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INTRODUCTION AND GOALS 

The goal of this document is to provide station leaders, employees, 

Boards, and licensees with an overview of the issues related to 

transparency in public media fundraising and the best practices and 

existing policies that speak to those issues. It should serve as a resource 

for stations to use in developing or informing their own policies and 

practices.  

 

The Working Group recognizes that circumstances vary from station to 

station and evolve over time, so stations may vary in how they adopt and 

implement the approaches recommended in this paper. This is not to say 

that all matters related to transparency are optional. Because our 

organizations are tax-exempt and, in most cases, receive federal funding, 

the Internal Revenue Service (IRS), Federal Communications Commission 

(FCC), and the Corporation for Public Broadcasting (CPB), require a 

significant number of the transparency-related measures outlined in this 

document. That said, we encourage stations to move beyond these 

mandates and develop a culture of transparency in their organizations 

that helps build and maintain ǘƘŜ ǇǳōƭƛŎΩǎ ǘǊǳǎǘ ƛƴ ƻǳǊ ƛƴŘǳǎǘǊȅΦ 

 

That trust is the foundation of the relationship between the public and 

public media. Every year, thousands of Americans support their local 

ǇǳōƭƛŎ ǊŀŘƛƻ ŀƴŘ ǘŜƭŜǾƛǎƛƻƴ ǎǘŀǘƛƻƴǎΦ ¢ƘŜǎŜ ŘƻƴƻǊǎ ŘƻƴΩǘ ǊŜǉǳƛǊŜ ŀ ŎƻƴǘǊŀŎǘ 

and rarely even make specific requests about how their money is to be 

used they simply have faith in the integrity, expertise, and goodwill of 

their local station. The importance of this trust is magnified whenever a 

station takes on a journalistic role. 

 

Station executives would be wise to consider the needs of the donor on 

par with the needs of the station. The relationship between station and 

donor should not be purely financial. Donors are a useful source of 

feedback as well as valuable advocates in the community. They should be 

seen as partners who deserve to be well-informed about the operations of 

their station. 

 

That said, transparency should not be reserved solely for donors. Public 

media is an asset belonging to the community it serves. Everyone from a 
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ǎǘŀǘƛƻƴΩǎ loyal friends to its outspoken detractors has a right to know 

about the operations of their public broadcaster. Transparency helps our 

friends, critics and the public have a fuller understanding of how we work.   

 

This working group does not believe that transparency equals full 

disclosure. In fact, disclosing too much or inappropriate information may 

defeat the purposes of transparency entirely. There are also instances 

where the principle of full disclosure collides with other obligations of the 

station, including employee privacy, contract negotiations, legal matters, 

etc. Instead of full disclosure, the working group believes in transparency 

that accurately informs the public while being mindful of the needs of the 

station. This type of transparency willΧ 

Á Help donors and other interested parties form an accurate 

picture of the operations of a station. 

Á Allow the public to hold a station accountable for its 

activities. 

Á Make information easily accessible. 

Á Allow for some degree of comparability between stations 

and with other non-profits. 

Á Protect anonymity (when allowed by law) and donor 

information. 

Á Protect donors and non-executive staff from undue or 

inappropriate scrutiny. 

Á Increase donor confidence and trust. 

 

There are also transparency considerations associated with the creation of 

editorial material. ¢ƘŜ ǇǊŀŎǘƛŎŜ ƻŦ ƘŀǾƛƴƎ ŀ άŦƛǊŜǿŀƭƭέ ōŜǘǿŜŜƴ ŎƻƴǘŜƴǘ ŀƴŘ 

funders is well established in the industry. This practice, as well as the 

question of who is an acceptable donor, has been examined thoroughly by 

another working group in the Editorial Integrity Project. Their document, 

Funding and Firewalls1, contains discussion and recommendations for 

creating transparency in news operations but has implications for all 

public media content. Stations looking at the issue of transparency would 

be remiss if they did not read Funding and Firewalls along with this 

document.  

                                                                 
1
 For full document see: http://pmintegrity.org/pm_docs/FundingandFirewalls_000.pdf  

http://pmintegrity.org/pm_docs/FundingandFirewalls_000.pdf
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1. DONOR RIGHTS 

