
UPDATE
Creative
• We are producing and rotating two 1:20 second and 

two :60 second DRTV spots. Spots will be tested in the 
marketplace to measure maximized effectiveness.

• The goal of the spots is not brand saturation, but to 
entice a 45+ female donor to give. Therefore, the final 
cuts aim to be both informative and emotive, while 
also trying to differentiate us from our peers in the 
marketplace.

• To differentiate, spots will use one or two patient 
stories (and many background visuals) that evoke an 
understanding of the depth and breathe of the  
diseases/issues/situations that children’s hospitals 
tackle.

• Spots will be hospital agnostic and frequently 
reference that funds benefit the local member 
hospital.

• Spots are not finalized, but need to be to stations by 
the week of 8/9.

• Spots will be shared as appropriate when finalized. 

Spot Placement
• CMN Hospitals DRTV spots will be in market over 

approximately 90 days with defined “Test, Validate and 
Scale” timeframes. 

• The “Test” flight will be in market from 8/16 to 9/5 with a 
goal of creating baseline metrics, establishing 
benchmarks and defining the outlets/dayparts that will 
be the most effective in generating sustaining donors. 

• The ”Validate” flight will be in market from 9/13 to 10/3 
with a goal of narrowing the placement focus and 
optimizing performance. 

• The “Scale” flight will be in market from 10/11 to 10/31 with 
the goal of scaling and maximizing donor acquisition. 

• As a reminder spots will be placed on national cable and 
broadcast outlets to attempt to achieve 100% national 
coverage. Sample DRAFT media mix enclosed. 

• While outlets will vary throughout the pilot based on 
performance, spots will be placed in outlets such as 
HGTV, The Food Network, The Cooking Channel, TLC, 
Animal Planet, A&E, Hallmark Channel, Decades, DIY and 
more. 



UPDATE
Process & Systems
• The DRTV campaign will use Listen Trust as our partner 

call center, our Donornet software and the customized 
URL of HelpKidsToday.org.

• The donor experience from donor conversion to on-
going journey has been meticulously defined and 
tested over the last several weeks.

• Upon click/call, the donor experience will include a 
process for identification of the local hospital(s) being 
supported by each donor and an overall localization of 
the donor journey. 

• CMN Hospitals will be supporting the DRTV pilot 
campaign with a multi-faceted marketing campaign 
to include radio advertising, social advertising, social 
media, paid search and PSA placement.

• As requested by some markets, as we near the launch 
date of 8/16, hospitals will be provided a digital 
“toolkit” of assets in case any hospital wants to 
support the spots in their markets (this is in no way 
required!)

Pilot Analysis
• CMN Hospitals DRTV pilot will be out of market on Nov 1. 

At that point, the CMN Hospitals leadership, our agency 
partners and the CDO Advisory Subcommittee will be 
analyzing overall pilot performance. 

• Some metrics to be reviewed include total volume of 
calls/clicks, call capture rate, donor conversation rates, 
average gift amounts, credit care use, geographic donor 
breakdown, overall ROI, future financial outlook, and 
much more. 

• Based on this analysis, the CDO Subcommittee will make 
a recommendation on December 1 to the CDO Advisory 
Committee around if they believe CMN Hospitals should 
continue to engage in DRTV or not. The CDO Advisory 
Committee will then make their own DRTV 
recommendation to the CMN Hospitals Board of Trustees 
on December 9. 

• The CDO Subcommittee will work with CMN Hospitals 
leadership to ensure timely communication to the 
network around analysis data, recommendations and 
move forward decisions. 
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