upgrade.  We specifically target
members who have given or pledged this recent gift through one of our direct mail or telemarket-
ing campaigns.  We generally exclude those who have given or pledged this gift in response to one
of our on-air pledge drives, since support in these cases is often driven more by a premium rather
than for the station itself.

Using a new telemarketing agency, we have also taken a different approach in how our calls are
conducted.  In the past, callers were trained to back down fairly early in the call and ask for a one-
time gift when the prospective donor hesitated about becoming a Station Partner.  With the new
agency, callers are trained to have a better understanding of the program and to be more assertive
about explaining its benefits, which include fewer fundraising solicitations, automatic membership
renewal, access to a dedicated Station Partner service representative, and a year-end summary
statement sent every January.  Using these new guidelines, we run month-long telemarketing cam-
paigns in each quarter, and they have proven to be very effective.  In FY03, we brought in a total
of over 2,100 new Station Partners, with an average monthly gift of $9.  Retention rate over the
long term for these Station Partners is running at about 90%.

While telemarketing plays the larger role in growing our file, we also conduct direct mail cam-
paigns, generally one each winter and fall, to bring in new sustainers.  While these campaigns
have only a fraction of the response rate of our telemarketing campaigns, having brought in about
350 new Station Partners last fiscal year, they are instrumental in increasing our EFT sustainers,
the most stable and long-lasting of our Station Partners.  Members who come into the program
via direct mail also have a higher retention rate, over 90% for those giving by an automatic giving
method, and they come in with a higher pledge amount, with an average monthly gift of $12.
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ADDITIONAL GIFTS AND UPGRADES

Station Partners are sent their own version of the Station’s annual May Appeal, requesting
an additional gift as we end our fiscal year.  These gifts are generally matched.  Response
rates have varied, ranging between 8% to 10%, and depend in part on the nature of the
match.  Station Partners who have not been in the program for at least five months are
excluded from this appeal.

We have also been successful in increasing ongoing revenue by sending an annual upgrade
mailing to existing Station Partners, asking them to make modest increases in their
monthly gifts.  A special version is sent to check payers requesting that they also consider
switching to an automatic payment method.  We previously included the upgrade request
in the year-end summary statements sent out in January.  In 2002, we sent it separately in
November, along with a special brochure celebrating the 30th anniversary of Great
Performances.  The result was an 8% response rate for increases, more than double what it
was the previous year.  The average overall increase level was almost 40% over the original
pledge, with some sustainers doubling and even tripling their original pledge.  In 2004, we
plan to have our first telemarketing follow-up to the upgrade request.  Station Partners
who have not been in the program for at least seven months are excluded from the
upgrade appeal.

RESULTS

All these initiatives have served substantially to build the Thirteen Station Partners over
the last few years.  Our file grew to 5,500 Station Partners in FY03, a 68% increase over
the number we had in July 2002 and an 80% increase over July 2001.  Total revenue for
FY03 was $560,000, an increase of 53% over FY02 and 77% over FY01.  While we expe-
rienced an impressive influx of new Station Partners in the last fiscal year, revenue generat-
ed by our “veteran” Station Partners, those who have been in the program for more than a
year, increased 56% over FY02 and 248% over FY01. The cost to raise a dollar for this
group is less than $.07.

The Station Partner program continues to grow.  Since the beginning of the current fiscal
year, we have brought in more than a 1600 new Station Partners for a total potential
annual revenue for the program of over $770,000.

Through strong database and operational controls, effective marketing, and engaging cul-
tivation efforts, we have built a program that confirms the strengths of sustained giving.
It is cost-effective, provides stable long-term revenue with high retention rates, and offers
excellent upgrade potential.
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Cultivation Plan
Aggressive marketing alone is not enough to achieve a strong sustainer program.  We strive
to keep our Station Partners happy by making the program easy and reliable, and by
encouraging them to feel invested in Thirteen.  They receive occasional special program-
ming brochures and inserts, and exclusive quarterly newsletters providing programming
highlights for the upcoming season and other news about Thirteen, including our website,
our awards, and our community outreach efforts.  We also have studio tours especially
organized for our Station Partners that educate them not only about our programming and
our facility, but our ventures into new media technologies, and our activities as an educa-
tional institution and public service organization.

SPECIFIC MAILINGS TO OUR STATION PARTNERS INCLUDE:

• Special Welcome Letters for new Station Partners

• Quarterly Station Partner Newsletters, mailed in December, March, June, and September.

Our Newsletter occasionally includes special programming inserts, series brochures, 

or publications from our Educational Publishing unit.

• Year-End Summary Statements, summarizing total gifts given in the prior year, 

sent in January.

• Acknowledgements for additional gifts and upgrades.

• Personalized monthly pledge statements sent to check payers.

• Monthly Studio Tours especially arranged for Station Partners.
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Invitation Letter p2
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Invitation Letter p3  
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Invitation Letter Benefits Brochure (outside)
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Invitation Letter Benefits Brochure (inside)  
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Invitation Letter Response Form (front)
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Invitation Letter Response Form (back)
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Invitation Letter Response Envelope
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Pledge Statement (front) 
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Pledge Statement (back)
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Welcome Letter
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Upgrade Letter p 1  
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Upgrade Letter p2
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Special Matching Gift Appeal Mail Envelope
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Special Matching Gift Appeal Response Envelope
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Special Matching Gift Appeal (front) 
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Special Matching Gift Appeal (back)
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Thank You Letter for Special Matching Gift Appeal 
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Year-end Summary Statement  

Direct Mail     WNET 117PBS SUSTAINERS



TELEMARKETING
THIRTEEN-WNET

PBS SUSTAINERS



Telemarketing     WNET

Sustainer Invite Script  

121PBS SUSTAINERS

Telemarketing Script: January 2004 Sustainer Invite

Hello, may I please speak with Mr./Ms./Dr. ________(Full Name)? If not available, ask for
a more convenient time to call back

Hello, Mr./Ms./Dr. _____. My name is (TSR Full Name). I’m calling from (VENDOR),
on behalf of Channel Thirteen/WNET to assist in their fundraising efforts. First, we want
to thank you for your support, it really makes a difference!

