For the 2019–2020 Public Service campaign, the Ad 2 DC (“the Club”) Public Service Committee (“the/our
Committee/we”) will create and implement a multi-phase, integrated advertising campaign that will strategically
address the needs and goals of our selected nonprofit client from April 2020 to June 2020.
Client Selection
To select this year’s 501(c)(3) nonprofit client, we released a call for applications in August 2019 with questions to
help our Committee understand the missions and internal structures of local organizations (Exhibit 1). This helped us
determine which nonprofits’ needs best aligned with our Committee’s expertise, while ensuring our work will tackle
issues in our Washington, DC community. The application was promoted for a month on the Club’s website and
through cold email outreach (Exhibit 2). In total, we received 12 applications.
Our Committee selected three top applicants to present at Ad 2 DC’s annual Public Service-focused event,
“The Pitch”, (Exhibit 3) in September. These organizations (Exhibit 4) were invited to “pitch” their nonprofit’s cause
and goals, as well as illustrate what they envisioned for a partnership with Ad 2 DC (Exhibit 5). The event also
served as a recruitment opportunity where we successfully recruited four of the 18 attendees to our Committee.
Following the presentations, attendees were asked to vote on their top choice for the 2019–2020 client (Exhibit 6)
and join a discussion on which nonprofit should be chosen. Ultimately, we chose Rising for Justice, a bi-partisan
organization that has operated in DC for more than 50 years.
Rising for Justice serves DC residents by providing pro bono legal and social services that eliminate housing
insecurity and eviction, clear criminal records to create economic stability and social growth, keep families together,
and ensure that equal justice applies to those without the ability to pay for services. In doing this, the organization
trains the next generation of social justice advocates by engaging pro bono attorneys and students to participate in
legal clinics, where they receive school credit for part-time work on real legal cases.
Shortly before submitting a client application, Rising for Justice underwent a name change as they were
previously known as D.C. Law Students in Court. They also updated their website, but did not have the budget to
undergo a complete rebrand. The new name was intended to reposition Rising for Justice as a premier social justice
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organization and put the organization on a path to being seen as a thought leader. They were unsure how to go about
achieving these goals, and hoped our Committee would help them do so (Exhibit 7).
During the course of working with Rising for Justice, we encountered unforeseen circumstances with changes
in their staff affecting the campaign’s goals, strategy, and timeline. After a successful kickoff meeting in October
2019 with their Communications Team, and two weeks after pitching our Committee’s strategy and creative concepts
in late January 2020, Rising for Justice underwent a series of swift leadership changes, which included our point of
contact and their Executive Director, who became the ultimate decision maker for the campaign (Exhibit 8).
This change in leadership postponed our plans to launch in March–May. Our main point of contact was then
turned over to a temporary Acting Communications Director, who set up an in-person meeting with the Committee
Co-Chairs and the new Executive Director on February 21 (Exhibit 9). We learned the new Executive Director’s
goals for Rising for Justice differs from the Communications Team’s goals and that many internal changes at the
organization consumes their time. Despite our concern that Rising for Justice would end their relationship with Ad 2
DC, we found a common interest between our original Creative Concepts and campaign strategy and the Executive
Director’s desire to communicate the impact of Rising for Justice’s work through storytelling and testimonials. At the
end of the meeting, we agreed to adjust the timeline, goals, target audiences, and deliverables while Rising for Justice
agreed to assemble a list of individuals, such as clients, faculty, and students, who might be willing to be featured in
campaign content (Exhibit 10).
Goals of the Project
When kicking off the project in October 2019, the Co-Chairs held a discovery session with the Rising for Justice
Communications Team to discuss their brand, vision, and goals. At that time, they had three goals: (1) increase social
media engagement; (2) increase brand awareness through media placements; and (3) increase the number of
individual donors. The Committee then held an internal kickoff meeting to brainstorm how to achieve these goals.
After spending three months working on the initial campaign strategy, the nonprofit’s personnel change
