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Thank you.
We would like to take a moment to thank The Bridges Foundation for the 
opportunity to work with you throughout the Fall 2020 semester. Jigsaw 
was challenged with creating a heartwarming, educational campaign that 
sheds light on an incredibly important cause, and we hope our research 
and recommendations leave a lasting impression and will guide Bridges 
toward continued success for many years to come.
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project overview
The Bridges Foundation is seeking to expand its manufacturing 
outsourcing services, starting with funding the construction of 
a new, community-integrated manufacturing facility. This new 
space would allow Bridges to fulfill more outsourcing orders 
for local, national, and international manufacturers and create 
more employment opportunities for their clients. To fund the 
construction of the facility, Bridges must start at the root: raising 
awareness of their organization and generating financial support 
within their hometown of Tulsa, Oklahoma.
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“We see our clients get a 
job—which in and of itself 

is a big deal—and we watch 
them maintain it, learn more 

skills, and gain this level of 
independence that nobody  

thought they could achieve.” 

-Karie Jordan
EXECUTIVE DIRECTOR/CEO,
THE BRIDGES FOUNDATION
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The Bridges Foundation is a Tulsa-based nonprofit organization  that provides 
training, education, employment services and advocacy for individuals with 
developmental disabilities. They ensure these individuals have a pathway to 
success by providing connections to quality job placements, supported community 
employment, on-the-job training, and more.

Partnerships with manufacturers such as Greenheck, Navistar, Pepsi, and more, have 
helped Bridges establish a strong reputation for providing “value-added assembly” 
through the manufacturing outsourcing services their client employees provide. 
They hope to position themselves as a resource to local, national and international 
manufacturers, providing them with the opportunity to save time, money and 
resources by working with individuals with unique abilities.

building bridges
Who Are They?
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analysis
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According to the Oklahoma Center for Nonprofits, there are 19,912 registered nonprofits in the 

state of Oklahoma as of 2019. These organizations generated over $15.4 billion in revenue and 

held more than $52 billion in assets in 2019. The Bridges Foundation accounted for only $2,193,013, 

about 7 percent, of this total revenue, according to 501c3Lookup.org. Additionally, The Bridges 

Foundation’s Case for Support reports that support from charitable foundations represents just 

5 percent of their total revenues, showing a large disparity between the funding received by 

Bridges and similar nonprofit organizations. 

The intense competitive climate for nonprofits in Oklahoma makes it difficult for Bridges to stand 

out among other organizations with higher awareness and compete for funding from the state, 

charitable foundations, and individuals.

secondary research
Oklahoma Nonprofits

2019, OKLAHOMA CENTER FOR NONPROFITS

2020, 5013CLOOKUP.ORG

2020, THE BRIDGES FOUNDATION CASE FOR SUPPORT
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3.5%
National Unemployment 
Rate (2019)

7.3%
Unemployment Rate for 
Persons with a Disability (2019)

2020, US BUREAU OF LABOR STATISTICS

2014, INSTITUTE FOR CORPORATE PRODUCTIVITY

2020, CASE FOR INCLUSION
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Research conducted by the Institute for Corporate Productivity (i4cp) found 
that “employees with and without disabilities had nearly identical job 
performance ratings, regardless of sector.” The study reported that “3/4 or 
more of employers rate workers with disabilities as good to very good on 
most performance factors,” including dependability (89%), motivation (86%) 
and work quality (79%). 

Despite these statistics, the US Bureau of Labor Statistics reported that the 
unemployment rate for individuals with disabilities was over double that 
of those with no disabilities in 2019. Oklahoma is 1 of only ten states with 
more than one-third of residents with disabilities engaged in competitive 
employment, at just 38%, according to the Case for Inclusion 2020.

secondary research
Workforce Inequities
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Provides people with developmental 

disabilities life skills and marketable job 

training through horticultural therapy, 

community-based vocational placement, 

and residential services

Location | Broken Arrow, OK

Revenue | $7,186,107

Provides vocational and residential services 

for people with intellectual disabilities to 

encourage independence, enable them 

to live and work in the community, and 

improve their quality of life

Location | Broken Arrow, OK

Revenue | $9,294,811

direct competitors
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Nonprofit staffing agency that matches 

individuals with disabilities to 

market-wage jobs with employers in the 

public and private sectors

Location | Locations in Oregon, 
Pennsylvania, Tulsa & OKC

Revenue | $33,846,949*

International organization that assists 

individuals find work, train for careers 

and access supportive services such as 

English language training and access to 

transportation and child care. 

Location | 157+ autonomous 
organizations in the US & Canada

Revenue | $21,540,228**

*REVENUE FOR SALEM, OREGON LOCATION

**REVENUE FOR GOODWILL INDUSTRIES OF TULSA
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Network of Down’s Syndrome 

Achievement Centers that deliver free 

educational, therapeutic-based, and career 

development programs for individuals with 

Down’s Syndrome and their families 

Location | 50+ locations 
across the US & Mexico

Revenue | $6,954,485*

indirect 
competitors
We identified several indirect 
competitors who are active outside 
of the Tulsa community. These 
competitors each provide services 
for individuals with disabilities in 
locations throughout the United 
States. Those that don’t focus 
directly on employment training and 
opportunities still serve as exemplary 
models in terms of their marketing 
and communications.



21

Provides people with cognitive disabilities 

the chance to continue their education 

through vocational and trade skills 

training, socialization opportunities, and 

independent living skills

Location | Plano, tx

Revenue | $9,327

Supports people with disabilities through 

paid vocational training, in-house 

programs, and competitive employment 

opportunities.

Location | Oklahoma City, OK

Revenue | $19,442,393

*REVENUE FOR HOFFMAN, IL LOCATION
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Raising The Bar 
Higher Awareness Leads To Higher Funding
Jigsaw aims to take The Bridges Foundation from their current position as a 
small nonprofit with low funding and awareness to one that is well-known 
and consequently receives higher funding from individuals, corporate 
sponsors and foundations.

This new position will allow Bridges to achieve its long-term goals, 
including the funding of a new manufacturing facility and the ability to 
form more community partnerships with local, national and international 
manufacturers as they expand their outsourcing services.
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Low 
Awareness

high 
Awareness

well-funded

low funding
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strengths
Unique service offering 
Bridges’ client employees provide a wide 

range of manufacturing services, including 

wire harness, kitting, sub-assembly, 

fulfillment, and more, at a competitive price, 

which sets them apart from similar agencies 

in the Tulsa area who employ their clients in a 

retail setting. 

Established partnerships
Job coaches and staff have strong, long-

standing relationships with manufacturers 

and local businesses like Tulsa Area United 

Way, Pepsi, Navistar, and more.

Benefits local community
Bridges contributes to the Tulsa community 

by creating jobs  for Tulsa residents with 

disabilities, providing outsourcing services 

to local manufacturerS, and manufacturing 

products that go righ back into the 

infrastructure of Tulsa.
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Low awareness
According to our primary research, Bridges 

has low awareness in Tulsa and surrounding 

communities. Tulsans are unaware of the 

services Bridges provides due to a lack of 

strong positioning.

Low funding
According to an interview with Bridges 

Development Director Paxton Stieber, less 

than one percent of Bridges’ total revenue 

comes from individual donations, and they 

struggle to retain annual donors.

Weaknesses

in
te
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 f
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Limited capacity
According to the client briefing, Bridges’ 

current facility lacks the space they need 

to expand their services and take on new 

projects from manufacturers.

Marketing & communications
According to the client briefing, Bridges 

lacks a staff member whose sole focus is on 

marketing, and little to none of their budget 

is set aside for advertising their organization, 

resulting in outdated and inconsistent 

branding, social media presence and website.
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opportunities
Heartfelt stories
Bridges has an abundance of heartfelt 

client stories they can share on social media 

platforms to pull at their target audience’s 

heartstrings. 

Efficient workforce
Due to their outstanding track record 

of providing efficient and cost-effective 

manufacturing services to their community 

partners, Bridges has an opportunity to 

showcase both the moral value and financial 

benefits of hiring employees with disabilities, 

helping change perceptions of workers with 

disabilities among potential employers and 

the community as a whole. 

Civil rights resurgence
Current movements for equality and justice 

for minority groups have made people more 

passionate and open to correcting injustices, 

which will benefit Bridges as they raise 

awareness of the struggles and inequities 

faced by individuals with disabilities

Leveraging relationships
Bridges can leverage existing partnerships 

and develop new relationships with other 

nonprofit and volunteer organizations, 

including Tulsa Area United Way, Junior 

League and Rotary Club to reach a wider 

range of charitable, volunteer-minded people 

who are more likely to support them. 
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Intense competitive landscape
Bridges is competing with more well-known 

organizations in the area for awareness and 

funding from the same sources, including 

the state, donation-granting foundations, 

corporate sponsors, and individuals.

Less attractive cause
According to The National Philanthropic 

Trust, people are more inclined to donate to 

youth, education or religious organizations. 

Since assisting adults with disabilities is a 

less visible and appealing issue, many people 

are unaware of the struggles adults with 

disabilities face and why Bridges’ work is so 

essential to the community.

threats
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We determined our target audience based on data from 

Simmons Insights, a database that provides access to 

consumer data on product and brand usage, spending 

behavior, media habits, and psychographic characteristics.

The index is one of the most important pieces of information 

found in the Simmons Insights report. When reading 

Simmons Insights data, the index measures the likelihood 

that respondents meet the criteria for the column and the 

row compared to the U.S. population. The base number of the 

index for comparison purposes is 100. 

Members of our target audience are more willing to volunteer 

their time for a good cause [103] (3% more likely compared to 

the rest of the population), and are more likely to buy products 

from companies that donate to charities [118] (18% more likely 

compared to the rest of the population).

2017, SIMMONS INSIGHTS

Target: Adults age 40+ who have 
at least graduated high school.
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Introducing
Green country grantors
Green Country Grantors are the movers and shakers of Tulsa; not 
only are they charitable givers, but they are also considered leaders 
among their friends, family, and colleagues. Their influence means 
everything when it comes to spreading the word about businesses 
and organizations in the Tulsa community.
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Mary is the supermom that her friends envy; she is loving (121), 

friendly (105), and unbelievably refined (119). Though it may not 

be as glamorous as others, she is content with her life (101). Being 

a mom is her calling, and Mary lives vicariously through her 

children’s successes and failures.

Mary is a devout Christian (110) and wants to pour her values 

into her children (110). She views service as an easy way to feel 

good, and she loves piling everyone in the minivan to volunteer 

at the food bank together (101). One can attribute her nurturing 

character to her brother, who has Down’s Syndrome; he taught 

her to always see the good in people. However, she does enjoy 

occasionally reading up on celebrity gossip; she can’t be perfectly 

refined all the time! 