Station executives would be wise to consider the needs of the donor on 

par with the needs of the station.  A donor should have rights before and 

after their contribution is made. Some stations have found it helpful to 

have a formal Donor Bill of Rights (or e-Donor Bill of Rights).2  

All fundraisers and station executives should be committed to 

ǳƴŘŜǊǎǘŀƴŘƛƴƎ ŀ ŘƻƴƻǊΩǎ ƛƴǘŜƴǘΣ ǿƘŜǘƘŜǊ written or implied. After 

accepting a gift, stations have an ethical obligation to carry out that 

ŘƻƴƻǊΩǎ ǿƛǎƘŜǎΦ  

The easiest way to honor donor intent is for the station and donor to have 

clear expectations about the giving process from the outset. For larger 

gifts, stations should prepare a document that outlines the details of the 

ƎƛŦǘΣ ǘƘŜ ŘƻƴƻǊΩǎ ƛƴǘŜƴǘ ŦƻǊ ǳǎŜ ƻŦ ǘƘŜ ƎƛŦǘΣ ǘƛƳŜƭƛƴŜǎ ŦƻǊ ŎƻƳǇƭŜǘƛƻƴ ƻŦ ǘƘŜ 

contribution and the work it funds, and the method of recognition. In the 

event that a station receives a substantial unsolicited gift, confirming the 

ŘƻƴƻǊΩǎ ƛƴǘŜƴǘ ǎƘƻǳƭŘ ōŜ ŀ ǇŀǊǘ ƻŦ ǘƘŜ stewardship process.  

When dealing with donor information, stations should make it clear how 

donor records will be used and who has access to their data. We 

recommended that stations have a policy laying out restrictions for 

volunteers and staff to accessing member data. Of particular concern is 

access to files during a pledge drive and throughout fundraising 

campaigns. Even Boards of Directors (also Advisory Groups, Advisory 

Boards, etc.) should have limited access to donor information in the 

normal course of business. 

Some stations rent or exchange parts of their donor list to other nonprofit 

ƻǊƎŀƴƛȊŀǘƛƻƴǎΦ LŦ ŀ ŘƻƴƻǊΩǎ ƴŀƳŜ ŀƴŘ ŎƻƴǘŀŎǘ ƛƴŦƻǊƳŀǘƛƻƴ ǿƛƭƭ ōŜ ǊŜƴǘŜŘ ƻr 

exchanged, stations must disclose this (preferably on their website or in 

another appropriate venue or donor communication) and allow donors to 

opt out easily. Section 396(k)(12) of the Communications Act sets out 

restrictions and terms for this sort of activity, including the requirement 

that CPB-funded stations may not share or rent lists to any political 

                                                                 
2
 See Appendices A and B, !ǎǎƻŎƛŀǘƛƻƴ ƻŦ CǳƴŘǊŀƛǎƛƴƎ tǊƻŦŜǎǎƛƻƴŀƭΩǎ Donor Bill of Rights 

and e-Donor Bill of Rights 
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candidate or political action committee.3 Institutionally-licensed stations4 

ǎƘƻǳƭŘ ŘƛǎŎƭƻǎŜ ƛŦ ŀ ŘƻƴƻǊΩǎ ƛƴŦƻǊƳŀǘƛƻƴ ǿƛƭƭ ōŜ ǎƘŀǊŜŘ ǿƛǘƘ ǘƘŜ parent 

institution and for what purpose. 

It is common practice for stations to create a written record of every 

significant interaction they have with some donors. Upon request, donors 

must be given access to this information. So, out of respect to the donor 

ŀƴŘ ǘƘŜ ǘǊǳǎǘ ǘƘŜȅΩǾŜ ǇƭŀŎŜŘ ƛƴ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΣ fundraisers should avoid 

including any damaging or highly personal information on their donors or 

prospects ƛƴ ŀ ŘƻƴƻǊΩǎ ŦƛƭŜ.  Stations should have procedures that relate to 

sharing and storing donor call reports internally that protect the 

confidentiality of this information.  

All policies concerning donor rights should be posted on a ǎǘŀǘƛƻƴΩǎ 

website. 

 

  

                                                                 
3
 See http://www.cpb.org/stations/certification/cert5.html for details. 

4
 There are two types of stations ς those owned by, or a department of, an institution 

that has significant activities outside of broadcasting (e.g., a university, state 
government, or school board), and those that stand alone. A stand alone station is often 
ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ŀ ΨŎƻƳƳǳƴƛǘȅΩ ƭƛŎŜƴǎŜŜΦ {ǘŀǘƛƻƴǎ ŀŦŦƛƭƛŀǘŜŘ ǿƛǘƘ ŀ ǇŀǊŜƴǘ ƛƴǎǘƛǘǳǘƛƻƴ ǿƛƭƭ ōŜ 
ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ΨƛƴǎǘƛǘǳǘƛƻƴŀƭΩ licensees from here on.  
 

http://www.cpb.org/stations/certification/cert5.html
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2. DONOR ACKNOWLEDGMENT 

Educating donors and potential donors 

In donor relations, as in any relationship, communication is essential.  

Perhaps the biggest challenge in establishing transparency with potential 

donors is education.  Stations should assume that (a) donors know 

relatively little about FCC crediting rules and their applications; (b) they 

will not be familiar with the structure of media credits; and (c) they may 

not be aware of editorial firewall requirements intended to protect the 

integrity of the content and, by extension, the integrity of the station.  

Stations can enhance donor relations, avoid misunderstandings and 

misperceptions, and promote transparency by having clear and early 

communications with donors about how gifts will be acknowledged.  

