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A MESSAGE FROM OUR CEO

Public service advertising has been called many different terms, including “advocacy
advertising,” “social advertising,” “cause advertising,” and others. In the famous book
written by the dean of advertising, David Ogilvy, here is what he had to say about this
unique form of advertising:

” o«

“Most advocacy campaigns are too little and too late. They are addressed
to the wrong audience, lack a defined purpose, don’t go on long enough, are
weak in craftsmanship, and advocate a hopeless cause.” He went on to say
simply: “advocacy advertising is not a job for beginners.”

With four decades of experience in the field, we would agree with most of Mr. Ogilvy’s
comments, and add still another observation. There is very little known about the
“science” of public service advertising, and what exists, is scattered all over the place.
To our knowledge, there has been one book on the subject, and that was published in
India, even though one could easily argue advertising began in America. In the coffee
table book published by Advertising Age, “Advertising — The First 200 years in
America,” almost as an afterthought, there are a few paragraphs on Cause Advertising
on page 265 of a 275-page book.

Strangely enough, PSAs are big business. If you add up all the money being spent on PSA
campaigns by foundations, state and federal governments, non-profits and various interest
groups, their ad agencies and consultants, public service advertising is a multi-million dollar
industry.

This dearth of knowledge about PSAs is what led to the creation of our Public Service
Advertising Research Center (PSARC) 15 years ago. We felt that it was important to
have a library of articles, case histories and information pertinent to the field, and the
Internet was the perfect way to share it.

While the rest of this Capabilities Brochure does not address the right way to launch
a PSA campaign, it does describe how we do it, and it is up to those who read our
approach to determine if we are the right distribution firm to advance your particular

cause or issue.

We hope it achieves that objective.
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COMPANY BACKGROUND
OUR USP

In the commercial advertising world, there is a phrase called the “Unique Selling
Proposition,” which distinguishes one company, product, or service from others. For our
firm, there are several factors that are unique, including:

¢ \We understand that public service
advertising is mostly about awareness,
and that other tactics must be employed
to bring about attitude and behavior
change. We help our clients use the most
appropriate techniques to achieve those
objectives

We believe that real social change takes
place out in the small towns, cities

and communities of our great country,
not in Washington and New York.

Thus, we develop ways to collaborate
with community partners in our client
campaigns

We try to engage the media in our client campaigns, rather than just use them as a
channel for communicating with their audience

Public service advertising is our primary focus; we do not get involved in techniques
aimed at the editorial end of broadcasting, create campaigns, or claim to be social
media experts

We help inform, and educate our clients on the changing world of public service
advertising through an ambitious client support program

¢ \We keep our overhead low and pass those savings on to our clients. For those
organizations with very limited budgets, we have developed low-cost methods of
distributing their PSAs such as our proprietary CablePAK™ service
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A DATA BASED APPROACH TO PSAs

Historically, PSA campaigns have not been

executed with the same discipline that is the N a’. )?}S’ : "\ p)
hallmark of paid advertising programs. Too U\ — UL U
often PSAs are distributed without careful
consideration given to promotional strategy,
media selection, and evaluation of campaign impact.

(PUBLIC SERVICE ADVERTISING ANALYSIS SYSTEM)

In 1983, Goodwill Communications developed a fully integrated, multi-media system
exclusively dedicated to PSA campaigns, called PUBSANS™ (Public Service Advertising
Analysis System). The heart of this system is a master database comprised of:

e All the broadcast TV stations in the country (1,200); the largest cable systems and
multiple systems operators (500) and national cable networks (200)

e Every AM and FM radio station in the country (10,000), as well as networks

e Every major outdoor company in the country

In addition to mailing and contact information at each outlet, the PUBSANS database
includes a variety of other information to ensure that client PSA’s are on target, including

media intelligence data used in evaluation. The system is organized by media modules,
which are fully detailed in the following sections.

A
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SCOPE OF SERVICES

We provide a wide variety of PSA campaign support services. For many organizations
we handle the entire spectrum of post-production tasks, ranging from pre-campaign
planning to evaluation. The chart below shows many of the services we typically
provide for client PSA assignments.

Goodwill Communications
Capabilities Overview
Custom Planning & Packaging & Client Place-Based
Services Promotion Distribution Support Media
Media Collateral Nielson Public Service .

Custom ; SpotTrac Electronic Radio You Tube Physicians’
Local Blast Digital Direct Response PSA Retail
Tagging Emails Distribution Surveys Clinic Media
Publicity Media Telephone PSA Research Transit
G?Eﬁiger Support Surveys Website Media
Mobile Network Closed Outdoor Webi Outdoor
Applications Outreach Captioning Affidavits ebinars Billboards

OUR PLANNING PROCESS

PSA distribution and tracking is a fairly complicated process. There is a significant
amount of forethought involved in what we do. While we do not necessarily follow
this process for every project, we always follow it for new clients, or for those that are
particularly complex.

