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-1%
Average year-over-year change in online 

revenue.
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Public Media nonprofits 

had among the highest 

year over year growth at 

3%. 
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“Normal” results for 

Public Media nonprofits 

ranged from a 0% 

change in revenue to 

9% growth!
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We are still largely operating in a context 
set by the first year of the COVID 
pandemic. 

In that year, online revenue spiked by 
32% — and much more in some sectors.







Monthly giving accounted for 48% of 
online revenue for Public Media 
nonprofits. The overall average was 
31%.
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Email revenue is down 

overall, but increased for 

Public Media. 
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Online + Passport Growth in Membership Program

● Mail returning to 
pre-pandemic levels; still a 
significant source of annual 
income.

● Online + Passport spiked 
during the pandemic and 
continues to grow; largest 
driver of new/rejoins for file.



Digital Fundraising Org Chart: We got creative!

Sr. Director, Direct 
Response Fundraising & 

Audience Services

Manager, Digital 
Fundraising

Sr. Associate, Digital 
Fundraising

Coordinator, Digital 
Fundraising

Sr. Associate, Multichannel 
Fundraising

Manager, Donor Care and 
Volunteer Services

NEW!

Existing Positions 
reconfigured with digital 
fundraising support 
components

I also manage an Associate, who focuses 
on mail/vehicle donations and the 
Audience Services dept.



Email Program
• Tentpole Multichannel Appeals

o CYE, Giving Tuesday, FYE, 
Public Media Giving Days

• Special Multichannel Appeals
o Spring into WETA, Back to 

School Campaign, etc.
• Passport Communications

o Passport Picks, Streaming 
Picks, special solicitation 
offers

• Sustainer Upgrades
o Quarterly upgrade offers

• Renewals
o Email companion to mail series

• Trigger-based emails
o Sustainer Recapture
o Welcome Series  

• Emails for pledge drives
o Email companions to on-air 

pledge
• Cultivations

o Enter to wins, share your story, 
quizzes, event invitations, etc.



The Digital Fundraising Team also manages…

● Website  assets for all the multichannel campaigns and pledge, and 
coordinate/strategize TV, FM and streaming spot asset development with the 
MMF team. 

● Donation form testing on such locations as the main donate button, renewals 
and the Passport donation forms. We also support the donation form 
companions to our mail program.

● Led the digital ads testing pilot in FY22/23 and currently manages paid 
Search ads and coordinates Roku ads strategy with the Local/Comms team.



Subsequent Giving by Channel by DM Joins

� Donor behavior is becoming more 
multichannel!

� Donors who join via direct mail 
typically keep giving direct mail gifts, 
though that has shifted slightly in 
recent years; more are becoming 
multi-channel donors (40% in FY23).



If the file’s behavior is increasingly moving towards multichannel engagement with 
WETA–strike where the opportunity is!

We approach our multichannel campaigns with a “formula”:

● Emails: primary source of income
● Utilize accompanying web assets
● TV, Radio, Pre-roll spots
● WETA branded item to drive brand awareness/donor loyalty
● Donor goal/match/deadline often incorporated  
● Run spots/web assets for a few days to saturate messaging and conclude campaign with 

urgency/deadline driven emails

WETA’s “Formula” for Multichannel Campaigns



Lean into local: What’s your “cherry blossom”?



Adapt National Trends



Add Authenticity with In-house Talent



Permission to be Irreverent/Light Tone

Embrace the puns!



Jennifer Whiteside
VPM, Director of Membership



● Joint Community Licensee
○ Three PBS Stations – WCVE (Richmond), WHTJ (Charlottesville) and WVTP 

(Harrisonburg/Shenandoah Valley)
■ Each with five streams of content à Main PBS Station, Sub Station, Create, World and PBSKIDS

○ Two radio stations – VPM News and VPM Music
○ Locally Produced Content includes Podcasts, documentaries, limited-series, digital first 

content, etc.
● Audience

○ Average Monthly TV Households = 120K
○ Average Monthly TV Streaming Users = 86K
○ Average Monthly VPM News FM Listeners

■ Over-the-air = 30K
■ Digital Streaming = 28K

○ Average Monthly VPM Music FM Listeners
■ Over-the-air = 11.5K
■ Digital Streaming = 3K

○ Average Monthly Unique Users to VPM.org = 156K

VPM Overview



VPM Membership Team Staff



VPM Digital Fundraising Goal:

Meet our audience where they are, encourage 
engagement, and facilitate donations.



Email Strategy

● Digital First Email Campaigns
○ Calendar Year-End, Fiscal Year-End, Public Media Giving Days

● Renewals
○ Monthly E-renewal email to complement direct mail outreach

● Routine Touchpoints
○ Weekly Update (e-newsletter)
○ Monthly “this month on PBS” ads

● Trigger Based emails
○ Welcome Series
○ Thank you emails for all online donations
○ Sustainer re-capture series

● Emails for Pledge Drives
○ Email campaign (3-5 depending on length of drive) to complement 

on-air messaging



● Cohesive seasonal or holiday-driven 
themes 

● Custom graphics and photos
 

● Meta ads 

● Emails

● Complementary content 

On-Air Pledge Strategy



Other Responsibilities

● VPM Support Web Pages
● VPM Donation Forms
● Member Portal
● Customer Service via digital 

outreach
○ Email
○ Online Contact Form

● QR code development
● Other creative stewardship content 

as needed
○ Example: VPM Holiday Poem

https://vimeo.com/896661119




Membership Giving by Channel



Cross-Departmental Collaboration

● Marketing/Communications 
○ Informing each other of plans/campaigns to avoid any potential conflicting or confusing messaging 
○ Coordinating with/complementing any Marketing campaigns with our fundraising campaigns when possible 

■ Ex. “Connected to what matters” and upcoming 60 year anniversary campaign 
○ Receiving design approval on all graphics created for membership purposes to ensure brand consistency 
○ Working with our senior graphic designer to develop campaign elements as needed (ex. PMGD shirts) 
○ Utilizing impact-related and membership campaign supporting content compiled and written by Comm team

● Content producers 
○ Exclusive content to work into our campaigns 

■ Year-In-Review video
■ Sneak peek videos 
■ Behind the scenes or unused clips 

● Digital Content/Social Media Team 
○ Planning in advance to ensure the social media posting schedule can accommodate membership-related content 
○ Trusting the expertise of those scheduling and writing posts 



In Development

● Lead Conversion Series
○ Prospects from PBS and NPR

● Google ads
○ Separate from Marketing Team efforts to promote VPM or upcoming programs

● New stewardship emails
○ Example: YMAD emails and dedicated Vehicle Donation Thank you emails

● Monthly “Best of PBS” local station content 



Takeaways

● Assess your station’s specific opportunities for new channels to try and test; 
● Let the research infom what you do, utilize existing resources

○ M+R Benchmarks
○ M+R Toolshed 
○ PBS Campaign Planning Resource 

https://mrbenchmarks.com/
https://www.mrss.com/tools/


Discussion