We are calling our loyal members tonight to invite them to become Thirteen Station
Partners.  This group of Thirteen members helps provide the financial resources needed to
keep the station running, 24 hours a day, 7 days a week. Because maintaining the upkeep
of the station and producing programs are costly, it is important that we budget wisely, and
keep expenses to a minimum. That’s why we’ve created a special program called Station
Partners.

EARLY INTERRUPT: I’ve just renewed my membership / I can’t make another gift

We appreciate your recent membership renewal. But, we‘re calling tonight to introduce you
to the Station Partners program, which we are making available to you because of your
loyal support.  I only need a minute or two to tell you about the program. OK? 

Here’s how it works – members agree to make a modest and affordable gift every month on
a credit card. In return, you’ll receive fewer fundraising solicitations, so your gift goes far-
ther and Thirteen can focus on what we do best – providing you with the highest quality
programming throughout the year. Many members find this a VERY convenient way to
keep their membership current. We were hoping you could join Station Partners
today/tonight with a monthly gift of $____(1st Ask) a month, far less than a monthly
cable bill. Is that something you’d be able to do?

If Yes: Go to HOW IT WORKS and then SUSTAINER CREDIT CARD CLOSE
If No: Go to Second Sustainer Ask

HOW IT WORKS:
Once you decide what amount you would feel comfortable giving each month, we would
process your contribution on a credit card. Then each month Thirteen will bill that
monthly amount to your card. This keeps our administrative costs at a minimum since we
don’t have to mail out reminders and you don’t have to worry about sending in a check
every month. And this way, more of your monthly gift would go directly toward creating
more quality programming, and your membership will always be current. 
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Sustainer Invite Script 

2nd Sustainer Ask:

Mr./Ms.______, I understand that’s a lot to ask some of our members, so we’ve set up the
program to make sure people can participate at all levels. Our goal is to add 448 new
Station Partners and we were hoping you could participate. You see, the station was
approximately $300,000 below our fundraising budget goal for last year.  In order to help
us make up for this loss of funding and to insure that it doesn’t impact programming for
2004, we are inviting our most loyal members, members like you, to join the Station
Partners.

And by joining Station Partners, you can feel comfortable knowing your support is being
used in the most efficient way possible.  

Some members I’ve spoken to have given a monthly gift of $_____(2nd Ask). Is that a
more comfortable level for you?

If Yes: Go to HOW IT WORKS and then SUSTAINER CREDIT CARD CLOSE 
If No: Go to 3rd Sustainer Ask

3rd Sustainer Ask:

I understand that’s asking a lot. Is there a monthly giving level you would consider, like
maybe $_____(3rd ask) per month? (caller note: minimum monthly amount is $5 – but
you can only honor that request. Do not proactively ask for this amount).

If Yes: Go to HOW IT WORKS and then SUSTAINER CREDIT CARD CLOSE
If No: Go to One-Time Gift Ask

FINAL ONE-TIME GIFT ASK:
I certainly understand, Ms/Mr_______. Monthly giving isn’t for everyone. But your finan-
cial support will ensure quality television in the tri-state area now and for years to come.
Contributions from members like you really make a big difference. Can we count on you
to make a one-time gift of $_____ to Thirteen?

If Yes: Go to CREDIT CARD CLOSE
If No: Go to Courtesy Close (must be used to close all calls)

Courtesy Close (must be used to close all calls) 
Thirteen really appreciates your continued support. Thank you and have a pleasant
evening/day. 
Good-bye.
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Station Partners Member Benefits

• Fewer direct mail and telemarketing solicitations, so more of your gift goes directly to
work producing the best in television

• Partners-only updates with insider preview information about upcoming programs an
specials on Thirteen (this is like a newsletter).

• Automatic renewal of your Thirteen Membership
• Member Card which entitles you to up to 50% savings at participating institutions.
• Monthly Program Guide
• Special group tour of Thirteen’s studio in Manhattan. Information will be sent to you 

via mail.
• Access to your own customer service representative through the Station Partners Hotline

Ask strings - using Current Member Year Amount (CMYA):

CMYA 1st Ask 2nd Ask 3rd Ask
$15-39.99 $13 $10 $7
$40-74.99 $20 $13 $10

SUSTAINER CREDIT CARD CLOSE 

Past CC payment method is on record

Great. Mr./Ms./Dr. _____, thank you for your additional support of Thirteen. You placed
your last pledge on your _______(use credit card type on record) card. Can we count on
you to place your monthly gift on this card again?

IF Yes: Continue
IF No/Hesitant: Mr./Ms./Dr. _____, we ask our members to place their monthly gift on a
credit card for two important reasons. First, your gift immediately goes to work helping to
fund the programming you love. Second, in order to save the expenses of sending out
monthly invoices, we’ve designed the program for credit card pledges only.  That way you
don’t have to worry about sending in a check each month. Plus, we also will send you cred-
it card pledge confirmation within the next couple days showing the amount you have
pledged tonight. So, can we count on you to use your _________ (use credit card type on
record) card?

( ) AMERICAN EXPRESS ( ) MASTERCARD ( ) VISA
( ) DISCOVER ( ) DINERS CLUB
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and the **card number is: ______________________
and the expiration date: ________________________

(TSR Instruction: Verify gift amount, credit card number, expiration date and the full
address of the member – including zip code. This is very important!  Also remember, we
can’t post date a credit card gift – all credit card gifts are processed immediately.)

Great, let me just confirm that you are pledging $__ monthly on your (type) credit card
and the expiration date is ____. Is that correct?