As shown by the following flowchart, we initiate the process by a meeting with the
client/agency to grasp a clear understanding of the project requirements, deliverables,
timing and budget.

Our initial client meeting addresses the topics shown in the graphic, and once there is
mutual agreement on the plan, we issue Not To Exceed Purchase Orders for all work to
be performed.

A
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The POs provide precise details on all aspects of the job including shipping instructions.
Since we clearly establish that vendors will not be paid for any costs exceeding our POs,
this is a strong incentive for them to establish their own internal controls.

GOODWILL

COMMUNICATIONS
PROCESS FLOWCHART

CLIENT STRATEGY DISCUSSION —>  Define:

- Goals

» Target Audiences
« Timeline

» Cost Parameters

* Strategies
DEVELOP WRITTEN PLAN —> -+ Tactics
» Promotion
- Staffing
» Budget

» Production
Schedule

GENERATE PO’S TO SUBCONTRACTORS —> - Tasks

» Budget
* Timeline

TELEVISION DISTRIBUTION
PLANNING

If we are working with a new client, we prefer to have a personal meeting when we
commence work so that we have a clear understanding of the client’s campaign objectives
and target audiences. This also gives us an opportunity to discuss optimum timing of PSA
distribution. Generally, the first quarter and the week between Christmas and New Years
are the best times to release

Media planning: campaigns. However, if they
TV, CABLE, RADID, PRINT v have a summer theme,
= E then the Second and Third
: = Quarters are ideal. To the
] E extent possible, clients should
3 3 avoid distributing campaigns
= =

between Thanksgiving and
Christmas, because there is
limited inventory.

FIRST GUARTER SECOND CUARTER THIRD QUARTER FOURTH QUARTER
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PSA

PRODUCER’S
GUIDE

Tips on how to prepare,
label and send PSA
Masters for Distribution

o A

SNE
sl

African AmericanziV/

. NATIONAL
GEOGRAPHIC

One of the things we do to help our clients, their ad agencies and independent producers provide us
with digital files in the proper format, is to send them our PSA Producer’s Guide. This guide tells
precisely how PSA masters should be produced, labeled, and sent to our post production house.
They in turn add the Nielsen SpotTrac code used in tracking PSAs, the AD ID Code used by stations
to track programming assets, close caption the masters, and upload them to the Extreme Reach
digital distribution platform discussed later.

TARGETING

Since broadcast TV is a mass medium and we have no control over the timing and placement of
PSAs, we do not advise precise demographic targeting in our distribution plan. Most stations and
networks prefer general audience PSAs, because it is easier to schedule them, and the more we
try to target a specific audience, the less chance we will get on the air. If you want to target specific
audiences, then it is better to consider radio, outdoor, and place-based media.

TV NETWORKS

Getting approval from the major broadcast and cable TV networks is an important part of our
distribution strategy. These networks have very specific requirements for getting approval, and
we work closely with them and our clients to ensure that our PSA materials meet their criteria.
In addition to the broadcast networks — ABC, CBS, NBC
and Fox — we include over 200 national cable networks as ﬂ T .\ S P O-l—
part of every client distribution. We also get our client PSAs ‘ Jﬂ NMAQ '\ -"JCENTER
listed on NAB’s Spot Center for downloading by member —

stations.

DIGITAL DISTRIBUTION

In mid-2016, we began distributing
digital PSAs to stations rather than using  DIGITAL DISTRIBUTION SCHEMATIC

video tapes. We take several steps to PS A ExtremeReach'® it
ensure that the public service director Digital N .
gets the PSAs, along with background

information detailed on the next page.
For example, we:

s Distributw —==gp | Preview
/ J / .c nsul

‘l‘z SOCIAL VIDEO SIT
* YouTube

Search - ,,\
) 9
ﬁ
mers.

e Use Extreme Reach, the premier PSA
distribution platform to post client PSAs
on their digital download site. They also
push our PSAs out to approximately
2,000 local broadcast stations and networks

A
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-", PSAS o SAMHSA * Provide traffic instructions to ensure that whomever receives the PSAs at the station
knows to forward them to the public service director

e Send a digital .pdf file of the storyboard to the station public service director

PSA DIGITAL DOWNLOAD SITE
Even though we push digital PSAs out

to stations, as a backup, we also have a PS A%

download platform called PSA Digital. There, Digital
we post client files that can be viewed, and 4-H% JAN ‘é;:;—‘,ﬁ:;ﬁ:’,g:s “b“:"“"LlNE 2
. . GROWS HERE I
stations can download broadcast quality 3 T
\-
SIGMA encoded digital files. I'l‘ = ¢HIRSA M%

Health Resources and Sarvices Admi

llllnl!Ee 0 eratlon E”!!
On this site, the media can preview client aunnn S@Smlle X 5N4MH5A they hear you
PSAs, download them in the desired format, E““’”’VW

/ USDA Ay v,
and see information on both the client \I Usowmﬂﬁ&ﬁ //
organization and the issue being promoted.

