Case Study: Get Your PeaceLove On!
The Challenge
The mission of PeaceLove Studios — using expressive arts to provide an artistic outlet for
mental health consumers as well as their families, supporters, and advocates — is both
universal and relevant, and in their first two years, they’d garnered deep corporate
support from an impressive list of companies. PeaceLove’s extensive volunteer list
includes national, local, and regional artists and mental health consumers, as well as a
number of leaders from across the country.
In order to continue growing their program base and build awareness, PeaceLove’s committed group of volunteers wanted
to create a larger promotional splash. Their excitement in helping plan the inaugural fundraiser was aided by their
willingness to do something different, but hampered by limited resources.
The Plan—Creating a Branded Experience
Theme development was a key factor and engendered much discussion. In the end, the group
unanimously opted to brand the event with a groovy flavor and invite guests to “Get Your
PeaceLove On!”
We treated the event as PeaceLove’s coming out party and in that vein, envisioned a fun,
memorable, unusual happening that was reflective of their mission, community, and brand. It
also needed to communicate the group’s inclusive nature which welcomes everyone regardless
of their ability level or mental health status.
• As an expert in creating experiences, I pay attention to every possible brand touch
point, and I approached this experience the same way. To set the stage for a unique event and
help guests understand what PeaceLove is all about, I suggested that we turn each invitation
into an original piece of art. Working closely with a professional graphic designer (who donated
more than 100 hours to design the entire suite of event collateral), we created an invitation
with blank panels, and asked dozens of PeaceLove artists to contribute their own special talent.
Thanks to their many hours of service, each of the 1,500 printed invitations was a unique
piece of art that shared PeaceLove.
Below are some examples of invitation artwork created by this gifted community.

Artwork by Andrea
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Artwork by Carol

Artwork by Bob

Artwork by Anonymous
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•

Since visitors to PeaceLove always respond to the colorful, creative, energetic
feel of their studio space, I recommended that we create that same vibe in our
venue—an area nightclub featuring black walls and ceiling (shown right). To
dress up the venue for “Get Your PeaceLove On!,” I wanted to literally
surround guests with art, color, energy, and creativity to get them excited
about PeaceLove’s work and compel them to get involved.
One of my inspirations was to hang paintings from the ceiling and wrap them
around the support columns that pepper the floor. The committee was
completely on-board, and quickly secured materials donations and commissioned artists.
In the end, we received more than 40 original paintings—some on 24”square canvases, others on flexible (and fire
retardant) foam insulation. The resulting artwork (examples below) was incredible, and it demonstrated some of the
talent fostered in PeaceLove’s artist community.

Painting on 24” Canvas by Julian

Painting on 24” Canvas by Larisa

•

While showcasing amazing artwork at the event was important, I also wanted to
get more PeaceLove art out into the community, so we went one step farther—
raffling off 20 canvases for $5 per chance (affordable for all guests, regardless of
income). As a result, many guests left that night with their very first piece of
original art.

•

To continue spreading PeaceLove, we distributed foam insulation paintings to all
of our sponsors after the event.

•

To complete the décor, our committee also secured significant in-kind donations
of flowers, food, table linens, and other materials, as well as a wide assortment
of silent auction items and musical performers—saving us a sizable investment
and ensuring that more proceeds could directly benefit PeaceLove.

Painting on 24” Canvas by Amy

Thanks to a committed team and hard work, our setup crew was able to completely
transform the event venue in just six hours, creating a space that many mistook for
PeaceLove’s own studio space.
The Publicity
The multifaceted PR campaign was designed to accomplish three things:
•
•
•

Introduce PeaceLove to those unfamiliar with the organization.
Highlight the event brand and reinforce the invitation to boost attendance.
Demonstrate PeaceLove’s credibility to sponsors, supporters, donors, and
community members.
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Paintings on Foam Insulation Meaghan
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To reach a statewide audience, we used a number of media outlets:
•

•

•

•
•

Digital promotion through two online event calendars and
GoLocalProv: GoLocal is an online-only news outlet with a
loyal following numbering in the tens of thousands.
A 30-minute radio show on a local news station: this show
ran twice just before the event, promoting both “Get Your
PeaceLove On!” and PeaceLove.
A “coffee cup salute” which aired just two days before the
event on Rhode Island’s most popular morning show:
thanks to a personal appeal and careful cultivation, I was
able to secure this promo within a week.
A spot on the 7pm news broadcast of our local NBC affiliate: this piece aired one week before the event and
promoted both PeaceLove and their mission, while also showcasing some of the event’s unique features.
Grassroots promotion in targeted geographic areas: we advertised the event in a local newspaper in an affluent
community, and hung posters in stores and coffee shops located in two donor-rich areas.

In an effort to connect with those PeaceLove supporters online and across the country, we also engaged other tactics:
•
•

Repeated, targeted mention in e-blasts and social media: in addition to reminder emails, Facebook was an ideal
platform to connect all community members and supporters who spread PeaceLove.
Joint promotion with one of PeaceLove’s corporate supporters: their PR agency leveraged an extensive national
network that offered access to a much broader audience.

The Result
With all that thought, planning and hard work, what happened?
•

•
•
•
•

Despite inclement weather, nearly 300 guests got their PeaceLove on
that night —many of whom were new to the community and didn’t
know anything about the organization’s mission before that night.
Using a number of revenue streams (ticket sales, silent auction, and
raffle), we met our fundraising goal.
Total out-of-pocket costs were just 10% of gross revenue.
By the end of the evening, most of our food sponsors had already
committed to participating again in 2012.
Perhaps the most flattering compliment came from one of PeaceLove’s
corporate supporters (a nationally known retailer of luxury goods).
They loved the event so much that they wanted to package the
concept and hold “Get Your PeaceLove On!” events in stores
nationwide.
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