Transparent organizations are explicit from the outset about public 

ƳŜŘƛŀΩǎ ƧƻǳǊƴŀƭƛǎǘƛc standards and editorial firewall.  It is best practice to 

have a written explanation of how these operate to share with donors and 

prospective donors.5  It may be wise to share samples of appropriate 

credits with donors and potential donors. 

Many stations support content (both on-air and online) with contributions 

from a multiplicity of funders. These stations often run rotating credits 

throughout the schedule, thereby giving funders visibility while also 

underscoring the difference between funding a content area and funding 

a particular story or program. 

Federal Communications Commission (FCC) rules for sponsors/underwriters6 

The FCC requires broadcast stations to identify sponsors. A άsponsorέ is 

one who directly or indirectly pays or promises money or other valuable 

consideration in exchange for broadcasting any άmatterΦέ ¢he general 

principle embodied in ǘƘŜ C//Ωǎ sponsorship identification rules is that the 

public is entitled to know who is trying to influence its opinion. Thus, 

underwriters must be identified on-air because they provide consideration 

in exchange for the broadcast of the matter, namely the underwriting 

                                                                 
5
 See Appendix C for a sample for Northern California Public Broadcasting 

6
 Please see Appendix D for the complete version of this document created by John 

Crigler of Garvey, Schubert, and Barer, including references to specific statutes. 
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acknowledgement itself.  Donors who provide unrestricted funds are not 

required to be identified on air. 

One form of sponsored programming άpolitical broadcast matter or any 

broadcast matter involving the discussion of a controversial issue of public 

ƛƳǇƻǊǘŀƴŎŜέ requires not only on-air identification, but the identification 

of the sponsorΩs chief executive officers or members of the board of 

directors in the stationΩs public inspection file.  

The furnishing of broadcast program material is deemed to be 

consideration for airing the program, so programs offered άfreeέ are 

nonetheless considered to be άsponsoredέ if they are provided in 

exchange for being broadcast. In such cases, the provider is the 

sponsor/donor, and must be identified. 

When a donor restricts the use of a donation to a particular program, the 

donor must not only be identified on-air concurrently with the broadcast 

of the program, but must also be identified in writing in the ά5onor Listέ 

maintained in the stationΩǎ public inspection file. The Donor List is not a 

list of all underwriters, nor even of those underwriters who make an 

unrestricted donation to the station; it is a list of those whose donation 

was restricted or directed to support a particular program. The donor list 

is limited to those who contribute funds earmarked for the production of 

specific programs.  

Internal Revenue Service (IRS) acknowledgement regulations for contributions 

IRS rules primarily focus on the deductibility of donation rather than on 

disclosure of the donor by the recipients of donations. A donor may not 

claim a tax deduction for any single charitable contribution of 250 dollars 

or more unless the donor obtains a contemporaneous, written 

acknowledgment of the contribution.  While stations are not required to 

provide this written acknowledgment, good stewardship dictates that 

every contribution be acknowledged to provide donors with a valid claim 

for a deduction. 

Most 501(c)(3) organizations report income on Form 990 or Form 990-EZ. 

These forms allow organizations to report revenue from contributions and 

grants on an aggregated basis. An additional report about certain 

άǎǳōǎǘŀƴǘƛŀƭ ŎƻƴǘǊƛōǳǘƻǊsέ may be required in some cases. Schedule B, the 
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Schedule of Contributors, requires a tax-exempt organization to disclose 

to the IRS any contributor by name and address whose contribution is the 

greater of five-thousand dollars or two percent of the sum of all 

contributions and grants received by the organization. The IRS does not 

require donors listed in Schedule B to be disclosed to the public by 

501(c)(3) organizations. Thus, an exempt organization may be required to 

report certain donations and the identity of the donors to the IRS, but is 

not required to disclose that information to the public.  

Anonymous gifts 

Some donors may wish to remain anonymous because they do not want 

members of the community to know the recipients and the amounts of 

their gifts. Others fear being besieged by contribution requests from other 

organizations. 

It should be station policy that significant and/or exclusive donors to 

support an on-air production must be named. The fact that this type of 

giving cannot be anonymous should be made clear to the donor through 

ongoing policies and as part of the solicitation process. This policy should 

not be circumvented by accepting the gift for education or community 

outreach when a significant part of the gift will be used to produce 

programming for broadcast. 

All anonymous gifts accepted for purposes other than on-air production 

must still be entered into the station records with full contact information 

and details of the gift, if that information is available. 

There are some types of gifts that are truly anonymous and do not allow 

the station to know the ŘƻƴƻǊΩǎ identity. Two common examples are stock 

certificates issued in a sǘŀǘƛƻƴΩǎ ƴŀƳŜ and anonymous gifts from a 

community/family foundation that do not reveal which family or 

individual made the gift. These types of gifts should not be accepted for 

specific broadcast programming, as this would violate FCC regulations.  

