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Latino public radio stations are a valuable community resource in the media land-
scape. the breadth and depth of Latino public radio stations reflect the diversity of 
the Latino experience in the united states. these stations illustrate the full spectrum 

of the communities they serve, providing information programs and music programs. 
the Latino Public Radio Consortium works with thirty-three Latino public radio stations. 
they crisscross the country in thirteen states and in Puerto Rico. twenty-eight are 
full power stations while five are low power broadcasters. Most of the stations are 
licensed to individual non-profit organizations but there are four networks comprised 
of multiple stations. the two networks based in Puerto Ricco have two stations each 
and are heavily state-funded; one is licensed to a university and the other is part of 
the government. the other two networks based in the united states are licensed to 
community organizations and control six broadcast properties each. 

each station must raise funds to continue to exist. Fundraising, a challenge for many 
in the nonprofit sector, is especially challenging for public media deeply impacted by 
the rapid shifts in content delivery and the need to keep pace with the technology and 
audience demand that fuels the shifts.  to better serve the Latino public radio stations, 
the LPRC conducted a survey and interviews with the stations regarding their fund-
raising work. it is important to capture the rich experience of the Latino stations and 
create vehicles for peer-to-peer learning among the consortium.  the information from 
the survey and interviews will inform the creation of capacity building tools for Latino 
public media. 

Overall Findings
o Latino public radio stations use a variety of approaches to meet their fundrais-

ing goals. 
o Many of the stations have a healthy revenue balance of grants, underwriting 

and membership.However, anxiety is high at many stations about the ability 
to sustain and augment their fundraising efforts. 

o the traditional pledge drive is going strong and yielding results
o stations interviewed are adept at engaging volunteers to conduct fundraising
o Many stations have a strong culture of fundraising, where all employees and 

volunteers participate in fundraising activates
o Very few stations have a Development Director
o General Managers play a key role in the fundraising activities
o Lack of staff is a barrier to expanding and refining revenue generating activi-

ties
o Fundraising is often not organized and intentional as it could be, and has 

room to grow. 
o the vast majority of the united states mainland based Latino public radio sta-

tions have a strong web presence. only one station did not have a website, 
and only eight did not provide an opportunity to join or donate to the station 
on-line. 
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Latino Public Radio Stations
o Cadena Radio educación 

WRtu 89.7FM (san Juan)
WRuo 88.3FM (Mayaguez)

o Corporación de Puerto Rico para la Difusión Publica
WiPR 940AM
Allegro 91.3FM

o KAnW 89.1FM
o KbbF 89.1FM
o KDnA 91.9FM
o KeRu 88.5FM
o KMbH 88.9FM
o KoCA 93.5 FM-LP
o KPCn 95.9 FM-LP
o KRZA 88.7FM
o KsVR 91.7 FM
o KuVo 89.3FM
o KZAs 95.1 FM-LP 
o Radio bilingüe network

KHDC 90.9FM
KMPo 88.7 FM 
KsJV 91.5 FM 
KtQX 90.1 FM
Kubo 88.7 FM
KVuH 88.5 FM 

o Radio Campesina network
KCeC-FM 104.5
KMyX-FM 92.5/ KbDs-FM 103.9
KnAi-FM 88.3
KRCW-FM 96.5 
KseA-FM 107.9 
KuFW-FM 90.5

o WCiW 107.9FM-LP
o WDnA 88.9FM
o WeLH 88.1 FM
o WLCH Radio Centro 91.3FM / 100.3FM (york, PA)
o WRte 90.5FM
o WsbL 98.1FM-LP
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Organization Size
the twenty-nine Latino public radio stations and networks included in the survey range 
in size from micro stations with budgets of $12,000 annually to the largest budget of 
$2.5 million. 

