
National Industries 
for the Blind

Advocacy Awareness Campaign



Campaign Goals

▪ Educate elected officials and 

policymakers about the value of 

NIB and the work of associated 

agencies.

▪ Mitigate negative perceptions 

about NIB and associated 

agencies and the work you do.

▪ Not a national public 

education campaign
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Reaching Key Audiences

▪ Direct communications. Deploy a 
steady drumbeat of social media, 
email, and direct mail (postcards) that 
coordinates with and augments your 
shoe-leather lobbying.

▪ Precise digital advertising. Target 
ads to people connected to 
policymakers and near key buildings, 
like the Capitol.

▪ Interpersonal communication.
Facilitate conversations between 
stakeholders and policymakers.
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Research Approach

1. Social and Earned Media Scan

2. Listening Session

3. Policymaker Listening

4. Perception Testing

5. Message Testing (pending)
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1. Media Scan Findings

▪ Discussions are neutral or positive about NIB, 

SKILCRAFT, and AbilityOne.

▪ Discussions are not uniformly positive on 

“employment for people with disabilities.”

▪ Conversation volume is low, but NIB is at risk of 

being associated with the negative narrative.
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2. Listening Session Takeaways

▪ Jobs: There may be an outdated “legacy” notion 

about the value of government employment programs 

for people who are blind or disabled.

▪ AbilityOne: There may be negative connotations 

about the AbilityOne Program and its providers. 

▪ NIB: There may be a lack of understanding about NIB 

and its network of associated agencies
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3. Policymaker Listening Findings

Year-to-Date Mentions on Social Media by Policymakers (via Quorum)
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4. Perception Testing Findings

1. There is strong support for the government creating 

jobs for people who are blind or disabled.

2. NIB is viewed favorably and does not appear to be 

painted in a negative light due to allegations 

against related organizations.

3. NIB has many positive attributes about which you 

can communicate.
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Finding #1: Strong support for creating jobs

Which of the following do you agree with most when it comes to creating employment for people who are blind or 
severely disabled? (among D.C. opinion leaders)
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59%

36%

6%

The federal government should do more

The federal government is doing about the right amount

The federal government should do less

“Well, they seem to have a very positive impression in 
the sense that folks who can’t usually gain employment 
are employed and benefitting our state and nation.”

– Republican Congressional District Director



Finding #2: Favorability (landscape)

How favorable is your opinion of each of the following programs/organizations/brands?
(displaying % “very favorable” for D.C. opinion leaders)
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Finding #3: Attributes (the work you do)

Overall (among D.C. opinion leaders) Mean
% Don’t 

Know
% 8, 9, 10 % 0, 1, 2

Helps improve employment opportunities for people 

who are blind
8.71 14 70 1

Advocates for the rights of people who are blind 8.64 17 68 0

Provides people who are blind with opportunity for 

personal and professional growth
8.64 16 67 0

Helps people who are blind achieve success 8.49 14 66 0

Helps people who are blind achieve personal and 

economic independence
8.48 15 66 0

Offers job and skills training for people who are blind 8.44 14 64 0

Helps people who are blind advance in their careers 8.42 16 64 0

Provides jobs for people who are blind across 

various industries
8.36 16 63 0

Creates innovative solutions for people who are blind 8.35 18 60 0
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Please read the attributes below and indicate how well each applies to the NIB brand. Please rate them on a 10-

point scale, where 10 means “applies completely” and 0 means “does not apply at all”. 

(Displaying results for D.C. opinion leaders)



What does it all mean?

▪ Increase the volume – Minority voices have impact 

because of the low volume of communications about 

your work. Drown them out with positive stories.

▪ Double down – “Blind” is more specific than 

“disabled.” Draw a sharp line of distinction between 

you and others in this area.

▪ Go on the offense – NIB has a huge reservoir of 

goodwill from which to draw. Use that political capital 

to advance your agenda.
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Next Steps

▪ Message Testing 

▪ Strategic Planning

▪ Collateral Development

▪ Campaign Launch
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NAEPB Member Agencies, 

At the June 25, 2018 NAEPB Board Meeting there was discussion regarding all the various risks that 

surround our Program.  As a result, the board suggested we consider the possible need for NAEPB to 

support its own public policy initiative.  There was a call for an Ad Hoc committee to explore the ways to 

fund such an initiative.  There were three NAEPB board members who volunteered to undertake the 

task.  They were Rudy D’Amico, Jim Kerlin and Lou Moneymaker.  As this committee conducted its 

meetings, there was significant discussion regarding the “threats” surrounding our program.  This is 

captured in the following illustration.  

