Breaking News – NFI’s Newest Public Information Campaign 
Over a period of a few weeks, I spent much time and effort reviewing various options of how our PIPO committee can best serve our beloved OA fellowship to help carry the message of hope and recovery from compulsive overeating ‘outside’ of the OA rooms. This is a fundamental mission of the PIPO committee. I considered going the familiar route to place an OA ad on a public bulletin board; putting a PSA on radio; an ad on shopping carts in grocery stores; even bus wrap advertising. All these have been done before by PIPO committees across the globe.
However, in this modern world of technology and social media, I prayed long and hard to find something more ‘state of the art’.  Finally, I came across an advertising company called, “Over the Top (OTT) Marketing”, which offers promotion through popular ‘streaming applications and devices’. Fortunately, our Intergroup has budgeted nicely for a 2025 campaign. 
In all honesty, in order for me to grasp an understanding of terms used in today’s society relating to the technology I did not grow up with, I relied heavily on ‘AI’ to educate myself. I did that so I could understand the dynamics of what I was getting in to. So for the benefit of others who may also be unfamiliar, I’ve included some explanations that were of significant help to me.
[bookmark: _GoBack]Streaming is whatever content we provide gets 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 (Public Service Announcement) while they’re on their device.
Device-examples are computers, smart TV, mobile phone and tablets. 
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)
My interest grew as I gathered information on-line. I read about the broad and very specific targeted outreach we could achieve; and the capability this kind of technology has to actually ‘track’ viewers in ways we’ve not had before!! We’ve been promoting, but had no real idea of the reach. So I went ahead and met with a rep. I was over the moon excited. Suddenly I thought, OMG, what if this company is a scam?  In this day and age, just because there is a website, doesn’t necessarily mean they’re legit. So I did some background checking. After they checked out, I met with my committee and this is what we agreed to do:
The campaign ran from 6/18/25-7/16/25, 28 days. We used the WSO 30 second length PSA for the video ad. Our Chairperson also helped to modify the WSO ‘STOP’ poster and we included that 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. If the viewer clicks on it, it brings them directly to our NFI website (oanfig.org) where the viewer can find out about OA; get meeting lists; find out about NFI events; find other OA Resources; and much more.  
As far as ‘who’ sees our ad and ‘when’ our ad ran - people are targeted based on the geographic location we supplied (in this case: parts of Jacksonville and St Johns County); interests we described to them (such as: people searching for weight loss schemes, diets, exercises, cooking networks, diet pills/shots, nutritionists, treatment centers, etc.); age groups we specified. The commercial runs when targeted people are on their device or watching TV.  

Tracking Results on the Video Commercial:
·  Impressions Delivered – 41,133. This means the total number of times our ad was successfully served to viewers 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 was 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 led 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? God’s will be done….
I’ll end by saying, it’s because of the generous donations that members of our beloved fellowship contribute that help make this kind of outreach even possible!!
In loving service, 
Nancy K, NFI PIPO Chair