CLIENT SUPPORT/PROMOTION

In the new era of digital distribution, campaign promotion is more important than
R ever, because now files are either digitally distributed to the station, or they must be
" FORVETERAN downloaded from a digital platform. Since there is no longer a physical, hard copy

il package landing on the public service director’s desk, promotion is of paramount
importance. Accordingly, we take several steps to ensure the appropriate decision-
maker knows the PSAs have been sent to the station, or available for download. We
also aggressively promote our client PSAs using several tactics, including:

ELP SUPPO
E VICTORI'%

e Soliciting media endorsements

e Sending blast Emails and hard copy reminders to networks and State Broadcast
Associations

e Conducting personal outreach to national TV networks
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Summer 2018

cablePAK &S

high quality public What is
service announcements
CablePAK?
A DIGITAL BROCHURE C

What is CablePAK?

Percentage of Viewing Audience

60

How Can PSAs Help
My Local Cable System?

Summer 2018 | |
high quality PSAs
for your viewers

What is CablePAK?

Air Force
Army National Guard
DAV

Pool safely
World Vision

¥ ONLINE

ExtremeReach'®

N OEwE DA

CABLE TELEVISION DISTRIBUTION
THE CABLEPAK™ CONCEPT

In the spring of 1992, Goodwill Communications introduced a unique method for non-
profits to tap into the growing importance of cable television. However, since local cable
systems tend to reach far fewer people than broadcast, our goal was to find a low-cost
way to serve these outlets.

The solution we created is called CablePAK, which uses a compilation distribution
concept with several clients on the same platform and we distribute all the PSAs at the

' FONILN

e On that platform, we create individual pages where cable systems can view each PSA,
download broadcast quality files and get information on the issue being promoted

e [For each release, we create a custom digital
download platform called CablePAK Online

To promote the service we use a number of different tactics:

e \Ve send out a newsletter to 550 local cable systems that tells them what CablePAK is,
why they should use it, links where PSAs can be downloaded and a brief synopsis of each
participant. A business reply card used in
evaluation is part of this direct mailer

Summer 2018

cablePAK

high quality public
service announcements

cable
P

K high quality public
service announcements

e \\Ve follow that step with direct digital ;;,.. -
distribution of all participating clients via
Extreme Reach

e Next, we send out a blast email to all local
cable systems on our distribution list

Platforms

e Finally, we send out a reminder direct mail
piece with a second business reply card
which is used to capture usage data

Each participant receives up to six evaluation reports, including a reminder postcard sent to
non-responding cable outlets. The service is distributed twice annually in Spring and Fall. To
learn more go to: http://www.goodwillcommunications.com/CS_CablePak.aspx

A
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0 M:i/:)IA HABITS RAD'O
\ hvll DISTRIBUTION/PACKAGING

[ Brdest TV L. . . . . . oo
O o;h?r Media Radio is an old, but very viable medium and one that is not only highly mobile, but it is

EL”;;;;Z;H the best medium for targeting specific audiences due to diverse programming. There
B Magazines are more than 10,000 commercial, educational and public radio stations in the U.S., all
of which are included in the PUBSANS system. Similar to television, we have compiled
a significant amount of ancillary information that is useful when planning a PSA

campaign. This includes:

5%

e The material format preferences for each station, i.e., recorded or live announcer copy
¢ Over a dozen different formats for reaching specialized audiences
¢ Audience reach and airtime valuation data

e The names of public service directors

Using this data, we can FORMAT COUNT AUDIENCE

customize client radio Adult Contemporary 1,025* Teens to 40's

distribution lists by geography, Af'rican-American/Urbon 400 All Ages AFrican-Americ?n
) : Middle-of-the-Road 500 All Ages All Demographics

market size, or to reach certain | g\ 675 All Ages Rural

target audiences by selecting Religious 900 All Ages All Demographics

program formats. TOTAL 3500

*These two formats comprise the largest numbers in our master database

In terms of packaging, we use the FlexMailer, which consists of a four-color cover and a
slot on the inside where the CD and a four-color script booklet are inserted, along with
an evaluation response card.

Similar to television, we handle the entire task of replicating
52 HERE $EBELEADERS EE?DI?!!OBD fa?!ﬁss CDs, printing packaging elements, mailing and evaluation.

