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-AECUTIVE SUMMARY

Following the first week of meeting one another and establishing our brand, all of Gateway
Communications had a good understanding that every member would go above and beyond to establish a
successful campaign for the Big Buddy Program. The service-learning aspect of this course has allowed all
of us to gain an abundant amount of experience in the different areas of public relations that we would not
have received otherwise.

This campaign book acts more as the next chapter following past campaigns, as it focuses on the central
issue of Big Buddy, the lack of Legacy participation. Following our first meeting with Gaylynne Mack,
executive director for Big Buddy, Gateway Communications set our sights on decreasing this issue even
more than past campaigns.

Because of that goal, we set the objective to recognize the most efficient way to not only reconnect with
Legacies, but also allow Legacies to become avid participants in the program once more. We realized that
if we could reach out to various Legacies to share their personal testimonies through a brief questionnaire
of how this organization has benefitted their lives, we could not only reach a wider range of Legacies, but
motivate residents of the Baton Rouge community to take part in the program as well. Parents could enroll
their children in the program due to the success rate, adults and even college students could participate in
the program as volunteers or Mentors and, ultimately, more individuals would be inclined to donate to the
program knowing its success.

Like most nonprofits, fundraising was another objective of ours. Therefore, we held an event called “Raise
the Roof” on Nov. 15 at the Tin Roof Brewery. This was an event like no other campaigns class had
attempted in the past, as this event was collaborated among all three communication teams: Gateway
Communications, Thrive Public Relations and Elevate Communications. Thrive Public Relations
represented the Youth Oasis Children’s Shelter and Elevate Communications represented the Capital Area
Special Olympics of Louisiana. We saw an incredible opportunity to work together as a class to host one
large event for these three nonprofits that share the common theme of benefitting the youth in Baton
Rouge.

Raise the Roof was an incredible step for these three nonprofits toward working together in the future. We
received more media coverage than we originally hoped for, more guests attended the event than we
predicted and we raised over $10,000 from the event to benefit the organizations.

As account executive, I could not have asked for a more determined communication team and a better
client experience than I have during this campaign. I am proud of the work my group has completed to
promote Big Buddy, and I am confident that through reading this book, you too will recognize the diligent
time and effort we have placed into this campaign.

Sincerely,

Daniel Kiggans, account executive
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Ovewiew of client

The Big Buddy Program is a nonprofit organization in the greater Baton Rouge area that focuses on supporting youth
who are economically, educationally or emotionally disadvantaged. The organization creates “opportunities for the
community to empower and guide these children to brighter futures” through the use of volunteers, group activities,
work programs, etc. Today, Big Buddy has increased its many programs in Mentoring, extended learning and
afterschool opportunities, positive youth development programs, and workforce development. The program now
serves over 1,000 children per year and utilizes the talents and expertise of over 500 volunteers.

Mission

Big Buddy’s mission statement, “to provide access to positive role models and learning experiences to children who
lack these valuable resources,” influences every activity offered through the program for the children of Baton Rouge.

J?/isto’zg

Big Buddy is a nonprofit organization founded by a psychology class at Louisiana State University in the late ‘70s
under the supervision of Dr. Marion Baum. Mary West, a parishioner at Christ the King Catholic Church, rekindled
the Big Buddy Initiative through the Social Responsibility Committee. West began matching children from Roosevelt
Terrace pubic housing community with students from Christ the King. Jim Geiser, a social worker, got introduced to
the project, and he started to recruit new volunteers and coordinate group activities for the children. In the summer
of 1979, Big Buddy was approved for funding through the Mayor’s Youth Opportunity Office, and Geiser was named
the executive director.

Culture of organization

Big Buddy’s vision for the organization is that “every child has a positive role model leading him/her to make good
choices, resulting in a healthy and rewarding life” The vision prompts Big Buddy to be constantly searching for new
activities and opportunities to provide for the children and their Mentors. Through this Mentoring-type of program,
a solid foundation is set in place to allow the children to have a positive influence in achieving high-quality academic
skills and in fostering their personal goals.

jz.inances

The annual budget for Big Buddy is roughly $1.2 million. Most of the funding is for the organization’s events, the
biggest being “Dancing for Big Buddy,” which totals to around $250,000 every year. The majority of the funds come
through corporate sponsorships, annual giving, donations from residents of Baton Rouge and private fundraising,
with smaller amounts of funding, as of lately, coming from government grants.