Mary is a devoted mother determined to raise the next generation 

of greatness, but that doesn’t mean she can’t allow herself to live a 

little and keep up with the Kardashians!

super mom mary
Female, 44, Stay-at-Home Mom
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“Green Thumb Gary,” as his friends call him, has a kind heart and 

believes humans have a duty to protect the Earth however we can. 

Gary recycles often (119) and educates himself on every product he 

purchases (113). He is sincere (114) and likable (104); he is the neighbor 

everyone dreams of having.

Although he has no children or grandchildren of his own, Gary 

has a great heart (114) that all are drawn to. Since his long-awaited 

retirement, Gary spends his days gardening and watching old 

reruns on TV (129). Being that Gary is single and retired, he tends to 

feel lonely (112) and wants to bring happiness to others as it makes 

him feel whole. In his spare time, he volunteers to help out good 

causes (111). He can be found at the soup kitchen giving back to his 

community every Thanksgiving.

While Gary is is very traditional, that does not stop him from getting 

involved in his community and bringing a smile to the face of 

everyone he meets.

Green Thumb Gary
Male, 74, Retired
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Susan has dedicated her entire life to serving her 

community,  and her duty as the president of the

Tulsa Rotary Club is not something she takes lightly.

Although she remains calm and collected in her leadership, Susan is 

a self-proclaimed worrier (125). She wants everything to be perfect, 

and more than anything, she wants everything Rotary does to 

reflect the heart of service she wears on her sleeve. Others see her 

as refined, gracious, dignified, and sophisticated (104). They secretly 

envy how poised and kind she is; she always looks like she has it 

all together. But no doubt about it, she’s a workaholic (104). Giving 

back to her community is of utmost importance, and Susan loves 

to inspire that passion in those around her. Her lofty goals include 

getting her Rotary Club to the top of donors in Tulsa (104). 

As Rotary President, Susan always has to stay in the loop 

and is someone her peers look up to. 

selfess server susan
Female, 62, Rotary Club President
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It can be tricky to guess Beatrice’s age when you first meet her 
because she seems as young and in-touch as the 30-year-olds 
out there. Her excitable nature (116) melts the years right off her 
face, and she loves going out and socializing. 

Beatrice loves staying connected with her friends and family 
(103) and uses social media to do so (103). While she’s only been 
signed up on some social networking sites for a year (121), she 
loves everything they have to offer and has even taught her 
friends how to create an account. She loves having friends over 
at her house (107) for wine and going shopping with them. Since 
Beatrice is great at managing money (110), she lives comfortably 
and has some extra money in the bank. She is good-hearted (112) 
and willing to volunteer for good causes (101) and help others, 
even when she gets nothing out of it (110). 

At the end of the day, many people admire Beatrice for her 
spirited and young outlook on life.

Social Butterfly Beatrice
Female, 55, Business Owner
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Geraldo has spent most of his life in Green Country, building a career and 

family just west of Route 66. He cares about the well-being of his town, 

and after carefully saving (119) to reach a comfortable spot financially 

(106), he is in a place to give back to his community. He likes his good-

hearted nature to reflect through his home and children (121).

Geraldo is a devout Christian (119), and he makes a conscious effort to 

do good daily, whether that be by supporting businesses that donate 

to charities (118) or checking up on his friends and acquaintances (114). 

Instead of donating a large sum of cash for a tax write-off, Geraldo likes 

to see the direct effects of his aid. He preaches the value of a dollar and 

likes to be well-informed before making an investment (103). He may be 

a penny-pincher, but when it comes to his grandkids, he just can’t say 

no (135). He’s well known around town to spare some change for a bell-

ringer at the grocery store or the donations basket at his church.

At his core, Geraldo can be a little old fashioned and hard-headed (104), 

but he makes up for it by being friendly (102) and trustworthy (101).

generous geraldo
Male, 67, Grandfather
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A survey of leading nonprofit practitioners, management scholars, and nonprofit brand 

consultants conducted by Harvard University’s Hauser Center for Nonprofit Organizations found 

that “a strong brand helps the organization acquire financial, human, and social resources, as 

well as build key partnerships.” Additionally, a 2012 study published in the Journal of Business 

Research found that most donors turn to traditional, well-known organizations, reporting that 

“the associations that collected the most donations after the 2004 tsunami disaster closely 

matches those with the highest rates of spontaneous recognition.”

Before The Bridges Foundation can gain funding to construct a new outsourcing assembly 

facility, the organization needs to raise awareness of their unique cause. This is why Jigsaw 

is pursuing an awareness campaign, rather than corporate donations or partnerships—once 

Tulsans are aware of the great work the Bridges Foundation does, funding will follow. 

key insight #1:
Awareness First

2012, STANFORD SOCIAL INNOVATION REVIEW 

2012, JOURNAL OF BUSINESS RESEARCH
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According to The National Philanthropic Trust, people are more inclined to donate money 

to religious, education, and youth organizations. They reported that in 2019, the majority of 

charitable dollars went to religion (29%), education (14%), human services (12%), grantmaking 

foundations (12%), and health (9%).

The Bridges Foundation has a unique mission to serve adults with special needs, so their 

messaging needs to quickly grab viewers’ attention and show potential donors why they 

should care about this specific cause.

key insight #2
Charitable Giving

2019, NATIONAL PHILANTHROPIC TRUST
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Though the Bridges Foundation may not be as glamorous or popular as other 

nonprofits in the Tulsa area, the organization can communicate how valuable their 

services are to the community and the individuals they serve by sharing their stories.

In a survey conducted by Prezi, 55% of respondents said that for content to be 

considered engaging and worth their attention, it needs to tell a great story. 

Additionally, a 2014 study by neuroeconomist Paul Zak found that a character-driven 

story caused people to donate 56% more money to charity.

By leveraging the stories of their clients, the Bridges Foundation can not only 

increase engagement with their organization but also inspire financial support by 

pulling at people’s heartstrings.

key insight #3
Storytelling

2018, PREZI 

2014, GREATER GOOD MAGAZINE
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To raise awareness of the employment 
struggles faced by individuals with disabilities 
and the tailored services that The Bridges 
Foundation offers to combat this issue.

campaign goal:
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Raise awareness of the employment struggles 
faced by individuals with disabilities among 25% of 
Tulsa-based businesses by end of CY 2021

Increase awareness of the Bridges Foundation 
among the target audience by 35% by end of CY 2021

Increase individual donations to the Bridges 
Foundation by 15% by end of CY 2021

01

03

02

campaign objectives
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objective #1 Strategies
Raise awareness of employment difficulties of individuals with 
disabilities among 25% of Tulsa-based businesses by end of CY 2021

Reach out to local businesses to implement D&I 
training regarding workers with disabilities01

2019, JOURNAL OF BUSINESS AND PSYCHOLOGY 

A 2019 study by the Journal of Business and Psychology found that employers and 

employees often harbor pessimistic opinions about workers with disabilities. Including 

information about the employment struggles faced by individuals with disabilities in 

standard diversity and inclusion training would help change perceptions of workers with 

disabilities among the workforce. 
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Implement experiential advertising in key locations02

2010, MCKINSEY QUARTERLY

2017, NGDATA

Research by global management consulting firm McKinsey & Company found that 

experiential word of mouth, which results from a consumer’s direct experience 

with a product or service, accounts for 50-80% of word-of-mouth activity in any 

given product category. Bridges can leverage the power of experiential advertising 

by strategically utilizing immersive branded experiences to help customers form 

memorable, emotional connections with a brand and foster customer loyalty.

Establish relationships with influential 
donation-granting foundations in the Tulsa area 03

2017, ASIA CATALYST

The Nonprofit Survival Guide created by Asia Catalyst lists several tools that Bridges could 

utilize to accomplish this objective. These tactics including sending consistent email 

or print newsletters, hosting special events to cultivate relationships with existing and 

potential donors, sending letters or email blasts asking for contributions, and utilizing a 

group like a board of directors to help make connections and raise funds. 
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objective #2 Strategies
Increase awareness of the Bridges Foundation among the 
target audience by 35% by end of CY 2021

Utilize heartwarming video storytelling to pull at 
the target audience’s heart and purse strings01

2017, HUBSPOT

QGIV

A study by HubSpot found that 54% of consumers want to see more video content from 

brands or businesses they support. Additionally, online giving software company QGiv 

reports that 57% of people who watch nonprofit videos go on to donate. By implementing 

engaging video content to share client’s stories on social channels, Bridges can increase 

awareness and emotionally impact consumers to consider donating to support their cause.
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Implement a public relations campaign to generate 
more frequent earned media coverage.02

2019, RAGAN’S PR DAILY

2015, OGILVY PR 

According to Ragan’s PR Daily, earned media placement on trusted outlets can not 

only increase a brand’s reach, but also validate its owned content by providing third-

party credibility. A 2015 study by Ogilvy PR found that 65% of journalists agree that 

the more the media covers a brand, the more credible the brand appears. Generating 

more local media coverage would help increase awareness of Bridges within the 

community and build trust among their target audience.
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objective #3 Strategies
Increase individual donations to the Bridges Foundation 
by 15% by end of CY 2021 

Optimize website layout to be functional 
and user-friendly on mobile devices01

2020, DOUBLE THE DONATION

QGIV

According to online giving software company Double the Donation, online giving grew 

by 12.1% over the past year. Ggiv reports that approximately 26% of all online giving was 

processed on mobile devices and that across all age groups, about 55% of donors prefer to 

give online via credit/debit card. Additionally, donors are 34% more likely to give on mobile-

responsive websites. This makes it even more important for Bridges to optimize their website 

to increase the ease of donations for potential donors. 
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Launch partner program with popular local 
businesses and organizations02

EMPIRE CREATIVE

A blog post by Empire Creative marketing agency outlines several benefits to 

partnering with another business. Partnerships broaden the reach of a company’s 

target audience, increase marketing exposure, extend marketing budget, broaden the 

scope and purpose of marketing strategy, save money, and help gain new customers 

in new market segments. All of these benefits would help Bridges achieve its overall 

goal of raising awareness of their cause and organization.

Utilize a response mechanism on social media to drive 
traffic to the Bridges Foundation website03

2018, VIZION 

According to digital marketing firm Vizion, calls to action prompt consumers to take 

immediate response. Most customers will not take the next step if it is not easy and right 

in front of them. The easier Bridges makes it to take the next step from social media to 

the donation page on their website, the more people will do so.
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1 Quantitative Survey

13 one-on-one
interviews

2 focus groups

1 selfless 
server 

observation
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Research Purpose
Taking into account our overall goal of raising awareness of The Bridges Foundation 

and their cause, Jigsaw conducted primary research to better understand our target 

audience’s attitudes toward nonprofit organizations, their motivations for donating time 

and money, and their thoughts regarding workers with disabilities. Jigsaw utilized a variety 

of quantitative and qualitative methods to validate our previous findings and investigate 

them in greater depth, while also seeking to gain new insights.

