SERVE Marketing – 10.16.06

It’s about how you tell your story.

Ex:  Raise Awareness to not shake a baby.  Simultaneous radio play on all stations of baby crying, followed up with message.

12 Biggest Myths they encounter with Nonprofits

1.  Everyone ‘Gives a Damn’ about your case

people are exposed to 100+ cause messages a day


3,500 consumer messages a day


-  people pay attention to what’s interesting, sometimes that’s advertising


ex:  whyiamalive.com  

2.  Best to play it safe

safe ad = bad ad = invisible ad


don’t let those too traditional stop the idea, one person can kill idea


How far are you willing to go to serve your cause


Takes risks to build the brand

3.  Cause branding is different than consumer branding

people enjoy same traits in ads regardless of for what

4.  There are rules


break any rules or ideas, including what you can show or who you can target

ex:  ad to increase seniors in computer literacy program.  Had picture of a glass in cd drive… message – if this is you and computers, we can help


how many ads make fun of target audience?  Tripled enrollment

5.  Positive Messages work best


Guilt and fear can often motivate better


People will stop short of action with hopeful messages

6.  Statistics Matter

very large amount of statistical messages seen daily


It’s not enough to just make people think – they have to feel 


Or people will not remember

7.  You need a lot of money to be successful

creativity and friends are more important


ex:  parking space leading into tree:  reserved for drunk drivers


ex:  WD-40 cans:  this is for shaking, not babies


search for value partnerships 

8.  Audience You want to help is the one you should talk to

ex:  second hand smokers versus hard core smokers


original campaigns failed targeting smokers


second-hand smoke campaigns, look at how it’s banned now


Change the audience

9.  Consumers are stupid
ex:  “for a good time call” grafitti campaign: message from girl with several children screaming, not having a good time etc aimed at teenagers

“In baiting room for the cheese, leave room for the mouse”

It’s okay if complicated or not all get it, then they will think about it or want to look again next time they come by

10.  You have to test before you use it

ex:  9% offended by pillow ad, 16% offended by naked in park (helmet ads)


ex:  Nike never does consumer focus groups.  If you asked a child what cake they would want, they would probably say all icing and no cake.  In reality this would make them sick and throw up.  


You don’t have to like an ad, effectiveness is the question

11.  Everyone has to like it
12.  There is a perfect time to start


do what you can with what you have today

Info on SERVE:    www.servemarketing.org    contact Sarah or Heather

-  Work on a pro-bono basis primarily, take some paid non profit jobs

-  personal connection helps

-  many agencies want to help pro bono, need to know they can be creative

-  once a month they highlight causes they cannot help

-  5-7 big campaigns a year

-  will do several small ones as well

-  small servings:  will occasionally do a three hour brainstorm on behalf of a cause

