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The 
Content
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Results
Email #1 
delivered 

Email #2 
delivered 

Email #3 
delivered 

Email #4 
delivered 

Email #5 
delivered

Email #6 
delivered

135 191 188 393 217 235

49.6%
OPEN RATE

37.7%
OPEN RATE

37.2%
OPEN RATE

34.9%
OPEN RATE

37.3%
OPEN RATE

37.4%
OPEN RATE

Total of 1,359 emails delivered



How We Work and 
Why It Works
• Two of us work on creating 

sponsorship emails, me and our 
Marketing Specialist

• Email Subject line: What’s New 
at KPBS?

• Header grabs readers attention



KPBS Newsletter Template
H E A D E R :





Rules
• Non “Salesy”
• Title is compelling
• Content

§ Informational & educational
• Account Executives must keep 

client  data base updated
• Include opt-out option



KPBS Newsletter Template
C o n t e n t :



KPBS Newsletter Template
S i g n a t u r e / S i g n  o f f :



Personal Touch
• Send a Newsletter to each 

Account Executive’s clients
• Newsletters are sent “from” each 

Account Executive



• Higher Logic Thrive Marketing
• Built-in integration with iMIS

database
• Annual cost: ~ $20K
• Others available are Mail 

Chimp and Roy 

What We Use





In Search of Simplif ied
Newsletter Monetization
Pamela Power
Director of Sponsorships
KUT/KUTX (Market Enginuity)



Our Newsletters
Newsletter Subscribers Monthly “Sends” Open Rate*

KUT News Daily 12,000 240,000 30% / 50%

KUT Listeners Monthly 10,000 10,000 30% / 50%

KUT/X Sustainers Monthly 18,000 18,000 30% / 50%

268,000



*Is your iPhone opening your mail?
• Maybe, if you opted into iOS 15’s “Email Privacy Protection”

• Newsletters that land in Apple Mail immediately appear to be 
opened inflating open rates

• About 40% of email is read on iphones according to Litmus

• As a result, open rates jumped from 30% to 50%
(40% of the 70% of “unopened emails” = additional 28% opened)



Old Style
• Five banner units per newsletter sold “per day”

• All banner creative was manually inserted into newsletter template 
each day by staff member

• Selling based on projected impressions based on subscribers x 
open rate

• Actual “opens” and “clicks” stats available in Salesforce were too 
much of a hassle to manually pull and total



Premium Unit 
under top story
300 x 250



Arts & Events
Four 300 x 250 banners
“stacked” together to
create a “events section”



Searching for Serving Solutions
• A process that sellers could easily execute and trust

• Ability to sell on CPM like our other digital products

• Easy access to standard campaign stats

• Providing fair rotation of banner positions among sponsors

• Ability to rotate multiple creative from a single sponsor



Options Explored
• Jeeng (formerly PowerInBox)

• LiveIntent

• Passendo



Jeeng
• Essentially acts as a “middleware” allowing banners to be 

trafficked through Google Ad Manager (GAM)
• Allowed unified campaign stats with other display units served 

from GAM
• “Fresh” banners served each time email is “opened” allowing for a 

fair rotation of positions and creative.
• Cost is CPM base based on banners “served”

*now 20% more “opened” emails and banners “served” (thanks Apple)



How it works
• Jeeng provides code for each GAM ad unit to 

insert in the newsletter template 

• When newsletter is opened, call is made to 
Jeeng server which relays request to GAM

• GAM passes banner creative back recording an 
impression served and any associated clicks

Code

Call

Serve



Comparison of Sellable Impressions
Old Style:

268,000 sends

x 50% open rate

x 5 ad units

= 670,000 impressions

Jeeng:
875,000 served impressions

÷ 268,000 sends

÷ 5 units

÷ 50% open rate
= 1.31 opens per send



Revenue Results
• Last calendar year revenue $1,300

• New CPM based rates with January launch:
• $30 for Premium Position Specific Newsletter

• $25 for Premium Position Run-of-Newsletters

• $20 for Any Position Run-of-Newsletters

• Six months in, now averaging over $3000 per month 





The Opportunity: Sponsored 
Newsletters in Public Media
Jamie Siegel, Director eCRM & Digital Marketing – WBEZ Chicago

July 21, 2022



WBEZ Membership & 
Corporate Sponsorship

Teams work together to provide WBEZ 
subscribers with unique promotions and 
sponsored content that is of interest them. 

WBEZ Membership works with AE’s to 
accomplish cohesive goals for clients and 
members.



FY21 WBEZ Sponsored Content
SPONSORED AD SPACE
• Daily Newsletter The Rundown
• Logo ad in existing spot
• Static with no additional context or links

FY21 METRICS (JULY 2020 – JUNE 2021)
• FY21 metrics: 181k subscribers, 26.3% OR
• One-off reports provided but consistently low clicks



WBEZ Chicago Sponsored Content
SPONSORED CONTENT
• Launched March 2021 & first sponsor in April
• Logo and content provided by sponsor
• Clickable ad at top with more “organic” sponsorship slot 

within newsletter

FY22 METRICS (JULY 2021 – JUNE 2022)
• 230K+ subscribers & 34.7% open rate
• CTR are double the national average at 4.8%



Results
IT’S A HIT!
• 1,160% increase in sold real estate (189 vs. 15 sold)
• 1,350% increase in revenue YOY
• Clients average about 1,000 clicks per send
• Impressive CTR at 4.8%
• Tracking pixels are allowed and show results

More questions? 
Contact John Gregorio at jgregorio@wbez.org

Revenue Booked 
($)  

Pre-Sponsored 
Content 

July 20-June 21

Post-Sponsored 
Content 

July 21-June 22



Results
IT’S A HIT! 
• 1,160% increase in sold real estate (189 vs. 15 sold)
• 1,350% increase in revenue YOY at $229k!
• Clients average 850+ clicks per send
• Impressive CTR at 4.8%
• Tracking pixels are allowed and show results

More questions? 
Contact John Gregorio at jgregorio@wbez.org

Revenue Booked 
($)  

Pre-Sponsored 
Content 

July 20-June 21

Post-Sponsored 
Content 

July 21-June 22



• Sponsored dedicated newsletter
• Sold in at 1x/month with exclusive 

member offer 
• Opportunity for co-branded landing 

page and/or unique promo code
• Sent to highly engaged list 
• Increased brand affinity/deepening of 

the halo effect

New: Member Benefit Newsletter





• What could you do at your station to 
build E-Communications Corporate 
Revenue?

• You have 6 minutes to discuss at your 
table

• Pick someone at your table to report 
back to the room with your best idea

It’s Your Turn – Table Brainstorming
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