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12-15 writers, editors, photographer, designers and artists

At a glance…

Branding, public perception 

Support all departments and member leaders

All external and most internal communications
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DAV Magazine
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We       Submissions
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We       Submissions…but…
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We       Submissions…but…
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We       Submissions
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DAV.org
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Member’s Only
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The vast majority of resources DAV leaders need 
to execute our mission are located in the 

members-only section of DAV.org
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Social Media 
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Earned Media

• Critical to DAV success
• Builds trust
• Brand recognition 
• Shows both need and response



Public Service Announcements



PSA Campaign
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Total impressions:

8,620,651,163
Total donated media value:

$99,819,097
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New PSA Creative
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Michael Naranjo
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Latoya Lucas
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Jason Hassinger

24



Local PSA Pitching

• Local chapters can help generate awareness for 

DAV by pitching TV, radio and out of home PSAs 

to local media outlets

• To recognize local efforts, chapters can share 

photos/videos of pitch meetings with DAV HQ for 

DAV’s social channels

– Consider a photo with the station manager in front 

of the station sign 

• DAV will tag the local chapter (or member) and 

the station’s social handles for recognition

• When all else fails, Zoom
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PSA Toolkit

• DAV chapter and department involvement 

are critical in engaging local stations

• PSA toolkit in development, including:

– Information about the PSA campaign

– How to access materials 

– Best practices for conducting station 

outreach and follow up 

– Campaign messaging and sample pitches
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Theater of War
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Activations
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:15 vignette on broadcast

Custom long-form 

video content and 

social promotion

Fighter walkout 

sponsorships 

Crowd Shot with 

DAV logo and VO 

on broadcast

Results data forthcoming
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Sinclair Cares

DAV and Sinclair Broadcast Group partnered on the “Sinclair Cares: Supporting All 

Veterans” campaign, which ran October 18 – November 12. The goal was to increase 

awareness of DAV and the important support services it provides to America’s veterans. 

• Sinclair featured DAV across its 185 TV stations, Bally Sports and Marquee regional 

sports networks, Tennis Channel, and streaming platforms, with content including 

DAV PSAs, custom :30 promos, DAV’s “The Battle Never Ends” documentary and 

national and local news stories. Viewers were invited to volunteer or donate to DAV 

on a custom landing page Sinclair hosted.

• DAV featured Sinclair in partnership press releases, on its social media channels, in 

DAV Magazine and through custom landing pages.

The partnership resulted in an estimated:

• 906 story airings about DAV

• 11,383 minutes of promotional/PSA airtime with a                                                                        

donated media value of $1,668,900

Note: The donated media value does not include the documentary or news story airings.
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Results Overview

31

Highlights

Promos & PSAs

Airings 19,921

Estimated donated media value $1,668,900

DAV 100th Anniversary Documentary

Airings 177

Earned Media: National & Local Stories

News story airings 661

Local interview airings 245

Organic Social Media

Impressions 35,282

Engagements 676

Partnership Landing Pages

Pageviews 1,860

Volunteer Sign-Ups & Donations

Volunteer sign-ups 89

Donations $3,860

All reporting is provided by Sinclair stations and DAV.



Promos & PSAs

• Custom :30 promos, documentary promotions and PSAs ran across Sinclair’s local 

and national TV stations, as well as regional sports networks.

• Promo and PSA airings resulted in $1,668,900 in estimated donated media value.

32*Estimated donated media value is self-reported by Sinclair stations. 

Promo/PSA Minutes

:30 campaign promo 7,605

Documentary promo 847

DAV PSA 2,932

TOTAL 11,383 Minutes

Promo/PSA Airings

:30 campaign promo 13,309

Documentary promo 1,482

DAV PSA 5,130

TOTAL 19,921 Airings



DAV 100th Anniversary Documentary

• DAV’s Centennial documentary, “The Battle 

Never Ends,” aired across 177 Sinclair 

stations beginning October 28.                                                                                                                          
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Earned Media: National Stories

• Sinclair aired 661 positive news stories across 

national and local stations featuring 12 DAV-

selected spokespeople.

• DAV spokespeople featured on National News 

stories, included: 

– Randy Reese & Shamala Capizzi, 

Ashleigh Byrnes and Danny Soto 

• DAV spokespeople featured on the AM and PM 

editions of The National Desk show, included: 

– Dan Clare, Bobby Body, Carmen McGinnis,                                                                                   

Dave Riley, Naomi Mathis, Oscar Olguin                                                                                      

Dennis Joyner and Ce-Ce Mazyck
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Earned Media: Local Stories

Sinclair stations ran approximately 245 positive news stories focused on local DAV chapters.

• Local stories ran in 14 markets, including:

– News 8 Tulsa, OK 

– Fox 45 Baltimore, MD 

– WEAR-TV Pensacola, FL 

– WLUK Green Bay, WI 

– Dayton 24/7 Now Dayton, OH 

– WJAC Johnstown, PA 

– KLEW Lewiston, ID
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– WRLH / Fox Richmond, VA

– Fox 4 Beaumont, TX

– KATU Portland, OR

– KATV 7 Little Rock, AR 

– Fox 28 Cedar Rapids, IA 

– KUTV Salt Lake City, UT 

– Fox 11 Charleston, WV



DAV Organic Social Media
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DAV Facebook Impressions Reach Engagements

Partnership Launch, 10/21 11,900 11,694 121

Documentary Announcement, 10/29 14, 257 13,834 177

Facebook Live with Ardis Gonzalez-Leon, 11/9 6,755 6,479 244

DAV Twitter Impressions Reach Engagements

Partnership Launch, 10/21 1,463 N/A 59

Documentary Announcement, 10/29 888 N/A 26

DAV YouTube Impressions Reach Views

Video Interview with Ardis Gonzalez-Leon, 11/9  907 N/A 49

Total 35,282 32,007 676
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Fall 2022
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Thank You!

Rlewis@DAV.org

39