So that we may send you programming information and important updates, may I have
your email address? _______(ie: sally.smith@aol.com). (Read back email address to mem-
ber)

Why do you need it?: We would like to send you programming information and impor-
tant updates via email. If at anytime you do not want to continue receiving these updates,
you can easily request to be removed from the email distribution list.  

Finally, let me just say that we appreciate all you are doing for Thirteen. Thank you very
much for your time tonight and have a pleasant evening. Good-bye.

** Don’t you have that information? – For security purposes, we do not keep that infor-
mation on your record. It just shows that you used that type of credit card for your last
pledge. 

NO PAST CC HISTORY ON RECORD

Great. Mr./Ms./Dr. _____, thank you for your additional support of Thirteen. Will that
be on your Visa or MasterCard? (also accept AMEX, Discover and Diners Club also)

IF No/Hesitant: Mr./Ms./Dr. _____, we ask our members to place their monthly gift on a
credit card for two important reasons. First, your gift immediately goes to work helping to
fund the programming you love. Second, in order to save the expenses of sending out
monthly invoices, we’ve designed the program for credit card pledges only.  That way you
don’t have to worry about sending in a check each month. Plus, we also will send you
credit card pledge confirmation within the next couple days showing the amount you have
pledged tonight. So, can we count on you to use your _________ (use credit card type on
record) card?
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If No: Go to bill-me confirmation

( ) VISA ( ) MASTERCARD ( ) AMERICAN EXPRESS
( ) DISCOVER ( ) DINERS CLUB

and the card number is: ________________________
and the expiration date: _______________________

(TSR Instruction: Verify gift amount, credit card number, expiration date and the full
address of the member – including zip code. This is very important!  Also remember, we
can’t post date a credit card gift – all credit card gifts are processed immediately.)

Great, let me just confirm that you are pledging $__ monthly on your (type) credit card
and the expiration date is ____. Is that correct?

So that we may send you programming information and important updates, may I have
your email address? _______(ie: sally.smith@aol.com). (Read back email address to mem-
ber)

Why do you need it?: We would like to send you programming information and impor-
tant updates via email. If at anytime you do not want to continue receiving these updates,
you can easily request to be removed from the email distribution list.  

Finally, let me just say that we appreciate all you are doing for Thirteen. Thank you very
much for your time tonight and have a pleasant evening. Good-bye.
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ONE TIME GIFT - CREDIT CARD CLOSE
(Use one credit card rebuttal before going to bill-me)

Past CC payment method is on record

Great. Mr./Ms./Dr. _____, thank you for your additional support of Thirteen. You placed
your last pledge on your _______(use credit card type on record) card. Can we count on
you to place your gift on this card again?

IF Yes: Continue
IF No/Hesitant: Mr./Ms./Dr. _____, we ask our members to place their gift on a credit
card for two important reasons. First, your gift immediately goes to work helping to fund
the programming you love. Second, it saves Thirteen processing time and costs. Plus, we
also will send you credit card pledge confirmation within the next couple days showing the
amount you have pledged tonight. So, can we count on you to use your _________ (use
credit card type on record) card?

( ) AMERICAN EXPRESS ( ) MASTERCARD ( ) VISA
( ) DISCOVER ( ) DINERS CLUB

and the **card number is: ______________________
and the expiration date: ________________________

(TSR Instruction: Verify gift amount, credit card number, expiration date and the full
address of the member – including zip code. This is very important! Also remember, we
can’t post date a credit card gift – all credit card gifts are processed immediately.)

Great, let me just confirm that you are pledging $__ on your (type) credit card and the
expiration date is ____. Is that correct?

So that we may send you programming information and important updates, may I have
your email address? _______(ie: sally.smith@aol.com). (Read back email address to mem-
ber)

Why do you need it?: We would like to send you programming information and impor-
tant updates via email. If at anytime you do not want to continue receiving these updates,
you can easily request to be removed from the email distribution list.  

Finally, let me just say that we appreciate all you are doing for Thirteen. Thank you very
much for your time tonight and have a pleasant evening. Good-bye.
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** Don’t you have that information? – For security purposes, we do not keep that infor-
mation on your record. It just shows that you used that type of credit card for your last
pledge. 

No past CC history on record

Great. Mr./Ms./Dr. _____, thank you for your additional support of Thirteen. Will that
be on your Visa or MasterCard? (also accept AMEX, Discover and Diners Club also)

If Hesitant: Mr./Ms./Dr. _____, we ask our members to place their gift on a credit card for
two important reasons. First, your gift immediately goes to work helping to fund the pro-
gramming you love. Second, it saves Thirteen processing time and costs. Plus, we also will
send you credit card pledge confirmation within the next couple days showing the amount
you have pledged tonight. So, will you be using Visa or MasterCard?

If No: Go to bill-me confirmation

( ) VISA ( ) MASTERCARD ( ) AMERICAN EXPRESS
( ) DISCOVER ( ) DINERS CLUB

and the card number is: ________________________
and the expiration date: _______________________

(TSR Instruction: Verify gift amount, credit card number, expiration date and the full
address of the member – including zip code. This is very important! Also remember, we
can’t post date a credit card gift – all credit card gifts are processed immediately.)

Great, let me just confirm that you are pledging $__ on your (type) credit card and the
expiration date is ____. Is that correct?

So that we may send you programming information and important updates, may I have
your email address? _______(ie: sally.smith@aol.com). (Read back email address to mem-
ber)

Why do you need it?: We would like to send you programming information and important
updates via email. If at anytime you do not want to continue receiving these updates, you
can easily request to be removed from the email distribution list.  

Finally, let me just say that we appreciate all you are doing for Thirteen. Thank you very
much for your time tonight and have a pleasant evening. Good-bye.
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BILL ME CONFIRMATION – ONE TIME GIFT ONLY

That’s great Mr./Ms./Dr. _____, If I could just double check your address, I have it as
…..(confirm the full address of the member – including zip code). 

