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						Welcome to Acclaro and thank you for your interest in our offer for pro bono agency services!

First a little about us…Acclaro is a strategic marketing and advertising agency.  We’ve been around for 14 years and have had the pleasure of working with some of the top brands in nearly every segment of healthcare.  Our core belief is that people buy emotionally and justify their buying decisions intellectually.  And this is where we excel – creating emotional connections between brands and consumers which drive action.

From our work with not-for-profits we know that driving awareness and creating an emotional connection with your cause are key to the continued growth of your organization.  At Acclaro we have some incredibly talented people to help you take both activities to the next level.

Our contribution varies based on the not-for-profit and the specific needs they have but is typically based on a monthly “bank” of creative service hours for an initial period of 12 months.

The first month we will use our time together to:

	-Better understand your organization
	
	-Identify any gaps that need to be addressed (ie. messaging, logo, website, etc)
	
	-Present a plan for the next 11 months on how best to achieve your goals


In ordered to be considered, not-for-profits must meet the following criteria:

	-501c3 Status
	
	-Have a healthcare centric mission
	
	-Present a three or four star rating at https://www.charitynavigator.org


If you would like more information or to submit your not-for-profit for consideration please complete the form below and someone will return your inquiry within 48 hours.

Thank You!
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						Most B2B sellers think their customers are in the driver’s seat—empowered, armed to the teeth with information, and so clear about their needs that they don’t bother to engage with suppliers until late in the process, when their purchase decision is all but complete.  Read more. 
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						Expert advice from Coca-Cola’s Vice President of Innovation and Entrepreneurship: Learn how the world’s largest beverage brand uses design to grow its business by combining the advantages of a large-scale company with the agility of a nimble startup.  Read more.
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						Most people are in the pursuit of happiness. There are economists who think happiness is the best indicator of the health of a society. We know that money can make you happier, though after your basic needs are met, it doesn’t make you that much happier. But one of the biggest questions is how to allocate our money, which is (for most of us) a limited resource.  Read more.
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						How much do we know about why we buy? What truly influences our decisions in today’s message-cluttered world? An eye-grabbing advertisement, a catchy slogan, an infectious jingle? Or do our buying decisions take place below the surface, so deep within our subconscious minds, we’re barely aware of them?  Read more.
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						Since Plato, philosophers have described the decision-making process as either rational or emotional: we carefully deliberate, or we “blink” and go with our gut. But as scientists break open the mind’s black box with the latest tools of neuroscience, they’re discovering that this is not how the mind works. Our best decisions are a finely tuned blend of both feeling and reason—and the precise mix depends on the situation. When buying a house, for example, it’s best to let our unconscious mull over the many variables. But when we’re picking a stock, intuition often leads us astray. The trick is to determine when to use the different parts of the brain, and to do this, we need to think harder (and smarter) about how we think.  Read more.
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						Consumers are moving outside the marketing funnel by changing the way they research and buy products. Here’s how marketers should respond to the new customer journey.  Read more.

																	


									

			

			
		

		
	









	 
		 
	
	
	



CORE BELIEF
			People buy emotionally and justify their buying decision intellectually.  Learn more by contacting Diana Johnson at djohnson@acclaroinc.com
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