
far outpaces cable ratings, 

OPB Radio  has more than 392,000 

opb.org  ranks #3
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OPB TV includes fewer non-programming
minutes per primetime hour:

OPB Radio dedicates no more than 3 
minutes per hour to sponsorship spots,

 “Our annual marketing plan always 
starts with a strong foundation - OPB 

– because it works.”

watching is time well spent.
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 “Schwabe has a strong commitment 
to the community.  The comments we 
hear with respect to our partnership 
with Oregon Public Broadcasting are 
by far the most positive of any we 
receive.”

OPB 
Radio listeners are two times more 
likely to be opinion leaders.



60 percent of viewers feel that spon-
sors are committed to quality and 
excellence,and 47 percent agree they  
are industry leaders.

53 percent feel public radio 
sponsors are more credible

Americans believe PBS provides 
excellent value for tax dollars,

PBS was #1 
in public trust—the nation’s  
nationally known 
public institution.

P
B

S

49 percent of viewers would buy a 
product from a company that supports 
PBS,

64 percent of public radio listeners say 
they prefer to do business with public 
radio sponsors 
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Oregon Public Broadcasting

Special Event Invitations

Partnership Promotion

Your Company Name on opb.org

Individual Membership Discount

Share Your News and Events

Lending Library

Host a Public Broadcasting Personality



Active, Educated and Influential
76% vote 
12% are in a professional or technical occupation
76% own their own home
26% have $100,000+ in liquid assets
22% have traveled abroad in the past two years
45% have a single or advanced degree

  Gender                                    Age                                          Income

(The Media Audit, Sept-Oct 2011, adults 18+, C10 KOPB PBS total)

OPB’s TV Audience at a Glance

18-34
18.9% 

55-64
24.0% 

65+
27.4%

35-54
29.8%

50-75K
17.4%

0-25K
18.1%

75K+
21.0%

25-35K
20.9%

35-50K
22.6%

FEMALE
52.5%

MALE
47.5%

TV

OPB offers a diverse array of high-quality, award-winning PBS and local program-
ming on five stations throughout Oregon. Loyal viewers tune in weekly for news, nature, 
science, history, drama, children’s shows and other enriching programming. They believe 
that PBS sets standards for quality in TV and that watching is time well spent.1

It’s no wonder that OPB TV far outpaces cable ratings with an average of more than 
29,000 Portland metro-area viewers per primetime program.2 And sponsor  
messages stand out because OPB includes significantly less non-programming minutes 
per hour, on average, than commercial and cable TV.3 Forty-nine percent of PBS  
viewers claim they would buy a product from a company that supports PBS, all 
other things being equal.4

Sponsor Options and Examples

Spots may contain:

10-second spot
“SAIF Corporation, working side-by-side with customers to help make Oregon a safer 
state. Online at SAIF dot com.”



Research cited: 1/42009 Impact of Sponsorship & Commercialism, PBS/Public Television, PBS-commissioned 
Harris Interactive Study; 2TRAC Media Services, November 2011, M-Sun, 8p-11p, OPB: KOPB, Portland, OR DMA, 
adults 18+; 3TNS Media Intelligence, Nov 2008. 

15-second spot
“Backyard Bird Shop. Seven Portland-area shops, offering products and advice to turn 
your backyard into a habitat for birds and other wildlife. Connecting people with nature, 
one backyard at a time. Backyard Bird Shop dot com.”

30-second spot
“You are the purpose of our work. The reason we run…the reason we serve…we will treat you 
with respect…like our family and friends. Because you have feelings and emotions. We are 
dependent on you…the lifeblood of our company. We will treat you like our business depends 
on it. Because it does.”

TV Coverage Map
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Milton-Freewater
Arlington
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Mapleton
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Oakridge
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stations
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Active, Educated and Influential

Gender Age Income

18-34
32.8% 55-64

21.0% 

35-54
35.1%

65+
11.0%

0-25K
6.2%

25-35K
18.4%

35-50K
16.9%

75K+
34.2%

50-75K
24.3%

As one of the most popular stations in the Portland metro area,  

FEMALE
42.2%

MALE
57.8%

(10 seconds each)



BBC World Service

Morning Edition

Think Out Loud

Here & Now

Talk of the Nation

BBC Newshour

Q with Jian Ghomeshi

The World

All Things Considered

Marketplace

Fresh Air FRIDAY: City Club of Portland

MONDAY: On the Media
TUESDAY: OPB MIX
WEDNESDAY: OPB MIX
THURSDAY: Philosophy Talk
FRIDAY:  Marketplace Money

Think Out Loud (REBROADCAST)

Tell Me More

BBC World Service

BBC World Service

Weekend Edition

Car Talk

Wait Wait ... Don’t Tell Me!

OPB MIX

Whad’ya Know?

A Prairie Home Companion

All Things Considered

The Thistle & Shamrock

Live Wire! Radio

In House with
Jeremy Petersen

Sound Opinions

BBC World Service

Weekend Edition

This American Life

Car Talk

A Prairie Home Companion

Travels with Rick Steves

American Routes

All Things Considered

Splendid Table

On Being

In House with
Jeremy Petersen

E Town

New Dimensions

BBC World Service

Snap Judgement

MONDAY-FRIDAY SATURDAY SUNDAY

mid.

3am

9am

10am

11am

1pm

2pm

3pm

4pm

6:30pm

7pm

8pm

9pm

10pm

11pm

mid.

3am

4am

5am

10am

11am

noon

2pm

3pm

5pm

6pm

7pm

8pm

9pm

11pm
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PendletonHood
River

The Dalles

Halfway

Baker City

John Day
Mt. Vernon

Lakeview

Astoria

Paisley

Happy Hollow

Ontario

Richland

Silver Lake

Riley

Portland

Corvallis

Bend

La Grande

Eugene

Nedonna Beach

Newport
Gleneden Beach

Tillamook Enterprise



Active, Educated and Influential

Gender Age Income
0-25K 8.5%

75K+
24% 25-35K

19.8%

35-50K
27.7%

50-75K
19.9%

18-34
44.2% 

35-54
27.8%

55-64
17.2% 

65+
10.9%

FEMALE
34.6% MALE

65.4%
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Gender Age Income

Stretch your budget. Maximize your impact.

KMHD’s Radio Audience at a Glance

MALE

35-54
55-64

FEMALE
65+

0-25K

25-35K

35-50K

50-75K

75K+18-34
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