In the next few days you’ll receive a special envelope with a small puffy phone on the
outside, that way you’ll know it came from us and all we ask is that you use it to return
your $____ gift within 2 weeks.  Is that something you can do by _____ (give a specific
date)?  Please be on the look out for that envelope I am sending you – it will have a hand-
written note and a small puffy phone on the front.

If NO: Would ____ (insert 4 weeks) be better or is there another date we can expect to
receive your pledge?

So that we may send you programming information and important updates, may I have
your email address? _______(ie: sally.smith@aol.com). (Read back email address to mem-
ber)

Why do you need it?: We would like to send you programming information and impor-
tant updates via email. If at anytime you do not want to continue receiving these updates,
you can easily request to be removed from the email distribution list.  

Finally, let me just say that we appreciate all you are doing for Thirteen. Thirteen is locat-
ed at 450 West 33rd Street, New York, New York 10001. We are a 501c3 Non-profit tax
exempt. Thank you very much for your time tonight and have a pleasant evening. Good-
bye.
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Special Objections/Rebuttals/FAQs

REC’D A LETTER/WILL SEND IT IN

Great! Then you know how important your Thirteen Station Partners membership is to the
station.  To save time, today/tonight other members are taking advantage of this follow-up
call by setting up their membership on their credit card.  Plus, Thirteen will put your gift
to immediate use supporting the programs you love. Can we take care of the now?

WHAT WILL MY PLEDGE BE USED FOR?/WHERE DOES THE $ GO?

Mr./Ms./Dr._____, your gift will go towards programming. You have relied on us to pro-
vide quality programming, and now we need to rely on you, our loyal members.  (Return
to point of interruption)  

CAN I GIVE YOU MY CREDIT CARD NUMBER NOW, AND HAVE YOU PROCCESS THE GIFT ON A

LATER DATE?

I’m sorry Mr./Ms./Dr._____, for security reasons, we cannot hold your credit card number
for later processing.  To protect our supporters, we process our credit card gifts the same
day we receive them.  If you would like to give a credit card gift at a later date, I can send
you letter and you send in you send in your credit card information when you’re ready to
have it processed.  (Go to Bill me Confirmation) 

I AM UNABLE TO SEE THIRTEEN’S PROGRAMS/POOR RECEPTION

When the World Trade Center was destroyed, so was Thirteen/WNET New York's 
transmitter.  We want to assure you that getting back to full capacity is a first priority.
More information is available at www.thirteen.org or by calling our Member Viewer
Relations at (212)560-2888.
We appreciate your patience during this challenging time.  
(Return to point of interruption) 

WHEN WILL THIRTEEN’S SIGNAL BE BACK TO NORMAL?

Our signal will continue to grow as the weeks go by as we make incremental improve-
ments, gradually returning to our former strength. We want to assure you that getting back
to full capacity is a first priority. We appreciate your patience during this challenging time.
(Return to point of interruption)  

If you need further information or would like to give us feedback on your signal, please go
to our website at www.thirteen.org or call our Member Viewer Relations at 212-560-2888.
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WHY DID YOU CALL ME – I’M ON THE DO NOT CALL LIST (DMA DNC)

I’m sorry Mr/Mrs/Dr_____. Due to our non-profit status, we are not required to use the
DMA Do Not Call List. However, if you would like to be added to our do not call list, I
would be happy to do that. Our intent is not to call anyone who does not want to be con-
tacted in this manner. Would you like me to make a note on your record? (TSR – mark
record DNC if contact makes the request)

IS MY CONTRIBUTION TAX DEDUCTIBLE?

Yes. Your contribution is tax-deductible to the extent it exceeds the fair market value of
any thank-you gifts you receive. In addition, you will receive an acknowledgement of your
gift shortly after we have rec’d your contribution.

HOW CAN I FIND OUT ABOUT SPECIAL PROGRAMMING?

You can go to our web site at www.thirteen.org or call Member Viewer Relations  at 212-
560-2888.  (Return to point of interruption)  

General Objections and Rebuttals

I’M NOT INTERESTED

I can understand that Mr./Ms./Dr. _____, however events in the past year have put us in a
financial shortfall. The cost to produce quality programming continues to rise while our
sources for revenue have declined. Fortunately, our Station Partners help us considerably
by providing support throughout the year, while reducing our costs to fundraise. (Return
to point of interruption)

I CAN’T AFFORD

Yes, Mr./Ms./Dr. _____, I understand. However, if you consider how much quality pro-
gramming Thirteen provides you throughout the year, you’ll realize what a bargain it really
is. Nowhere else can you get so much for so little especially when you compare it to the
cost of cable. 

I CAN’T AFFORD TO GIVE ANY MORE

We really can’t say thank you enough for all that you’ve done for us already. We really
appreciate it. In fact, the Station Partners program was designed for members like yourself.
You see, rather than contributing a larger one time gift, you can give a smaller monthly
amount which may fit your budget a little better. (Return to point of interruption)
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I GIVE TO ANOTHER PBS STATION/I GIVE TO MANY OTHER ORGANIZATIONS

That’s great! However, as you may already know, Thirteen is the flagship station of the
entire Public Broadcasting System. We lead the industry in quality programming that
appeals to all age groups. In fact, we produce about a third of what is aired nationally on
PBS. And if our ability to develop programs and educational services is curtailed, not only
would our immediate viewers suffer, but the rest of the Public Broadcasting System would
soon follow suit. (Return to point of interruption)

I JUST GAVE/PLEDGED ON AIR

Great! Thirteen appreciates your membership. Please look at this phone call as a personal
thank you!

ONE TIME GIFT - CREDIT CARD REBUTTALS

SECOND EFFORT

I can understand Mr./Ms./Dr. _____, however, by placing your contribution on a major
credit card it saves Thirteen time and money in processing. Can you help the station save
more money by using your American Express, Visa or MasterCard tonight?

