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Paid Advertising Tip Sheet

Generating an Audience While Building Your Brand
Paid advertising can help generate an audience for your town hall, as well as build brand recognition for First 5 as an expert and trusted resource regarding young children and families in your community. 
Not everyone will have a budget to purchase advertising – and that’s just fine. There are plenty of ways to promote your town hall for no direct cost. However, if you do have funding available, this Tip Sheet provides some options for you to consider. See the Sample Advertising Budget for typical price ranges related to each advertising strategy below.

[image: ] F5 Tip: Tap your connections to cover bigger-ticket items
Before you spend limited resources on paid advertising or other expenses, reach out to your network to determine if you can “buy into” an existing advertising “buy” for a lower per-ad cost. Or see if a sponsor might be willing to purchase advertising to promote the town hall in exchange for receiving recognition as a sponsor in the advertising — a “win-win” for both First 5 and your sponsor. 

Target Paid Advertising to Your Audience
Identify where you will get the most bang for your buck based on your community’s unique profile. 
Think through how your target audiences receive their news – for example, is it through one local publication or a popular online listserv? 

Think specifically about the audiences you want to reach. For example, community leaders and influencers are a prime target audience for your town hall. Not only are they important potential guests, they also are key potential ambassadors for First 5 issues. Their participation in your event is also attractive to your panelists/policymakers (as likely voters). Consider the news outlets most likely to reach this audience, and target your dollars to those outlets. For example, is there a popular online blog that covers local government or a local news/talk radio show?

Online Advertising on Facebook and the Google Display Network
These are two of the best low-cost advertising outlets available that offer opportunities for you to:
· Precisely target advertising according to geography
· Set per-day limits so you won’t go over budget
Depending upon your goals, you can choose to “pay per impression” or “pay per click” when advertising on Facebook. Paying per click means that you pay only when someone clicks onto your ad to learn more, providing an assurance that you’re paying to reach those truly interested in your event. However, 
paying per impression may yield larger numbers of people who see your ad, regardless of whether they click through.

Local Blogs and Listservs
Local blogs and listservs are another option for promotion, with opportunities for both paid and non-paid exposure. You can pitch to local bloggers who write about local government and politics, community events, First 5 issue areas, and families just like traditional local and regional media outlets. Send them a Media Advisory and invite them to write about (and attend) your town hall. You can post the Media Advisory on the community listserv as well, which often serves as a primary online convener in small communities. In addition, consider running paid advertising on blogs and listservs to help guarantee your event’s visibility on those online forums.

Print Advertising in Local Newspapers
Running print advertising in local newspapers may be another option to consider, especially if media outlets in your community are limited. In addition to print, newspapers often offer an online advertising option. Smaller local newspapers might combine your advertising “buy” with the opportunity to provide a news story for publication, doubling the amount of exposure available.

Radio Advertising
Radio advertising can be an effective outreach method as long as the “buy” is carefully targeted to the audience you want to reach (both by interest and geography). When considering where to purchase radio advertising, think about the station’s listening audience (for example):
· News/talk and public radio are good for targeting influencers, policymakers, and likely voters
· Radio Disney listeners are likely parents of young children. 
Contact the radio station sales staff and talk with them about your event goals and desired audience. 
Ask them for a demographic and geographic profile of their listening audience to make sure the station is a good fit before you invest. 

In smaller communities where radio stations are more limited, the choice might come down to advertising on the most popular station likely to reach the most people in your community. Also, similar to newspapers, radio stations often offer online advertising opportunities or social media outreach in addition to selling airtime — yet another way to promote your town hall! 

[image: ] F5 Tip: Target your advertising timeframe to maximize your limited budget
If your budget is very limited, consider condensing your advertising timeframe (from three to one week before your town hall) or limiting your geographic area (from the entire county to a few select larger cities). Doing so limits the potential audience reached, but maximizes resources and the likelihood your ad will be seen by a specific audience during the most crucial timeframe.  
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