Qualitative research methods included one-on-one interviews, focus groups, client 

testimonials, an ethnography, and creative concept pre-testing via a creative brainstorming 

session with advertising and marketing students at the University of Oklahoma. Our 

quantitative research method was a comprehensive survey that sought information 

regarding awareness of The Bridges Foundation, donation habits, philanthropic activities, 

and perceptions of workers with disabilities among our target audience.
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key research themes
Lifestyle
How do Green Country Grantors view their community?

Philanthropy
How do Green Country Grantors view donating and charitable causes?

Exposure
How often are they exposed to people with disabilities 
and nonprofits that support them?

Inequities
What inequities faced by people with disabilities are 
Green Country Grantors aware of? How do they feel about these?

Perceptions
What perceptions, positive or negative, do they 
harbor about people with disabilities?
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research
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We received 289 responses, 

90% of which were from 

respondents within our target 

audience (adults ages 40+ 

who have graduated high 

school or more).

who?
Our survey allowed us to 

gauge and quantify awareness 

of The Bridges Foundation 

and other nonprofits, as 

well as our target audience’s 

thoughts about donating, 

their community, and workers 

with disabilities 

why?
We distributed the survey 

using a snowball method 

via Facebook and LinkedIn, 

as well as among personal 

connections. 

how?

survey at-a-glance
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survey at-a-glance survey methodology
We developed a combination of multiple-choice and Likert scale questions using 
Qualtrics online survey platform. The survey was pushed out via social media, text, 
and email to as many people as possible within our target audience. Initial contacts 
were then encouraged to share the survey with their family, friends, and peers. 
The survey received a total of 289 responses, with 90% of respondents fitting the 
characteristics of our target audience.

Through the survey, Jigsaw confirmed our assumption that The Bridges Foundation 
lacks awareness within their local community. It further led us to understand the 
importance of community to our target audience, their perception of workers with 
disabilities, and their donation habits. The survey also served as a concrete method to 
solidify our secondary research findings and determine the most effective media to 
communicate our campaign message to Green Country Grantors.
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survey demographics
BELOW 40

40-44

45-49

50-54

55-59

60-64

65-69

70-74

75+

10 20 30 40 50 60 70

Age
10%

5.54%

3.46%

3.81%

12.11%

11.76%

23.88%

17.65%

11.76%



63

MALE

FEMALE

Gender

SOME HIGH 
SCHOOL

GRADUATED 
HIGH SCHOOL

SOME 
COLLEGE

COLLEGE - 
4 YEARS 

(GRADUATED)

EDUCATION 
BEYOND 

GRADUATION

10 20 30 40 50 60 70 80 90 100 110 120 130

Education Level

3.46%

3.46%

27%

41.18%

28%



64

YES
no

survey responses
Have you heard of The Bridges Foundation (Tulsa, OK)?
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Do you donate time or money to nonprofits
at least once a year?

YES
no
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YES
no

survey responses
Do you have a personal relationship with 

someone who has a disability? 
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I am actively involved  within my community.

I want to see my community improve.

The infrastructure of my community is important to me.

survey responses
Lifestyles

48% 
somewhat 

agree

24%
neither agree 
nor disagree

17% 
strongly 

agree

16% 
somewhat 
disagree

4%
strongly
disagree

21% 
somewhat 

agree

4%
neither 

agree nor 
disagree

75% 
strongly 

agree

6%
neither 

agree nor 
disagree

29% 
somewhat 

agree

64% 
strongly 

agree
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I am open to giving time or money to a good cause. 

I am unsure which cause to donate my time or money to. 

An easy-to-find donation button would increase my likelihood to donate. 

survey responses
Philanthropy

36% 
somewhat 

agree

55% 
strongly 

agree

9%
neither

agree nor
disagree

6%
strongly 

agree

4%
strongly 
disagree

23% 
somewhat 

agree

27%
neither agree 
nor disagree

26% 
somewhat 
disagree

7%
strongly
disagree

37% 
somewhat 

agree

15% 
strongly 

agree

33%
neither agree 
nor disagree

9%
somewhat
disagree



69

I am open to giving time or money to a good cause. 

I am unsure which cause to donate my time or money to. 

An easy-to-find donation button would increase my likelihood to donate. 

I would be more likely to donate on a computer or mobile device.

A personal story about a nonprofit’s impact would increase my likelihood to donate. 

I would rather give time or money to a local nonprofit that affects my own community.

 
2%

somewhat
disagree

34% 
somewhat 

agree

52% 
strongly 

agree

11%
neither agree 
nor disagree

7%
somewhat
disagree

31% 
strongly

agree

16%
neither agree 
nor disagree

49% 
somewhat 

agree

31% 
somewhat 

agree

31% 
strongly 

agree

7%
strongly
disagree

23%
neither agree 
nor disagree

8%
somewhat
disagree
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I am aware of the employment struggles faced by individuals with disabilities.

I believe that workers with disabilities are able to produce the same quality of work 
as those without disabilities.

I believe individuals with disabilities should have access to equal employment opportunities. 

survey responses
Inequities/Perceptions

6%
neither 

agree nor 
disagree

15% 
somewhat 

agree

79% 
strongly 

agree

45% 
somewhat 

agree

3%
somewhat 
disagree

38% 
strongly 

agree

14%
neither agree 
nor disagree

33% 
somewhat 

agree

5%
neither agree 
nor disagree

58% 
strongly 

agree

3%
somewhat
disagree
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survey key findings
• Green Country Grantors are passionate about their community. 

• Our target audience donates to nonprofits at least once a year,    
 and ease of donation is important to them.

• Respondents said they connect most with causes that are local    
 and tell a meaningful story.

• Green Country Grantors want a good life for people with disabilities   
 and the majority believe they’re capable of doing quality work.

•  Awareness of The Bridges Foundation is very low, with 79% of    
 respondents stating they had not heard of the organization.
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qualitative
research
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qualitative Research Goal
In our qualitative research, we were able to ask more open-ended questions 
and dive deeper into the “why” behind our respondents’ opinions. 
Interacting with our target audience gave us insights into their donation 
habits, brand awareness, media usage, and perceptions of people with 
disabilities. We aimed to gather value statements from our target audience 
and to explore more emotional areas than a survey alone could.
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focus
groups
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Men and women age 40+ 

from Oklahoma and Texas 

who are willing to donate time 

or money to a good cause

who?
To gain a deeper 

understanding of how our 

target audience interacts with 

nonprofits, what motivates 

them to support a cause, 

and how they feel about the 

employment struggles people 

with disabilities face

why?
2 groups with 8-10 participants 

each took part in a guided 

discussion about the client 

and related topics via Zoom 

video conference.

how?

focus group at-a-glance
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focus group methodology
Jigsaw conducted focus groups to gather valuable insights into how people 

within our target audience feel about key themes related to our campaign. 

Focus group participants consisted of men and women with ages ranging from 

53 to 89 to represent our entire target audience.

With group dynamics in mind, Jigsaw dove into Green Country Grantors’ 

attitudes and perceptions towards giving to charitable causes and supporting 

people with disabilities. Focus groups were conducted over Zoom with 2-3 

moderators and 1+ transcriber in each session. We asked each group different 

questions about the same topics to maximize our findings.
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What words do you associate with community?
Service
Group
Love
Support
Social

What hobbies or local activities are you involved in?
Church
Local foundations
Community clubs
Children’s/grandchildren’s activities

focus group discussion
Lifestyles
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What kinds of causes do you typically donate to? 

“We look for a religious affiliation and for validation that most of the money 
is going where it needs to go.” -NEIL , 56 

“I personally look for children, especially children with cancer, children with 
disabilities…children that are left behind.” -JONI,  78

What are the characteristics of these organizations that make 
you want to support them?

“We tend to look more local, like neighbors in need, so that we can make 
sure that it comes from here and stays here.” -SUSAN H.,  52

focus group discussion
Philanthropy
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What is your thought process when choosing a nonprofit to give to?

“It’s very much about heart, but I also look at things like what is their 
purpose, what mission are they for, what are they trying to do? The business 
model and the money is important, because I want to know the people that 
are running it are upstanding and running it in a good way, but it’s really 
about the mission.”  -CHRIS, 54 

focus group discussion
Philanthropy (Cont.)
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Do you think about ways to improve your community? Do any of these ideas 
better the lives of individuals with disabilities?

“I don’t think it crosses the radar of just the average person. They’re doing their 
job or whatever else they’ve got going on. They’re probably not intentionally 
avoiding it, it’s just not in their perception.” -NEIL , 56

“We don’t see these employees, we don’t know someone’s putting a nut in 
a bolt behind the scenes. They can’t sell themselves.” -SUSIE, 54

Do you know anyone with an intellectual disability?
“My sister-in-law’s nephew has Down’s Syndrome. He’s super active in sports and 
he’s got the personality of 10 little kids, just an amazing personality.” -DANIA , 53

focus group discussion
Exposure
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What do you know about the unemployment struggles faced 
by people with disabilities?

“As a parent, I think of the struggles the parents have and the worry about 
what’s going to happen to my kids when I’m gone.” -SUSAN H.,  52

“The fact that they don’t even make minimum wage and they’re capable of 
doing things like building buses is unbelievable.” -SUSIE, 54

“When you have friends who have children with ntellectual disabilities, as 
you get older, you know their parents are getting older as well, and you 
really wonder about the future for those individuals.” -JOEL, 55

focus group discussion
Inequities
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What are your thoughts on workers with disabilities?

“I think their attitude is amazing. It lets you know right away that they 
are happy to be doing what they’re allowed to do, so it’s amazing to me.” 
-JONI,  78

“I think it’s a super advantage for a company to use them because they 
usually make us smile and we have empathy for the struggle that they’re 
going through.” - PETER, 59

focus group discussion
Perceptions
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Focus Group Key Findings
Community is extremely important to Green 

County Grantors and represents a place to 

make a difference through service.

Financial transparency is important to Green 

Country Grantors when considering donating 

to a nonprofit organization.

Green Country Grantors would rather participate 

in hands-on community service than 

just donating money to an organization.

Most participants did not know the extent of the 

employment struggles faced by individuals with 

disabilities, but feel that it is an issue that deserves 

greater recognition and support.

Focus group participants thought of people 

with disabilities as inspiring and uplifting.