; While we are still distributing hard copy CD mailers, we also
upload radio PSAs to Extreme Reach, and we also post them
to our PSA Digital platform. Finally, we use blast emails to let
stations know how to download PSAs.
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PRINT MEDIA

While we have distributed PSAs to print media for decades, they are becoming less of a
factor in our client distribution plans, because this medium has been replaced by social
media and outdoor.

OUT OF HOME MEDIA
BENEFITS

If there is one huge success story about
the usage of PSAs in an increasingly
competitive media environment, it is
outdoor. It provides our clients several
advantages over other media:

e |t reaches people where they live, work
and play

¢ \We can target specific audiences with
our client messages

e |t provides more linger time to deliver
the message than most other media

We have placed our client PSAs in

all types of outdoor media, ranging
from sports stadium Jumbotrons,
airports, highway billboards, shopping
centers, transit cars, bus stops, in retail
establishments, or just about anywhere
people gather.

A digital sign we posted in New York City’s Times Square
which receives 400,000 daily visitors.

A
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PLACE-BASED MEDIA
g Increasingly the media landscape has become more segmented, and we must reach

e R people where they spend their time, in order to deliver messages that are important to them.

PPORT MORE
Vi - : " - . .

. These venues include airports, waiting rooms, offices, retail chains, exercise facilities,

gas pumps, shopping malls, and even TV screens in taxi cabs. To see how we placed

various types of outdoor posters for one of our clients, go to:

http://www.slideshare.net/dakotabill/aaos-ooh-presentation

Chores. /

A perfect moment to talkiabiout alcohol, ‘- 3
" d

An alarming number of pre-teens i
alcohol — which. nﬁk&ﬂu{g&;’f‘nf;w
opportufity (0 tak «oyuxmm i
of underage drinking- :‘: tps

conversalhh 2 Y
to begin If:derag ed""”"g,sam@

www.u

WMATA Posters
h Kids to Swim.
”-.1-. mualfll Il'|:-EI dilterl'en.;r_- belwren
C call g a cal \ =
TAXI TV PSA T \ Top: Interior subway and bus cards
mmm CPABBE s 5120 = w Bottom left: Subway platform diorama
— T F : ; | Bottom right: Bus tail poster

il
i
Teach Kids to Swim, '
can mean the ditference
:Jlr:!ﬂ aclosecall
and 3calll bo ST
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ENVIRONMEeNTAL DeFeNse
finding the ways that work

OBERTSON

FOUNDATION

Mayor Oscar B. Goodman
City of Las Vegas
Website or Phone number

17%

Non-
Contreversial
17% 62*

Good Creafive Benefits

: Community
12%
Benefits
Station

A -
Xsem:s.,

PUBSANS NEW EVALUATION
SOFTWARE TUTORIAL
U.S. MARINE CORPS

—

IMPORTANCE OF LOCALISM

Most non-profits think of their issue and their mission in a
national context. The reality is that all social change takes
place out in the communities that comprise our national
fabric. For that reason alone, being able to localize

your issue in some way greatly increases the chance

of getting your messages used, because other than ol
national networks, all media are local. This graphic clearly
demonstrates that fact.

einy National And lqc'al‘

How to engage community pdartners

Goodwill Communications has extensive experience working with local and state chapters,
affiliates, and military recruiting stations to help them place PSAs in local communities. We
have written an article titled: “How to Place PSAs in Your Community,” which you can view
at: www.psaresearch.com/psaprimer.html

There are a number of ways we can support the important work of your community
outreach teams, which include:

e Staging a Webinar where we review the successful local
outreach tactics we have employed for our clients

Underage Drinking Prevention
National Media Campaign
Community Outreach Webinar
Presented by:
Bill Goodwill

¢ Providing taggable, localized spots . }1'\
We also provide an interactive map showing the level of PSA support that is generated for
each state which is described further in the section dealing with Evaluation.

CAMPAIGN EVALUATION

Goodwill Communications designed the first evaluation software for public service
advertising campaigns in 1983, and needless to say, campaign evaluation is an
important part of every campaign we distribute. We are now on the fourth iteration of
our PUBSANS software, which is much more robust than previous versions.

One of the ways we use the Internet to help our clients and their community partners
see very detailed campaign results, is to post evaluation reports to a password
protected site called the PUBSANS GATEWAY. On the Gateway, clients can access
their evaluation reports on-line, download them, or import them into other software
such as Excel. For new clients, we walk them through the process of how to access the
various features of our reporting software.

