Team Bryce

900 State Street

Salem, OR 97301

April 24, 2010
Phil Kent

Operations Manager

Portland Police Bureau Sunshine Division
687 N Thompson St

Portland, OR 97227-1820

Dear Phil:

Sunshine Division’s current need is to increase awareness of its 24/7 services in order to increase donations. Team Bryce’s goal is to provide Sunshine Division with an integrated marketing campaign that will communicate Sunshine Division’s 24/7, year-round services and will solicit donations to Sunshine Division’s program.

Through our analysis of the market, we have determined that Sunshine Division’s ideal target audience is married women ages 21-25 from the upper-middle class living in Portland, OR. This target market is particularly sensitive to the plight of the families that require Sunshine Division’s services. Also, this audience is practically minded and dislikes waste which matches with Sunshine’s desired to keep overhead costs low.

The creative execution of our campaign utilizes the themes of day and night in Portland to communicate the continual availability of Sunshine Division’s services. The image of a police officer helping those in need will communicate not only Sunshine Division’s association with the police department, but also the security and justice that the services represent.  

Our budget of $30,000 will be allocated towards a month-long outdoor campaign that utilizes a highly visible billboard and a transit ad using the full side of a light rail train. We also will utilize free media through an explanatory YouTube video that will be featured on the front page of Sunshine Division’s updated website. 

We are confident the campaign will help Sunshine Division reach increase awareness of its operation that will translate into increased donations. Please feel free to contact us if you have any questions.

Sincerely,

Team Bryce

IMC class project group

Enclosure

Situation Analysis
Sunshine Division Mission
Sunshine Division, originally founded in early 1920’s, is a non-profit emergency relief organization. In 1920s, the mission of Sunshine Division was to gather and distribute enough food during the holidays to Portlanders in need. Throughout this time, their mission and their services have expended greatly. Today, their mission is to provide assistance and service to families and individuals in need located in Portland area by giving clothing and emergency food relief at any time (24/7) throughout the year. 

Current Needs

Sunshine Division offers free food in the form of food boxes to families that come into contact with the Portland Police bureau. They also offer emergency clothing, bedding, and other household items. Sunshine has historically utilized several yearly events to publicize the organization. The most popular event is the “Hope for the Holidays” Christmas canned food drive, which receives a good amount of coverage from local news outlets. Other events include a yearly golf tournament in February and food drives in March, April, and May. Despite these events, much of the public is unaware of the Sunshine Division. Therefore, Sunshine needs more year-round publicity to communicate its mission to the public. The Sunshine Division needs to increase food and money donations to maintain a consistent level of service to the people in need.

Future plans, objectives, and our services
The Sunshine Division is currently planning for the future of the organization.  Its largest problems are that it has low public awareness, an aging volunteer and donation base, and an increased need for their services.  In order to combat these issues, the Sunshine Division’s future plans include increasing their donation base, incorporating younger generations as volunteers and donors, and as a result become able to increase their services to meet the rising need.  The first objective that the Sunshine Division needs to accomplish is increasing awareness about their unique story, their service, and their history in order appeal to potential donors.  Even the mayor of Portland, according to the Sunshine Division, has repeatedly forgotten their existence.  The second important objective is to undergo cultural change in order to be more appealing for younger generations to participate.


Our services to the Sunshine division will be to first create a campaign infrastructure that Sunshine Division can execute themselves in the future, then identify and reach out to new target markets including in younger generations, and lastly create media ads to generate immediate awareness for Sunshine Division and its services.  Creation of a campaign infrastructure is a sustainable solution to raise their awareness in the community.  Thus, it is important that the campaign is designed so that volunteers can execute it in the future.  Second, by identifying and attracting new audiences to the organization, we intend to connect more people to Sunshine Division and increase donations and the number of volunteers.  To start the new campaign, we will design media ads to generate momentum in awareness creation, with a call for increasing donations.

SWOT Analysis:
[image: image7.png]Type Time (weeks) Quantity Avg DEC Price

‘Permanent Bulletins 14x48 4 1 98750 $7,500.00
Light Rail Train Mural 4 4 361332 $12,000.00
Painting costs 4 5 n/a $7,000.00
Video unlimited n/a n/a $500.00
Website Design unlimited n/a n/a $1,500.00
Print Ad Design unlimited n/a n/a $1,500.00

|Tota|s 460082 $30,000.00 l
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Research on Target Audience
Our target audience is married women in Portland from the ages of 21 to 45 from the middle-upper class. Using techniques learned in data mining, we found that this group is the most likely to make charitable donations.
  

At the risk of sounding stereotypical, this target market is particularly sensitive to the plight of families in need of basic nurturing, which is the service Sunshine provides. Furthermore, this audience is practically minded with an aversion to waste. Sunshine provides a direct and immediate benefit with very little waste. 

