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What We Are About 
 

From late 2010 to the present, Vision for Life has been using advertising to help women facing 

unwanted pregnancies connect with pregnancy medical centers, where they can find the 

information and support they need to choose life. We have also advertised on behalf of a post-

abortion healing group to women who may have had 

abortions. (See “Broken Vessels,” below.)  Our 

advertising has also been directed to the general public 

in the age-group most susceptible to the temptations to 

abortion. 

 

We know that abortion numbers fell in the late 19
th

 

Century and early 20
th

 Century, largely because 

Christians helped abortion-vulnerable women through 

unwed mothers’ homes, or maternity homes, as they 

were called. This was probably even more important for 

declining abortion rates than changes in the laws.
1
 

Vision for Life advertises local pregnancy medical 

centers because these centers are not as socially 

prominent as maternity homes once were. Advertising 

makes them prominent. 

 

Who We Are 

The Board 

The Board consists of Harry and Barbara Griffith (Co-Chairs), Joëlle Sykes (Treasurer), James 

Coffey, Carol DeNisi, Bette Moore, and Donna Pace. We welcomed Carol late in the year to the 

Board. We thank Brian Follett, President of Heroic Media, who stepped down about the same 

time, for his faithful support when we needed it. He was a life-saver. 

  

                                                             
1
 In New York City in the 1890s, there were 20 maternity homes, the largest of which had 1,042 beds. 

Everyone would have known where these homes were. Other cities were similar (Abortion Rites: A Social 
History of Abortion in America (Crossway Books, Wheaton, Illinois, 1992). Maternity homes are making a 

comeback. See https://www.facebook.com/groups/maternityhousingcoalition/ 

Abortion numbers fell in 

the late 19th Century, 

largely because 

Christians helped 

abortion-vulnerable 

women with maternity 

homes 
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The Executive Director 

Chris Humphrey has served in this capacity since the inception of the organization.  

Board members and the Executive Director all serve as volunteers. 

 

Our Work 

Vision for Life’s early advertising involved television, bus shelters and ads on the interior of 

buses. It quickly became clear that in terms of cost and effectiveness, the Internet is the best 

place to advertise to any of our three audiences – abortion-vulnerable women, post-abortive 

women, or young people in general. While we have paid for advertising using other media (see 

below on the Alpha-Omega Centers), almost all of our advertising has been online for several 

years. 

 

We have two channels for our online advertising: Facebook, and Google Adwords. 

 

 

 

 

Facebook Advertising 

 

We use Facebook advertising to generate phone calls and e-mails 

to pregnancy medical centers, and also to make these centers 

known and approved by those at greatest risk of abortion. 

 42% of aborting women in PA are African-American2 

 61% of abortion patients have borne one or more children3 

 Half of the women who abort are poor4  

Every month in 2016 we 

published a new ad on 

each of our FB pages. 

(From the beginning in 

September 2014 to the end 

of December, 2016, we have run 78 campaigns.) We had 

two pages at the beginning of the year, “Pittsburgh 

Choices,” directed to women in Allegheny County, and 

“Choose Together – Pittsburgh,” a page for men. The 

models for our “Pittsburgh Choices” ad are black one 

month and white the next. In July we added a third page, titled “Unexpected,” aimed at African-

American women, and poorer women with one or more children already. Our main page, 

                                                             
2 PA Department of Health report, “2014 Abortion Statistics,” p. 1. 
3
 Sum of figures from a chart in the PA Department of Health report, “2014 Abortion Statistics,” p. 11. 

4
 https://www.guttmacher.org/report/characteristics-us-abortion-patients-2014. 

Our Facebook ads 

reached 45,500 people 

each month in 2016 
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“Pittsburgh Choices,” has over 1,300 likes, and ad posts on our pages for women are liked, on 

average, by 188 women each month.  

In 2016, on average, our Facebook ads 

 reached 45,500 people each month, at a cost of a little over 1.5 pennies each 

 reached each of these people four or more times a month (“frequency” of 4.6) 

 generated 11 calls (10.58) from unique numbers to pregnancy medical centers each 

month. 

Our ads on Facebook are not directed just to women or men seeking abortions; nonetheless, we 

generated a total of 127 calls to centers with them in 2016. 

 

 

Google Adwords Advertising, with Heroic Media 

Every month our partner Heroic Media runs Google 

Adwords advertising on our behalf. If a woman in the 

Pittsburgh area searches for terms like “abortion,” 

“abortion pill,” and “abortion Pittsburgh,” our paid ads 

show up among the top three. Our ads appeared on 

local women’s screens 17,500 times each month, and 

women clicked on them in response 500 times. Our 

“click-through” rate – the frequency of clicks to ad 

appearances – increased over that of 2015 to 2.81% 

(which is a good result in the Internet ad business). 