Public optnion and po/itica[ inﬂuences

Big Buddy does not have many political influences. The program does have the support of Mayor Kip

Holden, who continuously speaks positive on the organizations behalf. However, there are many Mentors around
Baton Rouge that are very involved in the community. These include people such as local high school and college
athletic coaches and teachers. According to research in prior campaigns for Big Buddy, the public has had a positive
opinion on Big Buddy.
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Big Buddy bases its criteria for success on a child’s grades, attendance in school, behavior, overall growth and
achievement of personal goals. Evaluation reports have shown that the organization has been successful and that
teachers and parents were reporting positive growth among the kids within the program. Within the last three
years, the quality of the organization has greatly improved, and the leaders of the program have been very pleased
with the performance of the children. One of the biggest benefits Big Buddy can provide is a commitment to
excellence through a strong training program for its staff. Most youth agencies do not put time and effort into staft
training, but Big Buddy ensures its staff knows how to interact with the children by using the organization’s
available resources.

Viche

Big Buddy was designed so underprivileged children could be given the opportunity to interact with Mentors who
can help mold them into successful adults. One of the biggest assets that the program has is its connections. It has
prominent individuals who are either on the board of directors or who were once Mentors. Nikki Caldwell, LSU
women’s head basketball coach, is on the board of directors, as well as people from local Baton Rouge businesses.
Big Buddy has continuously made changes after assessments of the organization. Big Buddy continuously
communicates with teachers by routinely checking in on the performance of the children. The organization has
also promoted training the staff in a particular curriculum. Big Buddy hopes to improve its research on Legacies in
order to understand how to successfully engage with them. The organization realizes that certain changes will need
to be made in the future, and it is very willing to make any changes necessary for the betterment of the program.

.57 tructuze

The organization is based on the firm belief that fostering and sustaining growth, success and confidence can
drastically improve the life of an underprivileged child. This fits with the vision of the organization, because its
purpose is to provide positive role models for underprivileged children to look up to in order to provide hope for a
better future. This is expressed within the strategic business plan for the organization that the children come first.
Recently, Big Buddy made an incredible improvement by hiring a communication manager who is responsible

for all communication decisions. Because of how well the program is doing with donations, Big Buddy hopes to
increase its resources in the fields of both public relations and marketing in order to attract more attention to the
program.

GC
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Internal impec[iments

Big Buddy is very supportive of its communication department, as it continuously attempts to raise awareness
of the program. However, the biggest internal issue for the organization is the high turnover rate among staff
members. For reasons unknown, this loss of staff members results in a loss of knowledge in the program as well,
and it is expensive to hire and train new staft members.

Competition

One of the main competitors of the organization is the Boys and Girls Club of America. Big Buddy has a vast
amount of resources and donations in order to compete with other nonprofits. The other organizations may have
the name recognition, but Big Buddy is still one of the more well-known programs throughout the Baton Rouge
community.

Opposctcon

Big Buddy is always at risk of losing funding through the city of Baton Rouge and budget cuts because the
vision of the program may not necessarily match that of the politicians in office. These political groups have
multiple forms of backing, and it puts an enormous amount of pressure on nonprofits to find other means of
fundraising, thus causing the program to always rely on its larger donors for sponsorships. Within the next
few years, the problem is likely to worsen unless politicians modify policies to help set a budget for nonprofits.

External impec[iments

As of now, the environment is growing steadily. There have been numerous donations, and the future of Big
Buddy looks bright as more parents are starting to seek help for their children. The hiring of a communication
manager is also helping to raise awareness for the program itself. There are no external impediments that deal
with customers, regulators, legal and environmental origins. However, as stated above, political groups are
making it harder for nonprofits like Big Buddy to generate funds. While the organization is receiving
generous donations, it is still on a strict budget and does not have the means to establish a marketing division
nor update its technology.
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In an effort to increase donations and advocacy, Big Buddy was seeking to augment its Legacy program. Big Buddy’s
Legacies include former Mentors and Mentees. This was a continuous situation for Big Buddy and, thus, the current
communication method should be modified. The cause of the situation was due to a lack of continual communication
with Legacies after they graduated from the program or finished volunteering for the year. There was no dispute that
communication among the Legacies was lacking. Big Buddy introduced the Legacy program in the spring of 2014 and
was still seeking to contact Legacies. Because of the many individuals that Big Buddy serves, there are many potential
Big Buddy Legacies to connect with and to give testimonies of their experiences within the program.