caused us to shift goals to align with the needs of the new Executive Director who is most concerned with
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positioning Rising for Justice as a public interest law firm with legal clinics rather than a social justice organization.
We collaborated with the Executive Director to update the campaign goals to the following:
Goal 1: Build and enhance brand awareness. Rising for Justice must compete with other legal clinics and
nonprofits for resources like funding from law firms, students to participate in clinics, and media coverage. Since its
founding, Rising for Justice has neither executed a coordinated effort to cultivate media relationships, nor allocated a
budget for advertising. As a result, Rising for Justice has low visibility in DC’s legal community and law schools,
and has not been called upon by the media to comment on issues of social justice in which they specialize. Our
campaign seeks to create greater awareness of the organization among DC’s legal community and law students
through earned and donated media by securing 10 media placements within relevant DC media sources favored by
our target audiences.
Goal 2: Communicate impact through compelling storytelling. We will create and distribute compelling
success stories using a content and social media strategy that will increase engagement on the nonprofit’s social
media accounts by 50% and increase the number of followers across Rising for Justice’s social media channels by
25% by the campaign’s end in June. This will increase awareness of the organization’s many successes with the
campaign’s target audience, instill a sense of pride in DC’s legal community around the work they do, and remind
DC’s legal community why they got involved in social justice to begin with.
Account Planning
In October 2019, our Committee developed a project timeline from October 2019 to June 2020 detailing milestones,
meetings, and client deliverables to meet the original client team’s goals (Exhibit 11). With the shift in personnel in
February 2020, we updated the timeline to accommodate the new team’s agenda (Exhibit 12).
To build and staff our team, we recruited 14 Committee members by contacting past members and by
networking at Club events. Additionally, the Communications Committee helped promote Public Service meetings to
new members through e-blasts and social media posts (Exhibit 13). We kept our Committee members engaged
through bi-weekly phone calls and monthly in-person meetings (Exhibit 14). All members remained accountable for
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their assignments through Basecamp, a project management system (Exhibit 15) and a Slack account to ease
discussion and collaboration (Exhibit 16) outside of planned calls and meetings. This was the first time the
Committee had implemented a project management system to track tasks and milestones.
Before planning the campaign strategy, we conducted primary and secondary research to inform our targeted
audience, messaging, creative, and media strategies. Once our research was completed, we organized Committee
members into groups (Exhibit 17) based on skill sets and interests indicated in a survey (Exhibit 18). This method
kept Committee members engaged by matching their campaign contributions to personally relevant skill
development and allowed our team members to collaborate cross-functionally.
Research
Primary Research: We researched local and national nonprofits to compile a Competitor Analysis Report (Exhibit
19). This helped determine the strengths and weaknesses of similar organizations—both in DC and nationwide—that
Rising for Justice aspires to. The analysis revealed that while Rising for Justice wishes to see itself as a leading law
organization providing pro bono services, it does not highlight case wins or provide testimonials; does not comment
on news relevant to its service areas; nor does it clearly communicate to the legal community and law students how
they can get involved with the organization.
We conducted an audit of the organization’s social media channels (Exhibit 20). Audit results provided a
snapshot of Rising for Justice’s total social media followers and engagement rate since their name change, while our
media audit revealed that they had only earned mentions in five articles over the last few years (Exhibit 21).
Additionally, the Committee sought out to interview local law school students (Exhibit 22) to learn more
about their perception of the nonprofit. We learned that some local law students, such as one interviewee from
American University, believed Rising for Justice should attend more career, clinic, and internship fairs to “get their
information out there, whether through professors or alumni.” A second law student currently enrolled in a Rising for
Justice clinic shared that “the opportunity is unique in that it’s the only clinic in the DC region bringing together law
students from various schools to collaborate.”
4