“We donate our time at the school and our church, 

Red Cross, St. Jude’s, the local food bank, and 

others.” -PETER, 59

“We like to donate to organizations where we put 

money in and the money goes to where we think it’s 

supposed to go.” -JIM, 78

“I have to say I’d probably rather actually do 

something and volunteer than attend a ball or go to 

a charity auction.” -JOEL, 55

“I think there’s so much emphasis on kids with 

intellectual and physical disabilities that sometimes 

we forget about adults.” -DANIA , 53 

“Different isn’t bad. You should be able to embrace 

the difference in everyone.” -SUE, 81
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one-on-one
Interviews
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13 adults ages 40+ who are 

willing to donate time or 

money to a good cause

who?
One-on-one interviews 

allowed us to dive deeper into 

personal values and opinions, 

providing even more specific 

and detailed data to that 

gathered by our survey and 

focus groups.

why?
Participants were asked a series 

of questions regarding their 

media usage, philanthropic 

activities, and perceptions of 

individuals with disabilities via 

Zoom or phone call.

how?

one-on-one interviews 
at-a-glance88
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one-on-one interview
methodology
In one-on-one interviews, Jigsaw was able to touch on deeper topics and 
more controversial opinions. With the freedom to share thoughts without 
judgment, these interviews showed us what our target truly thinks 
about nonprofits like The Bridges Foundation and about workers with 
disabilities. We focused on exploring several key themes, including...

What motivates consumers to give to good causes

How consumers feel about workers with disabilities

What values are most important to them
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“With your community, you want 

it to reflect you and what you 

believe. It’s where all my people 

and favorite things are.”

-TOD, 75

“[Community] is everything to 

me. I’ve lived in Tulsa my entire 

life; it’s where I started my family, 

made my career, and where my 

grandchildren live. I want it to 

be the best version of itself, and 

I want to stay completely up to 

date on all things Tulsa.” 

-ANN, 81

Community is invaluable to our target audience; 
their friends and families are there, their 

churches are there, and their hearts are there. 
Many Green Country Grantors are leaders in 

some aspect of their community, and they value 
connecting with others within it. 

interview findings
Lifestyles

90
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“I am grateful that my career is 

about giving back. It’s the little 

things, like teaching a young 

mother how to drive so she can 

get a job. Not every job is so 

fulfilling in such a tangible way, 

so I just feel really blessed.” 

-GRETCHEN, 50

Charitable causes are close to our target 
audience’s hearts. The majority of interview 
participants said they have donated time or 
money to a nonprofit within the last year, with 
most being much more recently. 

Green Country Grantors love to talk about 
what they support, and they seek out places 
to discuss philanthropy with others. Some 
participants work with nonprofits as part of 
their career, while others give back to feel good 
about their role in society. 

interview findings
Philanthropy
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“I prefer donating to local 

nonprofits because I trust 

Tulsans and I want to make the 

community as great as I can. I 

also like being able to see the 

tangible results of where my 

money is going rather than 

donating to a larger foundation.” 

-ANN, 80

“I want to help the people who 

are right here. If I can put a face 

to a name and see them in the 

community or read about them 

in a local paper, that all makes it 

more interesting to me.” 

-DEBRA, 58

All of our interview participants mentioned 
that they prefer donating to local nonprofit 

organizations because they like to see the direct 
impact of their donations on their community.

interview findings
Philanthropy (Cont.)
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“If I were to donate without it 

affecting my wallet, I would 

probably choose to help kids, 

underprivileged or needy kids, 

just anywhere that needs help 

they can’t get on their own.” 

-TOD, 75

“I would donate to anything 

having to do with children 

(abused children, homelessness, 

disabled, sick, etc.)” 

-DAN, 55 

“I typically look for religious 

organizations: do they align with 

our beliefs, how are you helping 

God’s kingdom?” 

-KRISTI,  53 

The majority of interview participants 
mentioned that they primarily donate to 
children’s and/or religious causes.
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“I don’t think about people 

with disabilities’ struggles 

because I don’t have one or 

know someone with one.” 

-SUE, 81  

Of the causes interview participants supported, 
adults with disabilities were rarely on their mind 

if they didn’t have a personal connection to 
the issue. Many believed the unemployment 

rate for people with disabilities would be 
higher because they rarely see individuals with 

disabilities working in public. They also primarily 
donate to religious and children’s causes—a 

nonprofit that supports adults with disabilities 
isn’t something they’re exposed to very often. 

interview findings
Exposure

94
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“I always imagine what will 

happen to my child when I’m 

gone. Usually, by that time your 

kids are supposed to be taking 

care of you. I think the way 

society treats the vulnerable is a 

reflection of the individuals.” 

-SHELLEY, 53

Shelley has a daughter with a developmental 
disability, and she cares deeply about her future 
struggles. It isn’t surprising that somebody so close 
to the cause would care about these inequities. As we 
discovered in the Exposure theme, most people aren’t 
exposed to or aware of the inequities people with 
disabilities face unless they know someone with one. 

However, once people are made aware of the 
struggles, the express guilt for not knowing about 
it beforehand and wholeheartedly agree that 
people with disabilities deserve fair employment 
opportunities.   

Inequities
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Green Country Grantors are open to the idea 
that people with disabilities are more than what 

we’ve always been told. Several participants 
stated that they believe workplaces should 

be more accommodating to people with 
disabilities, because they deserve the chance 

to be independent. They think people with 
disabilities deserve respect, grace, and a chance 

to prove themselves.

interview findings
Perceptions

“There is a broad misconception 

for the capabilities for someone 

with a disability. Part of the 

challenge is the way in which 

people with disabilities are cast 

with a negative light because we 

call them people with disabilities 

when they are people with 

unique capabilities.” 

-DAN, 55

“I think depending on their actual 

ability, they should be treated 

with respect but also with the 

grace that they deserve.” 

-ANN, 80

96



97

“The reality is, if you have 

disabilities you cannot physically 

or mentally do the job as well as 

the average person.” 

-KRISTI,  53 

“Some may not be as reliable, 

and they may not be able to 

consistently do something. Of 

course, to employers, it’s more 

costly to hire them because 

they’ll require more training or 

resources.” 

- TOD, 75

A significant portion of participants also held 
more covert negative opinions about people 
with disabilities. 

Even though they stated they want a better 
life for these individuals, some cited reasons 
why they believe it isn’t realistic. These 
perceptions are due to misinformation and a 
lack of exposure to the quality work people with 
disabilities are capable of. It’s clear that there are 
still underlying misconceptions in some Green 
Country Grantors’ minds. 

interview findings
Perceptions (Cont.)
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The Cross Timbers Chapter of 

Rotary Club in Flower Mound, 

Texas consisted of 40-50 

members over the age of 30, with 

the majority of members being 

women over the age of 45

To examine how charitable 

groups interact with 

nonprofits and the process 

they use to determine which 

nonprofits they will donate to 

or volunteer their time with 

why?
A weekly Rotary Club meeting 

was observed and recorded via 

Zoom video conference

how?

selfless server observation 
at-a-glance

who?
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selfless server observation 
methodology
Selfless Servers are people who not only make philanthropy a priority, but the driving force in 

their lives. They work in nonprofits, have leadership roles in philanthropic organizations, and go 

above and beyond in their community to make a difference. 

Virtually sitting in on a Rotary meeting provided a chance to observe Selfless Servers in their 

natural environment to gain a deeper understanding of their behavior. After conducting one-

on-one interviews, Jigsaw became aware of the opportunity a relationship with organizations 

like Rotary Club could provide for The Bridges Foundation in terms of raising awareness and 

donations among our target audience. 

We observed members of the Cross Timbers Rotary Club via Zoom without interruption during 

their weekly meeting to understand their values, lifestyles, and how they discuss philanthropy. A 

large majority of the members joined over Zoom, and the rest joined in person.
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Selfless Servers are passionate about making an 
impact on the community through philanthropy 

and actively seek out opportunities to do so by 

joining organizations like Rotary Club.

We observed that members of Rotary Club 
genuinely feel as though they are making a 

distinct impact through the events they host, 
money they donate, and causes for which they 

generate awareness. 

selfless
server

“We are all leaders, we are all 

decisions makers, we all make 

things happen, we all help the 

common person in uncommon 

situations. We network with 

others, drill water wells, educate, 

and literally take our expertise 

and help throughout our 

community and throughout 

Rotary International”

-ROTARY MEMBER
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Selfless Servers share similar lifestyles, beliefs and 
values. The charitable groups they belong to have a 

close-knit culture. 

Each Rotary Club meeting is opened with a prayer 
and closed with a “4-way test” of what a Rotary 
member should think, speak, and do to improve their 
community. Religious and patriotic values are openly 
discussed and shared between all members.
Members engage in lively small talk before meetings 
start and know each other well. 

“I’ve been under the weather and 

the family of Rotary brought me 

soup, supported me, and more. 

That’s just what happens in this 

club; you reach out and give a 

hand to anybody who needs it.”  

-ROTARY MEMBER

103

observation
findings
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Rotary Club, Junior League and other charitable organizations invite nonprofits to speak 

at meetings and events. Once a nonprofit presents their mission, the clubs decide 

whether they will support the organization financially or in terms of volunteering.

Rotary Club members are able to invite representatives from nonprofits to speak about 

their organization at meetings. Even if the club can’t take it on as an official project, 

individual members often take a special interest in these organizations after hearing 

their missions. 

After meetings, Rotary Boards gather to discuss which nonprofits to give to using 

criteria such as need, whether they need money or resources, and how many of the 

members connect with the cause.

selflesss server
observation findings
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media goal
Jigsaw’s media goal is to position The Bridges Foundation as a 
community-focused nonprofit that fights against inequity and 
makes a difference in the Tulsa community. 