I’LL GET IT OUT IN THE MAIL

Mr./Ms./Dr. _____, it will help Thirteen save time and money. Many members choose to
use their credit card so they don’t risk overlooking or misplacing your important pledge
form when we can easily handle it over the phone right now. Can you help us by using
your Visa or MasterCard tonight?

I DON’T HAVE ROOM ON MY CARD

I understand Mr./Ms./Dr. _____, I’ll get your pledge form out to you in the next few
days. I have put you down for ___ pledge. When you receive the form, please return it to
us as soon as possible. 

I DON’T HAVE MY CARD HANDY

That’s okay. I can hold while you get it (or offer to call back at a designated time).
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I DON’T LIKE TO GIVE MY NUMBER OVER THE PHONE

I understand your concerns Mr./Ms./Dr. _____, however I do have your membership
number right here. If you have any of your past monthly program guides handy, I’ll read
the number to you and they will match. This will assure you that I am with Thirteen.
Plus, we will also send you a confirmation in the next couple of days to verify your
pledge. I can hold while you get your program guide if you’d like?

I PREFER TO PAY BY CHECK

I understand Mr./Ms./Dr. _____, on the other hand, the reason we confirm gifts on cred-
it cards is to keep our costs as low as possible. Did you know it costs Thirteen 3 times as
much to process a check than a credit card? Plus, we will also send you a confirmation in
the next couple of days to verify your pledge. Will you help us save more money by using
your credit card tonight?

I WANT A CANCELED CHECK FOR TAX PURPOSES

That’s fine Mr./Ms./Dr. _____. However, Thirteen does send out an acknowledgement
statement within a few days that states the amount of your gift which you could use for
tax purposes. (Go to credit card close)

MATCHING GIFT PROGRAM

I’m so glad that you’re involved in our matching gift program. All you need to do is show
your employer your monthly credit card statement with your pledge to Thirteen high-
lighted to be eligible for a matching gift.

PHONE AGENTS: Thirteen does not contact companies regarding matching gift pro-
grams. It is the responsibility of the member to contact their personnel dept regarding the
program. 
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FAQs

PROGRAM COMPLAINTS

Mr./Ms./Dr. _____, I would like to resolve your complaint/inquiry right now but I do not
have the required computer access to do so. You can however call Thirteen’s Member
Viewer Relations where a staff member would be happy to help you further.

Thirteen’s Member Viewer Relations is staffed from 9:00 am to 4:00 pm, Monday through
Friday. After 4 pm you may leave a message on the answering machine and your call will be
returned. The number is 212-560-2888

IF CONTACT PERSISTS

If you can’t call Thirteen, I will be happy to write down the details of your
complaint/inquiry and forward it to our Member Viewer Relations. But, be advised that it
may take a while to resolve the problem in this manner. If you can call thirteen directly,
your complaint/inquiry will be handled immediately.

I NEVER RECEIVED ACKNOWLEDGEMENT FOR JOINING

Mr./Ms./Dr. _____, have you been receiving your Thirteen Program guides?

If Yes: Great! Mr./Ms./Dr. _____, receipt of your Program Guide is confirmation that your
membership has been received and processed. You can call Thirteen’s Member Viewer
Relations where a staff member would be happy to help you further. 

Thirteen’s Member Viewer Relations is staffed from 9:00 am - 4:00 pm, Monday through
Friday. After 4 pm you may leave a message on the answering machine and your call will be
returned. The number is 212-560-2888

If No: Mr./Ms./Dr. _____, I would like to help you right now, but I do not have the
required computer access to do so. You can however call Thirteen’s Member Viewer
Relations where a staff member would be happy to help you further.

Thirteen’s Member Viewer Relations is staffed from 9:00 am - 4:00 pm, Monday through
Friday. After 4 pm you may leave a message on the answering machine and your call will be
returned. The number is 212-560-2888
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ONLY IF CONTACT PERSISTS

If you can’t call Thirteen, I will be happy to make a note that you never received acknowl-
edgement of your membership and forward it to our Member Viewer Relations. But be
advised, it may take a while to resolve the problem in this manner. If you can call Thirteen
directly, you complaint/inquiry will be handled immediately.

WEBSITE?

We have a great website at www.thirteen.org where you can find programming and 
membership information. 

CONTRIBUTION TAX DEDUCTIBLE?

You will receive an acknowledgement of your contribution that details any gift you may
receive and conforms to IRS regulations.

WHO ARE YOU/WHERE ARE YOU CALLING FROM?

My name is ______, I am calling from (Call Center), a marketing company located in
_________. Thirteen has hired us to help them contact their members. 

ARE YOU BEING PAID?

Yes, Thirteen has hired us to help contact their members. They have found telemarketing
to be the most cost efficient way to reach their members in a short period of time.

IF CONTACT PERSISTS:

If you have any questions you may call Member Viewer Relations at 212-560-2888
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Iowa Public Television Station Profile
(As of June 30 2003)

Age of Program:  8 Years

Total Members: 1,510

Annual Revenue: $210,986

Average Gift:  $138

Minimum Giving Level:  $60

Minimum Payment: $5

Payment Method:
% Credit Card: 24%

% EFT: 76%
% Check: 0%
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IOWA PUBLIC TELEVISION FOUNDATION NARRATIVE

Background

The Sustaining Member program was launched with the March 1995 pledge drive. 
A Sustaining membership brochure was sent with March pledge packets and a Sustaining
membership insert was included in the May issue of the program guide.  Sustaining
Membership was offered at the $60/$5 monthly level by EFT or credit card payment.  
Ten per cent of the revenue generated from the Sustaining Member program was directed
to the IPTV Endowment Fund.  The joint effort brought 500 members with approximate-
ly 80% of participants contributing by EFT and 20% by credit card.  An upgrade letter
was sent in the 11th month. 