Secondary Research: To better understand those involved in the legal community who also have an interest
in social justice, we conducted research on trends in social justice activism, civic engagement, and volunteerism
(Exhibit 23). This strengthened Committee insights on the personality and behavioral indicators of our target
audiences and provided a deeper background on key trends prior to campaign strategy creation. We also examined a
Rebranding Survey conducted by Rising for Justice (Exhibit 24) to determine the legal community’s relationship
with the organization. Both sets of research revealed that media outlets or platforms featuring news, events, and
general content about a specific local area were most relevant to individuals with a strong belief in civic participation
due to their strong commitment to their local communities. We complemented our primary and secondary research
by examining the current demographics of the greater DC area (Exhibit 25). This helped ensure that the target
audience personas we identified within our overall target audience is large enough in the DC area to benefit our
client, and helped inform which media outlets we targeted for donated media opportunities.
Strategy
After our research phase, our Committee developed a strategy with both Rising for Justice’s goals and research
findings in mind. However, upon the personnel shift at Rising for Justice, our Committee had to tweak the strategy to
align with the new Executive Director’s goals. Ultimately, we determined that capturing client, faculty, and student
interviews would allow us to create compelling, heartwarming stories that would communicate Rising for Justice’s
impact and client wins to the DC legal community. Our plan is to use these interviews and stories to create engaging
social posts and increase awareness of the organization’s successes, and create written content for relevant DC media
sources that will be seen by our target audiences.
Target Audience
Rising for Justice initially wanted to reach a wider audience, which would have included local ‘social justice
warriors.’ Based on our client’s revised direction, we narrowed our audiences to three target groups: (1) DC’s legal
community, consisting of lawyers, law firms, judges, nonprofits, and public interest organizations that are
college-educated and seeking opportunities to increase awareness of themselves and their employers. (2) Local law
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students at DC-area universities, who are primarily Gen Zers and Millennials between the ages of 22–39. This group
is driven by an interest in public service and the chance to advocate for social change. (3) Alumni and staff of Rising
for Justice: those who have worked with Rising for Justice in some capacity over the last 50 years, including pro
bono attorneys and legal clinic participants. By engaging these groups to share their passion for creating social
change, we will tell a more complete story of the nonprofit’s impact over the past few decades. All three target
audiences align with our Committee’s primary and secondary research findings (Exhibit 26).
Building increased engagement across all three target groups is key to ensuring these groups find the
nonprofit to be worthy of respect, time, and resources (financial and otherwise). Our Committee determined 60% of
our efforts would focus on DC’s legal community, 30% on law school and social work graduate students, and 10%
on Rising for Justice alumni and staff.
Messaging
Committee Co-Chairs pitched two campaign concepts to Rising for Justice: “We Rise for” and “...and Justice for
All.” (Exhibit 27). The selected concept, “We Rise for DC”, incorporates an emotional aspect that Rising for
Justice’s communication has previously lacked. This theme (1) plays off the familiar court term “all rise” and
signifies a group of people standing together, (2) reminds our audiences that no matter what specific values each one
of us personally stands for, we are “all in this together”, and (3) serves as a reminder for DC’s legal community, be it
professionals or students, on why they got involved in social justice. We will weave “We Rise for DC” throughout
the campaign content to further evoke both compassion and pride around Rising for Justice’s success stories. This
will help bolster the secondary messaging in our campaign which will highlight client, faculty, and student attorney
testimonials and specific wins that Rising for Justice has achieved for its clients. Additionally, we’ll create
messaging to help position Rising for Justice as a thought leader in the legal community. This fulfills our campaign
strategy to enhance Rising for Justice’s brand by conveying the impactful work that they do for the DC community
and reminding everyone what they “rise” or stand for.
Creative
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Informed by our messaging approach and the theme, “We Rise for DC”, our campaign creative will incorporate
elements of the client’s new branding while boldly proclaiming which social justice areas Rising for Justice
addresses through the testimonials of our campaign interviewees. To help determine the visual direction, we built a
campaign mood board (Exhibit 28) to inform our approach for bold typography, colors, and tone. The heart of our
creative approach is to illustrate the impact Rising for Justice has on DC’s residents, while showing the organization
to be action-oriented and unrelenting in its goal to achieve justice. This impact will be demonstrated through videos,
interviews (Exhibit 29), and written content that authentically depict clients, staff members, and students. We will
also create content with educational information and statistics highlighting Rising for Justice’s successes and impact.
Our Strategy and Creative teams worked closely to develop specific creative assets (Exhibit 30), and the teams also
partnered to fulfill the creative content needs and specifications of our donated media opportunities (Exhibit 31). All
creative will be produced for use across social, print, and digital advertising.
Execution and Tactics
We will launch a six-week campaign beginning in April 2020 and ending in June. We assigned a weight to each
target audience group (as outlined above) to guide Committee members on where to focus execution and tactics.
Campaign elements will either direct to a specific story on the Rising for Justice blog or a landing page on the
nonprofit’s website outlining the ways our target audience members can get involved, including: (1) how to join a student
clinic, or (2) how to get involved by being a pro bono attorney. Any blog posts and stories will also feature CTAs to get
involved. We will measure success by analyzing social media and website metrics, including: overall impressions, social
media engagement, click-through rates, and traffic to the website.
Social Media
We believe diversifying content and leveraging authentic storytelling that resonates with all three target audiences
will help us achieve expanded reach and engagement across Rising for Justice’s social media channels. We created a
social media content calendar (Exhibit 32) that distributes posts across three categories: (1) Campaign: Promote
human interest stories and testimonials to remind target audiences of “why” they became involved with working in
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social justice; (2) Thought leadership/firm capabilities: Showcase impact statistics and legal case wins; and (3)
Current Events: Highlight the significance of Rising for Justice in the DC community in times of crisis, such as
COVID-19. Our Committee will allocate its $500.00 budget to boost six social media posts in order to track data
around which post types resonate most with the client’s current followers and those targeted through paid social
media. All data will be provided to the client to help inform its future social media strategy to continue building and
enhancing its brand awareness post-campaign.
Media Outreach
Our Committee created a media outreach tracker (Exhibit 33) outlining vendors offering print, television, radio,
social media, and out-of-home advertising. We then drafted personalized outreach (Exhibit 34) to media companies
catering to audiences interested in legal and social justice. At the time of this Book submission, we have contacted 19
media outlets and secured a total of six donations, including:
●

