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Here in Indiana, we are very fortunate. We have eight 
public television stations and nine NPR (National 
Public Radio) stations, and they all work very hard 
to bring you a wide variety of local and national 

programming. 
 All public broadcasters in Indiana have regular public 
affairs series. Two stations have nightly newscasts while others 
cover live high school and regional sports. In Indianapolis, 
WFYI produces Indiana Lawmakers and Across Indiana, and is 
the home of Inside INdiana Business, owned and distributed 
statewide by Gerry Dick and Grow Indiana Media Ventures. 
 During the legislative session, you won’t find any better 
coverage of statewide issues and local impact than on IPBS 
(Indiana Public Broadcasting Stations). In addition to 
providing news updates, your local public broadcaster is also 
there for you in times of crisis. In Merrillville, the local public 
TV station televised live the public hearings on the closing of 
the Cline Avenue bridge, a critical public highway that is the 
gateway to the steel mills and casinos of Northwest Indiana. 
 These are just a few examples of local public broadcasters 
in Indiana working hard to produce content that can affect the 
lives of listeners and viewers in their part of the state. 

Business support
 To say that Indiana public broadcasters are fully funded 
by state and federal money is a misnomer. Less than 20% of 
most stations’ budgets comes from tax dollars. That’s right – 
80% or more of operating revenue is derived from individual 
donations and local businesses. Corporate underwriting of 
local programming is becoming more and more important as 
other forms of support are dwindling. And that begs an 
important question. 
 Is public broadcasting good for business? There is significant 
perceived and realized value in attaching your company or 
corporate name to a national or local public television or radio 
program. But does it really work? Does it bring more business 
in the door? The answer is yes.
 Public broadcasters do deliver an audience to marketers, 
and the broadcast announcement is only the beginning. One 
example is the new PBS Newshour with Jim Lehrer. It is an 
outstanding national newscast with a talented, well-respected 
national anchor. Sponsor the broadcast locally, and your 

message is seen by an eclectic and 
well-heeled audience of Baby 
Boomers with money to spend in 
your community. How about Morning 
Edition on NPR? Great listenership, 
local cut-ins for news, weather and 
sports. An excellent choice. 
 What about the message? Most stations allow 10-second, 
15-second or 30-second messages about the sponsor. They can 
also talk about what products they produce, why they make them 
and how they help the community at large. Essentially, they 
tell a good story about why a company is supportive of public 
broadcasting. It’s good for the station and good for the business. 

Beyond the sponsorship
 Where public broadcasters also shine is in the non-
broadcast business relationship. We bring people together 
through seminars and conferences, fundraisers and galas, wine 
tastings and kids’ expos. Public broadcasters have for many 
years learned what commercial broadcasters are only now 
starting to understand: The “non-traditional” revenue source, 
in this case non-broadcast income stream, really does work. 
For sponsors, it is an excellent opportunity to meet with and 
create a new business relationship, and it can be done in 
concert with the on-air and web presence already created by 
your local PBS or NPR station. 
 Even in a down economy, businesses find that public 
broadcasting delivers a strong message to an audience that 
appreciates programming – one that is not filled with commercials. 
At a recent meeting of public broadcast development professionals, 
most were surprised to learn that a significant amount of 
inventory during critical dayparts at most of their stations was 
sold out! They needed to find room to add new corporate 
support announcements and were having to do some juggling. 
 Business needs to find an audience that is still spending 
money. Public broadcasters have it and it’s going fast!
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