
2021 America’s Charities Member 
Advertising Campaign Performance Summary
Purpose and Benefit of Campaign:
• This is an awareness campaign designed to amplify our members’ 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.



Advertising Packages Offered to Members for 2021 Ad Campaign

Package Media 
Components and Costs:
NOTE: The indicates which components 
are included in each package

Print Ad 
inside The Washington 

Post Newspaper 
CFC/Giving Insert

(pg 9)

New ad sizes this year!

500-word
Editorial inside 

The Washington Post 
Newspaper 

CFC/Giving Insert
(pg 12)

America’s 
Charities Website 
& Organic Social 
Media Exposure

(pg 15)

3BL Media 
Article 
and/or 
Video
(pg 18)

Digital
Display 
Banner 

Ads
(pg 16)

Promoted 
Social 

Media Ads
(pg 15)

Streaming 
Audio Ad

(pg 17)

Streaming 
TV Ad
(pg 17)

Blue Ribbon: $18,000
($16,200 early bird rate)


(Ad is 3x size of 

Classic)


(Space limited –
first come first 

serve)

     

Premium: $9,600
($8,640 early bird rate)


(Ad is 2x size of 

Classic)

Not included      Not 
included

Classic: $3,333
($3,000 early bird rate)

 Not included     Not 
included

Not 
included

Basic: $555
($500 early bird rate)

Not included Not included    Not 
included

Not 
included

Not 
included

Print Media Digital Media



October November December January

Social media messages (Oct 4 – Jan 14)

3BL Media article/video (Oct - Dec)

Digital banner ads (Oct 1 – Dec 1) 

Washington Post 
Newspaper Insert Print 

Ads + Editorials 
(11/7 and 11/30)

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

Advertising Campaign Promotion Timeline & Performance Summary

2021 Combined Federal Campaign (CFC) solicitation period 
(Oct launch with campaign ending Jan 14, 2022)

High-level Campaign 
Performance Summary:

• # Members Who Participated: 19

• Total Campaign Impressions Delivered: 11 million

• Average Overall Digital/Mobile Display Ad Click-

through Rate: 0.20%

• Average Overall Social Media Message Engagement 

Rate: 0.33%

• Average Overall Video/Audio Ad Completion Rate: 

97.80%



Member Ad Campaign Landing Page

https://www.charities.org/donate-your-favorite-charities-through-workplace-giving
(also can be found by typing charities.org/WaPo or charities.org/impactatwork)

Used to:
• Educate donors and employers about what workplace giving is and why it 

matters
• Feature members participating in our ad campaign along with link to a list of 

all our members
• Promotes a form employers can submit to request a chat with our business 

development team to bring workplace giving to their company

Where/how this page was promoted:
• All campaign social media messages (excluding the member-specific ones) 

point to this page
• Washington Post Newspaper ads promote this page
• America’s Charities-branded digital banner and mobile ads promote this page
• Utilize our Google AdWords grant to drive traffic to this page all year round, 

with more emphasis between Oct-Dec

https://www.charities.org/donate-your-favorite-charities-through-workplace-giving


Social Media Messages

What was promoted:
• 1,836 messages went out between Oct 1- Jan 14, promoting specific statistics and facts 

about our members’ impact and how workplace giving donations help
• In addition to using our own campaign hashtag #ImpactAtWork, we used the CFC’s 

#GiveCFC to target federal donors

Where/how this is promoted:
• Messages promoted on America’s Charities Twitter, Facebook, LinkedIn, and Instagram

Hashtag Campaign: #ImpactAtWork
Our hashtag #ImpactAtWork was integrated into our members’ messages and stand-alone 
workplace giving campaign messages to communicate that:
• Giving through workplace employee giving campaigns makes it easy & affordable to 

donate and make a difference
• Nonprofits can accomplish a lot with just $1-$50/paycheck
• The collective power of donations from workplace giving donors across the country 

really adds up and amounts to important unrestricted funds that allow nonprofits to be 
more strategic and have a greater impact

• Employees can easily make a big impact all from the convenience of their office chair (be 
it at home or in the office)



Washington Post Newspaper Print Ads and Editorials 

What & When:
• The Washington Post newspaper audience is rich in federal 

employees, military, and retirees, reaching a daily readership of 
914,000 people.

• On November 7, 2021, members participating in our ad 
campaign had a color print ad featured in The Washington 
Post’s special CFC insert

• Each Blue Ribbon advertiser had a 500-word editorial featured 
either in the November 7th or 30th Washington Post 
newspaper as well. 

Used to:
• Educate donors and employers about what workplace giving is 

and how to participate
• Feature members and their impact
• Feature America’s Charities’ collective reach and impact



Nov 7th Washington Post Newspaper – Member Ads
(Pages 6 and 12 https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html) 

https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html


Nov 7th and 30th Washington Post Newspaper – Member Editorials
Pages 5 and 11 https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html and
Page 11 https://www.flipsnack.com/wpadops/cfc-december-2021/full-view.html

https://www.flipsnack.com/wpadops/cfc-2021-november/full-view.html
https://www.flipsnack.com/wpadops/cfc-december-2021/full-view.html


Nov 30th Washington Post Newspaper – #GivingTuesday Insert:
America’s Charities’ impact was highlighted on page 4 and all America’s Charities members were featured on pages 12-13: 
https://www.flipsnack.com/wpadops/cfc-december-2021/full-view.html

https://www.flipsnack.com/wpadops/cfc-december-2021/full-view.html


Display and Mobile Ads and Streaming Audio and Video Ads

From Oct 1 – Dec 1, display and mobile ads, along with streaming audio and video ads, 
targeted a custom audience of philanthropists, private sector charitable donors, and 
Federal employees between ages 25-65 across the United States. 

Ads contained each member’s unique branding/message and were directed to one of the 
following pages (based on the members’ preference):

• A workplace landing page on the members’ website (3 members opted for this)
• The members’ charity profile on AC’s website (15 opted for this)
• The CFC giving portal (1 opted for this)



• Blue Ribbon, Premium, Classic, and Basic members’ display 
banner and mobile ads were served across thousands of popular 
websites reaching the 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.

• Blue Ribbon and Premium members’ audio ads were 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. 

• Blue Ribbon members’ video ads were 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.



What, When, and Where:

• Between Oct – Dec 2021, 
America’s Charities featured blog 
posts highlighting our members’ 
work and how individuals and 
companies can impact that work 
through workplace giving and 
employee engagement programs.

• The average member ad 
campaign blog post received 
23,000 impressions.

Blog Posts



Blog Post Audience and Reach

Each blog post was published on America’s Charities’ website and promoted via 
social media, 3BL Media, and our CSR Newsletter reaching a combined audience of 
more than 312,000 corporate social responsibility, workplace giving, and 
philanthropy-minded professionals.
There were 78 third party sites that republished each members’ post, with a 
combined monthly traffic of 2.9 million for all of those sites combined.

The graphic displayed shows a breakdown of 3BL’s news distribution network and 
some examples of the companies and brands they reach.
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