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2022 America’s Charities Member
Advertising Campaign

Final deadline to reserve an ad package is June 13, 2022

Sign up now at: www.charities.org/advertising



http://www.charities.org/advertising

m(\:haritiey 2022 America’s Charities Member Advertising Campaign Overview

Purpose and Benefit of Campaign:

Exclusively available to members of America's Charities, our annual Member Advertising Campaign is an awareness
campaign designed to amplify your organization’s brand visibility and reach a mix of potential workplace donors (military,
Federal government, state/local public sector, and private sector employees) located across the United States during the
peak giving season.

America's Charities purchases multiple types of media in bulk volume and then bundles that media space into tiered
advertising packages to fit different budget levels. Acquiring media in volume allows America's Charities’ members to
achieve better overall pricing on multiple types of media that members otherwise might not be able to afford on their
own.

Promotion of members through this year’s advertising campaign will take place between:
September 19, 2022 — January 13, 2023.

Final deadline to reserve an ad package is June 13, 2022
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America’s Charities®

Package Media
Components and
Costs:

NOTE: The * indicates which components
are included in each package

Blue Ribbon: $17,000

Premium: $8,640

Classic: $3,000

Basic: $500

Package Add-on: $500
(See Pg 14 for details)

Advertising Package Summary and Comparison

500-word
Editorial inside
The Washington
Post Newspaper

Print Ad
inside The
Washington Post
Newspaper
CFC/Giving Insert

(pg9) (pg 12)

* *

(Ad is 3x size of (Space limited to
Classic) first three
registrants)

¢ Not included
(Ad is 2x size of
Classic)
* Not included
Not included Not included

CFC/Giving Insert

Featured Logo on
front page of The
Washington Post
Newspaper CFC
Giving Insert

(pg 14)

*

(Space reserved for
first three Blue
Ribbon registrants)

Available as an add-
on (see bottom row)

Available as an add-
on (see bottom row)

Available as an add-
on (see bottom row)

America’s
Charities Website
& Organic Social
Media Exposure

(pg 15)

*

3BL Media Article
and/or Video

(pg 18)

*

Digital Streaming | Streamin

Display Audio Ad g TV Ad

Banner (pg17) (pg 17)
Ads

(pg 16)

* * *

* * Not
included

* Not Not
included included

w Not Not
included included

Available as an add-on to any ad package, your logo will be featured on the front page of The Washington Post Newspaper CFC insert or Giving Tuesday Insert.

Space is limited on a first-come first-serve basis to the first 6 registrants.
(This component is automatically included with the Blue Ribbon package for the first three Blue Ribbon registrants.)



A;ﬁ?harities,g Advertising Campaign Promotion Timeline At a Glance

(Where, what, and when)

September October November December January

2022 Combined Federal Campaign (CFC) solicitation period

Social media messages (Sep 19, 2022 —Jan 13, 2023)

3BL Media article/video (Sep - Dec)

Digital banner ads (Oct 1 — Dec 1)

Streaming Audio and Video Ads (Oct 1 — Dec 1)

Washington Post Newspaper Insert
Print Ads + Editorials + Featured Logos
(10/23 and 11/29)
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Advertising Campaign Audience and Reach

America’s Charities:

We Have Partnered with The Washington Post for Print and Digital Media Ad Distribution:
The Washington Post reaches 95 million US adults each month — nearly 1 out of every 3 Americans —and 2.7 million DC 1 1 4M
DMA adults each week — nearly 1 out of every 2 adults. 49% reach

Below is a breakdown of how we will work with The Washington Post to target digital ads 294M Edu:];:g::“ 1 1 .GM

» 1st Party Data: Charitable Donors, Government Worker, Government/Military, Regional Government, Charity

* 3rd Party Data: Age 25-65 AND Occupation: Government Workers OR Industry: Government, Defense, & Emergency
OR State & Local Government OR Embassies & Consulates OR Legislative Branch OR Army OR Navy OR Air Force OR
Marines OR Interest in Charity Philanthropy OR Philanthropic Executives OR Interest in Charities & Fundraising