Donor Funds and anonymity 

At some stations, donors are able to pool their contributions into a fund, 

which is then used to support some specific activity (e.g. The WXYZ Fund 

for Environmental Reporting). In the rare case that a Donor Fund makes a 

general or unrestricted contribution to the station, the donation does not 
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need to be acknowledged and can remain an anonymous gift. The Donor 

CǳƴŘ ƛǎ ŀ άǎǇƻƴǎƻǊέ that must be disclosed to the public only if it makes a 

Řƻƴŀǘƛƻƴ ƛƴ ŜȄŎƘŀƴƎŜ ŦƻǊ ǘƘŜ ōǊƻŀŘŎŀǎǘ ƻŦ ŀƴȅ άƳŀǘǘŜǊΦέ {ǳŎƘ άƳŀǘǘŜǊέ 

would include a particular program as well as one or more underwriting 

acknowledgements. 

If the Donor Fund restricts its donation to the production of a particular 

program or type of programming (as is often the case), then it is 

considered a sponsor and must be acknowledged on-air, as well as in the 

Donor List. If the number of contributors to a Donor Fund is too great to 

listed on-air, it would be sufficient to identify the Donor Fund and major 

donors to the Fund on-air and identify the remaining individual donors in 

the Donor List. The amount of on-air acknowledgment given to a donor 

should be proportional to their contribution to the Donor Fund, to the 

greatest extent practical.  

Considerations for Non-Broadcast Content 

The FCC regulations regarding funding in support of specific programming 

do not apply to non-broadcast content. So, stations are not normally 

required to disclose the names of donors funding education/outreach 

efforts. However, it is conceivable that a station could choose to accept 

funding for non-broadcast elements of a project from donors that would 

otherwise be unacceptable as funders of the broadcast program. The 

working group believes a donor that is determined on the local level to be 

unacceptable as a program funder should also be an unacceptable funder 

for non-broadcast elements of that program.7  

There are cases, however, where a donor who would be considered an 

acceptable funder of broadcast material may wish to remain anonymous 

when funding non-broadcast material. We recognize that circumstances 

varyς in some cases, stations could decide not to disclose certain 

otherwise acceptable funders of non-broadcast elements. In general, we 

believe that the FCC's principle that "the public should know who is trying 

to influence its opinion" should apply to all editorial expressions, whether 

                                                                 
7
 For a discussion of the acceptability of funders, please refer to Funding and Firewalls: 

http://pmintegrity.org/pm_docs/FundingandFirewalls_000.pdf  
 

http://pmintegrity.org/pm_docs/FundingandFirewalls_000.pdf
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on-air, on-line or other ways, and we recommend that stations disclose all 

funders of a project's non-broadcast (as well as broadcast) elements. 

Considerations for foundation grants8 

Foundations generally expect or require some kind of public 

acknowledgment of their support.  In general, corporate and community 

foundations have a particular interest in the visibility of their 

acknowledgments due to their needs for institutional recognition. It is not 

uncommon that foundations want to use on-air or online credits to 

promote awareness of their broader work. The acknowledgment 

procedures for foundations should mirror those mentioned above for 

other types of donors. 

There are, of course, some foundations that prefer to remain anonymous.  

¦ǎǳŀƭƭȅΣ ǘƘƛǎ ƛǎ ŀ ƭŜƎŀŎȅ ƻŦ ǘƘŜ ƻǊƛƎƛƴŀƭ ŘƻƴƻǊΩǎ ƎƛǾƛƴƎ ǇǊŜŦŜǊŜƴŎŜΦ  

Sometimes, it is because the foundation is small and is concerned about 

being barraged with solicitations. However, the disclosure obligations for 

anonymous gifts described earlier apply to foundations as well. 

 

  

                                                                 
8
 Please see Appendix E for a brief on transparency regarding foundations from Amie 
aƛƭƭŜǊΣ 59LΩǎ CƻǳƴŘŀǘƛƻƴ {ǳǇǇƻǊǘ /ƻƻǊŘƛƴŀǘƻǊ 
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3. THE AVAILABILITY OF FUNDRAISING INFORMATION 

Transparent organizations not only make relevant information available, 

they make it easy to find and use. When examining this issue, stations 

ǎƘƻǳƭŘ ŎƻƴǎƛŘŜǊ ǘƘŜ ǇǳōƭƛŎΩǎ ōŀǊǊƛŜǊǎ ǘƻ ŦƛƴŘƛƴƎ ŀƴŘ ƳŀƪƛƴƎ ǎŜƴǎŜ ƻŦ 

information provided by the station. When possible, disclosures should be 

made in a way that allows them to be understood by a non-expert. 

Providing documents may not be always be enough; some donors will 

require further clarification. Stations should always grant reasonable 

requests for further explanation. Transparent stations train their 

development and member services staff on how to respond appropriately 

to requests for information. 

