Step 1: Look up competitors via keyword search or direct url search
For charitywater: Tapproject.org, plancanada.ca, water.org, worldvision.org

Step 2: Record all placements, and compare (http://support.microsoft.com/kb/262277 - duplicate filter technique for excel)

Step 3: Create composite demographic profile for site targeting

Use alexa.com, quantcast.com, google ad planner, compete.com (if you have a subscription)

Step 4: Look at banners, what do they have in common?
Step 5: create your own banner set to start (or if you already have one, how can you improve yours or test new ideas)
Great places to find a cheap designer is any outsourcing board like odesk or any online marketing forum
Step 5.5: If you’re buying direct site, plug in placement reports to see what else is being advertised there

Step 6: Set up campaign and test in sitescout and adbuyer

Step 7: compare results and go direct to network or website

Step 8: Cut the looser, keep the winners and scale by doing it all over again

Valueclick:

www.realclearworld.com: male, 35-49

pandagon.net: female, 35-49

blog.cagle.com: male, 50+

www.politicalcartoons.com: male, under 18

Technorati: 

famousdc.com: tied, under 18

www.wonderhowto.com: male, under 18

Advertising.com:

www.911tabs.com: male, under 18

www.politifact.com: male, 50+

www.usnews.com: male, 50+

www.denverpost.com: male, 35+
Media Buy:

www.realclearworld.com: male, 18-49

www.commentarymagazine.com: male, 35+

www.theweathernetwork.com: male, 35+

www.ctv.ca: male, 35+

Adwords:

www.movermike.com: male, 35+

www.euronews.net: male, 35+

www.hyscience.com: male, 35+

www.dailypaul.com: male, 18-34

thesmarterwallet.com: tied, 35+
Banners:
tapproject: celeb bottles

water.org: clear direct message

worldvision: current events/locations, childrens faces, clear message, impact on banner

plancanada: showing children, looking at you, showing impact of project, good impacts on banner, problems on banner
Adbuyer:
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