* Contextual: Law Government Politics, Charities, Philanthropy, Local NewsGeo: US National

47% reach 52% reach

Religious donors Social services donors

5.6M The

— o 3% romct Washington 10M
op IU Largest otates e Post reaches 49% reach

Health org donors

States Readers Pages donors
(Monthly UVs) Monthly P%ge Views 100M Adults
California 15,048,000 50,957,000
Texas 9,184,000 23,412,000
New York 8,545,000 28,115,000 5.8M 7.7TM
Florida 7,587,000 21,303,000 54% reach 539% reach
Virginia 6,550,000 31,784,000 PBS donors 7M Political org donors
Massachusetts 6,444 000 19,187,000
lllinois 5.776,000 16.337.000 91% reach
Pennsylvania 5,183,000 16,503,000 Sl il
North Carolina 4,198,000 12,834,000
Washington 4,164,000 15,110,000

mharities&-



Advertising Campaign Audience and Reach

America’s Charities:

pupfomE
Through our Partnership with 3BL Media, We Will Help Tell Your Story and Impact: o
Regardless of which ad package you purchase, all participating members will get to have an article and/or video REFINITIV [<
published through our 3BL Media account. 3BL reaches an audience of 10 million+ people consisting of corporate CITIEraHIE
leaders, investors, professionals, organizations, and policymakers. The graphic displayed shows a breakdown of their FACTSET
news distribution network and some examples of the companies and brands your story will be shared with. il ‘}
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m-(\:haritiese Advertising Campaign Audience and Reach

Approximate Campaign Impressions Participating Members Can Expect
in 2022 (all print and digital ad types combined):

» Blue Ribbon advertisers each will receive around 3 million impressions*

Premium advertisers each will receive around 2 million impressions*

Classic advertisers each will receive around 1 million impressions*

Basic advertisers each will receive around 100k impressions*

*Note: Impressions shared above are estimates calculated based on past campaign
performance and media purchased. Your exact impressions may vary.
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Washington Post Newspaper Print Ads and Editorials _ The muﬁ@m@mm Post |

What:

The Washington Post newspaper audience is rich in federal employees,
military, and retirees, reaching a daily readership of 705,100 people. This fall,
a special Giving Insert featuring our members’ ads will be distributed inside
The Washington Post newspaper CFC Giving insert.

When: October 23 or November 29, 2022 (exact date TBD)

What You Get:
* Basic: Notincluded in package

* Classic & Premium: One color print ad inside The Washington Post newspaper CFC Giving
insert. Premium ad is 2x size of Classic ad. (See dimensions on slide 11)

e Blue Ribbon:

* One color print ad inside The Washington Post newspaper CFC Giving insert. Blue Ribbon
ad is 3x size of Classic ad. (See dimensions on slide 11)

* One editorial featured inside The Washington Post newspaper CFC Giving insert (500 words \: RIGHTS )
maximum, plus your logo or a photo you provide) . ' 3 Jor RACIAL JuSTICE

NOTE: The editorial is limited to the first 3 members who register for the P

INCLUSIVE COMMUNITIES

Blue Ribbon package FOR LGBTQ+ PEOPLE.

DONATE §$2 PER PAYCHECK OR
MORE VIA WORKPLACE GIVING
/ @ @ = ‘: :‘
E \ A" (]
1 \ B o o >
- n :—\‘!
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-




View Last Year’s Washington Post Print Ads:

Last year’s ads appeared in the Nov 7, 2021 Washington Post Newspaper CFC insert.
(Pages 6 and 12 https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html)
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MORE VIA WORKPLACE GIVING

