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Clark County Fatherhood Initiative 
Marketing Project

Principles of Marketing – Spring 2012

Project Summary

• Provide a “real-world” scenario for students to 
improve understanding of how to apply 
marketing principles

• Assist the Clark County Fatherhood Initiative 
with building awareness and enrollments in 
“My Dad Rocks” program and Father 
Education programs
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Situation Analysis

• Define key messages for each program

• Create a design and develop ideas for effective 
communication building on key messages

• Review possible communication strategies 
including public relation to best address the 
targets and increase program enrollments

My Dad Rocks – Marketing & Positioning

• Current message should remain: “to recognize 
and honor outstanding father figures in Clark 
County”

• Remain focus on Clarke County schools but 
drive effort to have schools make part of 
curriculum where kids complete assignment 
during school

• Increase parent’s awareness through update 
brochure and other awareness techniques 

Jonathan Veith, Taylor Brock
Emily Swanson, Kevin Napp
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My Dad Rocks – Marketing & Positioning

• Target Market 3-6 Grades Kid in local schools: 

• Main Message: “Why does Your Dad Rock? Show or tell why 
your Dad is amazing through an essay or Art Project. Prizes 
will be awarded for outstanding projects.”

• Strategy:  Work with local schools and teachers to encourage 
completion of the “My Dad Rocks”  during school hours. In an 
effort to include parent involvement include a certificate of 
completion and fake tattoo or stamp with a “My Dad Rocks” 
Logo, which would prompt communication at home with 
Fathers.

Jonathan Veith, Taylor Brock
Emily Swanson, Kevin Napp

My Dad Rocks – Marketing & Positioning

Classroom Presentation Objectives:
• Communicate the program and purpose of “My Dad Rocks” to the 

children.

• Have students complete projects during that class time in order to 
increase participation.

• Upon completion, give students a “My Dad Rocks” fake Tattoo

– Goal is to have parents ask their student what the tattoo is for to 
further market the campaign.

• Upon completion, give students a hand-out to take home to their families 
further explaining the program. 

– This will complement the tattoo, and is marketed more towards 

parents.

Jonathan Veith, Taylor Brock
Emily Swanson, Kevin Napp
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My Dad Rocks – Design

• Design objectives

• Logo creation

Brooke Hawkins

My Dad Rocks – Design

Brooke Hawkins

• Simple design appeals to kids and parents
• Separate color schemes for boys and girls
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My Dad Rocks – Design

Amy Reisenweaver

• Design appeals to kids and parents
• Kids catch the most important information
• Colors are simple yet modern, appealing to older children

My Dad Rocks – Design

Jennifer Ward

• Brochure insert includes paper 
for creating origami frog

• Creates interest for kids, 
something to play with

9
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My Dad Rocks – Design

Jennifer Ward

• The brochure should be printed on an 8.5 x 11 inch 
page, double-sided, both sides printed upright.

• The insert dimensions are: 2.9 x 6.4 inch page, 
double-sided.

• The origami paper should be approximately 2.75 x 5 
inches. Do not use card stock for the origami paper,  
it is too rigid.

My Dad Rocks – Design

• 1,000 flyer inserts, 8.5 
x 3.5 white smooth 
soperset offset #60, 
digital color printing 
on 2 sides - $197.35

Printing

11
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My Dad Rocks - Implementation

• Target Audience
– Elementary Students and parents

• Local Non-profit

• Implementation Strategy
– Schools

– YouTube

– Newspaper

– TV/Radio

– Local non-profit

– Local Businesses

Anna Reisenweaver, Frank McKenzie, Chance Rollins, Wesley Hrushka, 
Jered Stonge

My Dad Rocks - Implementation

Through Schools

1. Brochures
Distribute the brochures and temporary tattoos created by Team 2 to teachers and principals so
they can give them to the students.

2. Phone calling system
Request that the school district superintendent place a phone call to the district using the

automated phone calling system to promote the Celebrate Fatherhood Rally, as was done last
year.

3. Email List
Work with the school to advertise the contest through an automated email sent out to parents.

4. Temporary Tattoos
Student receive a My Dad Rocks fake tattoo upon completion of the program, which will provide an

incentive for them to participate.