As expected, the overall budget size tended to be a predictor for the number of staff.  
the station with the largest budget had the highest number of paid staff – 55. A small 
number of stations, about 18% have no paid staff. some of these stations operate on 
an all-volunteer basis, and some are employees of the station’s parent organization. 
the budget size and staffing impacted the fundraising capacity of the stations. the 
stations used a number of strategies for fundraising, including:

o Pledge drives
o Grant seeking
o events
o Donor programs
o underwriters

of these five areas, most of the stations utilized a combination of strategies, with 
some stations engaging in all five areas and some stations only engaging in one or 
two. the most common fundraising activity by far is the annual pledge drive utilized 
by 89% percent of respondents. A later section of this report will focus on pledge 
drives. 

Fundraising Infrastructure
only 5% of the stations have a Development Director.  Most of the stations have a 
team-based approach to fundraising and development activity, with different members 
of the team taking on aspects like underwriting, grantwriting, running the pledge 
drive. the teams are comprised of the general manager or station manager, and 
underwriting, sales or business manager. usually the team is overseen by the General 
Manager or the station manager.  the majority of the stations had at least one staff 
person besides the General Manager who worked on fundraising. in many cases, the 
GM was often the person who worked on the CPb or CsG grants, which was often 
the lion’s share of the budget.  in spite of the fact that 89% of the respondent stations 
conducted annual pledge drives, only 5% of the surveyed stations had a membership 
manager or a dedicated staff person to work with membership. 

Volunteers 
Volunteers are the lifeblood of Latino public radio stations. Among the surveyed sta-
tions, there is an average of 43 volunteers, with a high of 150 volunteers and a low 
of 8 volunteers. At all the stations, volunteers play an essential role. the majority of 
the stations have volunteer on-air programmers. 

Across the board, stations engaged the on-air programmers to participate in fundrais-
ing. the majority of their involvement is the on-air pledge drives. However, many 
stations involved the on-air programmers in a deeper fashion.
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i. How do you get the pledge gifts? Who is in charge of obtaining pledge 
gifts for members?

j. Do you have on-air drives, direct mail, pledge reminders, etc.?
13.  Do you have a donor base?
14. How many donors do you have?
15. How often do you ask them for donations?
16. Do you have major donors?
17. How much does the donor have to give to qualify as a major donor?
18. How do you find your major donors? 
19. Do you have a major donor program? How are they cultivated, solicited, 

recognized, etc
20. Planned Giving: do you have a program; if not, why not, who’s in charge; how 

are participants solicited
21. Do you do fundraising events? 
22. What kind of events do you do?

 special events: if you don’t do fundraising through events, why not, what types 
of events do you do; who’s in charge; are they annual events or done as the 
opportunity arises; how are events promoted; how much do you raise from an 
average event; how much did you make from events last year? 

23. Can people join on-line at your website or give money at your website?
24. How do people get connected to your station?
25. How would you define your station’s current funding model?

Respondents
o KDnA 91.9FM Granger WA 
o KsVR 91.7 FM Mount Vernon, WA 
o KeRu 88.5FM blythe, CA  
o Radio bilingüe network 

KHDC 90.9FM salinas, CA  
KMPo 88.7 FM Modesto, CA  
KsJV 91.5 FM Fresno, CA  
KtQX 90.1 FM bakersfield, CA  
Kubo 88.7 FM el Centro, CA  
KVuH 88.5 FM Laytonville, CA  

o KoCA 93.5 FM-LP Laramie Wy 
o KRZA 88.7FM Alamosa, Co  
o KMbH 88.9FM Harlingen, tX 
o WsbL-LP 98.1 FM-LP south bend in
o WLCH 91.3FM Lancaster, PA 
o WDnA 88.9FM Miami, FL 33145 
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Case Study  

one network, based in California’s Central Valley, has an effective strategy to 
engage their entire team of staff and volunteers to participate in the two fund 
drives they have a year. two months before the pledge drive, all the on-air 
programmers and entire staff have a planning meeting. the meeting focuses on 
brainstorming ideas for premiums, the timing of the drive and on the monetary 
goals for the pledge drive. it’s a time where everyone gets on the same page, 
people’s creativity is encouraged to develop premium gifts, and the entire team 
collaborates about the on-air pitches they will give. After the pledge drive is 
over, another meeting is held to celebrate reaching the goal, discussion about 
what was successful and what wasn’t, and identifying strategies to increase the 
effectiveness of the next pledge drive. 

this approach can help to create group accountability across the station. 