COHS@C]U@NC@S

Reaching out to the Legacies impacted Big Buddy’s mission of providing learning experiences and access to positive
role models to children who lack these resources. Contacting Legacies to be loyal advocates, and possibly loyal donors,
would increase the resources for the children. The Legacies would also support the mission statement and vision of the
organization in leading by example, showing current participants how Big Buddy can lead to opportunities after
graduating from the program. This situation warranted a swift and serious response, as contacting Legacies would
contribute to immediate donations and advocacy. This was a long-term situation, as Big Buddy will continue to reach
out to former participants as more Mentees graduate from the program. Donations and advocacy for the program were
affected by this situation. If Big Buddy were able to connect with more Legacies, more Mentees and Mentors would see
the positive outcome of participating in the program and could be inspired to continue volunteering or eventually
donate to the organization. This was an opportunity for Big Buddy to improve communications and to build and
sustain more mutually beneficial relationships with former participants.

Resolution

Quantitative information, such as how many Legacies respond to Big Buddy’s outreach, could impact how it connects
with each Legacy. This connection could be mutually beneficial, as the program would gain donations and advocacy,
and the Legacies would have an opportunity to share their stories on how the program impacted them.
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Customers

The primary customers of Big Buddy are parents of children participating in the program. This is the audience that Big
Buddy ultimately strives to appeal to, as these are the individuals who allow their children to be involved in the program.
With that, the secondary customers are those children themselves. These are youths within the program who benefit
from their participation and all that the program has to offer. It is a desire of Big Buddy to increase its appeal to Legacies,
as their participation in the program has declined in the past few years. By successfully reaching out to these Legacies,
they could be inspired to give back and increase their participation in the program.

}O’ZOJLLC@’ZS

The in-house producers of Big Buddy, such as staff, Mentors and event volunteers supply the majority of the services
for the organization. Big Buddy receives most of its profits through fundraisers, sponsorships from local businesses and
small donations from residents throughout Baton Rouge. ExxonMobil has become a recent sponsor of Big Buddy,
funding the program’s upcoming “Day of the Mentor” event.

g IfLOLA /@’ZS

A well-known opinion leader for Big Buddy is Mayor Kip Holden, who continuously speaks well on the program’s
behalf, as mentioned above. Raising Cane’s Founder and CEO Todd Graves is undoubtedly Big Buddy’s most prominent
Legacy. Graves is another opinion leader who continues to support the program. Gaylynne Mack, executive director of
Big Buddy; is a vocal activist for the program, appearing on the news, radio, print and online articles, advocating for the
program and informing the public of upcoming events. With Mack leading Big Buddy, the organization establishes
successful programs in Mentoring, extended learning and afterschool opportunities, positive youth development and
workforce development. Big Buddy has numerous media outlets to receive coverage, both social and traditional. Big
Buddy utilizes Facebook, Twitter, YouTube, Instagram and a personal web page to advertise its programs and events.
However, it is the traditional media coverage that greatly benefits the program. Local news stations, such as WBRZ-TYV,
WAFB-TV and NBC33 have continuously broadcast information about Big Buddy in a positive light. Publications like
The Advocate, Visit Baton Rouge, DIG and the Greater Baton Rouge Business Report have also covered information
regarding Big Buddy’s events. Even radio stations like Classic Hits 103.3 and TALK 107.3 FM have assisted in promoting
the events of the program.

Limiters

The direct competitors of Big Buddy are the local nonprofit organizations that compete for government funds, donations
from local businesses and participation of volunteers. These organizations include Big Brothers Big Sisters Program,

the YMCA and other nonprofit organizations that offer after-school tutoring and workforce development programs for
youth in Baton Rouge. In past years, other competing nonprofits have mismanaged funds. The government has seen
these irresponsible uses of funds of certain organizations and assumed it to be that of all nonprofits. This inherently
causes these organizations to become opponents of Big Buddy.
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Big Buddy is unlike other nonprofit organizations in that it has a huge alumni base, known as Legacies. Due
to the huge number of children in the program, the number of Legacies continues to grow every year. The
only problem is that Big Buddy is having trouble reaching out to these Legacies to come back to the program
and participate once more.

