


ADLiBs
A Win-Win 
Situation: 
Not 1, But 2
PR Awards

Akins Marketing
& Design won two—
count them—two
Public Relations
Society 
of America Silver
Mercury Awards for
Integrated
Communications 
and Community
Relations for a
Nonprofit. The awards
were for the Pandemic
Influenza Preparedness Campaign
that we conducted in 2007 for the
Connecticut Department 
of Public Health. The statewide
campaign included traditional and
new media, public relations and 
grassroots outreach.

We developed the campaign identity, posters, bilingual flyers, English
and Spanish brochures, and ads for ethnic newspapers in African-
American, West Indian, Hispanic, Portuguese, Haitian, Polish and Chinese
communities. The media buy, which featured a 30-sec. TV spot with
Governor Rell as spokesperson, included public service announcements on
networks affiliates, cable, and the Hispanic TV channel, Univision. Banner
ads and a 10-sec. spot were created for media websites. We also arranged
for appearances of DPH medical experts on radio and TV talk shows
throughout Connecticut.

At the grassroots level, we created a speaker’s tool kit for local 
health directors for presentations to chambers of commerce, service
organizations, and senior centers. Flyers were emailed to 100 senior
centers and 57 chambers of commerce. Bilingual bag stuffers were
provided to A&P, Big Y, C-Town, Shaw’s, Shop Rite, Stop & Shop, 
and Foodshare, a consortium of 400 Connecticut food banks. 

To ensure the objectivity of the selection process, the judging was 
done by Public Relations Society of America members in Kentucky. 
We were proud to accept the awards in June at a recognition dinner
attended by some of the top agencies in the state.

Morin Associates
Makes 
Auction Ad

Morin Associates, an insurance and
investment broker, counted on Akins’
designers to come up with a quick turnaround ad for the local Fairview 
Odd-Fellows Auction booklet. The business card-style layout consisted 
of the Morin Associates logo, contact information and tagline, Specializing 
in Employee Benefit Solutions.

Calling All 
Healthcare Heroes!

In 2007, we developed a
campaign for the CT Department 
of Public Health to promote service
by healthcare professionals in urban
and community-based settings. 
This spring, we applied the
campaign theme of “Be a
Connecticut Healthcare Hero” 

to interior and exterior
bus advertising in
Hartford, New Haven,
Waterbury and
Bridgeport and to ads
in urban community
news-papers such 
as Inquiring News,
Northend Agent,
West Indian
American, and in
Hispanic newspapers
such as El Canillita,
La Voz Hispana,
and El Sol.

In addition to the bus and newsprint advertising, we
developed a direct mail campaign to make educators 
and workforce recruitment offices aware of the incentives
available to healthcare professionals serving in underserved
areas. For this fall campaign, we designed posters and
flyers and updated the Healthcare Hero brochures with
more current website information. 

Then to reach adult students and folks considering a 
career change, we compiled a list of Adult Education
offices, CT Works Career Centers, and the AmeriCorps
offices throughout the state and mailed out English and
Spanish Healthcare Hero brochures with posters, flyers 
and cover letters asking each office to make their clients 
and students aware of the benefits of healthcare careers 
in urban settings.

DefTech Showcases New
Signage for CEDIA

For the annual September
CEDIA (Custom Electronic
Design & Installation
Association) Show in Denver,
CO, Akins staff designed new
tradeshow display signage 
for Definitive Technology’s
already well-known award-
winning speakers, along with
posters of their hot new

releases: the Mythos
Nine center/left/
right speaker and
new Disappearing
In-Walls™ series.

The display items
included lifestyle
images of the
Mythos and 
In-Wall lines,
glimpses 
of the new

introductions and product
accolades from reviewers. 

To entice dealers to 
the show, we created 

a postcard that was mailed to Definitive dealers, inviting them to
visit the Definitive CEDIA display by hyping the new speakers and
giveaways. We also put together a HTML invite, mirroring the look
of the postcard, emailed to dealers prior to the show. 

Fighting Pandemic Flu
The CT DPH came back to 
us this year for another ad
campaign to remind people
to be prepared for pandemic
flu. Using the TV spot
developed last year featuring
Governor Rell, we placed
buys on cable TV systems
throughout Connecticut to
reach the general public.
The spot urges people to practice good hygiene, 
to stay home when they are sick, and to visit the CT Flu Watch
website for more information on how to be prepared for a
widespread flu outbreak. We also placed ads in ethnic
newspapers, ranging from Portuguese to Polish to French 
Creole to Chinese, to reach at-risk minority populations.

A New Look for DPH
With a new logo developed through an in-
house contest, the CT DPH turned to us to apply
it to a series of identity materials that can be
used for communications of their broad range
of services for the residents of Connecticut.
These materials include a brochure that
provides an overview of the mission and the
various services the Department of Public
Health offers to ensure the quality of life and
health in the state. With this look in hand, we
developed branded templates for newsletters,
fact sheets and PowerPoint presentations that
can be used by the department’s various
agencies and programs. 

20 Years and Full-Speed
Ahead with the Block Island
Ferry

The Block Island Ferry ran its 20th advertising campaign with
Akins this summer. In addition to New England-wide newspapers,
magazines, interstate billboards, and radio, broadcast and cable TV
stations, the campaign included more interactive advertising. 

The ferry boosted its web presence through animated gif and
Flash banner ads on a number of newsprint, radio and TV websites,
as well as on several national and Canadian tour and travel lifestyle
publication websites. All banner and tile ads had hyperlinks to the
ferry’s website (www.blockislandferry.com) to help travelers access
schedules, rates and reservation information quickly. 

We also placed articles in tour and travel planner e-newsletters
and set up radio and TV station web and on-air contests to promote
the high-speed ferry. WBCN included the ferry in its Beach Patrol 

promotion while WZLX included
streaming audio spots on its website. WNAC Fox 64 hosted a web
contest for viewers to win round-trip ferry tickets. Many of the
interactive advertising media provided viewer response leads.

And we’re Sailing Away on the Block Island Ferry 
into the New Year! Ad plans and placements are already happening
for the 2009 summer season.