 

 

Our Adwords advertising 

 increased contacts to pregnancy medical 

  centers from 867 (2015) to 916 in 2016 

 or from 70 a month, to 87 in 2016 

 cost us about $25 for every call or e-mail 

to a center in 2016, a little less than the year 

before. 

 

Together, our Facebook and Google advertising 

generated 1,043 calls and e-mails to pregnancy 

medical centers in 2016. 

Our  Google advertising 

increased contacts to 

pregnancy medical centers 

from 70 a month to 87 
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Change in Abortion Ratios Since We Began 

 

We began our advertising after Christmas in 2010. From 2010 to 2015, the ratio of abortions to 

live births declined 20% in Allegheny County, but only 16% on average in all other PA counties. 

The graph below shows the change from previous years to the present. We cannot be sure that 

pro-life advertising is solely responsible for this decline in abortion numbers and ratios, but we 

believe that it has played a big part. In any case, we rejoice in the numbers of babies and moms 

who have been saved from abortion. 

 

 

 
 

 

Other Advertising 

 

Slippery Rock – New Castle 

Vision for Life provided funding for some advertising materials purchased by Alpha-Omega 

Center in Slippery Rock and New Castle. Executive Director Sarah Bowen reported on their 

campus outreach, saying that they had “given out all but a handful of chapsticks and pens. The 

students love them and we have seen some modest increases in traffic.” 

  



Vision for Life – Pittsburgh – Annual Report 2016  5   
 

“September, the month we handed them out, we had 6 clients in Slippery Rock compared to 3 

last year. October we had 6, compared to 4 last year, and in November we had 6, compared to 5 

last year. Many more of these clients are coming from the university than we saw last year and 

more are abortion-minded or abortion-vulnerable. Of those [whose pregnancy tests were] 

positive and [who were] abortion-minded or abortion-vulnerable, 11 of them changed their mind 

and chose life! 

“In addition to the clients, we have had several students come in to tour the office and learn 

about what we do. They have all been very positive about the services we provide. We have also 

had a few come and do a school project on us. One of them showed me the pen that we gave 

them that you provided, and she will be presenting about our ministry to her entire class.” 

 

“Broken Vessels” 

We set up a Facebook page for the post-abortion healing group, “Broken Vessels,” and ran two 

Facebook ads for it; one to introduce the group generally, and a second to advertise a meeting for 

interested women. The first ad reached 13,348 women at least twice in the month. There were 

706 clicks on the ad, which sent viewers to the Broken Vessels Web site. See 

https://www.facebook.com/brokenvesselsgroup, and www.brokenvesselsgroup.com. 

 

 

https://www.facebook.com/brokenvesselsgroup
http://www.brokenvesselsgroup.com/
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Fundraising 

 

In 2016, we raised funds by two general mail solicitations and by our 2016 Polar Bear “Plunge-

Raiser,” in which the Executive Director jumped into the Monongahela River January 1, and 

stayed in the water for ten minutes. When people fulfilled their pledges, this raised $5,585.52. 

(For details from our financial report on 2016, please contact the Treasurer, Joelle Sykes, at 

joellealicesykes@icloud.com.) Vision for Life files annually Form 990 with the IRS, and reports 

from previous years can be found at www.citizenaudit.org. (Our E.I.N. is 010945375.) 

 

 

 

Why It All Matters 

 

Why do we do all this? Behind the numbers, the statistics, the advertising, and the phone calls, 

we know that there are individual lives. We ask God to have mercy on these women and their 

children. The stories told by our partners at the pregnancy 

medical centers remind us of what really matters. “Praise 

God for a decision for life! A young woman who came to 

us undecided about her pregnancy, returned for a 

sonogram. She was surprised to find out how far along she 

actually is in her pregnancy – well into her second 

trimester! She and her boyfriend laughed during the 

sonogram and said they were amazed to see so much 

development of their baby. After the sonogram, she stated that she has accepted that she is going 

to have the baby. She is excited now. She is going back to her home state soon to tell her family. 

Pray that she will receive the support she is going to need :-)” 

Yes, it is all worthwhile. 

 

Respectfully submitted, 

 

 

Chris Humphrey, Ph.D. 

Executive Director 

January 23, 2017 

 

She and her boyfriend 

laughed during the 

sonogram . . . 

mailto:joellealicesykes@icloud.com
http://www.citizenaudit.org/