One of the clearest ways for a station to show its commitment to 

transparency is to make documents available on their website. Station 

websites should have board members (if applicable) and key staff listed, as 

well as an annual report available for download. Stations that do not 

produce an annual report should consider making a summary of their 

revenue streams available online. Independent organizations should have 

their most recent 990 available for download, and make reference to their 

audited financial statements (some do this in an FAQ section).  

Stations should also consider publishing a list of production funders on 

their website, instead of just in the public file.  Other donors, particularly 

foundations and corporate underwriters, may also be listed (with 

permission) ƻƴ ŀ ǎǘŀǘƛƻƴΩǎ ǿŜōǎƛǘŜ. Transparent organizations should 

consider making their on-air and online crediting policies available here as 

well. 

The FCC's rules require all broadcasters to maintain a file available for 

public inspection. The Public Inspection File should be available any time 

during regular business hours. It is acceptable for stations to charge a 

reasonable amount for copies of the file. Requests for copies should be 

fulfilled within seven days.9  

In accordance with the Communications Act of 1934, section 396(k)(4) (as 

amended), CPB-funded stations must abide by open meeting rules. This 

                                                                 
9
 See http://transition.fcc.gov/eb/broadcast/pif.html for details. 

http://transition.fcc.gov/eb/broadcast/pif.html
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means that any meeting of a governing body or committee (including 

those of Community Advisory Boards) should be open to the public except 

under certain circumstances where the content of the meeting involves 

individual employees, proprietary information, litigation, etc. Stations 

should consult their legal counsel to determine whether they are in 

compliance with this rule. It is also good practice to review open meeting 

and open records requirements in your state. While stations may not be 

ōƻǳƴŘ ōȅ ǘƘŜƛǊ ǎǘŀǘŜΩǎ ƳŜŜǘƛƴƎ ŀƴŘ ǊŜŎƻǊŘǎ ǊŜǉǳƛǊŜƳŜƴǘǎΣ ǎǘŀǘƛƻƴǎ Ƴŀȅ 

find that their donors and their potential critics would expect the same 

transparency of other public organizations. CPB-funded stations are also 

ǊŜǉǳƛǊŜŘ ǘƻ άmake on-air announcements on at least three consecutive 

days once during each calendar quarter that explain the station's open 

meeting policy and provide information about how the public can obtain 

information regarding specific dates, times, and locations.έ 10  

  

                                                                 
10

 See http://www.cpb.org/stations/certification/cert1.html for details. 

http://www.cpb.org/stations/certification/cert1.html
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4. GIFT ACCEPTANCE POLICIES  

A well-crafted gift acceptance policy is an important element of 

fundraising transparency.  In particular, it can help a station avoid taking a 

gift that would cost it time, money, or its reputation. Policies may also 

outline what types of funders are never acceptable (e.g., tobacco, political 

action committees, etc.) to the station. Aside from protecting the station, 

gift acceptance policies help donors understand what type of gifts they 

can make and their options for directing their gift to a specific area.11 

Many stations in the system already have gift acceptance policies. In some 

cases, an institutional license-holder (like a university or school board) 

may have its own policy that applies to certain types of gifts a station may 

receive. In such cases, tƘŜ ǎǘŀǘƛƻƴΩǎ ǇƻƭƛŎȅ ǎƘƻǳƭŘ ƛƴŦƻǊƳ ǇƻǘŜƴǘƛŀƭ ŘƻƴƻǊǎ 

that additional requirements from their parent institution may apply. 

For the sake of transparency, some stations choose to publish a summary 

gift acceptance policy on their website. A full version of the policy should, 

at very least, be presented on request and ideally be available for 

download. Having the document freely available may prevent an 

uncomfortable situation where a station must turn down a gift. Major 

donors particularly those considering gifts of real estate, securities, or 

non-traditional assets ǎƘƻǳƭŘ ōŜ ƛƴŦƻǊƳŜŘ ƻŦ ǘƘŜ ǎǘŀǘƛƻƴΩǎ ǇƻƭƛŎȅ (and any 

relevant policies from an institutional licensee) as early in their solicitation 

process as is practicable.  

Stations have a responsibility to regularly review their gift acceptance 

policies.  Even a well thought-out policy will be ineffective if the staff and 

volunteers who interact with donors the most do not know it well. 

  

                                                                 
11

 Please see Appendix H, Gift Acceptance Policy, provided by Development Exchange, 
Inc. (DEI) 
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5. THE COST OF FUNDRAISING  

Transparent organizations make an effort to communicate the cost of 

fundraising to their donors and the public. {ƻƳŜ ƻŦ ǇǳōƭƛŎ ƳŜŘƛŀΩǎ Ƴƻǎǘ 

popular fundraising tactics are, by nature, expensive. Our use of thank you 

gifts and on-air pledge drives can make our costs significantly higher than 

many human service charities, nonprofit hospitals, and arts organizations. 