In 2000 a staff person was assigned to increasing and cultivating the Sustaining program.
With more personal attention the program has doubled in members and almost tripled in
revenue since 2000.   It is a goal to have Sustaining Membership be a part of all renewal
letters and to have the brochure included in as many mailings that are cost effective.
Sustaining membership is also promoted in the program guide and appears on the Web 
site.  On-air support spots run 5-7 times a day and Sustaining Membership is pitched on
air during pledge. The success of the Sustaining Membership program is a combination of
all of these activities making Sustaining Membership an understood method of support for
the member’s comfort and convenience and cost effectiveness for IPTV.  Members like that
10% of their Sustaining contributions go to the IPTV Endowment Fund sustaining
IPTV’s future. The on-air support spots and pitching Sustaining Membership during
pledge has been the greatest reinforcement for the Sustaining Membership program.  
We have obtained new members selecting to give by sustaining contributions that we
would not have reached by any other method.

The Sustaining Membership program provides convenient, automatically renewing 
membership and frequent inexpensive cultivation contacts create loyalty and maximize a
donor’s lifetime value to the station.
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Narrative

BREAKDOWN OF GIVING LEVELS AND MEMBERS THAT ARE SUSTAINERS: 
(as of 11/30/03)

Giving Level Total % of total

General membership $60-$239 1397 83%
Leadership Circle Partner (Mid-level) $240-$499 269 16%
Leadership Circle (Major Donor) $500+ 23 1%
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Solicitation Plan

DIRECT MAIL

Invitational letter is sent to 2+ year longevity, $25-$499 members (excludes $500+ Major
Donor) with high renewal and ad gift tags.  Letter is sent one month prior to member’s first
renewal letter. (9th month) 1.19% responded, average gift $91.23 

Sustaining Membership brochure is enclosed with the first renewal letter to the general
membership and Sustaining membership is mentioned in the letter or in the P.S. as an easy
way to contribute.

Sustaining Membership is listed as a check off on the back of all general membership
renewal reply forms for more information to be sent.  See example.

Sustaining Membership is mentioned in the Leadership Circle renewal letters as an easy way
to give monthly to enable a larger gift.   It is also listed as a check off for information to be
sent.

A Sustaining Membership teaser appears on monthly reminders.  See example.  Invitational
letter to convert monthly donors to Sustaining sent in the 3rd month of installment donors.

MESSAGES/ARTICLES IN PROGRAM GUIDE

Small promotion spots appear monthly in the guide with longer articles appearing in
September, February, and March guides.  The longer articles reinforce the invitation letter,
upgrade letters and March pledge.

UPGRADE LETTER

We have a large number of members that fall into the calendar year membership and a
smaller group that represents the March pledge members.  Upgrade letters are sent in
September and in February to the appropriate groups.  The Sustainer’s current monthly 
giving level is given in the letter with a request to increase their monthly giving.

18% responded giving an additional $1095 per month = $13,140 per year    
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TAX-LETTER/AD GIFT

Sustainers receive a tax-credit letter in January on Sustaining Membership stationery with a
different message than the general membership.  An additional gift giving ask is made.  

1.8% responded giving an additional $1166

ON-AIR SUPPORT MESSAGES

On-air support messages are heard 5-7 times a day and Sustaining Membership is pitched
during pledge.  A significant increase in Sustaining Membership inquiries and new sustain-
ers has been experienced since the on-air spots began.  A sample of the spot is given.     

WEB SITE

Sustaining membership has a web site section giving the reasons to become a Sustainer and
how easy and convenient it is for the member and cost effective for IPTV.  It gives an easy
contact link for questions.  
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Cultivation Plan

• IPTV creates spring and fall program brochures using the information provided by the 

PBS brochures  and incorporates local programming.  

• A Holiday brochure is also sent. 

• Personalized letter sent with the MemberCard.

• The Signal newsletter sent in August and February.

• Invitations to special events and/or receptions.

• Special acknowledgement letters for new and upgrading Sustainers
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Sustainer Invititation Letter (back)

IOWA Direct Mail    
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Sustainer Invitation Letter: Response Form (back)

IOWA Direct Mail    
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Date

Name
Address
City, State  Zip+4

Dear Name,

Thank you for becoming a member of Friends of Iowa Public Television’s Sustaining pro-
gram.  We are delighted with your decision to support IPTV with an easy and convenient
monthly gift. 

Your decision to provide IPTV with a reliable source of ongoing support as a Sustaining
Member is of immense value to the network.  You understand the value of reliable support
in securing the future.  As IPTV plans ahead, Sustaining members play a special role in
helping us continue a proud tradition of programming to educate, entertain and enlighten all
ages.  As one Sustainer said, “Because IPTV sustains us, that’s why we’re Sustaining
Members of Friends.” 

In the coming months I will be sending along to you items that may cross my desk that I
think will give you an inside look at the many exciting activities that are underway here.
There will be seasonal program highlights and invitations of special events that I think you
will find interesting and fun.      

Thank you again for your steadfast support.  If you have any questions or concerns, please
call 800-728-2828 and ask for Linda.  You may also contact me by email at linda@iptv.org.
I look forward to hearing from you. 

Sincerely,

Linda King
Sustaining Membership Coordinator
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Upgrade Letter Response Form

IOWA Direct Mail    
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Thank You for Upgrading Letter
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November 14, 2002

«WKESAL»
«WKNAME»
«WKADDR»
«WKCITY», «WKST»  «WKZIPB» 

Dear «WKLSAL»,

Thank you!  Thank you for increasing your monthly contribution to «WKOPAYA».  Your
monthly gift ensures IPTV can deliver the best programming that PBS has to offer.  With
your investment, we can continue to produce and purchase programs that focus on the peo-
ple, issue, and places of special interest to you here in Iowa; programs like Iowa Press,
Living in Iowa, and specials as The People in the Pictures:  Stories from the Wettach Farm
Photos and This Old Statehouse..  And, of course, we’ll continue to purchase your favorites
from PBS, programs like Frontline, Red Green, NOVA, and NOW with Bill Moyers.