A
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TV Reports
Network Usage Report
Sigma Only Summary
Sigma Usage by Current Month and YTD
Sigma Usage by Day Part
Sigma Usage by Station
Sigma Usage by Title

TV BRC Summary

TV BRC Usage by Station
TV Usage BRC by Title
TV State Summary
Usage Map by State

TV PSA DAYPART USAGE
75% Used in Best Dayparts

CEm
WD
CJEF
Eer

MULTI-MEDIA EXECUTIVE SUMMARY

To make it easy for clients to see an overview of their campaign, we prepare a
management summary of usage data for each media component, and then total them

for a complete picture of campaign effectiveness.

Executive Summary Report
AMERICAN ACADEMY OF ORTHOPAEDIC SURGEONS
STATES CITIES DMAS OUTLETS PLAYS VALUE GROSS IMP.

SIGMA USAGE (TV) 50 195 146 362 20837 7612563 847072567
BRC-TV 12 17 15 17 2483 1807203 0
CABLEPAK 20 37 28 38 7528 529770 920233
TOTAL TV 50 232 189 407 30848 9949536 847992800
RADIO BRC USAGE 42 125 91 191 21449 831008 1137756
TOTAL RADIO 42 125 91 191 21449 831008 1137756
TOTAL PRINT 30 112 32 148 1328 797688 14984357
TOTAL OOH 17 74 26 76 135 815502 373193173
GRAND TOTAL 822 53760 12393734 1237308086

This summary provides feedback on number of airplays, markets, print and outdoor
placements, estimated value and Gross Impressions.

BROADCAST TV

We provide many different types of TV evaluation reports, because typically 75% or
more PSA value will derive from that medium. Shown on the left are the different types
of reports we create, and the graphic on the right shows the A.C. Nielsen reporting

process.

MONITORING

Via this method, an audio fingerprint is placed on
the digital TV files sent to stations. Nielsen has
monitoring facilities which pick up the embedded

PSA signal in all 210 TV markets. We then

download the data from Nielsen, add value to the
raw data, and provide our clients with SpotTrac
Plus™ evaluation reports.

NIELSEN SPOT TRACK DATA
COLLECTION SCHEMATIC

Decoders monitor

stations in local Nielsen
markets detecting and
transmitting data to
Nielsen each day

X
Goodwill
Reports

<
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30
15

TV PSA USAGE
By Spot Lengths

PSA CAMPAIGN
Values by Media Type

HTV HMRadio DOPrint WOOH

Monthly reports with weekly updates are prepared to depict key trends and detailed
PSA usage patterns including:

e Number of spot markets and individual networks using client PSAs for the month and
cumulatively

e Number of spots used by each station for each month TV PSA USAGE BY DMA MARKETS

and cumulatively

[l Top 1-50 24% 255
* Dayparts when spots are being aired during six different | SLD
time frames [1101-150 Mkts
150+

e Usage by spot lengths and creative title

e Advertising equivalency value (what it would cost to buy the airtime) and Gross
Impressions

e Usage by DMA (population centers)
¢ The value of individual placements and campaign totals

Our software generates colorful graphs to illustrate our client reports and all reports can be
exported to Excel with a single click for customized internal reporting.

STATE LEVEL REPORTING

For our broadcast TV evaluation reports, we provide an interactive map such as the one
shown here that is much more intuitive than looking at static evaluation data. When the
user’s cursor lingers over a particular state, the PSA values for that state are displayed.
The map also quickly shows the states where a campaign is performing well, and where
more work is needed, according to four levels of attainment.

TOTAL PLAYS, YALUE & GROSS IMPRESSIONS BY STATE

# of Plays: 3475
Value: $1,091,950.00
# of Imp: 5897770

y 4«
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RADIO EVALUATION

There are limited radio monitoring options, which are expensive and do not provide full
coverage. Accordingly, we continue to use business reply cards for our radio evaluation
reports. However, we design them to elicit very specific usage information and we send
reminder postcards to increase our response rate.

Our radio PSA usage reports include:

e Market, call letters and format of stations using PSAs, as well as the frequency and
duration of PSA usage

e Dollar value of the exposure and cumulative totals for the campaign

e Spot lengths used and usage by program format

e Gross Impressions

OUT OF HOME EVALUATION
Our outdoor advertising PSAs are printed and shipped by our partner Circle Graphics.
Values and Impressions are based on rate cards provided by leading outdoor
companies like Lamar and Clear Channel. Materials are ordered through a fulfillment

SSA Outdoor PSA Placement Sample Report
“Retire Online” Campaign

website and reports are provided by Circle Graphics that

detail the market, type of board
(billboard, poster, shelter, etc.),

DAV OUTDOOR USE BY DMA

cITY ADTYPE __|# POSTERS | VALUE mpREssionss | and quantity. 86% of US Population in the Top 100 DMAs
New York City Eco Posters |22 $29,000 12,030,720 —
Los Angeles Eco Posters | 160 $45,000 8,645,528
Ch.icago ] Eco Posters |164 $74,000 40,534,649 Values and impressions are
Philadelphia Eco Posters |47 $60,000 19,400,000
Dallas Eco Posters | 110 $114,000 | 32,787,989 then calculated by matching
Boston 8-Sheet 10 $2,250 1,062,138 . .
Washington DC___| Bus Shelter | 150 $234,900 | 31,138,734 the rate card information to the
663 60,050 | 145,599,758 .
% esks 16 L order data. According to the