Anna Reisenweaver, Frank McKenzie, Chance Rollins, Wesley Hrushka, 
Jered Stonge
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My Dad Rocks - Implementation

• YouTube
– Create video to use for promotion next year.  The video would be filmed at the 

Celebrate Fatherhood Rally and would feature students talking about their 
dads.

• • Newspaper
– Submit logo (from Team 2) and advertisement (from Team 1) for the Celebrate 

Fatherhood Rally to local newspapers approximately 3 weeks to a month in 
advance.

– Invite reporters and newspaper staff to the Celebrate Fatherhood Rally and 
possibly interview My Dad Rocks contest winners and their parents.  This 
would also serve as promotion for next year’s contest and rally.

– Discuss the possibility of a news story promoting the Celebrate Fatherhood 
Rally to be placed on the newspaper website.

Anna Reisenweaver, Frank McKenzie, Chance Rollins, Wesley Hrushka, 
Jered Stonge

My Dad Rocks - Implementation

• TV/Radio
– Ask local radio stations to donate airtime to advertise the Celebrate Fatherhood Rally.

– Invite TV reporters and staff to attend the Fatherhood Rally.  This would also serve as 
promotion for next year’s contest and rally.

• Local Non-Profit Organizations
– Distribute brochures and other materials to local organizations (social services, churches, etc.) 

to promote the Celebrate Fatherhood Rally.

– Offer organizations the opportunity to present booths or materials at the Rally.

• Local Businesses
– Solicit donations or sponsorships from local businesses (i.e. food, prizes, cash donations) for 

the Celebrate Fatherhood Rally.

Anna Reisenweaver, Frank McKenzie, Chance Rollins, Wesley Hrushka, 
Jered Stonge
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POP’s  - Marketing Strategy

• Growing Fathers in the Community

• Equipping Fathers For Growth

– Fatherhood Relationships

– Turning men into capable fathers

– Instructing men to become great fathers

– Giving fathers the tools to succeed in parenting

Mission

James Brittin, Theo Hines
Aaron Free, Callan Yeates

POP’s – Marketing Strategy

• Reach low income fathers in Clark County to partake 
in the Fatherhood Initiative

• Find cost-effective way to market (FI) training plan

• Increase interest in POPS programs and the Clark 
County Initiatives

• Encourage fathers to join a network of other fathers 
in the community

Objective

James Brittin, Theo Hines
Aaron Free, Callan Yeates
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POP’s – Marketing Strategy

• Schools, Churches, low income assistance – Goodwill, 
Salvation Army

• Internet, Facebook, Twitter, Television

• Mail, Billboards, Newspaper ads, etc.

• Cost effective way: 

– Website with videos of Testimonials of fathers and 
children and pamphlets 

– Target areas and businesses that fathers would 
frequently use/visit (Automotive stores, etc.)

Communication Channels

James Brittin, Theo Hines
Aaron Free, Callan Yeates

POP’s – Marketing Strategy

• Discover areas where fathers in Clark County 
spend their time

• Bring pamphlets to those areas to get the 
word out

• Develop a Facebook page for FI Clark County 
chapter that can lead to their website

Marketing Plan

James Brittin, Theo Hines
Aaron Free, Callan Yeates
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POP’s – Design

• Use postcards and posters to inform and entice fathers to 
come to POPS events.

• Use Facebook to provide fathers with information on the Pops 
Class from the privacy of their own home.

• Use Facebook to track interest
• Promote the potential rewards for completing the POPS 

courses.
• More time with Children.
• Free Outings

• Emphasize It is a Community Group
• Get promotional material in front of fathers in the target 

market.

Strategy

Alex Esbenshade, Dane Gordon
Sarah Rothhaar

POP’s – Design

– Draw Attention of Males

– Simple and Engaging

– Use Humor

– Bright Masculine Colors

– Explain Fatherhood Initiative Mission

– Relay Information on POPS 101 Classes

Design Objectives

Alex Esbenshade, Dane Gordon
Sarah Rothhaar
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POP’s – Design

Logo Design

As a whole this logo is meant to represent the 
positive prospects of being a father, but also to 
show that it is only natural for new fathers to have 
doubts and concerns

Alex Esbenshade, Dane Gordon
Sarah Rothhaar

POP’s – Implementation

• Since the Fatherhood Initiative focuses 
specifically on teaching fathers proper parenting, 
I wanted to design this with the father being the 
central figure. 

• The shadow of the man represents every man 
and is meant to apply universally to all new 
fathers or fathers to be.

