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Making Marketing 
Meaningful

AGENDA
Television Commercials

Newspaper Ads

Geo-Fencing

Blog Posts

FB Ads



Full Time Staff
VA Association of AAA

State Director
Volunteer Coordinator

VIRGINIA SMP

Marketing
AAAs Responsible for 

Marketing
We Support Their Marketing

We Do Comprehensive 
Marketing

Partners
Subcontracts

Paid & Volunteer Staff
Most are VICAP Staff

V4A
25 AAA’s

24 Partner with SMP
Core Volunteers



Meaningful Marketing Goals
What we did

What we got

What it cost

What we liked

What we didn’t like



Television Commercials



Television Commercials
What We Did

Contacted Local TV Stations

Described Our Goals

Described Our Target Audience

Provided Budget Parameters

They Provided a Proposal w/Options



Television Commercials
What We Got

30 Second Commercial

Prime Time for Audience (55+)

4-5 x Per Day

1 Day Per Week

4 Weeks=21 Runs

$2000.00



Television Commercials



Television Commercials



Television Commercials



Television Commercials
What We Liked

Help with Commercial Development

Great 30-Second Ad

Clear Target Audience

Regional Coverage



Television Commercials
What We Didn’t Like

No way to track views

No opportunity for engagement

Time Limited

Expensive

No ROI – Nothing to show for it



Newspaper Ads



Newspaper Ads
What We Did

Contacted VPS (VA Press Service)

Described Our Goals

Described Our Target Audience

Provided Ad Copy

They Provided a Proposal w/Options



Newspaper Ads



Newspaper Ads
What We Got

Digital Ads

6 Online Publications

Various Targeted Markets

One Month of Run Time

Reach of Over 500K People

$5750.00



Newspaper Ads



Newspaper Ads

What We Liked
We Could Hit Our Target Areas

The Digital Nature of the Ads

Convenience of VPS

We Could Track Clicks



Newspaper Ads

What We Didn’t Like
No Real Engagement

Very Time Limited

Expensive

Very Low CTR



Geo-Fencing



Geo-Fencing
What We Did

Contacted Local TV Station

Defined Goals

Researched & Provided Locations

Developed a 15-Second Commercial

They Provided A Proposal



Geo-Fencing
What We Got

15-Second Ad

Un-Skippable

40,000 Impressions/Month

Various Publications

$600.00 / Month



Geo-Fencing



Geo-Fencing



Geo-Fencing



Geo-Fencing
What We Liked
Targeted Locations

Un-Skippable Ads

Location Flexibility

Track Clicks in Real Time

Ongoing Campaign

Inexpensive



Geo-Fencing
What We Didn’t Like

Constantly Replacing Locations

Constantly Updating Ads

No Way to Target Audience

No Way to Track Engagement

Low CTR



Blog Posts



Blogposts
What We Did

Used the Blog Feature on Website

Defined Frequency

Determined Sources

Created a Sign-Up Link

Scheduled Posts



Blogposts

What We Got
3 Posts Per Week (M/W/F)

Delivered to Inbox of Subscribers

Various Fraud News Stories

Various News Sources

Free!



Blogposts



Blogposts



Blogposts
What We Liked

Can Pre-Schedule Posts

Goes Directly to Inbox

Drives Traffic to Our Website

Can Track Clicks & Site Visits

No Additional Costs



Blogposts

What We Didn’t Like
Must Continually Schedule Posts

Must Get Subscribers

Can’t Track Engagement



Facebook Ads



Facebook Ads
What We Did

Contacted Local TV Station

Defined Goals

Defined Target Audience

Define Budget

They Provided A Proposal

We Provided Ads



Facebook Ads

What We Got
One Ad Per Week

Pushed to our Targeted Audience

Extensive Reach

$600.00 / Month



Facebook Ads



Facebook Ads
What We Liked
Targeted Audience

Can Track Clicks

Drives Traffic to Our Website

Drives Traffic to Our FB Page

Can Track Engagement



Facebook Ads

What We Don’t Like
Lots of Notifications

Occasional Bad Comments

Back End Reporting Issues

Spam Emails



Conclusion

Blogposts

FB Ads



Favorites
Can Schedule Content

Use Popular Blog Posts

Can Track Activity

Can Track Engagement

Relatively Inexpensive



Shawn L. Smith
Virginia SMP

www.VirginiaSMP.com

1-800-938-8885

Ssmith@TheV4A.org
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