OAAA (Outdoor Advertising

Association of America), the average posting duration for a PSA

HTop 50 @50-100 MTop 100

is 3 months. Many are posted for significantly longer periods
depending on market and location.
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A PSA AUDIT

How to Validate Your Success

What is a PSA AUDIT?
h auto

y joos t

they are happy.

However, we want to take this to another level, which is why
we conceived the concept of a PSA four

ONE How

/0 How does your

THREE Does your PSA program support
FOUR What is your PSA RO (Retur

Your PSA PROGRAM PERFORMANCE
B There are at least a dozen
different ways to demonstrate if

d here, you can go to the article
% posted to our website entitied:
How You Can Use Evaluation
Data to Fine Tune Your PSA
Program at:
searchc

o
8§ oo arch.com)
2 b r more detais

How to Use Evaluation Data to
Fine Tune Your PSA Campaign
By

Bill Goodwill
Chairman, Partners in Public Service
NBACA Convention, Houston, TX
http://www.psaresearch.com/bib4401.html

Out of home evaluation reports include:
e Title of campaign
e State, city, where exposure occurred

e The quantity, location of billboard where PSA was used

e The duration, estimated value and reach of exposure in Gross Impressions

YOUR PSA PROGRAM PERFORMANCE

There are at least a dozen different ways to demonstrate if your campaign is performing
well, and rather than to detail them all here, you can go to the article posted to our
website entitled: How You Can Use Evaluation Data to Fine Tune Your PSA Program at:

http://www.psaresearch.com/bib4401.html for more details.

CONDUCTING A PSA AUDIT

Most of us get so wrapped up in our daily jobs that we are on auto
pilot — management wants some stats for the board to prove your PSA
program is working, and as long as you feed them some data, they are

happy.

However, we wanted to take this to another level, which is why we
conceived the concept of a PSA Audit,™ which poses four underlying
questions:

One: How well is your PSA program performing?

Two: How does your campaign compare to a standard?
Three: Does your PSA program support your critical mission?
Four:  What is your PSA ROI (Return On Investment)?

ANNUAL PERFORMANCE REVIEW

For many of our multi-media clients, we prepare an extensive year-end
PSA review, focusing upon 13 different parameters of performance. In
this review, we use charts and graphs to show:

e Campaign and media-to-media comparisons by type

e Market penetration and year-to-year comparisons

e |ndividual station, network, spot market comparisons

e Benchmark comparisons showing how your campaign performs
against a standard
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PSA PARAMETERS
OF PERFORMANCE

Client Value Compared to
Benchmark

TV Network vs Overall Usage
Usage by TV Daypart

Usage by Spot Length
Usage by DMA (Market Size)

Usage by Demographics
(6 Subsets )

Usage by Media Type

Response Tracking

(Website visitations/Phone
calls)

Geographic Tracking
(Mapping)

Usage by Chapters

Usage by Radio Format
(Types of Audiences Reached)
Usage by Specific Types of
OOH venues (Airports, Malls,
Transit, Billboards)

Gross Impressions Generated
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CLIENT SUPPORT SERVICES

Unquestionably, the PSA environment is getting increasingly
more competitive. Beyond planning and executing
campaigns for our clients, we provide ongoing counsel
regarding rapidly changing media trends and PSA
techniques. We accomplish this via several different client
support activities including:

¢ A newsletter, Good News, which highlights the latest Sl
trends in campaign design, new media opportunities and
evaluation procedures

Articles
Click here for articles on Public Service
Advertising.

Case Studies

9 Mini-case histories of PSA campaigns on
y) specific issues such as health, enhancing

your organizational image via PSA's and

using A.C. Nielsen's electronic tracking

system to evaluate PSA's.

Frequently Asked Questions

/ A Listing of frequently asked questions
e concerning PSA's.

M Media Profile
Statistics, media trends, a glossary of media
related terms, links to media associations
and websites.

'
- | Getting Help
A list of resources and production
— J tips/checklists for your campaign.
=

Social Marketing Resources

Click here for articles and resources on
Public Service Advertising, Cause Related
Marketing and Social Issues Marketing
techniques.
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e Our PSA Clinic provides customized training based on
client needs

e \Webinars to help our clients develop more effective Local outreach efforts

THE PSA RESEARCH CENTER

The Public Service Advertising Research Center is the only site on the Internet
dedicated exclusively to public service advertising, social issues marketing and
cause marketing.