While at times more ŎƻǎǘƭȅΣ ǇǳōƭƛŎ ƳŜŘƛŀΩǎ ŦǳƴŘƛƴƎ ǎȅǎǘŜƳ ƛǎ ǇŀǊǘ ƻŦ ǿƘŀǘ 

makes our industry unique. Receiving a large volume of small donations 

from our supporters is another reason that we are able to be the high-

quality, independent, and community-based organizations our 

listeners/viewers appreciate.  

While most public radio and television stations track their fundraising 

costs internally, institutional licensees (unlike community-licensed 

stations) are not usually required to make this information available to the 

public separate from their parent institution. Many institutionally-licensed 

stations also enjoy significant in-kind support from their parent institution 

as well (like occupancy costs, software, technical support, etc.), making 

calculation and disclosure of true costs even more difficult.  

There is also confusion in the industry about what should be considered a 

fundraising cost. The IRS defines fundraising expenses as άΧthe expenses 

ƛƴŎǳǊǊŜŘ ƛƴ ǎƻƭƛŎƛǘƛƴƎ ŎƻƴǘǊƛōǳǘƛƻƴǎΣ ƎƛŦǘǎΣ ŀƴŘ ƎǊŀƴǘǎΦέ12 The most common 

fundraising expenses are the salaries and benefits for development staff, a 

percentage of occupancy costs (not all stations have these), postage, 

printing, special event costs, and consultants. There are more detailed 

guidelines available from the Financial Accounting Standards Board and 

the American Institute of Certified Public Accountants that spell out what 

should and should not be classified as a fundraising expense, as well as 

rules for jointly-allocated activities. Stations should work with their 

finance departments and auditors to define their fundraising expenses 

and track them. Some stations fear that inconsistency in reporting and 

allocation methods would open them to unfair comparison with other 

nonprofits. 

                                                                 
12

 See page 39 of Form-990 here: http://www.irs.gov/pub/irs-pdf/i990.pdf  

http://www.irs.gov/pub/irs-pdf/i990.pdf
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As a best practice, all stations (regardless of license-type) should publish 

their aggregate fundraising costs both as a dollar amount and a 

percentage of expenses in their annual report. Publishing a pie graph 

showing the portion of expenses going to programming, 

general/administrative, and fundraising is an effective way of 

communicating this information.13 The generally accepted range for 

fundraising costs is 20-30 percent of overall expenses14, although this 

varies widely from station to station. Stations wishing to be included in 

local, state, or federally-administered workplace giving campaigns will 

often be held to more stringent eligibility standards. Most commonly, the 

ratio of fundraising and general administration cost to total revenue is 

expected to be below 25 percent.  

Fear of making this information public should not put downward pressure 

on wise investments in fundraising. Stations must be prepared to justify 

their costs and allocation methods with policy documents, comparison 

data, and audited financial statements if requested.  

The working group acknowledges that this is a particularly challenging 

area for some. We also recognize that stations not currently disclosing this 

information separate from their licensee may have a great deal of 

apprehension around the issue of fundraising costs. New information 

opens new avenues for criticism and comparison. Some stations may also 

lack the expertise and systems to track these costs. We concede that it 

Ƴŀȅ ƴƻǘ ōŜ ǊŜŀƭƛǎǘƛŎ ǘƻ ŜȄǇŜŎǘ ŀƭƭ ǎǘŀǘƛƻƴǎ ǘƻ ŀŘƻǇǘ ΨōŜǎǘ ǇǊŀŎǘƛŎŜǎΩ ƛƴ ǘƘe 

area. In the spirit of transparency, however, stations should make a good-

faith effort to report their cost of fundraising as accurately as possible 

while working internally to improve their tracking and allocation methods. 

  

                                                                 
13

 See Appendix F condensed financial information in Annual Report from Northern 
California Public Broadcasting (KQED) 
14

 http://www.charitynavigator.org/index.cfm/bay/content.view/cpid/48.htm  

http://www.charitynavigator.org/index.cfm/bay/content.view/cpid/48.htm
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6.  RELATIONSHIPS WITH THE INSTITUTION THAT 

HOLDS THE STATION LICENSE 

Although most institutional licensees do a good job of making it clear to 

the listener that their station is affiliated with a larger entity, station 

executives must take a closer look at transparency regarding these 

relationships in the area of fundraising. 

Some stations do not include information about their relationship to the 

institution because they feel it will adversely affect their fundraising 

efforts. Donors often want to contribute to the station, not the license 

holder, but obscuring these relationships is not appropriate.   