Our media plan will raise awareness of the impact The Bridges 
Foundation has on Green Country Grantors and their community 
with authentic and thought-provoking content on traditional, 
digital, out-of-home and experiential platforms. Jigsaw will 
measure the campaign’s success by tracking clicks, impressions, 
engagement, and physical attendance at events.
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Provide over 11 million impressions by end of Q4 2021

Increase awareness of The Bridges Foundation by reaching Green 
Country Grantors at a 6+ frequency locally through the media mix

Sustain awareness of The Bridges Foundation by reaching Green Country 
Grantors at a 3+ frequency locally through the use of engaging and creative 
content on traditional, digital, out of home, and experiential platforms 

01

03

02

Media objectives
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Provide 50% reach at 6+ frequency in the Tulsa market in January and 
March 2021 to ensure an increase in awareness of The Bridges Foundation 

Provide 50% reach at 3+ frequency in the Tulsa market during June, 
September, November and December 2021 to maintain top-of-mind 
awareness of The Bridges Foundation among Green Country Grantors 
during peak giving times

04

05
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revisiting personas

• Epitome of an old soul; he finds  
 computers confusing (159) and  
 feels that technology is moving  
 too fast to keep up with (147)

• Loves reading the newspaper  
 (125) and watching TV (120)

• Receptive to advertising (105)  
 and thinks it is valuable for   
 learning about companies and  
 products (123)

• Newspapers are important   
 to him, both as a remnant of the  
 good old days and as a source of  
 information (137) 

• Her cell phone connects her to  
 her social world (103)

• Her mobile usage is far above  
  average (124); she sees many  
 advertisements on the different  
 social media platforms that she  
 runs for the Tulsa Rotary Club

• Advertising helps her learn   
 about nonprofits that Rotary  
 may want to partner with (119) 

• Listens to the radio often (111)  
 while on the road and   
 appreciates all things local

Green Thumb 
Gary, 74

selfless server 
susan, 62
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• Her children have a great   
 impact on the things   
 she buys (124)

• Guilty pleasure: indulging   
 in celebrity gossip through   
 magazines (125) 

• Receives her daily news from  
 magazines (123), reading articles  
 (151) and watching TV (120)

• She’s all about the    
 neighborhood scene — she gets  
 the local paper to keep up with  
 local news (121) because she   
 trusts that information (109)

super mom 
mary, 44

• Loves staying connected with  
 her friends and family (103) and  
 uses social media to do so (103) 

• Has only been signed up on   
 some social networking sites  
 for a year (121), but loves   
 everything they have to offer 

• Her main source of    
 entertainment is watching   
 TV (131)

• She enjoys commercials (126)  
 and magazines (121) 

• Makes an effort to support   
 Tulsan owned stores over   
 chains (120) 

• Reads the local newspaper   
 most days (137) 

• Turns on the radio when   
 driving because he relies on it  
 to keep him informed (105)

• Magazines are a source of   
 information for him (102)

• Mostly consumes traditional  
 media and only uses social   
 media 1 to 3 times a week (104)

social butterfly
beatrice, 55

generous 
geraldo, 67

Through primary and secondary research, Jigsaw discovered that Green Country Grantors are heavy users of 
traditional media, such as magazines, newspaper, radio and television, in addition to using digital and social 
media to stay connected with their family, friends and community.
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media quintiles
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INDEX NUMBERS BASED ON FREQUENCY OF MEDIA USAGE
1  -  HEAVY

2 - MEDIUM-HIGH
3 - MEDIUM

4 - MEDIUM-LOW
5 - LOW
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geography

TULSA, OKLAHOMA

Jigsaw will take geography into account for experiential and out-of-home 

activations  Jigsaw is confident that The Bridges Foundation will be able to achieve 

a higher amount of exposure through strategically placed ads within the greater 

Tulsa area. Since Jigsaw’s goal is to raise awareness among the Green Country 

Grantors, it only makes sense to target them where they spend the most time. 
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media Strategy
Jigsaw’s campaign will reach Green Country Grantors at the media touchpoints 
they most heavily interact with to communicate The Bridges Foundation’s 
importance to the community and achieve top-of-mind awareness. Green 
Country Grantors are heavy users of traditional media, so these platforms will be 
a focus within our media plan, with supplemental placements in digital, social, 
out-of-home and experiential advertising. 

A continuous media strategy will be utilized to ensure our messaging reaches 
Green Country Grantors and achieves engagement year-round. Pulsing will be 
implemented at the beginning of the campaign to pique interest, followed by 
pulsing near major events and during the holiday giving season. 
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budget 
breakdown
TV: 0.5%

ONLINE: 1 .30%

AUDIO: 7.0%

EXPERIENTIAL: 7.5%

PRINT: 41.7%

OOH: 41.9%

TOTAL: $9,992,603
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flow
chart
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success metrics
• Monitor foot traffic and turnout at experiential events

• Track click-through rates, reach, impressions, and conversions   
 on digital platforms

• Track impressions, engagements, and video views/completion   
 rates on social media analytics

• Monitor traffic rate and qualified site visits to The Bridges    
 Foundation website

•  Track online listeners and impressions for radio & podcast ads 

• Conduct surveys monitoring awareness before and after    
 campaign launch to determine success
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creative
brief
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strategy
Jigsaw will take The Bridges 

Foundation from a small name in 
a sea of nonprofits to a well-known 

organization that people are fired 
up to support. We want to prove 

there is an urgent need to address 
the issue of workforce inequity 

among people with disabilities. 

Bridges’ clients are hardworking, 
driven people that want to 

contribute to society, and the only 
thing standing in the way of a 

better future is awareness. 

The Bridges Foundation is 
a small, relatively unknown 
nonprofit.

from

The Bridges Foundation is 
a key player in the fight to 
gain equality for workers with 
disabilities.

to
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key insight
“As a Green Country Grantor, I love an underdog 
story, and I connect with causes that see potential 
in people others may overlook.”
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main message
The Bridges Foundation contributes to society by giving people 
with disabilities the opportunity to show their aptitude. These 
individuals do work that impacts our daily lives. We will highlight 
the employment inequity individuals with disabilities face, how 
those statistics come to life, and how Tulsans can help The Bridges 
Foundation expand the good work they do.

The Bridges Foundation’s clients know what they’re capable of; 
the rest of us need to catch up. People are only limited by the walls 
others build around them. When you open doors instead, these 
clients surprise you with all that they can do. 
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Tone & manner
Brand communication will be informative and evoke feelings 
of empowerment and compassion. We want our audience to 
experience an emotional and human connection to Bridges’ 

clients through a creative campaign aimed at their heartstrings.
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creative concept
Green Country Grantors likely know that individuals with disabilities experience 

hardships, but they do not dwell on the severity of how it impacts their lives. Just as 

people fail to recognize the importance of these services, people often don’t realize the 

issues individuals with disabilities face.  

We will inform the Tulsa community of the employment struggles people with disabilities 

face while highlighting that their employment makes a distinct impact, not only on the 

clients, but on the Tulsa community as a whole. Clients’ personal stories about what 

assembly projects they work on and where the pieces they assemble live today will show 

Green Country Grantors how their lives wouldn’t be the same without them. What would 

you do if your favorite local business didn’t have  air conditioning? If your children didn’t 

have access to public transportation to take them to school every day? 

It’s time to highlight how the seemingly small tasks completed at Bridges add up to make 

a significant impact on our daily lives. It’s time to appreciate who keeps the wheels on the 

bus. It’s time to provide people with disabilities the recognition and support they deserve. 
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the
big idea
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creative concept
Testing
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A group of creative marketing and 

advertising students and alumni 

from The University of Oklahoma; 

Dave Tutin, professional 

Creative Director 

To test how creative individuals 

perceived our varying campaign 

ideas and to gain insights on 

different ways to approach this 

campaign. 

why?
We met with 8 creative students 

and alumni from The University 

of Oklahoma via Zoom video 

conference and had a free-flowing 

1-hour discussion regarding our 

creative ideas. We also discussed 

our ideas with Dave Tutin via Zoom 

and email to get an advertising 

professional’s point of view. 

how?

As part of our primary research, Jigsaw met with a group of creatives, both in and outside of the 
advertising industry, to test our overarching creative messaging, taglines, copy, and tactical ideas.

who?

creative concept testing
at-a-glance
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creative concept testing
methodology
In our creative brainstorming session, Jigsaw was able to connect 
with other creative minds through organic conversation. This method 
provided Jigsaw with insight regarding the path of our creative 
concept and enlightened us with future considerations. We put our 
heads together to explore...

What emotional advertising techniques are most effective

What language others think is beneficial vs. harmful

Suggestions for our overall creative concept
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We discussed memorable emotional campaigns with 

participants and explored exactly what connected us to those 

campaigns. Some campaigns are memorable for the wrong 

reasons, such as graphic images and depressing overtones, 

that fail to uplift and inspire audiences. Creatives are drawn 

to campaigns that break down social norms, become bigger 

than the brand, and say something in a new way. 

key findings
Emotional advertising must move 
people, but in the right direction.

“If I see an ad that makes me sad, it 

makes me that much less likely to do 

something about it. If I see something 

that makes me angry at an injustice,

 it makes me want to do something 

about it and provokes me 

to spread awareness.” 

-ANDREW
GAYLORD COLLEGE STUDENT

“Uplifting tones tend to make me feel 

more empowered when it comes to 

changing my perspective, rather than 

focusing on everything’s that’s wrong. I, 

and probably the clients as well, want to 

hear how it can be made better.” 

-CLAIRE
GAYLORD COLLEGE STUDENT

“You need to focus on the disparities 

people with disabilities face, then inspire 

a change in people’s point of view.” 

-DAVE TUTIN
CREATIVE DIRECTOR
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key findings
Language must be carefully chosen.

“Avoid infantilizing them or babying 

them with their speech, which is an 

unintentional malice.” 

-ANDREW
GAYLORD COLLEGE STUDENT

“Don’t use language that makes them 

seem as if they are less capable than 

someone else. It’s a delicate balance” 

-WILLIE
GAYLORD COLLEGE ALUMNUS

After prompting the creatives to discuss language styles and 

their perspectives on people with disabilities, we decided a 

shift away from the word “disabled” was necessary for our 

campaign. The participants believed that to change people’s 

thoughts, we have to change the way we talk and even think 

about individuals with disabilities. Rather than playing on the 

term “disabled” within our tagline as we originally planned, 

we wanted to get at something deeper and more positive. 

132
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Through this session, the creatives validated the idea that 

positioning The Bridges Foundation as a key player in the 

fight for change is an effective way to make people care about 

the issue of workforce inequity.

Our experiential ideas were intriguing to all of the creatives as 

a means for communicating this message.

Our tagline ideas also evolved as a result of this session. 

MORE THAN A JOB → DIAGNOSIS DOESN’T DEFINE 
→ CHANGING THE NARRATIVE

Developing a strong tone and manner is essential.

“The statistics really stick out to me and 

make me want to do something about it” 

-CLAIRE
GAYLORD COLLEGE STUDENT

“It’s very effective to show someone, this is 

the product the client made. Put it right in 

front of them to show their work genuinely 

affects Tulsa.”

-ANDREW
GAYLORD COLLEGE STUDENT

“‘Changing the Narrative’ works because

that’s what Bridges is doing, they’re 

changing it by employing these people. Call 

people to join that fight with Bridges”

-DAVE TUTIN
CREATIVE DIRECTOR
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THE BRIDGES
F O U N D A T I O N

logo redesign
While a new logo wasn’t part of the ask, we felt this 

campaign was a perfect opportunity to refresh and 

modernize Bridges’ current branding.

We stuck with Bridges’ bold purple and orange 

color palette to maintain existing brand associations 

with those who are familiar with the organization. 

Typography was updated to a more modern sans 

serif, while the abstract “bridges” of the original mark 

were reworked to form a more dynamic arching 

shape. The redesigned logo is shown here in several 

color applications.