It has six sub-sites as indicated _ , g ‘? ﬁh !l;

by this graphic, which 25 p ¢ R esearc ;
T . ¢S dFvieEAAvETTISIng Resear:

provide visitors very detailed e § T

background on all facets of
public service advertising and
allied fields of marketing.

\&

We are planning a complete redesign of the site, adding new features to help visitors find
anything on the site that will answer their questions, or provide best practices on how
non-profits can use social marketing tactics to achieve their communications objectives.

To access the site, click here: www.psaresearch.com
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OUR PRO-BONO WORK

We don’t pay lip service to public service advertising. We practice what we preach.

AngelCare

After the devastating earthquake in Haiti, we created a complete national TV PSA
campaign pro-bono for AngelCare, a child sponsorship organization, which provides
assistance to poor people in under developed countries. This included revamping
their website, packaging and distributing their PSA to 1,000 broadcast stations and
evaluating the campaign for six months at no cost.

“Dedication”

We wrote, produced and distributed a TV PSA titled Dediication
to thank the military for their service. To view the PSA, go to:
http://www.youtube.com/watch?v=glWtlL OKIXVs

Mothers Against Drunk Driving
The Don’t Go There Campaign
Due to all the work that Bill Goodwill did on the issue of using alcohol responsibly, he
became the volunteer communications director for the Broward County, Florida chapter
of Mothers Against Drunk Driving (MADD). In that capacity he worked with the president
of the Chapter, who produced a very compelling TV PSA titled: Don’t Go There. This
very poignant PSA depicts a young woman out partying at night with her friends after
they have had too much to drink, which ends in a fatal car crash. Since MADD had no
budget to distribute it to the media, we included it in our CablePAK service at no cost.

Operation Not Forgotten

Due to the work we had done on behalf of various
veterans’ organizations and military services,

we were approached by an organization called
Operation Not Forgotten. The goal of this
organization is to try to assess at-risk behaviors that & NOT
contribute to suicide and promote healthy emotional

well-being among veterans and their families. They provide
these services free of charge to veterans, which is why we
wanted to help them any way we could.

A
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Changing the Way Veterans and Their Families Are HEIpEd
Vet Life Communities
By Steve Schiffman

Soon after a meeting with the Executive Director of ONF, we
became their volunteer director of communications. While
limited space does not allow us to expand on all the services
we provided to ONF, here are a few highlights:
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Vet Life:

Operation Not
Forgotten

e \We created various presentations ONF could give to potential supporters such as
Walmart, the American Legion, and even local service providers in the suburbs of

Atlanta where ONF is located

e \We wrote and distributed press releases to the media on important ONF activities

using our PR Web connections

e \We compiled a database of every organization that serves
veterans, and distributed a newsletter to them, introducing
the ONF organization and its mission

e At no charge, we included them in our CablePAK service
which is distributed to 500 major cable systems, featuring
them on the front page of the newsletter that was inserted
into every package going to the media

e Finally, we encouraged our ad agency partner — August/
Lang & Husak to create an outdoor billboard that ONF could
promote in the local communities where
they provided services.

To learn more about ONF, go to:
https://operationnotforgotten.com/
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OperationNotForgotten.com 1-855-544-VETS
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“Suddenly”

To warn people about the dangers
of diving into shallow water,

we arranged for a TV station in
Miami, Florida to provide pro bono
production services for a TV PSA
entitled: Suddenly. We supervised
production and distribution of the
PSA in South Florida. To view the
PSA, go to:
www.youtube.com/watch?v=iITMIDZ9GWGM

“Toys for Tots”

There can’t be anything more compelling than
watching a young kid interacting with a really
serious U.S. Marine guard at Christmas time. On
one hand you have an innocent kid who is out of
his comfort zone, trying to make sure Santa Claus
gets his wish list. You have a serious Marine guard who is completely dedicated to his
guard duty. And he is taught to show no emotion whatsoever while he stands his post.

We represented the U.S. Marines
for many years, and distributed
perhaps a dozen campaigns
designed to support recruitment.
However, when we saw the TV PSA
on behalf of Toys for Tots, which is
a non-profit organization associated
with the Marines, we just had to
step up to help them.

