
111

More for your mission.

Radio Pledge: Top 5 things to do before, during, and after

1.  Scripting 
 

ACTION REASON

Ensure script length is about 100 
words and station-focused.

To maintain pace and communicate succinct 
ideas that build a case for giving and taking 

action; 100 words per script is optimal

Look for instances of we and us 
and change them to you and this 

community.

This takes the focus off the station and puts 
it on the listener and their impact on the 

community. People give to people. 

Examples:
• NPR news listeners consider a gift an investment both in their own 

intellectual development and in a credible, fact-based news service that 
elevates civil discourse.

• Classical listeners give to improve their own daily enjoyment of the 
music as well as provide exposure of this uniquely human endeavor to the 
community at large and the next generation of listeners.

• AAA and jazz listeners give to provide a home for music discovery for 
themselves and the community, curated by real people who share their 
love for an organic, subjective experience.
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2. Sustainer Language   

ACTION REASON

Limit the number of ways you talk 
about being/becoming a sustainer on 

air. Too many iterations of the concept, riffling 
and extemporizing will dilute the message 

and cause confusion. Edit sustainer language to a line or 
two, ask pitchers to memorize, and 

repeat it often, in every break.

Remove language that assures the 
listener that sustainers will never be 

contacted by the station again. 

As our most loyal donors, sustainers should 
be contacted to encourage upgrades or 

additional gifts

Remove language as to why 
becoming a sustainer is better for the 
station, and replace with language on 

how it benefits the donor.

Remove fine print language on how 
listeners can cancel at any time, 

and replace with language that tells 
listeners that they are in control of 

their monthly giving. 

Examples:
• Sustainers are people, not a program. It is easier for listeners to 

understand their own intentionality rather than a back-end, process-
oriented concept. i.e. Sustainers are people who make monthly gifts that 
automatically renew and Sustainers combine the ease of monthly giving 
with the convenience of automatic renewal

• If you haven’t done so already, download the Sustainer Best Practices 
Checklist.

• Script examples are located back on the Radio Resources page.
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3. Storytelling   

ACTION REASON

Tell authentic stories about how their 
support changes lives. Be scrupulous 

about editing the details and 
rehearsing.

It is a rare gift to be able to tell a compelling 
story in a small window with few extraneous 

details. 

Remove you should phrases and 
replace with you will. Listener testimonials gathered from phone 

calls and web pledges in real time and edited 
for air can be powerful. Leave time for the 

listener to absorb the comment before 
introducing a new concept. 

If your station is involved in 
canvassing, gather testimonials to use 
on air to encourage others to five for 

the first time. 

Examples:
• Using you will: You will make a lasting impact by taking one quick action 

right now. 
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4. Campaign Conclusion   

ACTION REASON

Don’t announce that you’ve made 
your goal, but instead announce 

the end of the on-air portion of the 
campaign. Remember, at any given 
time you may have a mail campaign 
in homes, a telemarketing or e-mail 
campaign in progress, and listeners 
engaging with your station online.

By announcing that you have met your goal, 
it may seem to the listener that you do not 
need additional funds. Perish the thought, 

but those who did not respond during to the 
on-air drive could possibly shred that mail, 
hang up on the caller, and delete the e-mail 
that you budgeted into this quarter’s overall 
campaign essentially because you told them 

to.

Ask listeners who missed their chance 
to give during the drive to please 

respond to your letter, call, or e-mail, 
to help you reach the overall goal of 
your XYZ campaign. Remind them 
that you will keep the phone lines 

open, and that you will still be taking 
online pledges.

If you can ‘brand’ the off-air 
campaigns in your spots, such as 
Look for a letter from us with a 

drawing of Mozart on the envelope.  
This will reinforce your mail over 
other pieces already in the home.

In Thank You spots, remind them 
that the station’s XYZ campaign is 

still going on, and report the overall 
results in more thank you spots when 

the off-air campaign wraps later.
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5. Six Months Later   

ACTION REASON

Mark your calendar for 6 months 
after the drive. Pull the names of all 

new members who joined during 
the campaign, doing a phone or 

e-mail append if necessary. Schedule 
volunteers to make a thank you call to 
those donors. The call should last no 
more than thirty seconds and should 

not include a solicitation.

This is a proven technique for increasing 
retention of first-year pledge donors. For an 

April on-air campaign, Thank You calls will fall 
in October, smack dab in the middle of the 

End of Calendar Year campaign.

If you don’t think you will have the time or human resources to manage these calls, consider 
using the CDP Thank You Call program. Contact us to find out how it works, how much to 
budget (hint: not as much as you might think), and what steps will need to be taken to put 
this program into motion drive after drive (hint: not that many). Whether you execute the 
Thank You calls in-house or through the CDP program, the added retention will act as a 
hedge as you enter the final quarter of your fiscal year.