Doubll‘ your impact!
eck if your emplayer
@
tches doratony

Give at Work! Learn how: www.charities.org/WaPo

A catalyst for racial justice
in the Deep South and beyond

Give todey through your workpiece campwign

DONATE THROUGH PAYROLL DEDUCTION AT YOUR WORKPLAC
f(‘l | MAKF

HE WORLD A BE

2IMPACTATWORK m

DONATH )
i et Make a tax deductible contribution to
wehplace Givieg

Camrpargn the ACLU Foundation today

CFCP SB8RI

DOING THE

DI
LAl

LEAD THE FIGHT
for RACIAL JUSTICE

OQuality television prog
dassical music, made

DONATE TODAY o 3

HTTPS://WWW.NAACPLDFORG/
CFC #1104

e = IMPACT n1 W()RK

DONATE THROUGH

PAYROI.L DEDUCTION AT YOUR WORKPLACE

SUPPORT AMERCAS CraRiT NO OUR W00+ HIGH-IMPACT NONS

“ONE »[Hyu CANPA CFC) OB THX M YOUR EMPLOYER'S WX

Together We Can Make the World a Better Place

Workplaon gwng makes it sany for you 10 moke taededucsbie
contitutons 1 all of your favoriie charties through he ease and
efticaency of automatic payroll deducson. Smply choose which
chirties you wint 10 support and how much you want to donabe
That's o) Based on your phedge, your employer deducts a small
recurring amount of money from your paycheck sach pay penod for a
yoar, which mesrs you can gve # 1ot without lesiing the impsct ¥1 at
once. ¥ your employer matches gfs, you 0an doudlo your mpact

Plu. workpluce gieng helps reduce fundraising and admnatiutve
costs for nonprofts. Since chanties know how much money they can
eapect 0 recane from recurring workpiaces glerg donasons, they
can be mone strategic and make 2 stronger Impact with your gift
Workplice gwving grits also provide nonprofits with unrestricted funds
emparwarng them 1o direct doratons whare they're needed most and
oparate more alificiently Lesn mone ol www chirtises org'wape

RESEARCH = HOPE
FOR FAMILIES FIGHTING
ALZHEIMER'S DISEASE

CFC# 30518

brightfocus org

e
G
(N MARSHALL Campaign

We carry forward the legacy
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https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html

Print Ad Sizes:

Each advertiser will submit a full color print ad.
Shown here are the ad specs for each package, drawn to scale.

Classic Blue
4.5 inches wide x 1.877 inches tall i
Ribbon

4.5 inches wide x 7 inches tall

Premium

4.5 inches wide x 3.37 inches tall




View Last Year’s Washington Post Member Editorials

Nov 7t insert - Pages 5 and 11 https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html and
Nov 30% insert - Page 11 https://www.flipsnack.com/wpadops/cfc-december-2021/full-view.html
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https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html
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PACKAGE
ADD-ON

AVAILABLE TO
ALL AD PACKAGE LEVELS

COST = $500
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Featured Logo on Front Page of Washington Post
Newspaper CFC Giving Insert
What:

The Washington Post newspaper audience is rich in federal employees, military, and
retirees, reaching a daily readership of 705,100 people. America’s Charities has
reserved space on the front cover of both the Oct 23 and Nov 29 CFC Giving inserts,
where members who purchase the “Add-on Package” will be featured. The image shown
here is a copy of a CFC Giving insert cover from the 2021 campaign with an example of
where and how your logo and CFC number will be promoted.

YOU CAN BE TH

FACE Yt
OF CHA \

OF GIVING 4

When: October 23 or November 29, 2022 (exact date TBD)

What You Get:

Available as an add-on to any ad package, your logo will be featured on the front page
of The Washington Post Newspaper CFC insert or Giving Tuesday Insert.

Space is limited on a first-come first-serve basis to the first 6 registrants.

