INTRODUCTION:
Meet Element Ad 2. The Ad 2 Dallas pro-bono advertising agency comprised of industry
professionals, who work together to create a fully-integrated advertising campaign for a local
nonprofit – all at no cost. We do everything from market research, strategic planning, creative
concepting, production, public relations, and media buying. After the success of our campaign
last year, the public service board doubled in size along with an increase in volunteer recruitment
(Exhibit 1).
CALL FOR APPLICATION AND SELECTION PROCESS:
Our team sought applications via a submission forms on the Ad 2 Dallas website and
social media accounts (Exhibit 2). We were fortunate to receive several submissions early on in
our application process from amazing 501(c)3 organizations that caught our team’s attention.
Through our selection process, we interviewed two finalists: New Friends New Life and Bonton
Farms. After an in-depth 1 hour interview and tour of the facilities, the team unanimously felt
that we could do the best work for Bonton Farms. “The problem was much bigger than planting a
garden...we’ve provided the first piece of the puzzle to create jobs, to provide food…that’s just
the beginning.” said Executive Director Daron Babcock. What we loved about Bonton Farms
was that it is unique to Dallas and their inspirational message that people can overcome their
circumstances to better their lives. Our client was ecstatic at the opportunity to have a 360
marketing campaign (Exhibit 3). On October 1, 2018, we announced our partnership with
Bonton Farms via Ad 2 Dallas’ social media channels and thus, the true work began (Exhibit 4).
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SITUATIONAL ANALYSIS AND BACKGROUND:
According to Forbes, the Dallas area is one of the fastest growing metro areas in the
country. The glitz of the city, lucrative business opportunities from the 22 Fortune 500
companies that moved here in 2017, low cost of living, and high quality of life attract people in
droves (Exhibit 5).
However, under the glittering façade lies a dark past that has manifested itself in the
forgotten neighborhood of Bonton – just a 7-minute drive from downtown Dallas. The Bonton
neighborhood came to be in the mid 20th century as black families were forced from more
Northern parts of the city by racism, including a series of bombing attacks (Exhibit 6). For
decades, the area has been absent of grocery stores, reliable transportation, access to healthcare,
schools, gathering places, and other staples that communities need to survive, let alone flourish
(Exhibit 7). Bearing the brunt of being a food desert (Exhibit 8), Bonton residents suffer from
double the rate of heart disease, cancer, stroke, diabetes, and childhood obesity than the rest of
Dallas County as most residents get their food from the corner store (Exhibit 9).
In recent years, the city of Dallas and numerous organizations have worked in
partnership (Exhibit 10) with Bonton Farms to breathe renewed life into the neighborhood but
one critical piece was missing, the access to fresh food (Exhibit 11).
Bonton Farms now operates a 40-acre urban farm with donated farming equipment and a
smaller farm that includes goats, chickens, and turkeys situated next to the recently-opened
Market (Exhibit 11). The Market cafe uses Bonton Farms products for healthy meals, offers
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cooking classes and a simple grocery selection. Our client, Daron, hopes that Bonton Farms
continues to be a working example for poverty-alleviation and resident empowerment.
PROJECT DESCRIPTION:
While Bonton Farms receives fairly consistent media coverage, that coverage focuses on
the “Farm” and “Food Desert” aspect of the organization (Exhibit 12). However, Bonton Farms
has become much more than a farm. Our client needed to communicate their overarching goals
for Bonton Farms to the Dallas Community and explain that the organization provides services
that go far beyond just growing fresh produce on-site. Element Ad 2 sought to create a campaign
that was both inspirational and informative to spread accurate brand awareness.
MARKET RESEARCH:
To better understand food deserts and the causes and effects associated with them, we
utilized syndicated research studies from the American Nutrition Association and the USDA.
A food desert is defined as areas void of fresh fruits, vegetables, and other healthful foods, and
no car or supermarket within one mile. Unsurprisingly, food deserts are disproportionately found
in disadvantaged neighborhoods.
South Dallas, where the Bonton neighborhood is located, has been a long-time food
desert (Exhibit 13). Historically, the City of Dallas has had many failed attempts to solve this
issue including a 2016 campaign offering a free 25,000 square-foot facility and $3 million
incentive for any grocery retailer to open shop. However, there were no takers (Exhibit 14).
Our research also uncovered that simply opening a grocery store in a food desert is not a
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solution. Studies showed that when given the ability to purchase an array of nutritious foods,
people default to the same food products as before. This showed us that it is more than inequality
in access to grocery stores that causes poor and low-income people to eat "cheap, high-calorie,
less nutritious" diets. Those who have a better education about nutrition specifically are an
additional 7 percent more likely to choose more nutritious foods (Exhibit 15).
OBJECTIVES:
The campaign’s top objective is to spread awareness of Bonton Farm’s mission “to
restore lives, create jobs and ignite hope” to both target audience members unaware of Bonton
Farms and those with an existing, baseline understanding of the mission.
This objective requires shifting the perception of already-aware audience members from
“Bonton Farms is just a farm in an impoverished community” to the more accurate depiction that
“Bonton Farms creates a positive ripple effect that is helping the Bonton community thrive”.
TARGET AUDIENCE:
In tandem with the name Bonton Farms, there is awareness and understanding of the
organization in the greater Dallas area through social media or retail interactions at the Dallas
Farmers Market. But this introductory level of awareness typically remains surface level for this
audience (“Bonton Farms is just an urban farm in a Dallas Food Desert”) and isn’t compelled to
further understand the organization’s overall mission.
To go beyond the farm to educate on how Bonton Farms empowers the impoverished
community through fresh food, education, and boosting the local economy, the target audience