The Daily Washington Law Reporter (secured): Print or online advertisement
●

This trade outlet reports daily on DC’s court system. It reaches judges, lawyers, and law schools,
directly aligning with our target audiences.

●

730DC (secured): Newsletter/website article
●

This newsletter provides insight on local happenings with a social justice angle, which aligns with all
our target audiences that show interest in DC’s social justice issues.

The Committee will continue its outreach to relevant media outlets and expects to secure additional placements.
Results Attained
As of now, our Committee has donated approximately 320 hours of work on this campaign (Exhibit 35). Based on
industry rates for our individual roles and expertise, work hours translate into $40,000. Current secured media
placements are valued at $1,775, bringing the current campaign value to a total of $41,775—all at no cost to the
client. At the time of this book submission, the Committee has not yet launched a campaign and cannot provide
metrics reporting; however, we hope to demonstrate our campaign progress and success at ADMERICA.
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Exhibits
Exhibit 1: Nonprofit Application
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Exhibit 2: Nonprofit Application Outreach
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Exhibit 3: “The Pitch” Event Promotion
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Exhibit 4: “The Pitch” Run of Show
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Exhibit 5: Nonprofit Presentation at “The Pitch”
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Exhibit 6: Attendee Voting Ballots
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Exhibit 7: Rising for Justice Client Application
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Exhibit 8: Rising for Justice Communications Associate Resignation Email
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Exhibit 9: Ad 2 DC Meeting With Rising for Justice Executive Director and Acting Communications Director
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Exhibit 10: Ad 2 DC Next Steps Following February 21 Meeting With New Rising for Justice Team
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Exhibit 11: Campaign Timeline

19

Exhibit 12: Updated Campaign Timeline

20

Exhibit 13: Communications Committee Promotion of Public Service Campaign
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Exhibit 14: In-Person Committee Meetings

22

Exhibit 15: Basecamp Project Management System
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Exhibit 16: Public Service Committee Slack
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Exhibit 17: Subcommittee Breakdown
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Exhibit 18: Committee Recruitment Survey
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Exhibit 19: Competitor Analysis
DC Organizations

National Organizations
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Exhibit 20: Social Media Audit
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Exhibit 21: Earned Media Audit
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Exhibit 22: Interviews with Local Law Students
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Exhibit 23: Scholarly Research

●

M. Anderson, L. Rainie, A. Smith, & S.Toor. (July 11, 2018). “Activism in the Social Media Age.”
Pew Research Center

●

American Bar Association. “ABA Profile of the Legal Profession.” 2 019.
https://www.americanbar.org/content/dam/aba/images/news/2019/08/ProfileOfProfession-total-hi.pdf

●

Association of American Law Schools. “Before the JD” 2
 018. National survey conducted by the
Association of American Law Schools and co-sponsored by the ABA Section on Legal Education
and Admissions to the Bar.
https://www.americanbar.org/content/dam/aba/images/news/2019/08/ProfileOfProfession-tot
al-hi.pdf
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Exhibit 24: Rebranding Study
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Exhibit 25: DMV (DC, Maryland, Virginia) Demographics
Source : https://censusreporter.org/profiles/40000US92242-washington-dc-va-md-urbanized-area/
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Exhibit 26: Target Audience Personas
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Exhibit 27: Campaign Concepts and Strategy Pitch Meeting Deck
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Exhibit 28: Campaign Mood Board
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Exhibit 29: Interview Questions/Planning
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Exhibit 30: Sample Social Media Graphics
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Exhibit 31: Donated Media Advertising Specs
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Exhibit 31: Social Media Content Calendar
Facebook

Instagram / Twitter

LinkedIn
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Exhibit 33: Donated Media Tracker
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Exhibit 34: Donated Media Outreach
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Exhibit 35: Committee Members Hours Tracking
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