Pledge Drives
the pledge drive is an important aspect of the Latino stations’ fundraising and 
community building work. the majority (89%) of the stations surveyed hold annual 
pledge drives. Most stations have pledge drives twice a year, surprisingly, 11% of the 
stations do not hold any pledge drives at all. When asked why not, there were three 
categories of replies: 

o We don’t know how to do a pledge drive
o We don’t have anyone to run a pledge a drive
o We don’t feel it’s necessary

As mentioned above, the majority of the stations involve their volunteers, especially 
their on-air programmers, in the pledge drive. Generally, pledge drives last a week or 
two, and Latino public radio stations are raising anywhere from $2,000 to $120,000 
during the pledge drives.  the pledge drives bring in anywhere from 41% of a sta-
tion’s budget to on the low end, 2% of the budget.(

the number of members obtained through on-air pledge drives range from 300 to 
3500. there is little correlation between budget size and members. the station with 
the biggest budget, of $2.5 million, has 900 members. the station with the largest 
amount of members, 3,500 has a budget of $290,000 annually.  

Pledge levels were similar among the Latino public radio stations, often starting at the 
$40 level. However, a significant number of stations have a $20 level. 

Premiums vary from branded items like mugs, tee-shirts, baseball caps, and calendars 
to music Cds, books, and concert tickets.  overall, the pledge drives fell under the 
purview of the General Manager or station manager, with the involvement of the 
entire staff. there was often no dedicated staff person to focus on the members. 

Listeners are accustomed to pledge drives. According to one station, “We hadn’t 
done a pledge drive in ten or so years. We re-launched the pledge drive in 2008. 
Listeners told us they had been waiting for it We had a goal of raising $10,000 and 
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o innovation in outreach and service to Latinos 
o universal access to public media and new technologies 
o Commitment to the mission of public broadcasting 
o Collaboration and partnership

Methodology
in 2010, LPRC retained a consultant, Dolores Garay to develop and conduct a survey 
based on the 2009 environmental scan. the emphasis of the research would be on 
the fundraising practices of the Latino stations based in the united states. each station 
received an email survey and a follow up interview. out of 29 individual stations  24 
agreed to participate and 14 stations were able to provide information by the re-
quired deadline. We were pleased with the strong response rate of almost 60%. We 
believe one reason for this was the high level of interest by respondents in the topic of 
fundraising and the desire to share and gain valuable information that can strengthen 
the fiscal stability of the stations.  the research results provide a snapshot of the fund-
raising successes of the Latino stations. the survey questions and list of respondents 
are at the end of this report.

Survey Questions
1. size of the station/network’s budget
2. How many paid staff do you have?
3. How many volunteers do you have?
4. Who is responsible for fundraising? What is their title?
5. Who is involved in fundraising at the station? is the GM involved?
6. Do the on-air programmers get involved with fundraising?
7. Do you have volunteers involved with fundraising?
8. How do you create your annual budget? Who puts it together?
9. Do you receive a CPb CsG/nPPG Grant and if so, how much is it? Who 

writes these grants? How are the funds used?
10. Private or other Grants: from who, for what, how much, % of budget? Who is 

in charge of writing these grants?
11. underwriting: do you have a program; if not, why not; who’s in charge of 

it; from what entities do you receive underwriting (local, national) for which 
programs, what % of budget; 

12. Membership: do you have a program (if not, why not); 
a. How many members do you have? 
b. Do you have a membership coordinator? Who is in charge of the 

program?
c. How many membership drives do you do annually?
d. who’s in charge; 
e. describe the drives, 
f. how much is raised through membership; 
g. what are your levels, 
h. what do people receive at each level; 
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we raised $30,000. now we’re trying to develop a robust pledge strategy to raise 
more money

