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WE ARE...



RFP TAKEAWAY



• Increase volunteers for the Food Rescue campaign
• Increase brand awareness

Current Target Audience:
 18-45 year old
 Philadelphia area residents

RFP TAKEAWAY



COMPETITIVE 
ANALYSIS



CURRENT ADVERTISING



• Local and national nonprofits
• Community organizations

TOP COMPETITORS



RESEARCH



• How does our audience spend their time?

• What factors convince our audience to 
spend their time volunteering?

RESEARCH OBJECTIVES



• Survey distributed across platforms
 472 total respondents between 18-45
 Primarily college students and young professionals

• 8 in-depth interviews

RESEARCH OVERVIEW



KEY INSIGHTS



84% 56%
believe that 
volunteering 
with local 
non-profits is 
important.

have volunteered 
in the past 
with various 
organizations.

KEY INSIGHTS



KEY INSIGHTS

68% 53%
say they don’t 
have the time to 
volunteer

say they don’t know 
where to volunteer



KEY INSIGHTS



57% 60%
have heard of 
Philabundance

do not know what 
food rescue is

KEY INSIGHTS



POSITIONING



For the busy Greater Philadelphia millennials who value 
connecting with people and want to have a positive 
impact on the city in which they live, Philabundance 
and its shift at the Wholesale Produce Market is the 
perfect opportunity to have an immediate impact 
on the people of the community by working with 
an honest organization dedicated to a cause that 
everyone can be passionate about: food for all.

POSITIONING STATEMENT



Philabundance is an organization that improves the greater 
Philadelphia area, but we are losing volunteers to other more 

widely known volunteer options because of a lack of brand and 
cause awareness among the target audience.

KEY BUSINESS ISSUE



To persuade Philadelphia area millennials that volunteering with 
Philabundance at the Wholesale Produce Market is a rewarding 
way to spend their limited time that will add value to their life, 

while reducing food insecurity and waste in the area.

COMMUNICATION OBJECTIVE



TARGET AUDIENCE



18 to 35 years old
Greater Philadelphia area residents
Value connecting with people
Misplaced priorities
Value working towards a common goal
Use public transit as primary mode of transportation

TARGET AUDIENCE



JAMES, 22

• Final year of University - majoring in Political 
Science

• Head of Philanthropy of his fraternity

• Wants to make a difference in the world

• Likes to wear brands and logos  

• Will motivate his peers to rise to the 
challenge



SOFIA, 19

• University work study

• Not against volunteering but doesn’t have the 
motivation to go alone

• Feels overwhelmed with Netflix and school work

• Consistently high GPA 

• Travels primarily via ride sharing or using the 
subway



DWAYNE, 28

• College graduate

• Hasn’t volunteered before

• Values protecting the environment 
and supporting honest companies

• Has more free time than he’s used to

• Spends his time with friends or in his 
apartment watching Netflix

• Not from Philadelphia, but moved 
here for school and stayed post-grad



KEY BENEFIT



Volunteering with Philabundance is an opportunity 
to be an integral part of creating food security 

and reducing food waste in Philadelphia.

KEY BENEFIT



FEATURES



POSITIVE HONESTENGAGING

TONE



THE BIG IDEA





CREATIVE

























SOCIAL MEDIA



#







DIGITAL







PRODUCTION







MEDIA PLAN



MEDIA FLIGHT



OOH - $62,088
Print - $5,560
Digital - $25,168

Production - $3,991.20

Total 2018 Spend - $96,807.20

BUDGET BREAKDOWN



total impressions
over a 4 week campaign

228,8125 out of 10
adult viewers searched 
online for more information

OUT OF HOME



57,500 readers 
in Philadelphia

PRINT

45% 48%
of readers 
between 
ages 25-44

of readers 
volunteer



Most commonly used 
among our target

Best opportunity for 
return through clicks on 

embedded links

Highest amount of
current followers

SOCIAL MEDIA



SUCCESS METRICS



30% increase
in volunteers at the Philadelphia Wholesale 

Produce Market shift

SUCCESS METRICS



SUCCESS METRICS

35% 50%
increase in 
Philabundance 
communication 
awareness

increase in followers 
on Instagram



THANK YOU