In general, institutional stations should be mindful of policies of the parent 

institution that govern the way they accept and process gifts, store and 

share donor information, and designate contributions. Donors should be 

made aware of these when they could directly affect their gift; for 

instance if the institution keeps a portion of all gifts to the station. If a 

station follows their license-ƘƻƭŘŜǊΩǎ gift acceptance policies and/or Donor 

Bill of Rights, then those policies should be posted or linked on the 

ǎǘŀǘƛƻƴΩǎ ǿŜōǎƛǘŜΦ 

Some institutional licensees may decide to organize a volunteer group 

that is involved in securing annual gifts to the station. The structure of 

what are sometimes called friends groups varies widely. Whatever the 

arrangement, stations should recognize that the public does not always 

understand the distinction between these groups and the station (or 

licensee) itself. Therefore, friends groups must operate with the same care 

and commitment to transparency as the station they were created to 

support. At a minimum, if friends groups help make decisions about 

managing contributed funds, donors must know. 
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7.  CHALLENGE GRANTS 

Many stations have found that challenge grants are excellent tools to 

increase the amount and the motivation for individual gifts during on-air 

pledge drives and other fundraising campaigns. Challenge grants can come 

from other station members, foundations, corporations and other 

sources. The purpose of the grant may be to encourage listeners or 

viewers to become members or renew their memberships early in a 

pledge drive or provide an incentive for listeners/viewers to join for the 

first time. 

Challenge grants may be setup in a number of ways. Some are dollar for 

dollar matches, (e.g. άGive this hour and donor X ǿƛƭƭ ŘƻǳōƭŜ ȅƻǳǊ ƎƛŦǘΦέ) 

Usually, these grants have a total dollar limit, which should be revealed on 

air.  

Other challenges are set up so that the station gets the full grant only if a 

certain goal of dollars or donors is met within a specified period of time. 

With regard to transparency, this type of challenge grant can be 

ǘǊƻǳōƭŜǎƻƳŜΦ  ¢ƘŜ ǉǳŜǎǘƛƻƴ ŎƻƳŜǎ ǳǇΣ ά²Ƙŀǘ ƘŀǇǇŜƴǎ ǘƻ ǘƘŜ ƎǊŀƴǘ ƛŦ ǘƘŜ 

goal is not metΚέ  To create urgency, station announcers or other 

communications may push the fact that the money will go away if the goal 

is not achieved.  Oftentimes, this may not be true. In most cases, the 

donor has agreed that the station can keep the money, goal met or not. 

This approach is unethical.  

As a matter of transparency and good donor relations, a station should 

report back to the donor the impact of their grant soon after the 

application/offering of such a grant. If the grantmaker of a failed challenge 

has not already authorized the station to roll their challenge into another 

hour or simply make it a standard gift, they should be contacted and asked 

for clarification. 

Some stations have designated normal contributions and underwriting 

funds as matching grants, when, in fact, the donor was not contacted and 

did not know their gift was being counted as a matching grant. This 

approach is highly unethical. 
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In the area of challenge grants, this working group recommends full 

disclosure. To be safe, stations may want to use only dollar-for-dollar 

matching and avoid the problematic goal-based challenge grant.  In any 

case, we recommend that stations be clear, in writing, with the donor 

about how their gift will be used and with the listener/viewer about the 

true nature of the challenge grant.15 

  

                                                                 
15

 {ŜŜ !ǇǇŜƴŘƛȄ DΣ ²!a¦Ωǎ aŜƳōŜǊ aŀǘŎƘ tƻƭƛŎȅ 
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8. METHODOLOGY 

This document was created by a working group of six public media 

executives and facilitated by the Development Exchange, Inc. (DEI) during 

the fall of 2011. 

Working group: 

Don Derheim, Chief Operating Officer, KQED, San Francisco, CA 

Melanie Doebler, Director of Public Service Media, WPSU, State College, PA 

Walt Gillette, Director of Development, WAMU, Washington, DC 

Jon Miskowski, Director of Development, Wisconsin Public Television 

Lance Ozier, Vice President for Planning and Policy, WGBH, Boston, MA 

Connie Walker, General Manager, WUNC, Chapel Hill, NC 

Facilitator: 

Doug Eichten, President, DEI 

Contributors: 

John Crigler, Partner, Garvey Schubert Barer, Washington, DC 

Andrew Leitch, Graduate Resident, DEI 

Amie Miller, Foundation Support Coordinator, DEI 
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APPENDIX A 
!ǎǎƻŎƛŀǘƛƻƴ ƻŦ CǳƴŘǊŀƛǎƛƴƎ tǊƻŦŜǎǎƛƻƴŀƭΩǎ 5ƻƴƻǊ .ƛƭƭ ƻŦ wƛƎƘǘǎ 

Available at http://www.afpnet.org/files/ContentDocuments/Donor_Bill_of_Rights.pdf  

 

THE DONOR BILL OF RIGHTS 

Philanthropy is based on voluntary action for the common good. It is a tradition of giving and 

sharing that is primary to the quality of life. To ensure that philanthropy merits the respect and 

trust of the general public, and that donors and prospective donors can have full confidence in 

the nonprofit organizations and causes they are asked to support, we declare that all donors 

have these rights: 

I. To be informed of the organization's mission, of the way the organization intends to use 

donated resources, and of its capacity to use donations effectively for their intended purposes. 

