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The communications department, similar to the IT and Human Resources departments, 
exists to support the needs—from strategy to tactics—for all Kiwanis departments. In 
addition, we create materials to assist districts and clubs in their work. We serve as a sort 
of internal agency within Kiwanis, we conduct our selves as an agency and view our 
colleagues and the members who need our help as clients—and as clients, we work to 
provide the best possible counsel, the best possible strategy, the best possible tactical 
collateral solutions, on time and within budget. At any given time, we have more than 200 
jobs logged in our robohead work database in various stages of planning and execution.
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Before we talk about the ad campaign and that big hairy number you see in the budge 
request, I want to make sure we all understand what advertising can and cannot do, 
because I think there is some confusion on this matter. Advertising does not make you buy 
something—Advertising makes you remember it. So that when you are ready to buy, your 
brand is top of mind. An add will not make you get up from your seat and buy a Kit-Kat bar. 
But it will make you think about it.And think about it again later when you find yourself 
singing the Kit-Kat give-me-a-break jingle. And again, when you’re at the gas station or 
checkout line and you see the candy display. An ad won’t make you join the gym or a 
Kiwanis club. What an add WILL do is make you stop and think—even for a second—about 
something that probably never crossed your mind before. And when you see the Kiwanis 
road sign later you think about it again. And when your neighbor mentions going to a 
meeting, you think about it again. Advertising creates warm leads. And it’s much easier to 
sell something when the lead has been warmed. That is a fact.
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What we don’t know and likely wouldn’t for a long time if ever are conversion rates. We 
introduced advertising for the first time, in markets where we’ve never previously 
advertised. Like I said, ads don’t make people buy things—they make you remember them. 
It will take several touches—the most important being from a current member inviting 
someone to experience Kiwanis—to create the conversion action. 
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The most engaged audience was women 45-54 with a household income of $100-150k
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We have created 2 new presentations you are welcome to use—One about branding, which 
will need to be pushed more than ever next year; and one about resources available to 
clubs, members, divisions.
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