Case Study

one station, with a budget of $300,000 has a unique approach to pledge. 
We decided that we need to increase the amount of money we were asking 
for pledges. We made our lowest level $100 and they go up to $500. We 
also increased the number of pledge drives, to three a year. Currently we have 
about 1300 members. We also send a holiday reminder to all our members, to 
remind them about our work. We are in the process of three key hires, a gen-
eral manager, a business manager and a membership coordinator. once those 
three are in place, we are really going to ramp up our membership program 
and really hope to grow the number of members and the amount of money we 
raise. 

Underwriting
by contrast, virtually every station with paid staff had a position that focused on 
underwriting. the titles varied – underwriting coordinator, sponsorship coordinator, 
sales or business manager.  even the stations with very small budgets and no paid 
staff received some underwriting. Radio air is valuable, and reaching the station’s 
audiences desirable. A small rural station said “we don’t look for sponsors, they come 
to us. We are the only spanish-speaking station in the area.”

underwriting accounted for 10% to 38% of Latino public radio station’s budgets. 
underwriters range from municipalities to public health officials to local grocery 
stores to national retail outlets to airlines and many others. underwriting was seen an 
essential part of the station. several stations did express a desire to be more strategic 
about their underwriting programs. As one person put it “it seems like we could do a 
lot more, but i never have time to think about the improvements, since i’m just trying to 
get all the work done.” one interesting thing to note – the Latino radio station with the 
biggest budget had one of the smallest underwriting programs, but had identified the 
need to grow their underwriting program as a priority. 

Case Study
Two approaches to underwriting

One:  our station has been around for over thirty years, and people in the com-
munity rely on us for information. because of this, our main underwriters are 
the groups like local health centers, state agencies and local universities. 
the majority of our underwriting comes from the nonprofit sector. underwrit-
ing and grants make up about 2/3 of our budget, and we view them as 
being very similar. We have an underwriting person who spends their time 
on this. 

Two:  We have a sales and Marketing Director who oversees two account execu-
tives. underwriting is about 38% of our budget, and we see the staffing as 
a key part of maintaining that level. We have several national companies 
as underwriters, and many local businesses. We really look to the private 
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ADDenDUM

Latino Public Radio Consortium 
the Latino Public Radio Consortium is committed to increasing Latino participation in 
all aspects of public radio programming, production, decision-making and outreach. 
this goal includes strengthening Latino-controlled public radio stations as well as 
working with mainstream public radio stations to better serve Latino listeners in their 
areas. it is critical to identify best practices that will lead to the full participation of 
Latinos in public broadcasting as both consumers and producers. it is also critical that 
the public radio system as a whole wake up and smell the café, and realize that it is 
in its best interest to include Latinos, especially younger Latinos, in the future of public 
radio.

identifying and distributing best Practices are a key element of fulfilling the mission of 
the Latino Public Radio Consortium. the Latino-controlled stations have many years of 
proven practices that can be applied to any station seeking to create new directions 
in their inclusion of Latinos in all aspects of their operations and in their audiences.  
in 2009, the LPRC conducted an environmental scan, an overview of the current 
strengths, circumstances, market conditions and aspirations of the Latino public radio 
stations. the scan combined hard data from secondary research with subjective self- 
assessment by twenty-eight Latino public radio stations. the scan prompted LPCR to 
define its future work and strategies by getting more detailed information about the 
current Latino public stations. this report will give a better sense of the fundraising 
practices in the Latino public radio system . 

LPRC Mission 

to strengthen the public media system by fully integrating the Latino commu-
nity into public broadcasting. 

LPRC Vision 

A public media system that serves Latino communities, includes Latino voices 
and perspectives at every level of programming, production, distribution, 
leadership and management, and supports strong Latino-controlled public 
media including radio stations, producers and organizations. 

