
Audience Research Analysis

Strategic Pledge AudiGraphics 
and Power Hours

John Sutton & Associates
PRDMC 2004

ARA: 877-382-9826 JSA: 240-432-1885
lpeters@ara.net suttonbiz@aol.com



What’s A Power Hour?  

• A fundraising tactic that helps 
stations increase their overall 
fundraising efficiency

• History of the Power Hour



A Power Hour For Your Station

• Raise a significant amount of 
money in one hour
– Less work for you
– Less fundraising for your listeners

• Can shorten a drive OR help 
meet higher goals while adding 
fewer hours of pitching



How much money are we 
talking about?

• First effort equals 0.8 LHs per 
dollar

• The Listener-Hour 
– One listener, listening for one hour
– 10 LHs = 1X10 or 10X1



How much money are we 
talking about?

• First effort equals 0.8 LHs per 
dollar
– That’s AQH divided by 0.8
– Less than one LH per dollar
– Normally, a “good hour” is 3 LHs 

per dollar  



How much money are we 
talking about?

If the 7a AQH is 10,000:

- A good hour will raise $3,333
- A good Power Hour will raise 
$12,000 



Creating a Successful 
Power Hour

• Planning
• Preparation
• Performance



PLANNING a Successful 
Power Hour

• Coordinate message with add 
gift mail to raise challenge 
dollars

• Forward promotion and in-hour 
promos from network and local 
talent

• Assignments, including off-air 
support



Direct Mail Plan

• Add Gifts and Lapsed are best 
targets

• At least two drops, beginning 8 
weeks out

• Opt in?  Opt out?
• Support the letter with an insert
• Support the mail with spots



Support the letter with an insert



Support the mail with spots



On-Air Promotion Plan

• Optimum Effective Scheduling, 
or more, 5-6 days out

• Produced and live spots
• Increased spot load as Power 

Hour nears





On-Air Plan

• “A” pitchers, producers, support 
staff

• Back-room support (tally, etc)
• Break plan
• Spot plan
• Scripts
• Rough clock





On-Air Preparation

• Editorial and time-shifting
• Rehearsal
• Familiarity with spots
• Record opening breaks
• Pull next break’s scripts and 

spots at end of each break
– All content screened in advance







On-Air Performance

• Listening
• Enhancing
• Delivering



The Art Of Closing

The Final 5 Minutes



It’s about listeners, 
not us!

• Listeners give because public 
radio is personally important

• Listeners give because of their 
overall satisfaction with the 
station

• Listeners don’t know very much 
about us



In the final five minutes, 
the 3 most important closing 

tasks are:



1. Reminding the listener 
how much time is left.
(the countdown)



2.  Reminding the listener of 
the benefits of making this 

challenge.



3.  Reporting on how close we 
are to making the goal.



Always remain 
POSITIVE

Nothing will kill the remainder 
of an hour more than saying “I 
don’t think we’re going to 
make this one.”



Listeners understand that we 
will be here tomorrow even if 
we miss this hour’s goal.
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