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SEEING IS BELIEVING WITH A 
CROSS-CHANNEL, INTEGRATED 
SOCIAL ENTERPRISE CAMPAIGN

A D V E R T I S I N G  C A S E  S T U D Y
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THE POWER OF A COOKIE

Situation 

The aim of the Can You See Me? campaign was, of course, to sell cookies; it 

was also to take the organization’s brand to previously unreached audiences 

market wide. To do that, FabCom needed to raise awareness in people who are 

inherently good and would like to help — but who are afraid to look.

The people who avoid the person standing on the street corner asking for spare 

change, even though deep down they feel a desire to do something. FabCom 

wanted — and needed — to sensitize good people. People just like all of us.

In addition, FabCom, as a top integrated marketing and advertising agency, 

wanted to find a way to reach Generations X, Y, and Z. According to researchers, 

half of these generations don’t care and are self-centered; and the other half say 

that these generations actually care more than the generations before them, 

they just require more proof of the validity of the cause. FabCom put their team 

of dynamic marketing ninjas to work on finding a way to not only reach this 

challenging audience, but move them into action.

https://www.fabcomlive.com/portfolio/rescue-mission-outdoor-campaign
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With the momentum-building Can You See Me? campaign, the agency sought 

to take the client’s brand into new territory and, ultimately, help transform their 

mission to reduce the cycle of local homelessness.

The challenge was to find a way to effectively connect a social enterprise 

business, the needs of the homeless, the organization, and those who care. In 

order to make that connection, the campaign had to inspire people to look. The 

Can You See Me? campaign is designed to do just that, using authentic imagery, 

a visceral call-to-action, and cookies.

The campaign was designed to use FabCom’s dynamic marketing method, 

Neuromarketology, to inspire people to stop, look, care, and be inspired to do 

something immediately – either donate, buy cookies, or forward the campaign 

to like-minded, caring colleagues, friends, and family.

https://www.fabcomlive.com/neuromarketology
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Goals and Objectives

       • �Motivate people to stop and look long enough to care about the  

plight of the homeless.

       • �Empower them to feel the emotion and the empathy to  

help with donations.

       • �Increase the organization’s digital footprint.

       • �Introduce fresh, new donors to a stale and over-solicited donor base.

       • �Introduce the organization’s brand to millennials.

       • �Increase revenue at the social enterprise level to help get  

vulnerable populations back to work.
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Key Issues and Opportunities

An exciting opportunity surfaced to propel this campaign forward and build a 

chain of support that responds to both the younger and older giving audiences. 

For those younger audiences who are not likely to buy cookie gifts, don’t write 

checks, do not carry a spare $50 for gifts, and don’t go to their mailboxes 

looking for direct mail letters, this campaign accommodates:

       • �Online digital “swipe donations” of $5-$20

       • �Younger audiences, who are more empathetic and most likely to become 

our new stakeholders

       • �The opportunity, through this campaign, for targets to give more than $25 

by visiting the organization’s website donation page

       • �Complements the organization’s communication efforts – with separate 

targeting, timing, and giving channels
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Strategy and Tactics

Strategy

       • �Market a social enterprise to reach people with an emotional appeal that motivates 

them to act.

       • �Encourage the social sharing of the message in a complementary campaign 

component, Send to Ten, to build a broader network of social engagement.

       • �Viscerally connect to targets who will feel self-empowerment and gratification 

knowing they can make/have made a direct difference.

       • �Make it easy to give by suggesting smaller swipe donations in alternate channels.

Tactics
       • �Development and packaging of products to sell
       • �Social media Facebook canvas ad
       • �Giftcookies.com microsite
       • �www.CanUSee.Me web page to drive appeal
       • �30- and 60-second PSA TV spots
       • �Embedded web video
       • �PSA magazine print ad
       • �Referral email
       • �Stakeholders email
       • �PSA billboard
       • �Send to Ten social sharing initiative: Email sent to the organization’s champions 

and community leaders with CTA for donating, buying cookies, and facilitating the 
10-person challenge (forwarding campaign  
to family, friends, and associates)
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Results

Cross-channel integration touched over 1.3 million Phoenicians in the first  

nine days of the campaign. The campaign has been nominated for two  

2018 Addy Awards.

Send to Ten Campaign Initiative

A component of the Can You See Me? campaign was the Send to Ten 

challenge unveiled to community leaders. If they challenged 10 people,  

each of them challenges 10 people, and this happens a total of 10 times,  

that is 1,000,000,000 people reached. With just 10 people from their contacts 

list, including family and friends, this campaign can truly change the world by 

changing lives through the client’s GiftCookies.com site. The power of a  

cookie, unleashed.

Find out more about the services and methodology leveraged  
for this project:

       • �Advertising

       • �Social Media

       • �Website Development

       • �Video Production

       • �Cross-Channel Integration

       • �Marketing Communications

       • �Strategic Marketing Planning

       • �Neuromarketing
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Principal: Brian Fabiano 
Employees: 38 
Local Area Billings: $42.1 Million*

Location: 
7819 East Greenway Rd 
Suite 5 
Scottsdale, AZ 85260

Contact: 

phone (480) 478-8500 
fax (480) 478-8510 
fabcomlive.com

*Amortized for media billings as calculated in the Phoenix Business Journal Book of Lists.

FabCom is a full-service strategic marketing, PR, and advertising firm

About the Author

Brian Fabiano is the CEO and founder of FabCom, a full-service strategic 

integrated marketing and advertising agency with offices in Scottsdale/

Phoenix, Los Angeles, Seattle and O’ahu. He is a nationally recognized innovator, 

advertising and marketing industry leader, author and speaker, whose insights in 

dynamic cross-channel cross-media messaging, business intelligence, strategic 

planning, positioning, brand mapping, and segmentation/database marketing 

are sought by corporations and trade associations alike. 

He is now working on his second book on the convergence of technology 

and marketing strategy, after the resounding success of his first book, 

Neuromarketology: How to Develop, Implement and Manage Dynamic, Real-Time, 

Cross-Channel Marketing Campaigns that Generate Astonishing ROI. This is the 

second book in the planned trilogy and will delve deeply into the connection 

between Neuromarketology™ and the contemporary convergence of artificial 

intelligence, dynamic messaging, and Distributed Customer Experiences™, 

driven by Blockchain technology.

http://www.fabcomlive.com
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/cross-channel-integration
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/marketing-business-intelligence
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/strategic-marketing-planning
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/strategic-marketing-planning
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/branding-and-positioning
https://www.fabcomlive.com/phoenix-marketing-advertising-agency-services/relationship-and-database-marketing
https://www.neuromarketology.com/

