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Afterschool Programs:  Ignore Them and They’ll Go Away

New Campaign Uses Humor to Warn that Afterschool Programs are in Peril

A woman with a baby carriage snatches a soccer ball from a group of children.  A man uses a fire extinguisher to douse a model volcano as it begins to erupt.  Another woman crushes the ping-pong ball that children were playing with.  While most adults wouldn’t intentionally sabotage an afterschool program, taking no action to support these programs can have the same effect.  This is the message behind the surprising and humorous vignettes featured in engaging new television public service announcements (PSAs) that will begin airing across the country next month.

The PSAs are part of a powerful television, radio, print and Internet campaign aimed at encouraging Americans to support afterschool programs.  The campaign, a joint effort of the Afterschool Alliance and the Advertising Council and funded by four grants totaling $3 million from the Charles Stewart Mott Foundation, was launched in November 2000 with a series of PSAs that focused on the benefits of afterschool programs.   This second phase of the campaign is designed to encourage viewers, listeners and readers to take action to support afterschool programs.  The new PSAs all feature a website address, www.afterschoolnow.org, and a toll-free number, 866-KIDS-TODAY, where adults can get information on how to support afterschool programs.

“An estimated 15 million children have no supervised activity each afternoon after the final school bell rings, and budget crises across the country mean that even more children may lack afterschool programs in the months and years ahead,” said Afterschool Alliance Executive Director Judy Y. Samelson.  “Afterschool programs keep kids safe and healthy, help working parents and improve academic achievement.  We need more programs and that will only happen if adults speak out and actively support afterschool programs.”

The powerful new PSAs were created by volunteer advertising agency DDB Chicago, and all the spots use humor to communicate an extremely serious message, “If you’re not helping to support afterschool programs, you’re really helping to take them away.”  The PSAs are available in English and Spanish.
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“This new phase of the campaign communicates the important message that, without public support, afterschool programs will disappear,” said Peggy Conlon, President & CEO of The Advertising Council.  “The campaign received more than $79 million in donated media during 2001, making it the third most supported Ad Council campaign that year.  I am confident that the media will continue its generous support and embrace this creative which brilliantly conveys the message, while entertaining audiences.”

Although research shows overwhelming public support for afterschool programs, few people are aware of what they can do to support these programs.  A poll released by the Afterschool Alliance this month found that:

· Nine in ten voters agree that there should be some type of organized activity or place for children to go after school every day that provides opportunities for them to learn; 

· Seven in ten voters agree that “afterschool programs are an absolute necessity for their communities;” and

· Nearly two-thirds of voters (63 percent) are concerned that existing afterschool programs may have to reduce services or close their doors because no new funds are available.

“People support afterschool programs and are worried about the future of programs, but many do not know what they can do to help,” Samelson added.  “This campaign gives them specific actions they can take to support afterschool programs and help kids.”

The Afterschool Alliance is a nonprofit public awareness and advocacy organization supported by a group of public, private, and nonprofit entities dedicated to ensuring that all children and youth have access to afterschool programs by 2010.  The Alliance is proud to count among its founding partners the C.S. Mott Foundation, U.S. Department of Education, JCPenney Afterschool, Open Society Institute/The After-School Corporation, the Entertainment Industry Foundation and the Creative Artists Agency Foundation.

The Ad Council is a private, non-profit organization with a 60-year history of marshalling volunteer talent from the advertising and media industries to deliver critical messages to the American public. The Ad Council has produced thousands of public service campaigns that address the most pressing social issues of the day.  Ad Council icons and slogans are woven into the very fabric of American culture – from Smokey Bear's “Only You Can Prevent Forest Fires” and McGruff the Crime Dog's: “Take A Bite Out of Crime,” to the United Negro College Fund’s:  “A Mind is a Terrible Thing To Waste,” and “Friends Don't Let Friends Drive Drunk.”  Last year, the Ad Council received more than $1.58 billion in donated advertising time and space from the media. To learn more about the Ad Council and its campaigns, visit its website, www.adcouncil.org.
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The Charles Stewart Mott Foundation, established in 1926 in Flint, Michigan, by an automotive pioneer, is a private philanthropy committed to supporting projects that promote a just, equitable and sustainable society.  It supports nonprofit programs throughout the United States and, on a limited geographic basis, internationally.  Grantmaking is focused in four programs:  Civil Society, Environment, Flint Area and Pathways Out of Poverty.  The Foundation, with year-end assets of $2.46 billion, made 647 grants totaling $129.7 million in 2001.  For more information about the Foundation, visit its Web site at www.mott.org.
DDB Chicago is the largest of the DDB agencies worldwide, with more than 750 employees and 2001 billings of $1.5 billion and is one of the world's most awarded agencies, in terms of creativity and effectiveness.  The Agency works for a strong roster of blue-chip clients including Anheuser-Busch, McDonald's, Dell, State Farm, FTD, JCPenney, Home Depot, Novartis, Illinois Lottery, Unilever, Dairy Management Inc. and Wrigley.  DDB (www.ddb.com) is the second largest advertising agency worldwide and the second largest agency in the United States (based on consolidated gross income). The agency has 206 offices in 99 countries and is acknowledged as the industry's most creative multinational network, based on its dominance of advertising award competitions.
More information on the new PSA campaign is available at www.afterschoolnow.org
#    #   #   #

NOTE:
Media review copies of the new television, radio and print PSAs are available from Gretchen Wright of the Afterschool Alliance at 202/371-1999 or Ellyn Fisher of the Ad Council at 212/984-1964.