BEFORE

AFTER
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THE BRIDGES
F O U N D A T I O N

THE BRIDGES
F O U N D A T I O N

THE BRIDGES
F O U N D A T I O N

THE BRIDGES
F O U N D A T I O N
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Television
According to Simmons OneView data, Green Country 

Grantors find TV advertising interesting, and quite often 

it gives them something to talk about [129]. TV is not only 

their main source of entertainment [131], but they also 

rely on it to keep them informed [136].

Jigsaw will implement commercial spots on local 

channels during the primetime daypart and cable, as 

well as creating dedicated TV news segments on

popular local channel KTUL.

“I watch TV throughout

the day, mostly cable.”

-tod, 75
ONE-ON-ONE INTERVIEW

“Adding TV into the media

mix of a campaign will

increase the effectiveness

by 20% or more.”

-Mediagistic
MARKETING AGENCY
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Primetime TV
25 TARGET RATING POINTS (TRP)
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Tv  Spot script
Video

[fade in] videos of Bridges clients working

[cut to] videos of Bridges clients interacting

[cut to] Josh 

[cut to ] videos of Bridges clients working

[cut to] Tony 

[cut to] videos of Bridges clients interacting

[cut to] Raquel

[cut to ] videos of Bridges clients working

[fade out] Bridges logo & website URL
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audio

Music: Soft music plays

Music: Softens as voiceover comes in

(VO): The Bridges Foundation is a nonprofit organization in Tulsa that employs adults 
with disabilities who have a harder time finding work because of misconceptions 
associated with their capabilities. These individuals at Bridges know what they’re 
capable of; the rest of us need to catch up. It’s time to provide individuals with 
disabilities the recognition and support they deserve. 

Tulsans have the ability to help Bridges and its clients change the narrative and aid 
individuals with disabilities on their vocational journeys. Visit us at bridgestulsa.org to 
learn more.

Music: gets louder

End (30 sec.)
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ktul segment: 
Assembling New Perceptions
Bridges will be featured in a segment on KTUL that highlights how the 
community of people with disabilities is quite literally building Tulsa up 
and how Tulsans can join the fight for workforce equality. The segment will 
explain how The Bridges Foundation is changing the narrative for workers 
with disabilities by highlighting stories of how Bridges has changed the 
lives of clients and their families by providing them with meaningful work 
and a chance at independence. 
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Radio
A study conducted by Statista found that

radio has a weekly reach of 90% among adults with an 

average of 106 minutes of radio listening time per day. 

The majority of Green Country Grantors listen to the radio 

when they are in the car [115], so Jigsaw will capitalize on 

this opportunity to reach Green Country Grantors during 

their daily commute, grocery store run, and more.

Jigsaw will implement 30-second spots on popular 

community radio stations in Tulsa, including 92.1 The 

Beat and 97.5 KMOD, and 89.5 KWGS, Tulsa’s National 

Public Radio station.

“I listen to the radio all the

time. I listen to it in the

car and through my smart

speaker at home.”

-Debra, 58
ONE-ON-ONE INTERVIEW

“I listen to the radio

every day.”

-Margaret, 78
ONE-ON-ONE INTERVIEW

2019, STATISTA
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voice music + Sfx

Announcer: Did you know that Tulsa’s school buses and 
A/C units are built by people with disabilities? They’re 
proving that ability is all about mindset—but many 
people with disabilities still face unfair employment 
practices. The Bridges Foundation is a non-profit in Tulsa 
that employs adults with disabilities because not only do 
they do quality work, they do it for Tulsa.

You can help Bridges expand the vital work they do. Visit 
bridgestulsa.com to see how they’re changing 
the narrative.

Soft music

Gets quieter when 
Announcer speaks

Gets louder after 
Announcer speaks

Duration
1 second

27 seconds

2 seconds
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podcasts
According to Nielsen, 55% of the U.S. population 

(155 million people) listens to podcasts. Additionally, 

Statista found that 62% of our target audience listens 

to podcasts monthly. This platform is a mecca for 

individuals with a desire to have a personal 

experience that feels more like a discussion than a 

formal news report.

Through sponsorships with local Tulsa podcasts, 

we plan to capture the attention of Green Country 

Grantors while they’re tuned in and inform them of 

The Bridges Foundation using enlightening, heartfelt, 

and profound spots.

“I listen to podcasts everyday

because they allow me to

learn and go deeper into a

topic. It’s like listening in on

a rich discussion in a less

formal manner.”

-Dan, 56
ONE-ON-ONE INTERVIEW

“I listen to a lot of podcasts.”

-Gretchen, 50
ONE-ON-ONE INTERVIEW

2020, PODCAST INSIGHTS

2020, STATISTA
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Tulsa Talks & 
The messy Table
“This podcast is sponsored by The Bridges Foundation. 

Bridges is a nonprofit in Tulsa that employs people with 

disabilities. Every day, these individuals come to work and 

prove that they’re more than capable of building Tulsa up. 

They work on pieces for your school buses, they sort your 

recycling. So why do they still face prejudice and extra 

obstacles to employment?

The Bridges Foundation is changing the narrative. It’s 

time to give people with disabilities the opportunities and 

recognition they deserve. If you want to support those who 

support you, check out bridgestulsa.org.”
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The middle of everything 
& The praisedown

“This podcast is sponsored by The Bridges Foundation.

Parents naturally worry about their kids. Parents of 

children with disabilities have different worries—will their 

kid fit in? Be able to get a job? Be able to provide for 

themselves when they’re gone?

People with disabilities have to fight for their employment, 

but when they’re given a chance, they complete quality 

work. Tulsa essentials are built by workers with disabilities 

at The Bridges Foundation, a nonprofit dedicated to the 

fight for equal employment opportunities.

Bridges is changing the narrative. Check them out and 

see how you can join the fight at bridgestulsa.org.”
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Podcast Event Promotion
Podcast ads scheduled around major experiential events hosted by The Bridges Foundation will 

promote the organization and encourage people to stop by the event.

Podcast hosts will be given talking points to hit, but will have the creative flexibility to adjust the 

script to their own tone. 

“This podcast is sponsored by The Bridges Foundation.

Bridges is a nonprofit in Tulsa that employs people with disabilities. Every day, these individuals 

come to work and prove that they’re more than capable of building Tulsa up. Yet, they still face 

prejudice and extra obstacles to employment.

Bridges is changing the narrative, and they want you to join the fight. Join them for a drive-

in movie night in August to learn how Bridges impacts Tulsa, eat some delicious popcorn, and 

watch classic movies about overcoming boundaries. Register at bridgestulsa.org.”
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print: Magazines
Magazines are Green Country Grantors’ main source of

entertainment [123], and they enjoy reading the ads 

inside magazines [122], so we must engage

with them at this crucial touchpoint.

Jigsaw will implement full-page advertisements in 

popular local magazines Tulsa People, Tulsa Kids, 

Tulsa World, and Tulsa Lifestyle, as well as national 

magazines Family Circle [187] and Good Housekeeping 

[188]. Our advertisements will reach consumers 

through this critical platform to inform them about 

The Bridges Foundation and invoke action.

“Any magazine that covers

what’s going on locally, I’m

interested in reading.”

-Ann, 80
ONE-ON-ONE INTERVIEW

“I like to read the Tulsa

People magazine.”

-Gretchen, 50
ONE-ON-ONE INTERVIEW

“I read magazines on my iPad—

Better Homes and Garden, things 

I’m interested in.”

-Sue, 81
ONE-ON-ONE INTERVIEW

2017, MARKETING SHERPA



151

TULSA WORLD:  Full Page & Back Cover Ad
TULSA PEOPLE:  Full Page Ad

TULSA KIDS:  Inside Front Cover & Full Page Ad
TULSA LIFESTYLE: Full Page Ad

FAMILY CIRCLE:  Full Page Ad
GOOD HOUSEKEEPING: Full Page Ad
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print: newspaper
Green Country Grantors rely on newspapers to stay 

informed [119] and read the local paper every day 

[114]. A study conducted by effectiveness consultancy 

Benchmarketing for Newsworks found that newspaper 

ads “increase overall revenue return on investment by 

three times.”

Jigsaw will implement full-page advertisements 

in both the Sunday and daily publications of local 

newspapers Tulsa World and The Oklahoman. Our ads 

will be distinctive, informative, and emotional to raise 

awareness of The Bridges Foundation.

“My husband and I read the

Tulsa World cover to cover

every single day.”

-Ann, 80
ONE-ON-ONE INTERVIEW

“We used a push in the 

newspaper for the Common 

Good that earned us over 

$50,000 last week.”

-Gretchen, 50
ONE-ON-ONE INTERVIEW

“I read the local newspaper

everyday, the Catholic 

newspaper, and some online 

news stories.”

-Carole, 60
ONE-ON-ONE INTERVIEW

2016, THE DRUM
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TULSA WORLD SUNDAY: Full Page Ad 
TULSA WORLD DAILY: Full Page Ad
THE OKLAHOMAN SUNDAY: Full Page Ad
THE OKLAHOMA WEEKDAY: Full Page Ad
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print: church
bulletins
Our primary research provided insight that many

Green Country Grantors use their church as an

avenue to find philanthropies to give to. According to

J.S. Paluch, a Catholic parish services and

communications company, “97% of all households

attending church take at least one church bulletin 

home every Sunday”.

Implementing ads in popular church bulletins around

Tulsa will catch Green Country Grantors in a giving

mood and provide information about a nonprofit they

may not have heard of yet.

“I give multiple times a

month, and I am mostly

motivated by causes that

are affiliated with the

Catholic Church.”

-Ann, 80
ONE-ON-ONE INTERVIEW

J.S. PALUCH COMPANY



157

WEEKLY CHURCH BULLETIN AD 
ALL YEAR AT 50 LOCAL CHURCHES
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out-of home: billboards
According to HubSpot, 71% of people actively look at billboards while in the car, and over 50% of 

people say they’ve been highly engaged by a billboard they’ve seen in the last month, making 

them an important touchpoint to reach our target audience.

In our primary research, we found that 33% of our 307 survey respondents were not aware of the 

unemployment struggles people with disabilities face. Utilizing eye-catching, thought-provoking 

billboards in key areas throughout Tulsa is a simple and effective way to raise awareness of this 

issue and generate interest in Bridges and what they do.

2019, HUBSPOT
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out-of-home:
assembly highlights
Green Country Grantors may not realize that products

made by workers with disabilities impact their daily lives.

Jigsaw will give Green Country Grantors a tangible 

picture of how Bridges’ work directly impacts them by 

displaying wraps on the school buses and strategically 

placing posters near A/C units that the clients assemble 

parts for, inserting postcards into bags containing the 

COVID-19 face masks they help package, and more. These 

examples will shine a light on the essential work Bridges 

does for the Tulsa community.

