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We are living in a digital world, which is revolutionizing the way we do business. There
is perhaps no better example than how the digital transformation is affecting distribution
of public service advertising campaigns.
Two years ago, we adapted digital distribution as the standard method of disseminating
our client TV PSA campaigns. We had some great concerns about this new way of
getting video assets to the media, but we had to address two immutable facts:
●

Digital distribution is how the media – or at least the TV media - wants to
receive PSA messages

●

The cost of sending High Definition video tapes was prohibitively
expensive

To place promotional tactics in the appropriate context, following is a brief overview of
how we make PSAs available to the media:

We distribute our client’s PSA campaigns through Extreme Reach, the premier ad
distribution platform for digital video assets. Approximately 2,000 local broadcast
stations, cable systems and networks will be notified of our PSA’s availability and can
access them in their preferred format through their ER dashboard.

We also created our own digital download platform called
PSA Digital, where the media can both preview and
download client PSAs. On this site, we provide
background information on both the sponsoring
organization, as well as the campaign itself. To access our
site, go to:
www.portal.goodwillcommunications.com/PSADigital.aspx.
Finally, the National Association of Broadcasters maintains
a PSA download site called Spot Center, where our client
PSAs are posted.
Promotion Rationale
The purpose of this article is to explain how we promote our client campaigns, but
perhaps the larger and more important question is why? Here are some answers to that
question:
●

Media gatekeepers are the PSA decision-makers. While some distributors
emphasize the importance of reaching the ultimate public, if you do not
engage media gatekeepers in your campaign, your PSAs have no chance
of getting on the air.

●

We can no longer depend on the intrusive nature of hard copy PSA
packages landing on the media gatekeeper’s desk, which are much harder
to ignore.

●

In an increasingly troubled world,
more organizations are producing
PSAs, resulting in a very competitive
environment. As this graphic
demonstrates, nearly 40% of
stations report receiving from 8-30
PSAs weekly. Aggressive
promotion helps us gain a
competitive edge over other nonprofits seeking airtime.

●

Diffused decision-making. In the
analog world, we had the names of
all the PSA decision-makers in our
distribution database – typically the Community Affairs Director or PSA
Director. Using digital distribution, there are a number of people at the
station who might be receiving digital assets, so we have to be sure that
the PSAS get to the ultimate decision-maker.

●

Promotion helps us educate and engage the media gatekeeper on the
client’s cause or issue.

Media Engagement Tactics
Promotional tactics have been a hallmark of the PSA
campaigns we have distributed for years. It is our view
that the organizations which adopt creative and
aggressive promotional activities will get more than
their share of PSA time and space.
There are a variety of ways to inform, educate and
engage the media in your issue, but given space
limitations, we cannot address them all. Given typical budgets, broadcast TV accounts
for a majority amount of the exposure in multi-media campaigns. Accordingly, we spend
much more time cultivating both national and local TV community affairs directors via
various promotional tactics, including:

●

Blast Emails/Postcards

With digital distribution as the primary way to get
PSAs to TV outlets, we employ well-designed blast
emails which are sent to local stations and
networks to provide campaign background and to inform them where the PSAs can be
downloaded. We also send hard copy postcard reminders to stations with an evaluation
bounce-back card. We take this extra step just in case our clients’ PSAs were used by a
local cable system or network that is not monitored by Nielsen. This ensures we do not
miss any usage data that should be reported to our clients. In the case of local cable
systems they are not monitored by Nielsen, so self- reporting is our only evaluation
option.

● Storyboards
Storyboards, which capture the key scenes of
the TV PSA, are posted to the digital download
site maintained by Extreme Reach, the premier
digital distribution platform in the country.
●

Traffic Instructions

Since many TV PSAs are downloaded by station Traffic Directors, rather than the public
service director, we prepare Traffic Instructions which list the titles, spot lengths and
language for the PSAs. These instructions provide the stations all they need to schedule
our client PSAs, including the AD ID Codes, titles, lengths, languages and the client
name.
Media Outreach
One of the more positive trends over the past decade has been the
explosive growth in national cable networks. Many of these are
known as “niche networks,” because they serve very specific
viewer interests. After each client campaign has been distributed,
our outreach specialist, Margaret Kessler, contacts each of the
networks to encourage them to use the PSAs and provide any
additional background information they may need.
Without these tactics, and others we employ, essentially you are
dark to the media. You must tell the media where they can see and download PSAs in
this new digital distribution world; you must aggressively promote them, and if you do
not, your PSAs are not likely to see the light of day.