II. To be informed of the identity of those serving on the organization's governing board, and to 

expect the board to exercise prudent judgment in its stewardship responsibilities. 

III. To have access to the organization's most recent financial statements. 

IV. To be assured their gifts will be used for the purposes for which they were given. 

V. To receive appropriate acknowledgement and recognition. 

VI. To be assured that information about their donation is handled with respect and with 

confidentiality to the extent provided by law. 

VII. To expect that all relationships with individuals representing organizations of interest to the 

donor will be professional in nature. 

VIII. To be informed whether those seeking donations are volunteers, employees of the 

organization or hired solicitors. 

IX. To have the opportunity for their names to be deleted from mailing lists that an organization 

may intend to share. 

X. To feel free to ask questions when making a donation and to receive prompt, truthful and 

forthright answers. 

 

http://www.afpnet.org/files/ContentDocuments/Donor_Bill_of_Rights.pdf
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APPENDIX B 
!ǎǎƻŎƛŀǘƛƻƴ ƻŦ CǳƴŘǊŀƛǎƛƴƎ tǊƻŦŜǎǎƛƻƴŀƭΩǎ Ŝ-Donor Bill of Rights 
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APPENDIX C 

Policy on Production Underwriting (KQED) 

NORTHERN CALIFORNIA PUBLIC BROADCASTING, INC. 

POLICY ON PRODUCTION UNDERWRITING 

___________________ 

ADOPTED - January 9, 1997 

___________________ 

NCPB's mission includes the creation of new programs and productions to provide life enriching 

experience for its viewers and listeners. 

The funds NCPB receives from its members and from the Corporation for Public Broadcasting support 

NCPB's daily operations but are insufficient to support substantial creation of new programs and 

productions without significant additional financial support from private-sector sources.  In soliciting 

funds from private-sector sources, NCPB will be mindful of its public trust and its need to serve the public 

without encumbrance. 

NCPB -- a broadcast organization licensed by the Federal Communications Commission (FCC) to operate 

public broadcasting stations KQED-TV, KTEH-TV, KCAH-TV, KQED-FM, KQEI-FM -- observes all pertinent 

FCC guidelines pertaining to television and radio program underwriting. 

The Public Broadcasting Service (PBS) and National Public Radio (NPR) each promulgate guidelines 

pertaining to maintenance of editorial control and avoidance of commercialism and actual or perceived 

conflicts of interest.  The PBS or NPR guidelines must be complied with for any program to be distributed 

by one or the other of these organizations; this KQED policy must be complied with in all cases. 

Frequently, funders elect to support programs dealing with subjects in which they see a cultural or social 

value or connection with their own areas of endeavor.  The purpose of the PBS and NPR guidelines, and 

this Board Policy, is to define basic litmus tests against which the suitability of any production 

underwriting can be evaluated.  Special attention is to be given to cases in which the interest of a 

ǇǊƻǎǇŜŎǘƛǾŜ ŦǳƴŘŜǊ ƛƴ ǘƘŜ ǎǳōƧŜŎǘ ƳŀǘǘŜǊ ƻŦ ŀ ǇǊƻǇƻǎŜŘ ǇǊƻƎǊŀƳ ƛǎ ǎƻ ŎƭŜŀǊ ŀƴŘ ŘƛǊŜŎǘ ǘƘŀǘ ǘƘŜ ǇǳōƭƛŎΩǎ 

perception of editorial independence might be impaired. 

Editorial control:  NCPB maintains editorial control for the programs it produces for local and national 

broadcast.  NCPB will not produce a program or series of programs for broadcast if the ǇǊƻƎǊŀƳΩǎ ŦǳƴŘŜǊ 

has asserted or has the right to exercise editorial control.  Exceptions may be made when NCPB agrees to 

provide production services for a program or program series which will not air on NCPB television or 

radio. 
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Avoiding Audience Perception of the Loss of Editorial Control:  NCPB will not accept underwriting for a 

program or series for which there exists a clear and direct connection between the interests, products, or 

services of the funder such that a reasonable viewer or listener, with knowledge of all relevant facts 

known to NCPB, would believe that NCPB had allowed the program funder to exercise editorial control.  

Further, NCPB will not accept production funding from any entity (individual or group) which is the 

primary subject of that production.  NCPB management will review and decide such issues in good faith 

and will reserve the right to reject any underwriting which it believes to be in conflict with this policy. 

Non-commercialism:  NCPB will not accept program funding or enter into program funding relationships 

which are overtly commercial or self-serving. 

Communication with Potential Funders:  NCPB will give potential funders a copy of this Board Policy to 

ensure that they understand that NCPB will maintain full editorial control of its projects. 
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APPENDIX D 
Requirements related to disclosure of contributions (John Crigler) 
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