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had to have a propensity to care not just for agricultural intervention, but organizations that focus
on community and social justice.
We identified our target audience as individuals who understand that better realities are
possible for people who have been marginalized, and want to take ownership of problems facing
their greater community. They care for other community-building organizations such as
Boys+Girls Clubs, United Way, Habitat for Humanity, and social movements such as Black
Lives Matter and diversity and inclusion initiatives. They are Dallas area residents ages 25-34
who are active in the community and have the means to give back.
STRATEGY AND EXECUTION:
Once our team understood the target audience and campaign objectives, we developed a
creative brief prior to creative concepting (Exhibit 16). The single most persuasive idea was,
“Bonton Farms creates a positive ripple effect that is helping the Bonton community thrive.”
We then briefed two creative teams, who each came back with their own interpretation of the
strategy. One campaign strongly leaned into the idea of societal change, while the other focused
on a more holistic and heartful approach (Exhibit 17). After presenting both campaigns to the
client in person, they strongly connected with the concept that asked for societal change,
“Redefine Community.”
“Redefine Community” grew out of our desire to show the positive ways that Bonton
Farms has changed the area. This concept allowed us to highlight how Bonton Farms has and
continues to grow to service the community beyond fresh produce.
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Television: Our TV spots were the perfect platform to educate how Bonton Farms is
reviving their community by allowing us to fit all their key messages through storytelling. The
visuals and voice over begin with how it started as a farm and kept growing. This reinforces how
access to fresh food can act as a ripple effect for positive change. We felt that we could increase
brand awareness best through visual storytelling and an inspiring message of humanitarianism.
We created a :30 spot (Exhibit 18) and a :15 spot (Exhibit 19) to run on local news stations,
cable, and digital television channels.
Digital out-of-home: We selected three key messaging points to hit on Bonton Farm’s
poverty alleviation initiatives as teasers to guide the viewers back to the website. The imagery
used came from the on-set photographer to supplement the TV assets (Exhibit 20). Big Outdoors
donated 10% share of voice of the Victory Park digital network for four weeks, which is a huge
win for us because it attracts our target audience. It is home to over 2,000 residences, and
street-front retailers and restaurants. Most importantly, within Victory Park are the performance
venues, American Airlines Center, home of nightly concerts, the Dallas Mavericks, and the
Dallas Stars (Exhibit 21). In addition, Clear Channel Outdoor donated static digital billboards in
the Dallas area.
Paid Social: Element Ad 2 customized device-agnostic creative video assets (Exhibit 22)
for platforms and placements most suited for video content. The campaign includes :06, :15, and
:30 second video lengths for ad-level optimization under each audience segmentation; allowing
the platforms to utilize a stacked Budget Optimization method. Cost per Completed View
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(CPCV), Estimated Ad Recall Lift Rate (EARLR), and Video Completion Rate (VCR) are
jointly monitored with ancillary metrics in real-time (and post-mortem) to determine success of
our objective to increase brand awareness across primary audiences. #RedefineBonton will also
track brand awareness lift in rates of new sentiment.
Website: We worked with Bonton Farms to update their website and integrate our
campaign messaging into the homepage. Using Google Analytics, we will measure where users
are coming from (specifically looking at referrals from Facebook and other arms of our
campaigns) to get to the Homepage, new consolidated About page, and the Market page. By
measuring time on page we can infer the user read or absorbed the new messaging and content
for each page, therefore becoming more aware of the more diverse service set and mission.
Activation:  We approached the AAF Dallas’ Public Service team to partner with them
to further serve Bonton Farms in an activation to help bring the community together beyond the
campaign. Through discussion and brainstorming, we realized that commissioning a pro bono
mural for the Dallas Farmers Market would bring the campaign message directly to the general
public in a visually impactful way (Exhibit 23). This will also provide an opportunity to survey
the Dallas Farmers Market visitors to further measure the influence of our campaign’s
effectiveness at a grassroots level.
RESULTS:
The Redefine Community campaign is set to launch on Monday, March 4. To date,
Element Ad 2 has secured an estimated $100,000 in media donations and nearly $200,000 in
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production and editing costs. We also secured $1,000 in donations from our Element Ad 2 Go
Fund Me page to fund a paid social campaign (Exhibit 24).
The social media portion will target 890,000 potential users. A single-frequency approach
for maximum brand awareness reach generates cost-efficiency buys for the planned $3.92 CPM
goal. Using audience segmentation, multi-variance creative, device-agnostic placements, and
budget optimization results in a well-rounded social media execution promoting cost-efficiency,
increased ad recall lift, and scalability.
The Clear Channel digital bulletin placements will result in an estimated 1,126,244
impressions each month. Big Outdoor digital panels at Victory Park will result in approximately
2,252,488 impressions. Spectrum TV will yield 22,829,932 impression across the campaign’s
flight dates. Post-click brand awareness behavior is attributable to lift in website activity; referral
point of entry, session time, pages per session, bounce rate, and movement to interior pages
complete the transition into a higher level of awareness.
CONCLUSION:
Bonton Farms is an inspiring example of how one person’s vision can turn into an
organization that will reshape an entire community. With the launch of the “Redefine
Community” campaign, Dallasites will come to learn about the full scale of Bonton Farms’
operations. As Bonton Farms has shown, giving a community the tools to succeed will ultimately
help them thrive. Our campaign is giving Bonton Farms even more tools to succeed, and we
can’t wait to see how they continue to restore lives, create jobs and ignite hope.
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Exhibit 1 (Introduction)
Element Ad 2 Org Chart