And on December 6 through 8 I would like to personally invite you to “Come Home” to
Iowa Public Television to see a weekend of programming that represents the best we have to
offer.

Your friends at IPTV join me today in wishing you a  New Year that is filled with entertain-
ment, education, enlightenment on Iowa Public Television.  Your support helps to make this
a reality.

Sincerely,

Susan Moritz, President
Iowa Public Television Foundation

P. S.  Please do not hesitate to call the Sustainer Hotline at 800-728-2828.  Linda King will
be happy to answer your programming or Sustaining Membership questions.
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Date

Name
Address
City, State  Zipcode

Dear Name,

I’m so happy that you requested more information on Sustaining Membership.  Please con-
sider this invitation to support IPTV by joining a select group of members called Sustainers.
By doing so, you provide IPTV with cost-effective, reliable monthly revenue.  Monthly rev-
enue that could make the difference of IPTV being able to produce or purchase new pro-
grams designed to quickly respond to audience needs.  Monthly revenue that makes the dif-
ference of IPTV meeting the challenge of less state funding or canceling programs and/or
services.  Ten percent of Sustaining contributions go to the IPTV Endowment Fund sustain-
ing IPTV’s future!

Sustaining Membership is an ongoing monthly contribution that is done with an automatic
transfer of funds from your checking account or a monthly credit card charge.  You can
select which option is most convenient for you.  Your membership automatically renews and
you never have to struggle to remember when you last gave.  Plus postage and printing
costs of renewals are eliminated.  Put simply, a sustaining pledge of continued support
allows us to spend more of our resources—your dollars—on programs and on future needs.
Changes can be made as easily as a phone call.  Convenient and cost effective!

The Sustaining Membership brochure is enclosed.  Please check the option that is most con-
venient for you and follow the easy directions.  Do not hesitate to call me if you have any
questions.

Sincerely,

Linda King
Sustaining Membership Coordinator  



Tax Credit Letter With Add Gift Ask 
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Renewal Response Form with Sustainer Check Box



Installment Form/Monthly Reminder With Sustainer Message

171PBS SUSTAINERS Direct Mail     IOWA



Expired Credit Card Letter  

173PBS SUSTAINERS Direct Mail     IOWA

Date

Name
Address
City, State Zipcode + 4

Dear Name,

Thank you for being part of our Sustaining Membership program.  We especially appreciate
your authorizing us to use your credit card to fulfill your pledge since this method of pay-
ment is less costly for us to administer and allows us to reserve more of our resources for
our high-quality programming.

Your Discover credit card has an expiration date of 4/02.  To keep the Sustaining
Membership running smoothly without interruption, please provide us with the new expira-
tion date.

You may call me with the updated information at 800-728-2828 or at my direct line of 242-
5405, or write to us using the form below and the enclosed envelope.

Thank you for supporting IPTV and for being a loyal Sustaining Member.

Sincerely,

Linda King
Sustaining Membership Coordinator
………………………………………………………………………………

member # Name $  monthly

___ Amex        ___ VISA ___ MasterCard       ___ Discover

_____________________________________        ______________
Credit Card # Expiration Date
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Date

Name
Address
City, State  Zipcode +4

Dear Name,

Thank you for being part of our Sustaining membership program.  We especially appreciate
your authorizing us to use your credit card to fulfill your pledge since this method of pay-
ment is less costly for us to administer and allows us to reserve more of our resources for
our high-quality programming.

Your MasterCard credit card charge for this month was declined.  To keep the Sustaining
Membership running smoothly without interruption, please provide us with the choice that
you would like us to proceed and return this letter in the provided envelope.  You may call
me with the information also at 800-728-2828 or 515-242-5401.

______a) Switch my Sustaining Membership to ______MasterCard 
_____Visa   _____American Express   ______Discover

#_______________________________Exp. Date _______

______b) Switch my Sustaining Membership to electronic fund transfer 
from my checking account.  (Please complete the appropriate 
section of the enclosed brochure and return with this letter.

______c) Try the declined credit card number again.

Thank you for supporting Iowa Public Television and for being a loyal friend.

Sincerely,

Linda King
Sustaining Membership Coordinator



Closed Account Letter 
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Date

Name
Address
Address
City State Zip + 4

Dear Name,

Thank you for your Sustaining support of IPTV programming.  Your continued support is
important to us.

Today we received notification from your bank that the account used for the monthly trans-
fer has been closed.  I have enclosed a new Sustaining Membership form if you would like
to continue your Sustaining Membership.  A postage paid envelope is provided for your
convenience.

Thank you again for your support and please do not hesitate to contact me if you have any
questions.

Sincerely,

Linda King
Sustaining Membership Coordinator
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Copy for On-Air Graphic

IOWA On-Air Fundraising   
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Sustainer Information Page
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Program Guide Promotion 
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Summer Season Brochure 2003

IOWA Cultivation  



Summer Season Brochure 2003
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Fall Season Brochure 2003

IOWA Cultivation   



Fall Season Brochure 2003
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Holiday Seasion Brochure 2003
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Holiday Season Brochure 2003
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Newsletter

IOWA Cultivation 
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Station Profile
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Oregon Public Broadcasting Station Profile
(As of November 2003)

Age of Program:  10 Years

Total Members: 4491

Annual Revenue: $567,790

Average Gift:  $120

Minimum Giving Level:  $60

Minimum Payment: $5

Payment Method:
% Credit Card: 22%

% EFT: 77%
% Check: 1%



OPB

Narrative
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OREGON PUBLIC BROADCASTING NARRATIVE

Background

Oregon Public Broadcasting began a Sustaining Circle program in 1993. Sustainer revenue
for the first year was $24,216.  By 2003 – the 10th year of the program – revenue had grown
to $567,790. Nearly 4,500 of OPB’s 112,000 members are Sustainers.  

