
2nd consecutive year· 
on saving the lives of 
particularly under-ad­

audiences within 
our Hispanic community., 
such as our youth, is cer­
tainly rewarding enough 
in itself," said agenc 
President George L. 
Jose. "However, rt>rt>I\J'In!r

recognition from the 
for a second time is 
especially great honor 
both us and the ACS." 

Martha san Jose, 
ha~ volunteered her 
and tireless efforts tO\vardsl
the development of 
ACS's Hispanic ca 
paigns, accepted the 
on behalf of the 

segundo afio 
consecutivo, la agencia 
publicitaria y de mercadeo 
San Jose & Associates 
(SJ&A) ha sido premiada 
por el Publicity Club-of 
Chicago (PCC), 
reconocimiento a su 
destacada labor de apoyo 
a Ia American Cancer So­
ciety (ACS) en alcanzar a 
Ia comunidad hispana. 

Destacandose entre 
mas de 240 agencias del 
mercado general que 

en el media oeste, 

For the second con-
.secutive year, Chicago­
based Hispanic marketing 
communications agency 
San Jose & Associates 
(SJ&A) has been honored 
by the Publicity Club of 
Chicago (PCC) for its ef­
forts in assisting the 
Amercian Cancer Society 
(ACS) to reach out to the 
Hispanic community. 

In the company of more 
than 240 general market 
agencies from throughout 
the Midwest, SJ&A was 
selected as the recipient of 
a Silver Trumpet Award 
for excellence in creativ­
ity and execution of its 

· "jNO FUMES! (Don't -
Smoke) DON'T BLOW 
IT!" campaign, during the 

\ PCC's 35th Annual Golden 
Trumpet Awards. The 
egency was first spot­
lightedbythePCCin 1993 
for its efforts to help. edu­
cate Hispanic women on 

mammography exams, 
with the nationally _recog­
nized "T6mese el Tiempo 
(Take the Time)" cam­
paign. 

To promote the cam­
paign, SJ&A launched an 
intensive PSA broadcast 
schedule on Chicago's top 
Spanish-language radio 
stations. In addition, the 
agency implemented a di­
rect marketing approach 
and disseminated hun­
dreds of vibrantly colored 
posters featuring the group 
'H20 into Chicago's inner 
city public schools. 

The wide-spread appeal 
of the bilingual posters also 
assisted in extending the 
campaign into churches, 
community organizations 
and hospitals throughout 
the Chicagoland area. 
Reaching not only the 
Spanish-speaking commu­
nity, bu~ also the general 
market, the eight week, pr~ 

• 

• 

liiiiiiiiillliii••••••••••••••••• 
ayud6 a que Ia campafia se 

extendiera por iglesias, ho spitales y 
organizacione s 
comunitarias de toda el 

 area de Chicago. Con su 

mensa1e ~i lingtie, esta 
campana pro bono" de 
ocho semanas de duraci6n 
lleg6 a toda .la comunidad 
hispana sino al mercado 
en general. ·

La Sra. Martha San 
Jose, quien, como 
voluntaria ha dedicado su 
tiempo e incansables 
esfuerzos para llevartodas 
lascampafias del ACS a Ia 
comunidad hispana, 
acept6 el · premio en 
representaci6n de SJ&A 

. d;urante Ia ceremonia de 
eritrega de los Golden 
Trumpet Awards realizada 
por el PCC el 19 de mayo 
en el Hotel Inter-Continen-

SJ&A fue seleccionada 
como la merecedora del 
Silver Trumpet Award en 
reconocimiento a su 
creatividad y excelente 
ejecuci6n durante Ia 
campafia "jNO FUMES! 
jDON'T BLOW IT!" para 
el ACS, en el 35th Annual 
Golden Trumpet Awards 
del PCC. SJ&A ya habfa 
recibido otro premio del 
PCC en 1993 por sus 
esfuerzos en educar a_ las 
mu jeres hispanas acerca de 
Ia importancia de las 

bas de mamograffa. 

consecutiVO. · • 

_ Para reali~ar esta · 
importante misi6n SJ&A 

, . ' _ 
l anzouna t~tensacamp_a~a 
de mensajes de servtciO 
publico en las principales 
estaciones de radio 
hispanas de Ia ciudad. 

Asimismo, laagenciapuso 
en practica el criterio de 
mercadeo directo usando 
posters en vivos colores 
del grupo H20, que fueron 
distribuidos por las 
escuelas de gran cantida~ 
de alumnos hispanos· · 
Chicago. 
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