2017 Transforming Local
Government Conference
Case Study Application
Due August 12, 2016
Email to: Ryan Spillers rspillers@transformgov.org

Application Information
Case Study Title

Connecting with Businesses: Using magazine ad placement as a tool for building partnerships and expanding community programs

Jurisdiction Name

South Fayette Township

Jurisdiction Population

15,000

Rapid Fire Session?
Would you like the application to be considered for our Rapid Fire Session? (Rapid Fire presentations are fastpaced, entertaining, interactive presentations. Each jurisdiction will have five minutes to make their presentations
using 15 PPT slides set on auto-forward primarily containing photos/graphics. Participants will be seated at round
tables to facilitate an energetic idea exchange. A cash bar will be available.)

✔ YES
___

___ NO

Project Leader (primary contact for application correspondence)
Name

Andrea Iglar

Title

Community Development Director and Executive Editor of South Fayette Connect Magazine

Department

Community Development & Communications

Phone

412-221-8700 x31

E-mail

aiglar@sftwp.com

Full mailing address,
including zip code

515 Millers Run Road, Morgan PA 15064

Twitter account

www.twitter.com/SouthFayetteTwp

List additional presenters’ contact information below:

Paula Simmons
Recreation Director
South Fayette Township
psimmons@sftwp.com
412-221-8700 x17
515 Millers Run Road, Morgan PA 15064

1.

Presentation title and description of the innovation. 100 word maximum

Connecting with Businesses: Using magazine ad placement as a tool for building partnerships
and expanding community programs
Soon after publishing the first issue of our township magazine, South Fayette Connect, in
Spring 2016, businesses began asking to place advertisements. Rather than simply accept
money in exchange for traditional ad placement, the Community Development
Director/Magazine Editor and the Recreation Director created an interdepartmental program to
offer advertisements ONLY as an incentive for sponsoring community or recreation events,
such as Community Day or Movies in the Park. Businesses benefit from exposure, and the
township benefits from enhanced community connections and program revenues.
2.

When and how was the program, policy or initiative originally conceived in your
jurisdiction? 100 word maximum

In Spring 2016, the Community Development Director/Magazine Editor and the Recreation Director were
attempting to define sponsorship levels and related incentives for upcoming programs, including our first
annual South Fayette Community Day.
"What else can we give a $1,000 platinum sponsor?" the Recreation Director asked.
"We could give them a half-page magazine ad," the editor responded. It was agreed.
In the weeks that followed, the editor received calls from businesses inquiring about ad placement. They were
told they could get a full-color magazine ad (along with other incentives) in exchange for sponsoring
Community Day for $1,000.

3.

How exactly is the program or policy innovative? How has your innovation changed
previous processes, products, or services? 100 word maximum

We have not heard of any other municipality accepting advertising revenue for the primary
purposes of community-building and program fundraising. Our creative approach to advertising
has allowed us to address three major issues--fostering economic development, expanding
community involvement and increasing program funding. We have created a new outlet for
businesses to make themselves known, encouraged business and resident participation in the
community, and created a new funding stream for recreational opportunities. We have
persuaded businesses to support local government initiatives that foster connections and
strengthen community identity and pride.

4.
Explain how the program or initiative substantially stretched or improved the boundaries
of ordinary governmental operations. 200 word maximum

Working interdepartmentally and in cooperation with the business community is an initiative that
stretches the usual frame of local government operations.
The Recreation Department had struggled with finding sponsors to expand programs and often
tapped the same small pool for donations. Combining resources with the magazine and creating the
advertising incentive attracted first-time sponsors and allowed the township to develop a longer list of
potential program sponsors. This approach was especially useful in launching our very first
Community Day, which was the largest and most costly single event the township has hosted. Due to
a limited budget, the event could not have been as extensive without the support of business
sponsors.
Rather than simply accept advertising revenue to offset the magazine's printing and mailing costs,
we leveraged the power of our publication to coax businesses into placing their dollars not just into
advertising but into the support of community programs. In other words: No community support, no
advertisement. Businesses look good while becoming new sources of program funding and while
helping the township achieve the more intangible goals of community building. In the long term, this
bolsters all aspects of government operations and community relations.
5.
What individuals or groups are considered the primary initiators of your program? How
does the innovation engage stakeholders or demonstrate high performance teaming? Were
strategic partnerships and/or community networks developed as a result of the innovation? 200
word maximum

Two departments worked as a team to ensure the success of new recreation programs and of
the newly identified, township-wide goal to improve community-building.
The program initiators are Andrea Iglar (South Fayette Township Community Development
Director and Executive Editor of the township's taxpayer-funded South Fayette Connect
magazine) and Paula Simmons (South Fayette Township Recreation Director).
Businesses are more engaged with the local government and community because they have
had the opportunity to not only place a full-color magazine ad, but also to be recognized as a
community partner or sponsor alongside the ad. Their contributions expand the resources
available to offer the community programs, which in themselves build connections and create a
sense of community.
Recognizing businesses as more than paying advertisers--indeed, as community
partners--maintains the integrity and vision of our magazine, which is "aimed at building a
strong sense of community identity and pride," according to our publication's mission statement.
The program shows that the township cares about diverse stakeholders, including businesses
and residents.