“I think the concept of doing the

wrap on the bus is a great way to

present your message to people

over and over again when they’re

in traffic going to work.”

-susan, 49
FOCUS GROUP PARTICIPANT

“I think the wraps would be really

interesting. People can see that 

very quick, tangible connection 

between that individual and the 

bus they helped make.”

-chris, 55
FOCUS GROUP PARTICIPANT
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30 BUS WRAPS IN 1 DMA (TULSA)

SIGNAGE AT ALL MAJOR STORES WITH 
BRIDGES-ASSEMBLED A/C UNITS
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direct mail: Promotional boxes
According to the US Postal Service, direct mail recipients spend 28% more money than people 

who didn’t get that piece of direct mail. Additionally, the Data & Marketing Association reports 

that consumers aged 45-54 are the demographic group most likely to respond to direct mail 

pieces, making them the perfect choice to reach our target audience.

Promotional boxes full of branded keepsakes and personal touches, such as artwork created by 

Bridges’ clients, will catch Green Country Grantor’s attention and provide a chance for Bridges 

to tell their full story. Direct mail boxes will be sent to selfless servers, high-ranking business 

executives, and leaders in the Tulsa community to  form a personal connection with Bridges that 

will spark a lasting relationship with the brand.

2020, THE TRADESHOW NETWORK
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150,000 BOXES TO BE SENT IN OCTOBER 
(NATIONAL DISABILITY MONTH)
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digital
Green Country Grantors use the internet and notice the ads they see [108]. In order 
to reach our target, we must position The Bridges Foundation on the sites Green 
Country Grantors frequently access. 

Jigsaw will implement digital advertisements across popular sites that share local 
news, lifestyle tips, and more in the Tulsa community, including Tulsa World, Tulsa 
People, Tulsa Kids, The Oklahoman, and KJRH. This combination of advertising will 
expose our target audience to the impact The Bridges Foundation has on the Tulsa 
community.
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the tulsa world
BANNER AD

E-NEWSLETTER MORNING HEADLINE 

LOCAL :30 PRE ROLL VIDEO

PRE-ROLL VIDEO AD
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tulsa people
LEADERBOARD AD

TILE AD

E-NEWSLETTER TOP LEADERBOARD AD

TILE AD

170
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tulsa Kids
LEADERBOARD AD

TILE AD

E-NEWSLETTER BANNER

DEDICATED EMAIL BLAST

FEATURED SPONSORSHIP (12 MONTHS):

LOGO AT BOTTOM OF SITE

LEADERBOARD AD
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KJRH
BANNER AD

TILE AD

BANNER AD
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the oklahoman
TILE AD

TILE AD



174

social media
Based on primary research, we found that while Green

Country Grantors access social media to a varying 

degree, the majority of them use it at least once a day. 

According to Pew Research, 69% of adults 50-64 and 

40% of those over 65 use social media. 

Jigsaw will implement engaging advertising content 

on Facebook, Instagram, and LinkedIn,  as well 

sponsored posts on Tulsa Kids Magazine’s Instagram 

and Facebook accounts to reach their 5,000+ followers, 

many of whom fall within our target audience.

“I use Facebook and

Instagram twice a day.”

-patty, 53
ONE-ON-ONE INTERVIEW

“I use Twitter and 

LinkedIn once or 

twice a day.”

-doug, 54
ONE-ON-ONE INTERVIEW

“Social media is where 

I find out a lot about 

organizations now.”

-joel, 54
FOCUS GROUP 

PARTICIPANT

2019, PEW RESEARCH CENTER
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instagram
SPONSORED POST

SPONSORED VIDEO 

SPONSORED STORY

TULSA KIDS SPONSORED POST
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TULSA KIDS SPONSORED 
INSTAGRAM POST

TULSA KIDS SPONSORED 
FACEBOOK POST
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facebook
SPONSORED PHOTO POST

SPONSORED VIDEO POST

CANVAS AD

TULSA KIDS SPONSORED POST
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linkedin
SPONSORED POST
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programmatic
advertising
According to Simmons OneView data, Green 

Country Grantors use the internet and notice the 

ads they see [108]. In order to reach our target, 

Jigsaw will utilize programmatic advertising 

to reach the target audience whenever and 

wherever they spend their time online. 

Innovations in programmatic advertising 

will allow Jigsaw to target users based on 

demographic, geographic and other data to 

engage with and capture Green Country Grantors 

attention on sites they visit most frequently.

179
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search engine 
optimization
Jigsaw will optimize The Bridges Foundation’s 

website content by utilizing keywords that will 

increase its visibility for relevant searches. This will 

allow search engines to display Bridges’ website as 

the top result for searches of certain keywords such 

as “nonprofit”, “Tulsa” and “disability”. This digital 

tactic aims to improve  Bridges’ visibility online, thus 

allowing users to more easily discover TBF’s website 

and learn more about the organization. 

180
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Experiential/
events
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experiential placements
According to a study by consulting firm McKinsey & Company, experiential brand experience is 

the most powerful form of word-of-mouth-driving activity. Additionally, Forbes reports that 93% of 

consumers claim that live events have a greater influence on them than TV ads.

With experiential marketing growing at such a rapid pace, we have a unique opportunity to help 

Green Country Grantors engage with The Bridges Foundation through in-person experiences and 

community events. The events will consistently highlight the values, stories, and impact of The 

Bridges Foundation within the Tulsa community.

2010, MCKINSEY & COMPANY 

2019, FORBES
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Bridges will host a booth at the 

Tulsa Flea Market every month 

and sell merchandise from the 

Mercantile, including popcorn, 

dog treats, and signed art prints 

created by clients.

tulsa expo square 
flea market
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Jigsaw will implement a booth 

at the Tulsa Farmers Market for 

the entirety of the 2021 season 

(including branding throughout 

the market). The booth will sell 

Mercantile popcorn and other 

food items, and Green Country 

Grantors will get the chance to 

interact with the workers who 

impact Tulsa in person. 

tulsa farmers’
market
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Bridges will set up a booth every 

Wednesday during Dog Play 

Wednesday at the Gathering 

Place and sell Bridges Barkery dog 

treats. Other marketing materials 

such as flyers and business cards 

will be handed out as well to drive 

traffic to Bridges’ website where 

people can learn more about the 

organization.

dog play 
wednesday
AT THE GATHERING PLACE
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Mercantile Popcorn will be sold 

at every home game of the Tulsa 

Drillers 2021 season. The popcorn 

bags will be branded with the 

new Bridges logo and tagline 

and will include a QR code that 

links directly to the website where 

people can learn more.

ONEOK Baseball 
Popcorn Vendor
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Bridges will implement a table 

at the Tulsa Little Lighthouse 

Resource Fair (April 10, 2021), 

where they will hand out 

branded items from our 

promotional direct mail box.  

Little 
lighthouse
resource fair
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A Bridges booth will appear at 

the annual Jenks Community 

Easter Egg Hunt. There will also be 

branded Easter eggs at the event, 

and adults can stop by the booth 

to learn about Bridges while their 

kids hunt for eggs. 

Jenks Community 
Easter Egg Hunt
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Jigsaw will implement a vendor 

booth at Tulsa Mayfest (May 7-9, 

2021) for all three days. Since 

Mayfest is an art fair as well a 

carnival, the booth will feature 

Bridges Art, popcorn, and a 

monitor showing a short video 

explaining Bridges’ cause.

tulsa
mayfest
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Bridges will be a Sponsor of the 

2021 Rooster Days carnival and 

have a booth all four days of the 

event. Mercantile popcorn and 

handwritten notes from clients will 

be given to those who stop by.

broken arrow
rooster days 

carnival
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Bridges will implement food 

truck during all 3 days of the 

festival, stocked with the 

Mercantile’s wide range of 

popcorn flavors. Popcorn will 

come with a branded pin and 

handwritten note from a client.

Jenks America 
Food Truck 
Festival
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As a vendor at the Lights On 

event at Utica Square, Bridges 

will catch people in the holiday 

giving season and show them 

the great work their clients do 

for Tulsa. People can stop by 

the booth while they’re waiting 

to take pictures or walking 

around the event and learn 

more about Bridges.

Lights on
Utica Square
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Once a month for the entirety of 

2021, Bridges will host community 

luncheons for various Rotary 

Clubs, Junior Leagues, and other 

charitable groups. Food will be 

catered while Bridges staff and 

clients get the opportunity to 

interact with Green Country 

Grantors and show them the 

impact The Bridges Foundation 

has had on them. This will firmly 

position Bridges as a potential 

nonprofit to support in Selfless 

Servers’ minds. 

selfless server 
luncheons
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Sculptures made out of the 

assembly pieces Bridges clients 

use will be built once a month for 

5 months in major areas of Tulsa. 

These art pieces, each representing 

an area code for different parts 

of Tulsa, will show Green Country 

Grantors how Bridges’ clients 

literally build a better Tulsa. 

Scrap Sculptures 
throughout Tulsa
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In August, The Bridges 

Foundation will host a drive-

in movie night for Selfless 

Servers and their friends. 

We will play movies that 

center around changing the 

narrative and overcoming 

boundaries beyond their 

control. With delicious 

Mercantile popcorn and 

snacks, this will be a night 

nobody will forget.  

drive-in
movie night



196

5 murals displayed throughout 

the Tulsa community for the 

duration of the year will pique 

Green Country Grantors’ interest 

in The Bridges Foundation. With 

an emphasis on the summer 

months since people will be 

walking around, these murals 

will be the talk (and Instagram 

background) of the town. 

Tulsa
Murals
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Campaign Tracking 
& Follow Up

Monitor traffic to website through digital ad impressions

Watch individual donations for an increase in percentage 

Conduct follow-up survey of Green Country Grantors after 2021

01

03

02
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additional recommendations
As much as the Bridges Foundation 

deserves a budget that meets their needs, 

Jigsaw understands the ever-changing 

financial climate of the nonprofit world. 

Here we include some additional 

recommendations for free, cost-efficient 

ways for The Bridges Foundation to achieve 

some of the objectives and strategies we 

have outlined throughout this book.

We would like to express our gratitude on 

behalf of all of Jigsaw for letting us create 

a campaign that matters. We admire the 

incredible work The Bridges Foundation is 

doing and the positive impact it has on the 

Tulsa community and beyond .

GOOGLE AD GRANTS PROGRAM 

If qualified, Bridges can receive up to $10,000 a month in Google 

Ads for free. 

UTILIZE VIDEO MARKETING

Upload videos on free platforms such as Facebook, Youtube, and 

Vimeo and encourage members of the Bridges community and 

their families to share on their personal social media accounts.

APPLY FOR “DONATE NOW” BUTTON  ON FACEBOOK 

Allow the ease of donating directly after watching videos, reading 

posts, or seeing photos of the Bridges clients.