Core Values 
o Reflection and dissemination of diverse Latino voices 
o Active participation and leadership by Latinos 
o strong, independent Latino-controlled stations that provide meaningful  public 

service to their communities 
o Accurate representation of Latino cultures and communities 
o Respect and celebration of inclusiveness in language, national origin, ethnic-

ity and gender 
o informed Latino communities engaged in civic life to strengthen democracy 
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sector for support. We link our underwriting efforts to our events and festi-
vals to maximize benefits for our underwriters. 

Special events
Among the Latino radio stations, events had an interesting role. the stations tended 
to use events as visibility and community building opportunities (not necessarily 
fundraising?).  A very common event was to partner with a live music act and split 
the proceeds. Concerts offer stations a way to reach their listeners by featuring music 
heard on the air. A California station organizes a large mariachi festival that has 
grown over time and has become a family tradition for many listeners. Another popu-
lar activity are dances. one station organizes dances four times a year. the dances 
were seen as both a fundraising event as well as a community event. several stations 
combine visual art with their event. 

Case Study

A station in Florida designed their new building to include an art gallery. they 
host a fine art series for each new exhibit – the first night is a public opening 
for artist. the second night is an intimate event for members only – a concert 
that relates to the art, held in the art gallery. the art gallery concerts are 
sponsored by local business. these sponsorships help create a dual bottom line 
– offering an exclusive opportunity to members while also raising money for the 
station. 

Proceeds from special events range from a few thousand dollars to over $50,000 for 
the mariachi festival and $40,000 for an annual dinner held in the Pacific northwest. 
Another station holds lectures and community talks. there was an exiting array of 
creativity and success around the country. (can we identify stations)

Grant Funding
Grants play a key role in the resource portfolio of Latino public radio stations. For 
over one-third of the Latino public radio stations, grants are the largest source of 
income in their budgets. the received grants are a combination of the federal, state 
and private funding. the Corporation for Public broadcasting funds the majority of 
the Latino public radio stations. only four respondent stations do not receive CPb 
funding. of these four stations, three indicated they would be interested in learning 
how to qualify for CPb funding. the stations most successful at obtaining foundation 
support have been very strategic. they have looked beyond traditional radio funders 
and sought funding in the areas of health, civic engagement, new media and arts, 
among others

Case Study

one of the networks has an impressive track record of partnering with the 
philanthropic sector, including national funders. A large national health funder 
worked with the network to produce health programming and to add a health 
desk. As a result, this network: 
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Providing support in these areas, in the form of webinars, toolkits, materials, coach-
ing, consulting would be very beneficial to the Latino Public Radio system.

Recommendations to Stations
the diversity of stations fundraising programs provides a rich arena for recommenda-
tions.  the stations are vibrant, exciting organizations that are a valuable resource to 
their communities. the stations are able to preserve their local flavor while appealing 
to both Latino and non-Latino audiences. 

First and foremost, few of the organizations had a resource plan or fund develop-
ment plan. there are many simple tools for organizations to use to create a fundrais-
ing plan that can guide all their revenue generating activity for the year – or over a 
twenty-four or even thirty-size month time frame. A simple plan will allow the stations 
to plan their work and lower the incredible sense of being overwhelmed felt by Gen-
eral Mangers, station managers and radio staff. 

Another area that seemed ripe for growth is membership cultivation and manage-
ment. Many stations had strong memberships support, but very few had a concerted 
strategy to keep the members engaged with the station and upgrade their support. Ra-
dio has such an intimate role in people’s lives – in their homes, or cars, or workplaces 
– stations of all sizes, signal power and budgets can maximize these relationships. 

stations should consider more knowledge and resource sharing. the combined knowl-
edge of the stations is impressive, with a strong track record of successes. What are 
the ways LPRC can support information sharing among the stations? How can LPRC 
facilitate these conversations? 

tools and resources available on line – much of the information requested by the sta-
tions is available via the web. the LPRC website could be a destination for knowledge 
and support, particularly in the fundraising arena. 