6.
If a private consultant was used please describe their involvement, identify the
consultant and/or firm and provide contact information. 100 word maximum

N/A

7.
To what extent do you believe your program or policy initiative is potentially replicable
within other jurisdictions and why? To your knowledge, have any other jurisdictions or
organi¬zations established programs or implemented policies modeled specifically on this
project? Please provide verification of the replication. 200 word maximum

This Ad Incentive Partnership Program can be easily replicated by any other local government
that distributes a publication. Without getting into the business of selling ads, municipalities
can offer to place a business advertisement in their magazine, newsletter or periodic flyer in
exchange for sponsorship of a program, event or project. This would be an easy way to
strengthen community relations and increase revenue, especially for governments with limited
resources.
We require that each business submits print-ready ad artwork and pay their sponsorship fee
or donation prior to publication, conditions that make the process easier on staff.
We are not aware of any other municipality that has established a similar program, based on
our program or otherwise.

8.

What were the costs? What were the savings? 100 word maximum

The cost outside of regular staff wages is essentially zero. The magazine editor does not spend
time selling ads, and the Finance Department uses Recreation's existing revenue intake
process.
Publishing costs already are factored into the magazine budget; in effect, we swap out other
potential content for each ad. We do the math to ensure the amount each sponsor donates is in
excess of the cost to publish the ad.
In less than a year, as of Sept. 1, we've generated $4,000, including $3,000 for Community
Day; $600 for Cleanup Day; and $400 for Movies in the Park.
9.
Please describe the most significant obstacle(s) encountered thus far by your program.
How have they been dealt with? Which ones remain? 200 word maximum

A bank's public relations firm contacted us about placing an ad, and I advised her of the
opportunity to receive a half-page advertisement in exchange for a $1,000 sponsorship of South
Fayette Community Day. For this event, it was the only level at which we offered an ad. The
bank ended up sponsoring the event at the $500 level and did not receive an ad, so in this case,
the ad was not a strong enough incentive for the bank to double their donation amount.
For future partnership ads, we have created universal sponsorship guidelines that offer different
size ads (plus other incentives) in exchange for different sponsorship levels, as follows:
Platinum $1,000+ - Half-page ad
Diamond $500 - $999 - Quarter-page ad
Gold $250 - $499 - Business card-size ad
Silver ($150 - $249) and Bronze ($50 - $149) sponsors receive some incentives but not
magazine ads. This encourages businesses to consider increasing their sponsorship amount.

10.
What outcomes did this program or policy have? What baseline data did you collect?
How did you measure the change based on the intervention, and why do you believe in the
credibility of this assessment? 200 word maximum

This was a new program and we started with a baseline of zero, so from a revenue
perspective, the outcome assessment was simple.
In less than a year, we raised $4,000 from eight businesses. Half of them had never
sponsored a township program before, so we connected with four new business partners.
We sought subjective feedback by emailing participants following ad publication. A financial
advisor who sponsored Movies in the Park responded: "I was very pleased with the way it
worked out and would happily sponsor similar things in the future."
As of Sept. 1, 2016, we received three ad-eligible sponsorships for Earth Cleanup Day
(business card-size ads were printed in the summer issue); two sponsorships for Summer
Movies in the Park (business card-size ads were printed in the summer issue); and three
sponsorships for South Fayette Community Day (half-page ads will be printed in late
September).

11.
Has the program received any press or other media coverage to date? If yes, please list
the sources and briefly describe relevant coverage. 100 word maximum

The program itself has not specifically received coverage, but the launch of the magazine was
covered in the Pittsburgh Tribune-Review ("Township's quarterly South Fayette Connect
magazine to debut"). The article mentioned that advertising opportunities would be available in
the future.

12.
Has the program received any press or other media coverage to date? If yes, please list
the sources and briefly describe relevant coverage. 100 word maximum

The program itself has not specifically received coverage, but the launch of the magazine was
covered in the Pittsburgh Tribune-Review ("Township's quarterly South Fayette Connect
magazine to debut"). The article mentioned that advertising opportunities would be available in
the future.

13.
Please provide any key references and their contact information who can be
interviewed/called to discuss the innovation and its impact. 100 word maximum

--Andrea Iglar, South Fayette Township Community Development Director, 412-221-8700 x31,
aiglar@sftwp.com
--Paula Simmons, Recreation Director, 412-221-8700 x17, psimmons@sftwp.com
--Eric Geary, Financial Advisor, Wells Fargo, 724-553-5424, eric.geary@hotmail.com (business
sponsor/advertiser)

14.
You’ve been to a lot of conferences. TLG should be a unique experience for everyone.
Describe how your case study presentation will be different than other conference
presentations. 200 word maximum
 How will you make the session creative and unique?
 How do you plan to be both entertaining and educational?
 Include a description of how your session will facilitate group activities and/or interaction.

A rapid-fire session would work great because it's a simple program that is easy to understand
and implement.
Participants would receive a copy of our magazine containing examples of the final, published
advertisements, plus a copy of our Event Sponsorship Form to use as an example.
The audience will be prompted to interact with responses about their publications, or lack of,
and experiences with advertising and community-building.
Having two project leaders make the presentation would be a strong demonstration of two
departments working together to innovate in local government.

15.

Anything else you would like to add? 200 word maximum

The South Fayette Connect magazine issues containing the referenced advertisements are
available online at www.southfayettepa.com/magazine.
Our sponsorship and donation information is located online at
www.southfayettepa.com/donations.
If you are interested in scheduling an interview or discussing the Alliance for Innovation, the
South Fayette Township office hours are Monday through Friday, 8 a.m. to 4:30 p.m. EST.
Thank you for the opportunity to participate in the 2017 conference!