9

Exhibit 2 (Call for applications and selection process)
Call for Entries Social Announcement
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Exhibit 3 (Selection process)
Congratulations Email to Bonton Farms
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Exhibit 4 (Selection process)
Partnership with Bonton Farms and Element Ad 2 social announcement
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Exhibit 5 (Situational analysis and background)
Dallas Business News

and Forbes Articles
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Exhibit 6 (Situational analysis and background)
History of Bonton bombings and flooding
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Exhibit 7 (Situational analysis and background)
Documentary on the history of Bonton
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Exhibit 7 (Situational analysis and background)
American Nutrition Association Food Desert Definition
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Exhibit 8 (Situational analysis and background)
South Dallas Health Statistics https://youtu.be/l1T74We9mXM (:07-:25)
“Men here live an average of 11 years less than men in the Dallas County at large, we have
doubled the rate of stroke, double the rate of cancer, doubled the rate of diabetes, double the
rate of heart failure and a much more significant rate of childhood obesity.”

]\
Bonton Farms Website (Our Story - 2nd column for stats)
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Exhibit 9 (Situational analysis and background)
Weak economic infrastructure
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Exhibit 10 (Situational analysis and background)
The AIA Emerging Leaders Design a Healthier Community
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Exhibit 11 (Situational analysis and background)
The Bonton Market Opening
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Exhibit 12 (Project Description)
Bonton Farms “Farm and Food Desert” focused articles

Dallas Morning News Article
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Exhibit 13 (Market Research)
Dallas Food Desert Map
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Exhibit 14 (Market Research)
Dallas fails to bring an end to Food Deserts
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Exhibit 15 (Market Research)
Food Deserts Nutritional Inequality
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Exhibit 16 (Strategy and Execution)
Creative Brief
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Exhibit 17 (Strategy and Execution)
Creative Concept Presentation (Truncated)
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Exhibit 18 (Strategy and Execution)
:30 TV Spot Storyboard
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Exhibit 19 (Strategy and Execution)
:15 TV Spot Storyboard
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Exhibit 20 (Strategy and Execution)
Animated Digital Out Of Home (Victory Park Placement)

29

Exhibit 21 (Strategy and Execution)
American Airlines Center - Victory Park OOH
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Exhibit 22 (Strategy and Execution)
Social (4) :06 Snackable videos
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Exhibit 23 (Strategy and Execution)
Element Ad 2 + AAF Dallas Activation/Mural Creative Brief
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Exhibit 24 (Strategy and Execution)
Element Ad 2 Go Fund Me Page
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