 

The first thing our committee discussed was the structure of the current public policy program that 

represents both NIB and NAEPB.  NIB holds and funds a contract with the Signal Group providing 

services for both NIB and NAEPB.  NIB also holds and funds a contract for specific services from Todd 

Tiahrt.  NAEPB holds and funds a contract for specific services with Todd Tiahrt.  The BSC’s hold and fund 

a contract for specific services with Todd Tiahrt.  Our committee feels we have too many contracts out 

there for various public policy initiatives, and there can be ineffectiveness in funding these various 

contracts, as well as danger in “the right hand not knowing what the left hand is doing.”   Furthermore, 

we discussed how toxic the environment has become for our program, and our committee understands 

the vulnerability this may create for NIB.  As a separate, stand-alone organization that governs itself, 

many times NAEPB can speak more loudly and more aggressively regarding the burning issues that 

surround our program than can NIB.  We hasten to add that our expectation is the public policy 

programs of NIB, with the Signal Group, and NAEPB, with Todd Tiahrt, will collaborate on most issues 

but may need to act differently in implementing solutions to the threats that surround us. Without going 

into further detail, our committee sees a definite need and advantage for NAEPB to have its own 

representation for public policy; therefore, we recommend the NAEPB board and membership support 

this initiative. 

As a result of our conclusions regarding the establishment of a separate but coordinated public policy 

program with NIB, we clearly understand the necessity for additional NAEPB funding.  To create the 

additional revenue, we are proposing a tiered dues structure and assessments to support funding our 

“We’re under attack on many sides!” 



own public policy initiative, as well as providing funding for all other expenditures that may come before 

NAEPB.  The following chart explains how we can financially support this effort. 

NAEPB ANNUAL DUES PROPOSAL  

        NOVEMBER 2018   

APPROXIMATE 

NUMBER 

OF AGENCIES  

ABILITY ONE  

SALES  

(Does Not Include  

BSC Revenue) 

DUES 

AMOUNT 

TOTAL 

CATEGORY 

AMOUNT  

20 Under     4M $   600.00 $12,000 

15 4M    -   10M $900.00 $13,500 

12 10M   -   20M $1,500.00 $18,000 

5 20M   -   35M $3,000.00 $15,000 

6            35M +  $4,000.00 $24,000 

   

TOTAL DUES 

 

$82,500 

 

*In addition, NAEPB would invoice each BSC operating agency an amount of $200.00 per BSC per 

year (Based on 165 BSC’s). This would replace the current assessment that funds the Todd Tiahrt 

contract with the BSC’s. 

 

  

TOTAL REVENUE 

 

 EXPENSES 

  Annual Dues                     $ 82,500   Joint Public Policy Funding                          $108,000 

  BSC’s                                 $ 33,000   Legal & Other Additional Expenses             $  21,500 

  NIB Donation                   $ 24,000   Annual General Expenses                             $  10,000 

 

                       TOTAL:        $139,500 

 

                                                   TOTAL:           $139,500 

 

 Our committee feels this is a fair and equitable method for funding a new dues structure.  Article III, 

Section 6, of the NAEPB Bylaws states, “Each member organization shall pay annual dues as established 



from time to time by the Board of Directors.”  At this time however, we recommend both the NAEPB 

board and membership support this dues proposal.        

             

Our committee would like to share some final thoughts with you.  The threats to our Non Profit Agencies 

(NPA’s) presented in this document are REAL!!!, and they are numerous.  These are issues we must treat 

in a much more aggressive manner than in the past, and we need to be much more nimble than we are 

currently.  In having its own public policy representation, NAEPB can move forward in a more focused 

and cost effective manner with measurable results.  Our committee knows each and every one of you is 

passionate about the opportunities we have been able to provide for people who are blind or visually 

impaired over the past 80 years, and that you are just as passionate about being able to continue our 

critical mission into the future.  Knowing the threats around us, we ask for your support of the 

recommendations we have put forward. 

 

Respectfully, 

 

Rudy, D’Amico  

Jim Kerlin  

Lou Moneymaker 
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