
3-Year Campaign strategy & approach

Yakkety Yak Marketing



At yakkety yak, we believe in the power of words. 
whispered, written, sung, or shouted, words move us to 
think, to question, to act. And we believe in using our 
powers for good, moving people to make this world a 
little bit better. We are strategists. We are 
journalists. We are designers. We are inspired.  
Meet yakkety yak.



Calling all  
change-makers

We are a full-service digital marketing 

agency with content at our core. We 

love dreamers. We love doers. And we 

love kickass storytelling.

YAKKETY YAK



Inspired by the  
work—and each other

We are a team of journalists, 

strategists, designers, and analysts 

with creative spark who believe in 

making a difference.

WHO WE ARE



Mission-driven  
from the start

Founded in 2014 by our CEO 

Ashley Logan, we proudly woman-

owned and privately held.

OUR PURPOSE 



creativestrategy marketing
Content Marketing 

Social Media Advertising 

Community Management 

Email Marketing 

Lead Generation 

Paid Search 

SEO 

Print Collateral Design 

HubSpot Integration 

Public Relations 

Content Creation 

Social Media 

Brand Guidelines 

UI/UX Design 

Visual Identity 

Graphic Design 

Website Development 

Ecommerce 

Native App Development 

Video & Multimedia 

Brand Strategy 

Consulting 

Content Strategy 

Brand Architecture 

Workshops 

Sales Enablement 

Messaging 

Content Audits 

Keyword Strategy 

Fundraising 



Women of Influence

Recognized as a 2019 
top agency in the 

world based on our 
verified client reviews, 
market presence, and 

industry leadership

International platinum 
award winner in the 

nonprofit video short 
category for our AMF 

video: Picture Your Life 
Without Migraine

CEO Ashley Logan was 
selected based on her 

professional 
qualifications, sphere 

of influence and 
community 

involvement

Selected as a 2019 
Best of Chicago 
recipient in the 

Marketing Agency 
category by Chicago 
Business Recognition

Named by the Daily 
Herald Business 

Journal as a winner of 
the 2020 business 
excellence award

Yakkety Yak named by 
Inc. 5000 as one of the 

fastest growing 
businesses in the 

Midwest



HEATHER 
CONTENT STRATEGIST 

 Provider of client 
communication and 

project management. 
Deliverer of jaw-dropping 

results. 

CHRIS 
SENIOR ANALYST 

Implements and 
optimizes paid 

campaigns. Uses 
digital data to improve 

clients’ ROI.

HEATHER 
CONTENT EDITOR 

Ensures content is clear 
and concise—

and aligns with our 
clients’ goals, while 
being optimized for 

SEO.

BALTAZAR  
ART DIRECTOR  

Oversees all visual 
branding and graphic 
design. Loves trying 

new techniques to get 
a client’s message out. 

CESAR 
UI/UX DESIGNER  

Owner of user design 
strategy and 

implementation. 
Creator of amazing 

user-first experiences.

ASHLEY  
CEO  

Founded Yakkety Yak to 
help brands tell better 

stories. Proven business 
track record, unparalleled 

creative drive.

WARREN 
VP ACCOUNTS 

Longterm marketer 
and strategy pro. 

Brings ideas to life 
with top-notch 

instincts.

ABFs dedicated 
Yakkety Yak team

With deep industry expertise, creative flair 

and a passion for mission-driven nonprofits, 

we’re your one-stop marketing shop. 

Together we’ve created dozens of brand 

websites, market-leading PSA campaigns, 

and built highly engaged audiences for 

nonprofit communities on a local, national 

and global level. 

PROJECT TEAM

MORGAN 
ASSOC. CONTENT 

STRATEGIST  

Do-everything 
social-media guru. 

Keeps content fresh 
and engaging 

across platforms.



Your strategic partner with  
full-stack execution capabilities

Our goal is to be an extension of your 

team. And we’re serious about clear, 

candid communication: Through weekly 

meetings, strategy checkins, and regular 

reporting, we’ll work closely with you as 

we execute on our strategy and learn 

together along the way.

HOW WE WORK



Cure one, cure many.



AMERICAN BRAIN FOUNDATION

3-Year Strategic Overview



Over the last six weeks, Yakkety 
Yak conducted multiple interviews 
with key stakeholders of ABF. 

Our goal was to gain a deeper understanding of 

the mission of the American Brain Foundation, 

while also closely evaluating the goals of 

leadership. We asked the hard questions and 

gleaned some vital insights that will help shape 

the strategy of ABF for the next several years. 

Here is what we learned. 