We distributed the Toys for Tots TV
PSA campaign in our Fall/Winter
CablePAK at no cost — a value of $8,500. You can see the TV PSA at:
https://www.youtube.com/watch?v=kBMHNILOStI
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OUR TEAM

Our senior staff has over a century of experience in marketing (both agency and non-profit),
public relations, advertising (commercial and PSA) and media relations. Our two most senior
executives shown below, have managed numerous national PSA campaigns, with extensive ad
agency experience. For details on our team’s background, go to:
http://www.goodwillcommunications.com/Our_Team.aspx

KEY STAFF CONTACTS:

Bill Goodwill, CEO
571-237-7333
bill@goodwillcommunications.com

James Baumann, COO

Director of Client Relations
845-319-2048
James@goodwillcommunications.com

Barbara Nitschke

VP Administration

703-646-5962
Barbara@goodwillcommunications.com
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CLIENT HISTORY

NON-PROFITS/ASSOCIATIONS

Association of State Securities Administrators
American Academy of Child Psychiatry
American Academy of Dermatology
American Academy of Orthopaedic Surgeons
American Association of Retired Persons
American Beverage Institute

American Civil Liberties Union Foundation
American Digestive Health Association
American Federation of Teachers

American Infertility Association

American Health Assistance Foundation
American Physical Therapy Association
American Legion

American Lung Association

American Petroleum Institute

American Savings Education Council
American Society for Plastic Surgery
American Speech Language & Hearing
Association

American Trucking Association

American Women in Radio & Television
AngelCare

Canine Companions for Independence
CARE

Catholic Communications Campaign
Catholic Campaign for Human Development
Cellular Telephone Association

Childreach (Foster Parents Plan)

Chimney Safety Institute

Church of Jesus Christ of Latter Day Saints
Citizens Commission on Human Rights
Collaboration for a New Century
Communities In Schools

C.0.U.R.S.E Consortium (smoking cessation)
Crippled Childrens United Rehabilitation Effort
Defenders of Wildlife

Disabled American Veterans

Drug-Free World

Entertainment Industries Council

Evangelical Lutheran Church of America
Foundation Fighting Blindness

Foundation for a Better Life

Greenpeace

GetTech Coalition

Human Rights Foundation

Make-A-Wish Foundation

March of Dimes

LifeSharers

National Association of Securities Dealers
National Association of Insurance
Commissioners

National 4-H Council

National Association of Town Watch
National Easter Seal Society

National Endowment for Financial Education
National Geographic Education Foundation
National Health Council

National Hospice Foundation

National Mental Health Association
National Multiple Sclerosis Society
National Organization on Disability
National Osteoporosis Foundation
National Psoriasis Foundation

National Recording Academy of Arts &
Sciences

National Sleep Foundation

Operation Lifesaver

Partnership for a Drug-Free America
Physicians Committee for Responsible
Medicine

Research!America

Retirement Fund for Religious

Rocky Mountain Elk Foundation
Rotary International

Special Olympics International

Share Our Strength

Vision Aware

Vision Council of America

Volunteers of America

Wilderness Society

World Vision

Youth for Understanding International
Exchange

Youth for Human Rights

U.S. Jaycees

U.S. Olympic Committee

uSO
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CLIENT HISTORY

U.S. GOVERNMENT AGENCIES

Consumer Product Safety Commission
Pool Safely
Anchor [t!

Corporation for National Service
AmeriCorps
Foster Grandparent Program
Retired & Senior Volunteers Program

Environmental Protection Agency
Energy Star Program
Climate Leaders Program

Energy Department

Equal Employment Opportunities Commission
GSA Consumer Information Center

Federal Emergency Management Administration
National Aeronautics & Space Administration

National Library of Medicine
Peace Corps

Selective Service System
Social Security Administration

U.S. Department of Agriculture
Food Safety Inspection Service
Forest Service
Natural Resources Conservation Service
Animal Plant & Health Inspection Service

U.S. Department of Commerce

U.S. Department of Transportation
Federal Railroad Administration
Federal Motor Carrier Safety Administration
National Highway Traffic Safety
Administration
U.S. Coast Guard - Boating Safety/
Recruiting

U.S. Department of Defense
Air Force Recruiting Service
Air/Army National Guard
Joint Recruiting Advertising Program
Navy Recruiting Command
Naval Reserve
Marine Corps Recruiting Command

U.S. Department of Health & Human Services
Administration on Aging
Centers for Disease Control
National Cancer Institute
National Diabetes Education Program
National Eye Institute
National Heart/Lung/Blood Institute
National Institute on Aging
National Institute of Mental Health
National Library of Medicine
Office on Women'’s Health
Substance Abuse & Mental

Health Services Administration

Center for Substance Abuse Treatment

U.S. Department of Housing & Urban
Development

U.S. Department of the Interior
Bureau of Land Management

U.S. Department of Justice
Office of Violence Against Women
Office on Victims of Crime

U.S. Department of Labor
Employee Benefits & Security Administration

U.S. Department of Veterans Affairs
U.S. Fire Administration

U.S. State Department

U.S. Treasury Department

Internal Revenue Service
Savings Bonds
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