• The children’s shadows are blended into question 
marks to reference the uncertainty of what 
prompts fathers to take the POP’s 101 classes.

Logo Design Concept

Alex Esbenshade, Dane Gordon
Sarah Rothhaar
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POP’s – Implementation

– Primarily Text Oriented
– Small Enough to Take with Them
– Uses Humor to Stimulate Interest

• Funny Fatherhood Tips
• Fatherhood Quotes

– Features Logo
– Double-sided

• Front Side: Fatherhood Tips
• Back: 

– Information On POPS 101 Classes and Fatherhood Initiative
– Times and Location of Classes
– Links to More Information
– Who, What, Where, and Why Information

– Blue (Masculine) Color Scheme

Postcard Design

Alex Esbenshade, Dane Gordon
Sarah Rothhaar

POP’s – Design

Postcard Design

Front

Back

25
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POP’s – Design

Poster Design
– Image oriented

• Use Images from Fatherhood Events and POPS Courses

– Designed to Stimulate Interest vs. Provide Detailed 
Information.

– Simple Design
• Blue (Masculine) Color Scheme
• Easily Readable Text
• Not Cluttered

– Links to more information
– Coordinates With Postcard Design
– Directs Viewers to Take Postcard

Alex Esbenshade, Dane Gordon
Sarah Rothhaar

POP’s – Design

Poster Design

Alex Esbenshade, Dane Gordon
Sarah Rothhaar
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POP’s - Implementation

• Who
– Men, 18-35, with children.

– Donors

– Mentors

– Volunteers

• What
– The Fatherhood Initiative is a place where men come 

together in community to learn how to be better fathers

– The Fatherhood initiative promotes healthy families and 
enables fathers to be the best dads they can be

• Where
– Clark County Chloe Johnson, Laura Pegram

Daniel Waits,  Zak Weston
Zak Ziegler

POP’s - Implementation

• Facebook page

• Local newspapers, television, & radio

• First Fridays

• Public locations

– Restaurants

– Doctors’ offices

– Libraries

– Bars

Chloe Johnson, Laura Pegram
Daniel Waits,  Zak Weston
Zak Ziegler
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POP’s - Implementation

• Free

• Fast

• Reach more Fathers

• Place for men to network

• Convenient

• Low Maintenance 

• Track member statistics 

Chloe Johnson, Laura Pegram
Daniel Waits,  Zak Weston
Zak Ziegler

The Fatherhood Initiative 

1.Add Photos of events

2.Provide Information 
about programs

3. Post Instant Updates

4. Gather usage data

31
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POP’s - Implementation

• Referrals and Mentors

– Testimonials – Facebook and postcards

– Survey of past participants

• Partner with Marriage Resource Council

• Tie POPs with Learning Café classes

• Use QR codes on postcards and posters to 
direct to website and signup pages

Chloe Johnson, Laura Pegram
Daniel Waits,  Zak Ziegler

POP’s - Implementation

• Churches
– Bulletin announcements
– Venues for classes

• PTA
• Pregnancy resources centers
• Faith-based organizations
• YMCA & YWCA
• 4H
• Schools & Teachers
• Daycare facilities

Chloe Johnson, Laura Pegram
Daniel Waits,  Zak Ziegler
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POP’s - Implementation

• Use stories of real fathers and families in advertising – showcase success stories!
• Use the My Dad Rocks event as a platform to get into news coverage and public 

outreach channels
• Have links between website, Facebook page, and newsletter
• Obtain endorsements from community leaders, local celebrities and well-

connected organizations
• Intrinsic motivation is the key to success.  Men need to be motivated to be better 

fathers than their fathers were, and become even better fathers
• Work with Marriage Resource Council, since men moving towards marriage are 

presumably also nearing fatherhood
• Local organizations/businesses/individuals could sponsor aspects of the 

Fatherhood Initiative
• Survey current and past participants to determine how and where they heard 

about the Fatherhood Initiative programs
• How has the Fatherhood Initiative worked with churches in the past?

Zak Weston

Student Reflections on Project

• Initial

• Post

35
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Summary and Impact to Class

• Project provided a great opportunity for 
students to associate marketing principles to a 
“real-life” situation

• Marketing of a Non-profit is different in the 
sense you are not marketing a product but the 
ramification of marketing are just as important

37