UTILIZE PUBLIC FORUMS

Engage with charitable community organizations to speak at 

meetings. 

AMAZON SMILE PROGRAM

Apply to be an Amazon Smile partner and receive a portion of the 

sales on select products. 
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survey Analytics
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survey Questions
Qualifying Questions
1. What age range do you fall under? 

 Below 40

 40-44

 45-49

 50-54

 55-59

 60-64

 65-69

 70-74

 75+

2. What gender do you identify as? 

 Male

 Female

 Other

3. What is your highest level of education?

 Some high school

 Graduated high school

 Some college 

 College - 4 years (Graduated)

 Education Beyond Undergrad

4. Do you live within the greater Tulsa area? (Y/N)
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survey Questions
Yes/No Questions

1. Did you graduate from high school or more? (Y/N)

2. Have you heard of The Bridges Foundation (Tulsa, Oklahoma)? (Y/N)

3. Do you donate time or money to nonprofits at least once a year? (Y/N) 

 If so, which nonprofits have you donated to? (Open-ended)

4. Do you have a personal relationship with someone with disabilities? (Y/N)
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Likert Scale Questions
Rate your level of agreement with the following statements. 
(Strongly agree→ Strongly disagree)

1. I am actively involved within my community. 

2. I want to see my community improve. 

3. The infrastructure of my community is important to me. 

4. I am open to giving time or money to a good cause. 

5. I am unsure which cause to donate my time and money to.

6. An easy-to-find donation button would increase my likelihood to donate. 

7. I would be more likely to donate on a computer or mobile device.

8. A personal story about a nonprofit’s impact would increase my likelihood to donate. 

9. I would rather give time or money to a local nonprofit that affects my own community. 

10. I am aware of the employment struggles faced by individuals with disabilities.

11. I believe that workers with disabilities are able to produce the same quality of work as workers   

without disabilities.

12. I believe individuals with disabilities should have access to equal employment rights. 
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Focus Group 1 
Moderator Guide
1. Is everyone over the age of 40 and has graduated high school or more?

2. When you think of nonprofits/social good organizations, what is the first one that comes to your mind?

3. Has anyone heard of The Bridges Foundation located in Tulsa, OK?

 If all no: Bridges is a nonprofit that provides vocational programs and employment opportunities    

 for individuals with disabilities, including job placement, supported community employment, on-the-job   
 training, and community resources. Bridges’ clients work on manufacturing and assembly projects for   
 several local and national manufacturers. 

4. Do you know of any similar nonprofits that provide employment opportunities for people with disabilities?

5. Has anyone donated time or money to a good cause in the last 2 years? Why or why not?

 If someone says yes, ask which one and why they donated to that one 

 If people say no, ask why - what would it take for you to donate?  

6. What kind of nonprofit would you seek out to donate to? What are the qualifying aspects?

7. What is the first word that comes to your mind when you think of a person with disabilities? 

8. What are your thoughts on workers with disabilities? Would you expect the same quality of work 
as individuals without disabilities?
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9. What do you know about the unemployment struggles faced by individuals with disabilities versus individuals 
without? What are your thoughts on this? How do you feel about this? (Looking for open ended emotion 
statements: “That isn’t fair,” “I don’t care about that,” so on to gauge current perceptions)

 Explain the national unemployment rate is 7.3% but it’s 3.5% for people with disabilities

10. What words do you associate with the word “community?”

11. Do you think about ways to improve your community/the world for your children or loved ones? Do any of those 
people include individuals with disabilities?

12. If you didn’t acknowledge people with disabilities in your thought process, what type of     
message would you need to hear to make you care?

13. What is your opinion on emotional advertising that tells a personal story? Do you think 
emotional advertising is more likely to motivate a purchase or donate to a cause?

 14. Campaign concept testing:

 Our idea to make Tulsans aware of The Bridges Foundation’s work is to show the impact Bridges has on the   
 clients, but also on the entire Tulsa community. The assembly pieces these workers work on go  straight   
 back into the community--they go into school buses, A/C units, even making masks for the pandemic. 
 If you saw a school bus, wrapped with an image of a worker with a disability with storytelling-focused    
 messaging along the lines of “my employment directly impacts you,” how would that make you feel? 
 Would you want to look deeper into the issue or even the organization after seeing this?
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Focus Group 2
Moderator Guide
1. Is everyone over the age of 40 and has graduated high school or more? 

2. Has anyone here heard of The Bridges Foundation?

 ONLY ASK THESE IF ANYONE HAS:

 If you have, how would you describe TBF in one word?

 Talk to us about your involvement with The Bridges Foundation. How do you feel about this experience?

 Do you know of any similar nonprofits that provide employment opportunities for people with disabilities?   

 Which ones are the best, in your opinion?

3. What local activities are you involved in?

4. What are your hobbies? 

5. What does ability mean to you?

6. Have you experienced a time when you weren’t physically able to do something? How did this make you feel?

7. When have you been misjudged/underestimated? How do you feel when you’re misjudged?

8. Have you donated time or money, even a small amount, to a nonprofit organization in the last year? 
If not, what would it take for you to donate?

9. Do you go to charity sponsored events? If so, which ones have you attended?
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8. If you were going to donate to a nonprofit, would you consider one that assists adults with 
intellectual and physical disabilities? Why/why not?

9. How do you hear about new nonprofits that you could donate time or money to? 
Through advertisements or your community (word of mouth)?  

10. Do you know anyone with an intellectual disability? How would you describe them? Do you 
know if they’ve ever been employed?

11. If you didn’t care about people with disabilities at all, what type of message would you 
need to hear to make you care?

12. What is your opinion on emotional advertising that tells a personal story? Do you think emotional 
advertising is more likely to motivate a purchase or donate to a cause? 

13. Campaign concept testing:

 Our idea to make Tulsans aware of The Bridges Foundation’s work is to show the impact Bridges has on the   

 clients, but also on the entire Tulsa community. The assembly pieces these workers work on go  straight   
 back into the community--they go into school buses, A/C units, even making masks for the pandemic. 
 If you saw a school bus, wrapped with an image of a worker with a disability with storytelling-focused    
 messaging along the lines of “my employment directly impacts you,” how would that make you feel? 
 Would you want to look deeper into the issue or even the organization after seeing this?
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Interview Questions
General Questions

1. What social media do you engage with most, and how often do you engage with them?

2. Do you use newspapers? Magazines? Cable TV? Radio? etc.

3. Do you prefer donating online or in person? 

4. When was the last time you gave time or money to a good cause? 

 If not recent, ask why

 If recent, ask how often they do and what motivates them to donate

5. What impact does having a job have on your life? What is the main reason you work?

 Retired/older: How has the change of not going to work everyday affect you?
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Brand Questions

1. Do you know of any nonprofits that provide employment for people with disabilities?

2. Do you prefer to donate to local nonprofits or national ones? Why?

3. If you were to donate without it affecting your wallet, what kind of nonprofit would you 

donate to? What would you look for when making that choice?

4. What do you think a nonprofit should do in order to drive donations? Why?

5. Where would you go to find information about donating to a nonprofit?

Deeper Questions

1. What is your perception of workers with disabilities? Why? 

2. The national unemployment rate is 3.4%. What do you think the unemployment 

rate is for people with disabilities? 

 7.2% Unemployment Rate for Persons with a Disability—over double the national rate

3. How do you feel about this? Can you think of any reasons why this is? 

4. Is your community important to you? Why or why not?

5. What kind of world do you want for your children?
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Interview Questions
Sefless Servers

General Questions

1. What is your role in your service club/organization? 

2. What social media do you engage with most, and how often do you engage with them?

3. Do you use newspapers? Magazines? Cable TV? Radio? etc. 

4. Do you prefer donating online or in person?

5. Does advertising that tells an emotional story grab your attention?

6. Within your service organization, when was the last time you felt a personal connection

 to an organization you worked with?

7. What about that organization made you feel connected to it? 

8. What impact does having a job have on your life? What is the main reason you work?
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Brand Questions

1. Do you know of any nonprofits that provide employment for people with disabilities?

2. Do you prefer to support local nonprofits or national ones? Why?

3. If you were to donate without it affecting your wallet, what kind of nonprofit would you donate 

to? What would you look for when making that choice? 

4. How do you or the people in your service organization decide what kind of 

organizations to support?

5. What can a nonprofit do to make it onto your service organization’s radar? 

6. What do you think a nonprofit should do in order to drive donations? Why?

7. Where would you go to find information about donating to a nonprofit?

8. Many people are more interested in children’s organizations, religious organizations, and crisis 

organizations. The Bridges Foundation assists adults with disabilities—this is not as glamorous a 

cause as others, so what can they do to capture the attention of people who prefer other types of 

organizations? Any suggestions of what kind of messages they should put out? 
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Creative Concept Test Questions
Questions before introducing creative ideas:

1. What are some nonprofit/charity advertisements/messages that have stuck out to you in the past?

2. What are some emotional advertising techniques that you like? Dislike? 

3. What are some words you would avoid when talking about people with disabilities? 

4. What is the most beneficial part of interacting with people who are different from you 

(for example, people with disabilities)?

5 .When you think of a disabled person in a workforce (maybe a grocery store or the mall) 

what is your knee jerk reaction to seeing them?

Questions after explaining client and creative concept:

1. What do you think of this creative concept? Critiques? Any parts that stood out to you?

2. Were you confused? Any ideas immediately spring to your head?
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Drop the Definition.          

Reclaiming Ability.   

Taking Ability Back.  

Ability Reclaimed.  

Ability is Attitude.

Time for New Terms

Diagnosis Doesn’t Define. 

Ability isn’t born - it’s made.  

Underestimated. Undeniable

3. We have some taglines that we’re going to read; let us know if you like any of them. They all 

center around the idea of  redefining what ability is. 

 4. What are some nonprofit/charity advertisements/messages that have stuck out to you in the past?

5. Is there a different direction you would go with the taglines?

6. Currently, we’re thinking of showing Tulsans the work they do for the community (school buses, A/C 

units, COVID masks, etc.) with messaging along the lines of “their employment directly impacts you, 

and they’re sure as hell able to do it” What do you think of this? Do you have any other ideas?

7. We definitely want to utilize storytelling. Do you have any suggestions on how to do that?

8. Focusing on the people vs. focusing on what they assemble

9. Any executional ideas? (Explain our bus idea- any thoughts?)

10. How can we really make this impactful and emotional? Any final thoughts?
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“If you change the way you look at things, 
the things you look at change.”

- Wayne Dyer

S P E C I A L  T H A N K S
P R O F E S S O R  D E B B I E  Y O U N T

A N A  M A R Q U E Z 
O U  P R I N T I N G  S E R V I C E S
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