NFI Announcements for PIPO-8.16.25 
· Completed the promotional campaign with, “Over the Top (OTT) Marketing”, which offers ‘State of the Art’ advertising through very popular ‘streaming applications and/or devices’. 
· Streaming means whatever content we provide would get streamed out to viewers in real time, to watch or listen to, without them having to fully download the file first. (For example- they automatically get our PSA video while they’re on their device.)
· Applications are the programs or services—they are app’s that provide access to the streaming content where our ad was delivered. (For example, our ad could appear on Hulu, Disney, Netflix, Paramount, Peacock etc. - on a device such as a computer, smart TV, mobile phone and tablet)

This a review from June’s NFI meeting. (The results of the campaign follow after):
· The campaign ran 28 days, from 6/18/25-7/16/25.
· We used the WSO 30 second length PSA for the video ad. 
· The WSO ‘STOP’ poster was modified and we included it as a ‘still shot’ which they call a “Pause Ad” commercial. It holds on the screen for 15 – 30 seconds. Also included on the Pause Ad is NFI’s QR code, and if the viewer clicks on it, brings them directly to our NFI website.  
· We selected geographic location of Jacksonville (FL), ages 35-54; and also St Johns County (St Augustine), ages 60-75.
· As far as ‘who’ sees our ad and ‘when’ our ad ran - they target people based on the interests we described to them; and they serve the commercial when these people are on line or on TV watching.  
· They use an individual’s IP address and follow the person who fits in the demographic “interests” we asked them to use. (IP=Internet Protocol is the unique identifier assigned to each device, another words, the home address.)

Tracking Results on the Video Commercial: 
· Impressions Delivered – 41,133. This means: The total number of times our ad was successfully served to a viewer on the OTT platform. Full transparency: this is regardless of whether they watched it fully or interacted with it. 
· Completed Video View – 35,394. This means, “The number of times our video ad was watched all the way to the end by a viewer.” It’s a strong signal of viewer engagement and message delivery.
· Video Completion Rate (VCR) – 86%. VCR is a performance metric that measures the percentage of video ads that are watched to completion compared to the number of times they were started. This percentage helps us assess viewer engagement with video ads. A high VCR suggests the content is compelling or targeted effectively. Low VCR could indicate ad fatigue, poor targeting, or content that's not engaging.
· Households Reached – 21,549. This is based on the IP address which is the unique identifier assigned to each device, another words, the home address.
· Average Frequency – 1.9. The average number of times a unique viewer saw our ad during the campaign. Another words, how often our message is being repeated to the same person
· Clicks on the Commercial – Total of 45. The "clicks" metric typically refers to the number of times viewers clicked on a clickable element in or after viewing our ad.

Tracking Results on the Pause Ad Commercial:
· The ‘Pause Ad’ - ran 4,718 times. 
· Completed View – 3,964
· Video Completion Rate (VCR) - 84%
· Households Reached - 2,668
· Average Frequency – 1.8
· QR Code Hits from our ‘Pause Ad’– Total of 45 scans of the QR code which lead the viewer directly to our NFI website.

· Next step: I’ll be forwarding this information to our Region 8 PIPO Committee, which I believe will speak for itself. My goal is to obtain additional funds for broader advertising. Perhaps it will resonate with other Regions as well, for a more global outreach? 
· [bookmark: _GoBack]I’ve drafted an article regarding this for our September Inner Voice Newsletter; and will also forward the article to Barb for Region 8 Newsletter.

· I registered for NFI to hold a spot at the “5th Annual Recovery Fair/Rally for Recovery”, on Sat, Sept 6th, 2025 at 10am -2pm.  It will be held at St Augustine Classic Car Museum, 1400 Old Dixie Highway, St Augustine, FL 32084 (same location as last year). 
The event is coordinated by EPIC Behavioral Healthcare. They’ve been hosting the event each year. The flier states, “The goal of the Recovery Fair/Rally for Recovery is to celebrate those in mental health and/or substance use recovery, honor those we have lost and provide education and resources to our community.” 
Our cost is only $15 fee to reserve a 10 ft table. Recovery groups do not pay a fee to host a booth. 

· I’ll be forwarding this year’s copies of my monthly PIPO reports to Brian to add to our NFI website, to be included in our PIPO tab.

· Still tabled - the idea of forming an OA ‘Hotline’, to be monitored by Region 8 PIPO members, along with other volunteer members. 