STRATEGIC INSIGHTS

ashley
Stamp



3-Year Goals

Rebrand Brain Disease 

Highlight the interconnectedness of brain diseases—emphasizing that when 

you cure one, you cure many 

Familiarize public with factors of brain health 

Emphasize the need for more research and resources

Position ABF as Innovative Leader in Brain Research 

Share credible resources 

Advance new research opportunities 

Contribute to providing hope through results of research

Fund Research 

Build partnerships with other patient organizations 

Connect research need with research funding 

Highlight progress derived from research  

Provide funds to expand AAN’s research program 



450% ROI for 
AAN

Yakkety Yak Marketing

Raise Over  
$39 Million

+40% 
Awareness

Key Metrics

$19 million in grants to 
AAN research program

Based on the 2020-2024 
Business Metrics

According to AAN research, 
there is an opportunity to 

increase public awareness of 
brain disease

Award $25 Million 
Research Grants

Based on the 2020-2024 
Business Metrics
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WHERE ARE YOU GOING



What is brain disease?

Why give to ABF over Alzheimer’s Association? 

Why is ABF more credible than another 
organization?

How do I know my contribution will make a 
difference?

How can I be connected with other people?

What percentage goes to research? 

What is the impact? 

What does ABF do and why do I care?

KEY QUESTIONS

Where does the money go?

What is the difference between the research 
you fund and other organization’s research? 

Who is Our audience?

What does it mean to Cure One, Cure Many?



Donors & FollowersNeurologists & Neuroscientists

Clearly articulate that ABF is a resource for 
accessing research funding for AAN 

members. Even as we turn our fundraising 
and marketing efforts toward the public, we 

continue to prioritize leaning on the 
professional expertise of neurologists and 
neuroscientists, engaging them in the ABF 

mission, and showcasing their work. 

Patients & Caregivers

Target Audience

Provide ongoing reinforcement of 
the ABF mission to demonstrate its 

credibility and continue to re-
engage new followers. This includes 

peer-to-peer campaigns, patient 
awareness groups and building a 

tribe of loyal ABF enthusiasts. 

We know you do life-changing 
work—let’s meet your audience 

where they are with the message 
they need to hear most. This 

includes tapping into the 
incredible Brain & Life subscriber 

list as appropriate. 

WHO ARE WE TRYING TO REACH



We want to empower AAN Members to be 
comfortable referring to ABF as a resource 

to their patients. By educating AAN 
members on the value of ABF, providing 
resources for them to use in their offices, 

and creating a conduit for patient 
advocacy, we will build stronger 

relationships with the physician community.

Board 
Engagement

Lean on all-star board of directors to gain 
broader notoriety for the Foundation, 

including PR and celebrity engagement. 
Lean on them to help create committees 

for reviewing original content, and 
spokespeople available by disease set. 

Major 
Contributors

Increase in fundraising dollars from an 
individual and institutional level, 

leaning particularly on programming 
opportunities with large contributors. 

We look forward to enhancing our 
partnerships with AAN and others.

Yakkety Yak Marketing

AAN Members 
and Physicians

Opportunities for Increased Visibility



Yakkety Yak Marketing

Inspirational Analogs



Key Attributes of ABF

Distinctive Voice and Tone 

The voice and tone of ABF is less clinical, which allows us to connect with 

patients across a variety of platforms. 

Humanizes the brand, and works to build trust with our audience 

We meet the patient audience where they are to connect them with our 

cause

Factual, Reliable Information 

While our content is empathetic, it is also reviewed by some of the leading 

minds in neurology 

Designated team to review all original content to ensure factual, evidence-

based insights are shared  

Appoint ambassadors to review and speak to content based on their expertise 

in a particular disease set. 

Public-Facing 

ABF is positioned to act in the best interest of patients and the general public 

Have the ability to be nimble in its interactions 

Can build patient communities with less risk and liability 



THE AMERICAN BRAIN FOUNDATION

Tactical Execution



How to make an impact moving 
forward. 

Based on the information gathered, our goal is to 

develop a tailored action plan that positions ABF 

for success. The following is a detailed outline of 

the key factors in our approach. 

OUR RECOMMENDATIONS



Paid Media and 
Outreach

Content Creation & 
Aggregation

According to Moz, 88% of consumers 
use online search to seek information, 
and consistent on-site content is vital 
in appearing in search results. We will 

lean on content to engage new 
audiences on multiple online 

channels.

Empower Donors to 
Give with Confidence

Vital Elements of Reaching Goals

Once the audience is engaged, we 
need to make them feel like they are 
part of the ABF family. These brand 

loyalists will contribute to the growth 
and credibility of the organization and 

donate again and again.

Combining paid search with organic 
content is one of the most cost-effective 
ways to build an audience. We will lean 

on paid mechanisms to engage the 
target audience in customized content 

campaigns that reinforce the ABF 
message and target new users outside 

of the current reach.



