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10. Hit the funny bone. 

Saving Southern California’s Wetlands. 
Nonprofit organizations do serious work. But sometimes 
a little pointed humor can help you break through the 
clutter.

Ormond Beach is one of the most important swaths of 
wetlands left in Southern California. But its future was 
threatened when a subsidiary of Occidental Petroleum 
Corporation made a bid to buy the beach to build a 
liquefied natural gas terminal plant. Never mind that a 
government report found that a natural gas accident at 
the plant could kill 70,000 people in the surrounding area.

The California Coastal Conservancy had an opening to 
buy the beach itself and beat the oil giant to the punch. 
To make sure the Conservancy got the message, 
FENTON produced a radio ad that ran on local radio 
stations. Here’s an excerpt: 

[Gulls, ocean waves in the background]
 
Ormond Beach in Oxnard. It’s one of the last great 
coastal wetlands left in Southern California. Come here 
and there’s a chance you’ll see an endangered plant 
or animal. Someday you may even see a boiling liquid 
expanding vapor explosion. What the devil is that, you 
ask? Well, it’s the horrific fireball you’d see if things went 
terribly wrong at the natural gas receiving terminal.

The ad, along with a rally and press conference, 
generated extensive press coverage, including the 
Los Angeles Times, Ventura County Star, Associated 
Press, and KEYT-TV, Ventura County’s most watched TV 
news station. A few days later, the Conservancy board 
members voted to purchase and protect the wetlands.

Actor Beau Bridges speaks with TV reporters at a press conference 

to save Ormond Beach.
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Conclusion

Why Advertise in The New York Times? 
You’ve probably noticed that public interest organizations 
place a lot of issue ads in The New York Times. There are 
several reasons for this. The Times is arguably the most 
important and most read national newspaper of record in 
the country. This is especially true for journalists, many of 
whom read the Times in the morning before they head 
to work. Editors use it to map out the 24-hour news 
cycle. TV bookers refer to it to determine which guests to 
book during the week. 

For many advocacy groups, the Times is also the most 
strategic way to reach opinion leaders and policy-makers 
as well as their “base,” people who are politically 
engaged and most likely to take action to support their 
campaign.

So How Much Do Ads Cost, Anyway? 
Advertising is often less expensive than you think. Most 
newspapers extend discounts for nonprofit organizations. 
Here are some other deals you may not be aware of:

It can cost as little as $57,000 to run an ad on a •	
two-week “stand by” basis in The New York Times, 
or $68,000 for a one-week stand-by. This gives you 
less control over when your ad will run, but the price 
may be worth it, depending on your campaign. If real 
estate is more important to you than size, consider 
spending about $50,000 for a quarter-page ad on 
the national op-ed page, right below a column by 
Maureen Dowd or David Brooks. A standard full-page 
ad in the Times will cost you about $110,000.

If your target is Washington policy-makers, you may •	
consider taking out an ad in the most widely read Hill 
publications like The National Journal, The Hill, and 
Roll Call. The cost of a full-page ad can range from 
$9,000 to $11,000, compared to $116,000 for a full-
page ad in The Washington Post or $90,000 for USA 
Today.

Full-page ads in local dailies can run the gamut, from •	
roughly $67,000 for both The San Francisco Chronicle 
and Atlanta Constitution-Journal. The Chicago Tribune 
will charge you about $163,000; by comparison, The 
Chicago Sun Times is a steal at about $14,000.

When money is tight, you may be tempted to skimp on 
the development of the ad in order to stockpile funds for 
the ad buy. Resist this temptation. As Andy Goodman 
describes in his terrific guide, “Why Bad Ads Happen to 
Good Causes,” (agoodmanonline.com) an effective ad 
is equal parts science and creativity. Make sure your ad 
stands out by capturing — and holding — the attention of 
your target audiences so they acquire a life of their own 
in the news cycle.
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