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“Providing a product or service without an effective marketing 
campaign is like winking at someone across a dark room. 
You know what you just did, but nobody else does.”







Anonymous advertising executive
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The goal of the Pierce County Early Learning Initiative is make sure every child in Pierce County is ready to start kindergarten. 
The goal of the Public Awareness and Outreach Campaign is to make sure that every parent, caregiver and provider understands the importance of early learning and knows how to access tools and services.
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1. A lead commercial television and radio partner
KBTC will secure a commercial television and radio partner. KING-5 and KCPQ-13 are very interested in pursuing the effort with us. They would provide prime PSA spot broadcasts teamed with regular news stories on Pierce County Early Learning efforts. They would also make on-air personalities available at certain select outreach events. The radio partner would perform similar functions.

2. An experienced regional media buyer/ consultant.
This will be critical to identifying the target audiences and knowing how and where to reach them. This buyer can also help the consortium leverage paid advertising with effective public service “rotations”. KBTC has retained the services of Sunrise Media in Seattle. They are the most experienced in the northwest and have a passion for the project.
3. A significant budget for television, radio, print and internet.

Experience shows that public service campaigns that rely on the good graces of media alone are not very successful. So campaigns have to effectively leverage paid with free advertising. Good internet resources exist and would be promoted in the television and radio spots. The News Tribune will give valuable editorial space and will also work with the consortium on a combination of paid and free print space. Again, teamed with a television and radio partner and an experienced a media buyer, the campaign will get the maximum “bang for the buck”.
4. A sequenced roll-out of the campaign tied to the availability/accessibility of service.

Direct call-to-action spots will be closely coordinated with the availability of the service being promoted. KBTC will work closely with our consortium partners to time the campaign with the capacity to handle the additional demand.
5. Acquisition of media elements.
Some effective broadcast and print public service announcements and elements already exist. KBTC and the consortium will gather and curate this content in conjunction with the marketing strategy and roll-out. Where necessary, KBTC and other consortium partners will produce the content. For example Edgar Martinez could star in an announcement to the Latino community. Or Shaun Alexander, Marcus Truffant and/or other local regional personalities could urge care givers to call a special hotline for assistance. Other announcements aimed at Pierce County residents could be produced for TV, radio and print.

6. An effective outreach campaign.
The centerpiece of the outreach efforts will be the Pierce County Early Learning “Kidsmobile”. (see next page). The “Kidsmobile” will be the tangible representation of the early learning initiative and the campaign. This vehicle will be filled with early learning tools, resources and activities. The Kidsmobile will connect over 20,000 kids, parents, caregivers and providers with valuable resources, tools and activities each year.
7. Measure the results of the campaign.

Every element of the campaign will be tested and measured. Audience sizes and types who view the spots will be continually measured. The ultimate measure will be the increased number of children, parents, and caregivers accessing the tools and services of the early learning initiative.
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FREQUENTLY ASKED QUESTIONS

What does the Kidsmobile do?

The Kidsmobile continually visits the targeted neighborhoods of the early learning initiative providing fun activities, tools and resources to kids, parents, caregivers and providers. One of the primary activities is engaging children and parents in the very successful PLAY & LEARN program. Another activity will be as a resource for continuing education for child care providers.
Where does the Kidsmobile go?

The Kidsmobile will be a continuous presence in the targeted neighborhoods of the early learning initiative. Targeted neighborhoods/schools are those with free and reduced lunch rates of 50% or greater. There is a very high correlation between FRL and low school readiness rates. The Kidsmobile partners with other community efforts like the bookmobile and the mobile food bank to attract more participants. The Kidsmobile comes to malls, fairs, parades and school openings… anywhere that people gather.
Who is the target audience?

As mentioned in the paragraph above, the target audience is children and parents living in neighborhoods/school district with high FRL rates. The second audience is child care providers residing in those same neighborhoods.

What do people do on the Kidsmobile?

They meet their favorite PBS Kids characters. They play and learn in their neighborhood and language. They get access to valuable tools, activities and resources that enhance early learning and literacy. They access continuing education and certification as child care providers. 

How will outcomes and impact be measured?

The ultimate measure is more kids ready for school this year than last year. The Kidsmobile will welcome over 20,000 kids, parents and care providers each year. Many of these participants will be asked to comment on their experience in the vehicle. These comments will shape the way the Kidsmobile is used.
What will it cost?

$150,000 to build and equip

$150,000 per year for five years to operate

How will underwriters be recognized?

Organization graphics will be predominantly displayed on the vehicle. Organizations will be listed on the website with links. Organization materials will be available on the bus
Continually visiting locations in the targeted neighborhoods of Pierce County.





A rolling resource center reaching 20,000+ each year with early learning resources and activities for kids, parents and care providers.





Enhancing the Work of Others:


PC Early Learning Consortium


Pierce County Library


Mary Bridge Children’s Hospital


Emergency Food Network


“Play & Learn”


“Born Learning”


Bates Home & Family Life





Sponsors:


-Motorhome Dealers


-Insurance Companies


-Foundations


-Retailers





Venues:


-Elementary Schools


-Community Centers


-Libraries, County Fairs


-Parades, Conventions


-Malls





Costs:


Build/ Equip…...…….$150k


Annual Operations….$150k





The campaign has seven key elements:
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The KBTC Early Learning 


Public Awareness & Outreach Campaign








THE KBTC “KIDSMOBILE”


  Cornerstone of the outreach effort