Direct mail continues to be OPB’s primary method of acquiring Sustaining Circle members.
In order to make the workflow more manageable for our Member Services staff, the mailing
of the acquisition package was changed recently from quarterly to monthly. It is too early at
this writing to compare results of monthly vs. quarterly acquisition mailings.

Overall, Sustainer revenue for the current fiscal year (03/04) is running ahead of last year –
thanks in part to a successful upgrade mailing.  Revenue from the campaign is 214% greater
than 2002’s effort. The upgrade mailing in 2002 had a response rate of 2.2% with an average
gift of $190. The 2003 effort had a response rate of 5.6% with an average gift of $185. The
response to the 2003 upgrade mailing is particularly interesting in light of the fact that
Sustainers had received a request for an additional gift a few months prior to the upgrade
mailing. Aside from the annual upgrade ask, it had been several years since Sustainers had
been asked to make an additional gift.
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Narrative

OPB

Solicitation Plan

Acquisition package is mailed to members in 5th month of membership, timed to be
received approximately six weeks prior to first renewal effort. Reply form offers an opportu-
nity to make a one-time gift if member does not wish to become a Sustainer. Plan is too
new at this point to compare results with previous solicitation plan.

Sustainer information is placed at membership drive volunteers’ phone stations.

Once a year, information and enrollment form placed on full page in program guide.

Web page is being remodeled at this time.

SPECIAL INITIATIVES:

2003 upgrade mailed in November, with a specific thank-you gift offered to those who
upgrade.  It is too early at this point to report results. Previous upgrades, with no gift offer,
have resulted in responses averaging 2.3% and an average gift of $175.  As in the acquisi-
tion package, members are given an opportunity to make a one-time gift if they choose not
to increase their monthly contribution.
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Cultivation Plan

• Acknowledgment letters are sent to new and upgrading Sustainers.  
A newly-revised query based on the pledge amount, rather than the first payment, 
results in a timelier letter.

• Invitations to special events/receptions.  
(Sample event invitation included in “Cultivation Materials.”)

PRIORITIES

• Continue growth of the program through increased on-air and web promotion.

• Develop additional recognition opportunities/materials.
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Acquisition Package: Mail Letter  
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Acquisition Package: Letter p 1
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Acquisition Package: Letter p 2  
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Acquisition Package: Reply Form Front

OPB Direct Mail   
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Acquisition Package: Reply Form Back 
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Acquisition Package: Reply Envelope

OPB Direct Mail   



Upgrade Package Drop 1:  Mail Envelope 
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Upgrade Package Drop 1:  Letter p 1

OPB Direct Mail   
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Upgrade Package Drop 1:  Letter p 2  
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Upgrade Package Drop 1: Response Form

OPB Direct Mail   



Upgrade Package Drop 1: Response Envelope 
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Upgrade Package Drop 2: Mail Envelope  

217PBS SUSTAINERS



OPB Direct Mail   218 PBS SUSTAINERS

Upgrade Package Drop 2: Letter



Upgrade Package Drop 2: Response Form  
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Upgrade Package Drop 2: Response Envelope
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Sustainer Response Form  
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Program Guide Ad 
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Thank You Envelope

OPB Cultivation  



Acknowledgment Letter: EFT
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Acknowledgment Letter: Credit Card
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Acknowledgment Letter: Check
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Acknowledgment Letter: Upgrade
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Invitation Envelope

OPB Cultivation   



Special Invitation to Program Preview
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PBS Sustainer Cultivation Materials

As part PBS Development's continuing commitment to the Sustainer project, stations are
offered a series of Sustainer cultivation materials, especially designed to help them establish
stronger relationships with their donors. (Although the brochures are offered to stations as a
cultivation item in the PBS Sustainer Turn-key Program, stations have had success using them
in their Mid-level Giving, Major Giving and Underwriting cultivation efforts.)

Most of these items are available to stations free-of-charge, however some have a nominal fee
attached to them to cover the cost of production. Where appropriate, PBS Development also
provides suggested copy for a cover letter to accompany the cultivation items.

The PBS Sustainer Cultivation series was launched in 1999, and since that time, nine major
items have been produced, all of which have been well received by the system.  Each cultivation
item is listed below, and samples are provided for the Fall Season Brochures for 2001, 2002 
and 2003.

• The Life of Birds Brochure – Summer 1999

• The Fall Season Brochure – Fall 1999

• PBS Annual Report Template – 1999 (A reference guide for stations, providing key
information on how to prepare an abbreviated annual report on station activities.  
It contains all the basic elements necessary to develop a substantive and informative 
document, including an annual report check list, report layouts and a sample annual
report that illustrates what the final product could look like. The final product is one 
that can be produced at a reasonable cost and one that you can be proud to share with
donors.) 

• THE 1900 HOUSE and BUENA VISTA SOCIAL CLUB – Summer 2000

• The Fall Season Brochure – Fall 2000

• PBS Stay Curious Brochure – 2001 (evergreen piece)

• The Fall Season Brochure – Fall 2001
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PBS Cultivation Materials

• The Fall Season Brochure – Fall 2002

• The Fall Season Brochure – Fall 2003 (Includes an e-component containing the same
graphic elements and narrative text displayed in the hard copy brochure. The electronic
version of the brochure is suitable for e-newsletters, which allows you to build and
strengthen your online relationships with viewers and drive traffic to your station’s Web
site.  The e-version is available in text and HTML formats.)

In addition to the PBS Sustainer cultivation materials, stations are encouraged to look 
internally for tie-ins with local programming or other departments within their organization 
for cultivation ideas. 

Watch PBS Express for updates on new Sustainer cultivation materials!



2003 PBS Fall Season Brochure (front)
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2003 PBS Fall Season Brochure (back)



2002 PBS Fall Season Brochure (front)
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2002 PBS Fall Season Brochure (back)



2001 PBS Fall Season Brochure (front)

243PBS SUSTAINERS



244 PBS SUSTAINERS

2001 PBS Fall Season Brochure (back)