Cost: S500

v
‘ Give to these charities through the CFC and be the face of change:

|M pA(,I l“ ‘VORK Advertiser Advertiser Advertiser
Logo & CFC # Logo & CFC # Logo & CFC #
Advertiser Advertiser Advertiser
Learn how at: Logo & CFC # Logo & CFC # Logo & CFC #
www.charities.org/Impact

:(?\ 1= 2

w

Note for Blue Ribbon Advertisers: The featured logo is automatically included
in the Blue Ribbon package. As long as you are one of the first 3 members to register for
the Blue Ribbon package, you will not need to purchase the add-on package. If you
register for the Blue Ribbon package and are the fourth (or later) member to sign-up for
the Blue Ribbon package, you will need to purchase the add-on package to have your
logo featured on the CFC Giving insert front page.
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America’s Charities Ad Campaign Landing Page,
Social Media, and CSR Newsletter

Who and Where:

Using America’s Charities” website, social media, and newsletter, we will promote your
ads, articles, and messages to our audience of 35,000+ subscribers which include a mix
of Federal employees, private sector employees, state/local public sector employees,
and workplace giving coordinators and professionals across the U.S.

When: Entire duration of the ad campaign (Sep. 19, 2022 — Jan. 13, 2023)

Prior to launching the campaign, you will receive a proof and schedule of social media
messages for final approval, so you will know exactly what is being promoted when
and can coordinate with your own messaging plans.

What You Get:

Blue Ribbon, Premium, Classic, and Basic: The difference between each ad package is
frequency. Blue Ribbon advertisers will receive 4x the exposure of Basic advertisers,
and so on.

1= 2

Donate to Your Favorite Charities Through Workplace Giving

IMPA(T Al WORK

EyYyinD@B

Donate to Your Favorite
Charities Through
Workplace Giving

B LD @rﬁ A g

P
e
D) 3o ey CATHOLIC &, N &= FEED:
= Lo G Nk’ CHARIT ES WEI‘AJ ~oums BT T RN
> : — . e
=
-, ™ [ —— e
Sl e
- rCo 67030 p—
= I 5
T NAC |
AHC INC ~

‘== America's Charities
O 21-Q

lr high-impact

No project is too small or too large for The Conservation Fund — their :mployer‘s : R

smallest project, a park in the City of Atlanta, protected under 1 acre, while Eod | Tt ans
the largest protected 139,000 acres of forestland in New York re a regeral or rica’s Charities |
https://impact.ac/2CDZkNz CFC#10630 #impactAtWork #GiveCFC ersonnel e |

d Federal ‘  are overcoming social and

Low-income children chool, and
n make a differencs ce! from high scho!
kinthe p togetherwe ca ceading academicaly, graduating from BER S
- mic d hahenges U AHC Inc. via #Workp 1
e th anks(oconm ions made to
ae
e iti CEC CFCHTT198 |

9

(CFC#11631) donationg help
e fallen on the

e
(

CONSERVATION Funp b
edit: Iv: dB&an(a Give at Work! CFC #10630
'

America’s Charities®



Digital Standard Display Ads

When, Who, and Where:

From Oct 1 —Dec 1, your digital standard display banner ads will be promoted to a
targeted, custom audience of philanthropists, private sector charitable donors, and
Federal employees between ages 25-65 all across the United States. Ads will be
served across thousands of popular websites reaching that targeted audience,
including: CNN.com, FoxNews.com, GovExec.com, USAToday.com,
WashingtonPost.com, FoodNetwork.com, People.com, ETOnline.com, TheHill.com,
HuffPost.com, Businessinsider.com, to name a few.

What You Get:

Blue Ribbon, Premium, Classic, and Basic: The difference between each ad package
is frequency. Blue Ribbon advertisers will receive 4x the exposure of Basic
advertisers, and so on. All advertisers will need to provide ads in each of the
following dimensions to promote your organization’s logo, EIN/CFC number, and
workplace giving donation-focused message: 320x50, 300x250px, 300x600px,
728x90px, and 970x250px.