The I-D-U model has helped us hone our target positioning. First, with regard to importance, our target audience values providing welfare and care for individuals in the community. In this way, the Sunshine service is highly important. By reaching out to our audience consistently and personally (via twitter and Facebook for example) we can attract them to the brand and retain loyalty as they see the difference their donations make in the lives of those in the community.

Second, the police department in Portland supports Sunshine’s delivery, which is helping to extend its reach to the people in need as well as to the target market. In this way assistance is delivered to the needy in their own homes. Those in need do not have to go anywhere to receive help; help is delivered to their homes.

Finally, Sunshine is unique compared to other charitable organizations that distribute food and clothing. As part of the police department, Sunshine can deliver food and clothing through police officers directly to the needy families at any time of day or night, 365 days a year.

The following is our position statement:

“The Portland Police Bureau Sunshine Division offers the best service to which married Portland women can donate because it immediately delivers emergency food and clothing directly to the homes of Portlanders in need, 24 hours a day, 365 days a year, with minimal overhead.”
Creative Brief
Project Summary:

“Day or Night, ‘Sunshine’ is here for Portland!” is the name of our new campaign for the Portland Police Bureau Sunshine Division (“Sunshine”). Sunshine would like us to help foster public awareness in order to drive both monetary and in-kind food and clothing donations. Married females between the ages of 21-45 are the most likely to donate to charitable causes and consequently are the target audience for this campaign. 

The campaign consists of communicating the following key messages through print media, outdoor/transit advertising, radio, video (broadcast and viral) and new social media channels such as Facebook and Twitter: 
1) Sunshine Division is a Portland non-profit organization that provides the best emergency food and shelter service to the Portland Community by acting with immediacy, delivering a direct benefit, and operating locally. 

2) Sunshine Division provides its services in connection with the Portland Police Bureau 24 hours a day, 365 days a year.

3) You can bring ‘Sunshine’ to your local community by providing food, clothing and/or money to the Sunshine Division at sunshinedivision.org or at any Portland Police precinct.

. 

With a limited pool of aging donors, Sunshine runs the risk of losing its revenue stream over the next few years without an infusion of new recognition and support for the brand. Today, only a small number of young Portlanders are aware of Sunshine and its mission. Our main objective is to increase brand recognition in a new target market in order to foster new donors and give new life to the organization.  

Campaign Action Objectives and Communication Objectives: 
The action objective for this campaign is to elicit immediate donations of food or money from our target market. The category need that our communications will fulfill for our target market will be the good feelings that result from charitable giving. The category need of community involvement is fulfilled through the opportunity to support the local community by helping to feed and clothe the needy in their own homes at the time of need. 
The goal of our integrated marketing communications plan is to build the target audience’s association of Sunshine’s charitable services with immediacy, constant availability, and Portland locality. The target audience will become aware of the brand through the following key messages as communicated through print media, outdoor/transit advertising, radio, video (broadcast and viral) and new social media channels such as Facebook and Twitter: 
1) Sunshine Division is a Portland non-profit organization that provides the best emergency food and shelter service to the Portland Community by acting with immediacy, delivering a direct benefit, and operating locally with constant availability. 

2) Sunshine Division provides its services in connection with the Portland Police Bureau 24 hours a day, 365 days a year.

3) You can bring ‘Sunshine’ to your local community by providing food and/or money to the Sunshine Division.

. 

Each advertisement will contain elements of imagery depicting the contrast between light and dark to reinforce the “Sunshine” brand. By using sunrises and sunsets or nighttime and daytime, we further communicate the constant availability of the services. Our tagline, “Day or Night, ‘Sunshine’ is here for Portland,” communicates the locality of the services and their constant availability. Using the term “emergency food and clothing” will emphasize the immediacy of the service that Sunshine provides to those it serves. [image: image3.png]= ¢

(““Feel better faster."
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In video communications, we will display a 24-hour time-lapse shot of Portland with a ticker of how many families to whom Sunshine provided emergency food and clothing during the day/night period. An audio track will ask the viewer, “help the Portland Police Bureau Sunshine Division deliver emergency food and clothing in your community by donating food, clothing, or money today…because Day or Night, ‘Sunshine’ is here for Portland.”  
http://www.facebook.com/video/video.php?v=549263574316

In radio communications, a narrator (possibly the voice of a child) will read statistics of how many families in Portland are helped each day and night by Sunshine and will deliver the same call to action as the video. 
In terms of new media, the same imagery will appear on Sunshine’s website, and statistics will be communicated via Twitter or Facebook streams. Facebook group campaigns will be executed to increase awareness and establish new sunshine division followers (i.e. some person will donate so many pounds of food if Sunshine reaches 5,000 Facebook friends). 
An additional tactic will be to ensure that whenever the Bureau’s media relations person or any police officer is interviewed about a crime or arrest in the city, the officer will mention how many meals or articles of clothing Sunshine provided to the victims or others that required service related to the incident. 