Value of Content Creation in 
Fundraising and Public 
Awareness
The American Brain Foundation will create content specifically 
addressing the need for brain research, and related to donor 
development efforts. Why is content critical? Custom content is vital 
in establishing the need for the foundation, while engaging and 
building trust with a donor audience. 

Classy

Patient Stories 

Board Member Features 

Testimonials 

Research Highlights 

Content Aggregation 

Video Storytelling 

Partnership Features 

Podcast Development 

Organic Social Media 

Press Releases 

Original Articles 

Patient Materials 

Social Media Advertising 

Organic SEO 

Paid Search Ads 

YouTube Videos 



Nothing drives visibility like  
good stories shared in the right places

Working alongside the leading neurologists at 

AAN and ABF leadership, we will develop a 

high-impact, multi-platform content strategy 

to expand the reach and underscore the 

credibility of ABF.

CONTENT CREATION



Brain Disease Info

Patient and Caregiver 
Stories

Share stories of real people/patients/
caregivers affected by brain disease to 

both re-brand brain disease and establish 
the need for additional research dollars

Need for Research

Recommended Content Buckets

Disease-specific online features that pull 
facts from B&L, AAN, and other approved 

sources to show how ABF supports 
research for the whole brain. Enforces the 
ABF Mission to Cure One, Cure Many and 

an essential component of SEO.

Feature ABF-affiliated researchers and the 
impact of their efforts. This will build 

credibility with donors, highlighting the 
real-time benefits of contributing to ABF, 
and define the need for brain research. 

ABF News
Section that highlights the impact of ABF, its 
involvement in the brain disease community. 
Here we will showcase partnerships, recent 

news, thought leadership and impact. This is an 
essential way to re-engage the target audience 

and build a substantial donor base.  



Website

Overview 

There are several keys to a healthy website that must be factored into the equation, 

none of which are as important as the content and voice and tone. Our goal is to make 

sure that the ABF website serves as the intersection of all materials for the Foundation. 

The quality of the content of a website is a key factor in its success. 

Key Performance Indicators 

Site visitors 

Search visibility 

Bounce rate 

Time on page

Best Practices 

Regular content updates 

Opt ins for email communication 

Call to actions that build specific audiences 

Tracking metrics 

Robust resources to serve those who visit the site 

CONTENT PLATFORMS AND ENGAGEMENT

88% of consumers are unlikely to 
return to a website after a bad user 
experience. 



Email Marketing

Overview 

An organization’s email list is an essential method of targeting and retargeting a 

specific audience. Creating additional platforms for engagement, based on specific 

interest, is a unique opportunity for the American Brain Foundation. More email 

automation and targeted outreach will help to build trust with the donor audience

Key Performance Indicators 

Number of subscribers 

Open Rates 

Click-thru Rates

Best Practices 

Tailored email lists 

Automated communication for opt-ins 

A/B testing for effectiveness 

Weekly communication 

Monthly reporting 

CONTENT PLATFORMS AND ENGAGEMENT

99% of consumers check their 
email every day and it is by far 
the preferred way to receive 
updates from brands. - HubSpot



Social Media

Overview 

Social Media is one of the earliest stages of the audience engagement funnel. It is how we build 

excitement, grab attention and engage directly with the target audience. Unique and consistent 

content is an ongoing component of building an audience on social media, where the 

engagement algorithms directly impact overall reach. This is also a great way to drive traffic back 

to the website to access additional content and resources. Platforms include Facebook, YouTube, 

LinkedIn, Twitter, Instagram and Pinterest

Key Performance Indicators 

Followers 

Engagement 

Reach 

Views

Best Practices 

Daily communication 

Multi-media approach 

Authentic outreach 

Consistent audience engagement 

Interaction with other users 

CONTENT PLATFORMS AND ENGAGEMENT

90% of marketers claimed that 
social media generated immense 
exposure for their company. - 
Blue Fountain Media



Paid Advertising

Overview 

A vital component of audience growth is using paid resources to expand the reach. Paid channels 

tend to be most effective in reaching new audiences. The key is to keep them engaged after they 

initially engage. Paid advertising platforms include both search engines and social media 

platforms and will be an essential element of the ABF’s long-term growth. 

Key Performance Indicators 

Each Paid Campaign will have its own unique KPIs, ranging from clicks to the website, 

to “liking” the Facebook page. The key here is to use this method as a way to 

continuously engage new, relevant people with the ABF brand. 

