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COORDOWN 

The Coordination of the associations for the people 
with Down syndrome 

started in 1987 
57 association in Italy 



MISSION 

-  to promote a real culture of diversity 

-  Defend the rights of the people with Down syndrome and facilitate their 
autonomy and their inclusion in the society, in the educational system, in the 
world of sport and at work 

-  Disseminate correct information about Down syndrome and the real 
capabilities and potential of people with Down syndrome 

-  Activating collective actions of awareness communication 



ACTIVITIES 

21 March 

WORLD DOWN SYNDROME DAY (WDSD) 

On the second Sunday of October 

NATIONAL DAY OF PEOPLE WITH DOWN SYNDROME 



COMMUNICATING AND SHARING 

-we believed and invested in high level, mass-reach communication  

-in collaboration with the communication agencies Saatchi & Saatchi 
Italia, Saatchi & Saatchi America and Publicis New York 

-in collaboration with other association partner from all over the 
world (Dsi, Down Syndrome Australia, Fondation Lejeune, Down 
Syndrome Association UK, and others) 



OLD CODES 

Presence of a testimonial in order to reinforce the message 

No storytelling 

The insight of the campaign is just the title of the campaign 

No engagement 





New codes 

Storytelling 

Investing on the power of ideas 

New forms of sharing 

Amplifying the message 

Changing public perceptions 



What does need the no profit advertising? 

-  Courage 

-  Ability to look inward: often the creative solutions are already within 
the reach of the associations 

-  Ability to use all available communication platforms and maximize 
their use with limited budgets 

-  The strength of the truth 

-  Engagment 

-  Different tone of voice 







2012 - INTEGRATION DAY  
- The	opera*on	a,racted	the	a,en*on	of	all	the	na*onal	media	
(including	tv,	newspapers,	magazines,	radios,	social	media	and	blogs)	and	
on	the	following	days	it	opened	a	debate	all	around	the	country.	

- We	generated	the	equivalent	of	nearly	5	½	Million	euros	worth	of	
coverage	and	we	reached	around	18	million	people,	a	third	of	the	italian	
popula*on.		

- And	in	the	week	following	the	communica*on	event,	enquiries	to	
CoorDown	from	companies	interested	in	integra*ng	people	with	Downs	
Syndrome	into	their	organiza*ons	went	up	600%. 



2012 - INTEGRATION DAY  

-  The innovation lies in the type of production 

-  To promote inclusion presenting inclusion on the stage/on the 
screen 

-  Attention of all the national media  



2013 – TURN UP MY VOICE 





2013 – TURN UP MY VOICE 

-  Using a testimonial (old code) but in a new way 

-  Maximizing the use of technology and of social networks 

-  Call to action: engagement of the public 

-  Storytelling 

-  Authenticity: boys and girls speak about themselves and their 
dreams 

-  Engagement of the media 



2014 - DEAR FUTURE MOM 







2014 - DEAR FUTURE MOM 

-  A real story become the creative idea. 

-  A personal theme become a universal theme. 

-  The idea was inside of the association.  

-  The tone of voice is similar to past campaigns but it has 
moved toward an international vision and execution.  



2014 - DEAR FUTURE MOM 

-  4.900.000 views on Youtube (april 2014 ) 

-  7.776.485 views on Youtube (today) 

-  718.900 shares 



2015 – THE SPECIAL PROPOSAL 
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2015 – THE SPECIAL PROPOSAL 

-  Appling a new trend in reality television  

-  Authenthic and spontaneous and surprise effect 

-  Instead of saying that people with Down syndrome can love, 
can marry, can be autonomous we simply showed it! 

-  5,408,610 views on you tube 



2016 – HOW DO YOU SEE ME 



2016 – HOW DO YOU SEE ME 



2016 – HOW DO YOU SEE ME 

-  High standard production (Hollywood) 

-  We use the celebrity (old code) in a new way  

-  Final surprise effect the public to deal with its prejudices  

-  Engaging the “consumer” 

-  3.100.000 views on Youtube 

-  330.000 views on Facebook 



2017 – NOT SPECIAL NEED 



2017 – NOT SPECIAL NEED 

-  28,640,864 view on Facebook 

-  302.000 view on Youtube 

-  600.000 shares 

-  700.000 interaction 



2017 – NOT SPECIAL NEED 

-  The protagonists are people with disability, they speak about 
themselves personally  

-  Changing language to change culture, to change attitudes 

-  Partnership with international association 

-  Deep engagement of the public  

-  New tone of voice 



STORYTELLING 

- let people with disability speak personally 
- tell a story that could be a starting point for the media 

ENGAGEMENT 

- create interconnection and relation between the users/customers 
- new form of call to action 

INTIMACY 

- take off the patina from the advertising 
- be authentic 
- make identify the public and recognize a familiar situation 

TONE OF VOICE 

- Use different tone of voice and adapt it to the situation 
 the message and the public 
- You don’t necessary need to make people cry to say something profound. 



THANK YOU | GRAZIE 

marti.fuga@gmail.com 
comunicazione@coordown.it 