57 t’zengtlts Weaknesses

«Legacy program as a whole > allows graduates to share sLack of current communication with Legacies >
their stories and lead by example for current participants seeking to improve its communication strategy to

- 24 interested Legacies to tell their stories and hundreds of | connect with more Legcies

potential Legacies to reach out to «Not up to date on technology

«Serves over 1,000 children annually «Unable to allocate funds for necessary improvements
+Has a vast number of resources at its disposal > quality staff training is very expensive
«Well-known in the Baton Rouge community «High turnover rate > not enough staff to help the
oWell-trained staff > heavy training in a particular growing number of children in the program

curriculum instead of minor training in all facets

«The program is helping children based on reports from
teachers and parents

«Newly hired communication manager - handles
communication on a more ongoing basis

«Recently started a program to help kids one-on-one who
were struggling in school as opposed to a classroom setting
> allows for more personal tutoring

Oppo’ztunities l heats

«Growth of Legacy program > potential to turn Legacies «Possibility of not reaching Legacies or being able
into loyal donors to locate them via social media or through the Big
«Modifying current communication strategy > a better Buddy database

strategy could engage more Legacies «Political groups who overlook nonprofits during
«Use of survey to get sample of large population in Baton budget planning

Rouge - demographics collected in the survey will inform «Other nonprofits receiving government funds >
Big Buddy on where to direct its messages Boys and Girls Club of Baton Rouge

+Well connected around the community with local
businesses (e.g., Raising Cane’s Founder and CEO Todd

Graves use to be a mentor)

10
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PRIMARY RESEARCH

We chose to use a survey as our primary research because surveys are the optimal research method for larger
groups like the Legacies. According to the Food and Agriculture Organization, surveys are easy to

distribute, inexpensive, can provide a large amount of information about a large group of people and allow
multiple people to take part in the decision-making process. Our survey included questions about awareness
of Big Buddy, opinions on the program and volunteer habits. The survey also covered media usage, both
traditional and social media. Demographics included in the survey were race, religion, area of residence,
annual income and education level. These demographics will be useful to Big Buddy to find what publics are
aware of the program and also allows Big Buddy to recognize the preferred media usage by the public in order
to increase its reach.

11
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INVOLVEMENT

850 Would be willing to donate time and/or money to
0 Big Buddy

15% Are aware of how to get involved with Big Buddy

20% Have volunteered for at least 2 Big Buddy events

S0CIAL MEDIA

-

Use social media Prefer Facebook to Said Big Buddy news
frequently other social media is accessible on social
platforms media platforms




Christian Married
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Big Buddy is a nonprofit organization similar to others in that their typical audiences are potential Mentors, volunteers,
businesses, donors, and, in some cases like this, parents of children who could potentially participate in the program.
However, Big Buddy is fortunate to have one key public, and that is its Legacies. Some Legacies still give back to the
organization; however, there has been a decline in the past years of Legacy participation.

Most Legacies fall under all four stages of development:

1. Latent- The number of Legacies not participating is increasing. This may be due to the prior conflicts of
many of these individuals, causing them to be unable to contribute their time to the organization.

2. Apathetic - The fact that the number of Legacies participating is decreasing may not necessarily mean that
some are uninterested in helping. This may have to do with the fact that many are busy and unable to
participate as much as others.

3. Aware - Due to their time as young participants in the program, the Legacies are aware of the effects that the
program has on its participants. However, they may be unaware of the various ways that they can make a
difference today.

4. Active — As mentioned above, the participation of Legacies is drastically declining for reasons still unknown.

Big Buddy can ultimately attract these individuals to participate in the program once more by sharing the stories of how
the program impacted many of the Legacies. By engaging with the Legacies in this way, Big Buddy will be able to show
its positive influence in the Baton Rouge community.

_ﬂ ssues

There is one ultimate issue of Big Buddy: decline in participation of Legacies. The participation of children in the
program and donations from businesses and residents is continuing to increase. However, with a lack of participation
from this older generation, the youth within the program cannot receive the Mentorship they need in order to be as
successful. This decline in Legacy participation has caused the program to slowly suffer every year. The Legacies need to
understand that their voices could have the greatest impact on gaining involvement from the community.

O’zganization

The Legacies can have a tremendous effect on Big Buddy. As of late, the loyalty of the Legacies toward Big Buddy has
been declining. Their continued or reaffirmed participation in the program could have a positive effect on their lives by
reminding them how much the program benefitted them as children. Ultimately, Big Buddy sees many of these Legacies
as some of the most influential members who could participate in the program once more.

GC 15
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The public, especially the Legacies, sees this organization as one that cares for the future and success of children in
the Baton Rouge community and strives to further benefit the well-being of the children through recruiting
influential Mentors in the program. The public recognizes that the many programs of Big Buddy, like the extended
learning programs, afterschool programs and positive youth development programs, are what have allowed the
youth participants to become so successful in their adult years. However, it seems that many forget that these
programs do not only benefit the children. The programs equally lead to the mental and physical success of the
Legacies.