Conclusion
the Latino public radio stations are a vital part of the media landscape. the uncer-
tain financial times and shifting political landscape make the need for Latino public 
radio program more important than ever. trusted sources of information, especially 
in spanish, provide an essential service to communities across the country. As public 
radio tries to find its way in the twenty-first century landscape, Latino public radio 
represents a critical population, and amplifies voices that are vital to the future of our 
democracy. Latino public radio stations can build upon their success to build secure 
futures through developing their funding models to prosper and thrive. the Latino 
Public Radio Consortium can play a key role in helping to build the infrastructure and 
capacity of Latino public radio stations. 
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o Produced and broadcast a total of 465 health-related programs, reports 
and feature stories over a three-year period.

o Produced a stand-alone series about critical issues facing the Latino com-
munity across the nation.

this same network is also one of ten organizations that is part of a foundation’s $3 
million effort to increase census participation among underrepresented communities. 

this network has formed partnerships with area nonprofit organizations or have 
connected programming or airtime to address broader societal challenges focused 
on reaching their core audiences. the agility of the Latino public radio stations is 
impressive.

Donor Programs and Planned Giving
Very few of the Latino public radio stations have a “donor” program. the emphasis 
was focused on gaining members during pledge and on underwriting. However, the 
majority of the stations that conducted pledge drives send their members a “reminder 
notice” a month or so before the pledge drive. A few sent a “holiday reminder” at 
the end of the year. these activities could be developed to become a donor program. 
there was little intentionality to capture consecutive support from the pledgers.  this 
was especially apparent when the stations were asked if they had a planned giving 
program. only two stations had a planned giving program, only one mentioned it 
on their website, and among the stations that responded to the survey, none had 
received a bequest. of the twenty-two united states based stations, four have been in 
existence for nineteen years, nine have been in existence for over twenty years, and 
three have been around for over thirty years. this longevity lends itself to planned 
giving and bequests. When queried about the lack of a planned giving program, 
response ranged from, “no one to staff it, to “How would we do that?” 

Case Study

We have just started to do work to expand our donor program. our strategy 
focuses on members who gave $100. We are starting to send them special 
communications – newsletters and information. We are going to invite them to 
exclusive events. And at the end of year, we are going to ask them to increase 
their giving. it’s a whole new world for us. 

Unique situations
While the majority of the stations surveyed had a relatively straightforward funding 
model, there were a number of unique situations. several Latino public radio stations 
are programs of a larger nonprofit organization. examples include: 

o A station that is part of a large arts organization,
o A station that is part of a redevelopment organization,
o A station that is housed and supported by a community college
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o A station that donates all its excess budget at the end of each year to its host 
organization for college scholarships for local youth

o A station that is the sibling to a public television station

Partnerships like the one mentioned above contain their own benefits and challenges.  
the station that is part of a community college draws its on-air programmers from the 
faculty of the community college. the students from the community college are the 
primary station volunteers. this fruitful partnership anchors the station to the commu-
nity, but provides a challenge since listeners often assume the station fully funded by 
the college and doesn’t need extra support. this illustrates one of the key challenges 
of these stations – the case for support needs to be made explicitly clear, and the 
relationship between the organizations should be transparent. 

Station Recommendations to LPRC
each station was asked what sorts of fundraising resources would be helpful to their 
work. Due to the array of budget sizes and contexts, there were a wide range of 
responses. Here are the most frequent and the most fervent questions:

Internet and Technology
o Help us fundraise on line
o How do we stream our station on-line?
o Help with our website.

Pledge Drives
o How about a pledge toolkit? 
o What’s the best way to run a pledge drive?
o Are we doing anything wrong with our pledge drive?

Grants and Foundation Funding
o Where do we look for grants?
o How to write grants.
 Can you send us a grantwriter? or the money to pay one?

Volunteers
o How to recruit, train and manage volunteers.

Donors
o We really want to develop major donors. How can we?
o How do we attract donors?
o overall support.

Underwriters
o How to get more underwriters. What do we need to make a strong case to 

them?
o More sponsors
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