You choose where your ads will direct people. Below are three different

types of locations we’ve directed members’ ads in past campaigns:
* A workplace landing page on your organization’s website

* Your charity profile on America’s Charities website

* The CFC giving portal

"
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@NBCg}//f 377 WATCH NFL NHL NBA MLB SOCCER NASCAR MOTORS
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to the ACLU Foundation today.
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NO SCHEDULED
GAMES FOR TODAY

WATCH NOW TOP NEWS

VIEW FULL SCHEDULE

NBCSN
Sky Sports News

News
11pm PST @

Peacock
The Rich Eisen Show
The Rich Eisen Show
12am PST °

Lakers on verge of an NBA championship

s Anthony Davis took on the challenge of guarding Jimmy Butier and LeBron
3am PST James came up clutch as L.A. beat Miami, 102-96, to take a 3-1 series lead.

Peacock
Brother From Another 5
News Lafreniere ready to
‘make a difference’

www.latimes.com
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Patriots’ Gilmore tests
positive for COVID-19

TOP HEADLINES

Patriots’ Gilmore reportedly tests positive
for COVID-19

Titans won't reopen facility after another
positive COVID-19 test
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Streaming Video and Audio Ads

When: Oct 1 - Dec 1
Where, Who, and What You Get:

* Blue Ribbon and Premium members’ audio ads will be
presented on premium stations including Spotify, Pandora,
SoundCloud, and iHeartRadio, along with an audience of 22 million
unique listeners of over 2,000 different podcasting programs,
including NPR. You will be responsible for producing and providing a
15-second and 30-second audio ad (MP3, M4A, or WAV format).

e Blue Ribbon members’ video ads will be broadcast on Smart TV
and streaming devices, reaching viewers of a range of popular
channels and streams, including Hulu, Netflix, Amazon Prime, ESPN+
and more. You will be responsible for producing and providing a 15-
second and 30-second video ad (30 mbps size, MP4 format)

DEFEND El

CFCGIVING L -

WS @ iHeart

SOUNDCLOUD F\)AD|O

e o R 2 T

e SpOtifY“ pandora

o KR &

ms:;haritie5°




3BL Media Featured Article and/or Video

Support Humane Society
International's Global Efforts to
Protect All Animals

When: Between Sep 19, 2022 — Jan 13, 2023 T L

By America's Charities cn Octaber 12, 2021 e t you § Charities- For Employers

How cid you leam about us

Fer Nonprafi, Find 2 Charis, Sources
rafies Chariy Ry
esauree:

b Your 4

lilies andet'ﬁeFl-‘:Od thsecure Uvhoo
omele

en's Capital wily Eat SS in the Stbscribe to Our Eygg

What You Get:

e Blue Ribbon, Premium, Classic, and Basic: Your article and/or video will
be used to tell your story and share your impact with individuals and
companies interested in knowing how they can support your work through
workplace giving and employee engagement programs.

=y

We Will Follow Last Year’s Model to Maximize Your
Exposure to Private Sector Leaders and Donors:

* Inlast year’s ad campaign, the average member’s post received 23,000 3B Bia
impressions. le in the wall's
* Between being promoted on 3BL Media, as well as through America’s e The Ho d programs
Charities” website, newsletter, and social media sites, members’ articles i Year rf.)un fferent
were presented to a combined audience of more than 312,000 corporate ' -~ Offer a Dl Sling ' for
social responsibility, workplace giving, and philanthropy-minded 00 r s Pt el Klnd of Hea by
professionals. = g K ds Like co
» There were also 78 third party sites that republished each members’ post m“
in 2021, with a combined monthly traffic of 2.9 million for all of those sites ey n sl e
combined.
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—— : Ready to Sign up?

VISIt WWW. charlﬂe&efg-{adyertlsmg or contact Sarah Ford, Marketing Director at:
———==——%ford@charities. org

= Final deadline to reserve an ad package is June 13, 2022


http://www.charities.org/advertising
mailto:sford@charities.org