Currently the brand preference for our target market is the Oregon Food Bank, but through the communication of Sunshine’s value proposition, we believe that we will be able to persuade our target market. The level of involvement in this category is high because we are seeking new category users and other-brand switchers.
Current Perceptions of the Target Market

Currently a majority of our target audience is not aware of the mission, activities and services that Sunshine provides.  Those in our target audience who are aware of Sunshine either primarily think of the organization as a seasonal giving organization, due to Sunshine’s big Christmas Basket drive, or have difficulty differentiating between Sunshine and the Oregon Food Bank.   Those people who are completely unfamiliar with Sunshine feel indifferent to the organization; however, those who are highly involved feel that the organization is a great way to give directly to those in need.

Our hope is that through our creative campaign we can influence the target audience to think of Sunshine first when considering charitable donations.  We hope to achieve this goal by encouraging the audience to feel as though giving to the organization is more directly improving their community than Oregon Food Bank, which distributes their goods and services throughout all of Oregon.   
Creative Strategy

Because advertising for the Sunshine brand has been lacking to date, our campaign will have a significant effect on increasing the target audience’s awareness of Sunshine in Portland, Oregon.  The advertisements will also help to provide information to the public that highlights the differences between Sunshine and other emergency food and clothing services. Increased awareness and promotion will cause the number of donations to rise.
The following are some adjectives that are pertinent to our campaign:

· Immediate

· Direct

· Caring

· Constant

These adjectives are appropriate because they are the competitive advantages of Sunshine.  Our goal is to bring these advantages to the forefront of our target audience’s thoughts.  

We have brainstormed many ideas for what our visual goals would be for this campaign.  Some of the visual goals we have determined would be for the advertisement to be placed on corners of any type of structure or vehicle, so as to be eye-catching and attention grabbing, and contain pictures of local neighborhoods.  This corner advertisement implies that Sunshine clearly separates “day and night” and reinforces the idea that the organization is a local entity.  Another visual goal we have for our communication is for the advertisement to be easily understandable.  We intend to clearly promote the organization and its competitive advantage of working directly with families, children and neighborhoods year round.

The key benefit claim for our ad would be the direct immediate and constant aid available to families in need of emergency food and clothing.  
Measuring the effectiveness of our campaign will be a challenging task, nonetheless our group has decided to use the amount of donations as a way to quantify increased or decreased awareness.  We will use the number of donations for 2010 as a base year to compare with the amount we receive in 2011, the year of our campaign.  

Sunshine differs from its competition because of its constant availability, direct and immediate aid, and its unique relationship with the Portland Police Department.  Other organizations, such as the Oregon Food Bank, act as wholesalers, which service other not-for-profit organizations for a fee.  In other words, if one were in need of emergency food or clothing, they could not receive these items directly from Oregon Food Bank.  
Targeted Message:

“Immediate and direct emergency care in our community.”
Sample Creative:
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This is a draft of a sample creative given to us free of charge by Jeff Smith, an advertising design specialist in Portland.  We believe this ad to be a work in progress and hope to include a direct call for donations as well as a background that illustrates a split between day and night in a familiar Portland neighborhood.  To achieve a highly targeted integrated marketing campaign, it may be beneficial to hire a designer for both the outdoor and online advertisements to ensure the highest quality.
Sunshine Division Campaign Budget
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Our group decided to use a combination of outdoor advertisements (permanent bulletins and light rail train murals) and online marketing through improving the Sunshine Division’s current website and uploading a commercial for their services on YouTube.  The majority of our budget is spent on local outdoor advertisements (prices quoted from Lamar.com) because we believe that it is a better way to raise awareness for the service among the local audience.  We intend to run the outdoor campaign for 4 weeks and believe that once local people become more aware of the service, they will be directed towards the website, and YouTube video to receive more information on volunteering and donating to Sunshine Division.


The combination of permanent bulletins and light rail train murals maximizes the average daily effective circulation while potentially reaching two different audiences: those in daily contact with the MAX Light Rail and those who commute by driving.  We estimated the cost for printing the permanent bulletin to be $600 and the light rail mural to be $1,600 each.  The design for the ad so far is not what we have envisioned, so we have reserved $1,500 to hire a professional designer in the Portland area.


To reach new audiences, it is important to utilize new media.  The cost of creating video and YouTube commercials is based on a rough estimate, $500 per short video, from a local video producer who took into account that the work would be for a non-profit organization.  For the website design, it may be possible to receive pro bono work, but to ensure that the design matches the new campaign we have set aside $1,500.

� Shmuel, Galit, Nitin R. Patel and Peter C. Bruce (2007), Data Mining for Business Intelligence. Hoboken: John Wiley & Sons, Inc.