Best Practices 

Measure ad success 

Monitor budget 

Create engaging content for ads 

Re-engage the target audience 

CONTENT PLATFORMS AND ENGAGEMENT

75% of people say paid search ads 
make it easier to find the 
information they are searching for 
on a website or search engine. - 
Search Engine Land



Patient 
Communities

Overview 

ABF has the unique opportunity of reaching patients directly where they congregate. By either 

creating custom patient groups online or teaming up with other like-minded organizations to 

assist in the group moderation. This helps build credibility for ABF and engage patients in places 

where they need it most. Not only is this great for content creation because it builds an 

understanding of the audience’s needs, it helps create a direct channel for referring traffic back to 

the ABF website. As a patient-facing organization, ABF can take this on with less risk than a 

medical society would have. 

Key Performance Indicators 

Number of members 

Engagement 

Daily posts 

Ongoing growth

Best Practices 

Engage moderators 

Create post-approval process 

Limit outside resources shared 

Have list of approved resources

CONTENT PLATFORMS AND ENGAGEMENT

One in five Internet users have sought 
others with similar health concerns on 
the web. (For people living with 
chronic diseases or who have loved 
ones with chronic diseases, the 
percentage is even higher: one in 
four.) - Pew Research Center



Patient 
Engagement 
Materials

Overview 

One of the most effective methods of engaging an audience is through the patient community. 

We want to provide resources so they know there is an organization out there committed to 

making a difference. This means creating resources that will be accessible in a variety of places, 

including postcards, brochures, posters and guides for the website. These materials should 

communicate the mission of ABF and also inspire hope.

Key Performance Indicators 

Measuring downloads 

Unique UTMs 

Specific CTAs from materials 

Best Practices 

Make these materials accessible on the website 

Use them to engage the target audience 

Measure the results 

Update regularly to use in promotional outreach 

CONTENT PLATFORMS AND ENGAGEMENT

Our vision is to have patient posters 
and materials in every neurologist 
office in the country to share the 
mission of ABF with patients and 
caregivers.



A change-making partnership

Yakkety Yak is the leading marketing agency 

for neurology and healthcare nonprofits. Our 

goal is to apply our expertise to assist the 

American Brain Foundation in becoming the 

national voice for brain health. Through 

strategic storytelling, engaging AAN 

members, and aligning our strategic goals, 

together we will rebrand brain disease in the 

effort to cure one—then cure many.

POST SCRIPT



COMMITMENT TO CURES OVERVIEW

To effectively transition the Commitment to Cures dinner into a virtual event 

that would build awareness, demonstrate sponsorship appreciation, and raise 

money for the American Brain Foundation. 



Website Production

Yakkety Yak Marketing

Celebrity 

Appearances

Sponsor Recognition

Award Presentations

Video Production

Email/Social Promotion

Fundraising Efforts

LIVE EVENT

Live Event 

Coordination



Yakkety Yak Marketing

Social Media

 

• 22 total posts 

• Total reach: 469,418 

• Average reach per post 

- FB: 8,049 

- TW: 7,557 

• #commitmenttocures - 229 uses

Email

• 8 total emails 

• Total contacts reached: 264,285 

• Average open rate: 13.35%

ABF Efforts Additional Reach

AANJim Cramer

NHLPA

• Promoted the event and 
organization to his 1.2 million  
Twitter followers 

• 668 likes on his C2C posts

• Twitter 
- Impressions: 217,713 
- Engagements: 7,362 

• Facebook 
- Reach: 12,900 
- Engagements: 60,080 

• Instagram 
- Reach: 52,056 
- Engagements: 2,630 

• Intranet: 750 members

• Event announcement shared with 
18,000+ online community 
members (Synapse) 

• Event announcement shared with 
all 188 AAN staff 

Potamkin

• Press Release 

- 121 outlets picked up the 
story 

- Over 81 million potential 
reach

Event Promotion Results

https://www.youtube.com/watch?v=1e8xgF0JtVg


Yakkety Yak Marketing

 

3,399 Page Views

Visitors to the page during 
the event and the day after 

the event

469 Additional Views
People who watched the event 

video on YouTube after the 
event was over

Overall Results

376 Live Views1,393 Registered

Number of people who 
registered for the event

People who tuned in and 
watched the Live Stream on 

YouTube

We surpassed our goal  
of $200,000

$235,000 Raised

 

469,418 Reach
Number of social media 

impressions on ABF owned 
channels

https://www.youtube.com/watch?v=1e8xgF0JtVg
https://www.youtube.com/watch?v=1e8xgF0JtVg


Let’s do this. Let’s do this. Let’s do 
this. Let’s do this. Let’s do this. Let’s 

do this. Let’s do this. Let’s do this. 
Let’s do this. Let’s do this. Let’s do 

this. Let’s do this. Let’s do this.Let’s 
do this.Let’s do this.Let’s do this.