Communication
Gateway Communications directly targeted Legacies to complete an online survey in order to gauge how and where
Big Buddy can direct its messages to reach more Legacies. We sought to gain an understanding of why many
Legacies do not participate, allowing us to recognize the greatest way to motivate individuals to participate. In
order to further engage this audience, we communicated through social media (e.g., Facebook and Twitter) with
general awareness posts that allowed viewers to recognize the impact that small contributions to the program can
have. We transferred this information to various deliverables to present to Big Buddy in order for the organization
to add to its website and deliver at future events further engage the Legacies.

:bemog’zap/lics/ /Osyc/wg’zap/zics
Our research conducted for Big Buddy declared the following statistics:
 Gender - 7% male, 93% female
o Average Age - 37
o Ethnicity - 80% African American, 13% Caucasian, 7% Asian
« Religion - 60% Christian (non-specific), 13% Catholic, 13% Other
o Average Location - 93% of participants live in Baton Rouge
o Marital Status - 40% married, 33% single/never married, 27% divorced/separated
« Highest Level of Education - 7% high school incomplete (grades 9-11 or grade 12 with no diploma), 20%
high school graduate (grade 12 with diploma or GED certificate), 40% some college (no degree,
includes community college), 33% four years college or university degree/bachelor’s degree
(e.g., BS, BA, AB)
« Socioeconomic Status — 80% employed for wages, 13% self-employed, 7% student and ~38% receive $0-
$19,999, 38% receive $20,000-$39,999, 8$ receive $40,000-$79,999, 15% receive $80,000 or more
o Social Media Usage — 74% prefer Facebook to other social media platforms
« Receive News — 50% prefer Television and/or Online Social Media to receive news
o National News — 47% prefer CNN to other national news stations

16 GE
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/3enefit Statement

By increasing Legacy participation in Big Buddy, all categories win. The youth within the program have an
experienced Mentor, these new Mentors are reminded of how they were benefited by the program and the impact
they are making in a child’s life, parents of the youth participants can watch their children grow to be successful
adults due to the success of the program, donors can recognize the positive impact their contributions are making
in the lives of others and Big Buddy can further increase its positive role in the Baton Rouge community.

17
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P osttioning statement

Big Buddy has worked hard to gain a positive image in the community. The organization has an advantageous
position in the Baton Rouge community because of the unique service the program offers. Big Buddy is the only
youth mentoring program in Baton Rouge and, on average, the children in the program have a higher success
rate than children not in the program. It has an incredible alumni board of Legacies that were once a part of the
program for which Big Buddy could reach.

gOCll

It seems as though most Legacies have lost touch with the program. Therefore, it is imperative that these former
members gain an interest in the program and become inspired to take part in the program once more through
Mentoring, volunteering, or donating time or money.

Objective 1- Acceptance

«Objective for Big Buddy Legacies to have an effect on acceptance, specifically to increase interest in the Legacy
program and its positive advocacy for Big Buddy by 20 Legacies by December 31, 2016.

STRATEGY: COMMUNICATION
«Communicate with Legacies via social media to encourage them to share their Big Buddy stories and
photos to post on the Big Buddy page.
«Communicate with Legacies through visuals that break down donations and how Big Buddy will use
those funds.

TACTICS
oTraditional

«Infographic — Shows the breakdown of donations that can be handed out to Legacies at events.
This would be uploaded to the Big Buddy website and hand out as deliverable for
future events.

«Brochures — Showcase Big Buddy’s success in the Baton Rouge area that includes the number of
participants as well as activities put on by Big Buddy.

«Day of the Mentor banners — Design general banners for Big Buddy’s “Day of the Mentor” event
for the organization to use for future events.

«Legacy questionnaire — Present to the Big Buddy staft open-ended questions for Legacies to
answer to give their personal memories of the program. Answers would be featured on the
Big Buddy website and social media pages.

19
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O[)jective 9 — Aetion

+Objective for Big Buddy to have an effect on action, specifically to increase fundraising by $5,000 by
December 31, 2016.

STRATEGY: ACTION
«Host an event for Big Buddy and the Baton Rouge community to raise funds for the program.

STRATEGY: COMMUNICATION
«Communicate through digital media, local media and printed fliers to encourage the Baton Rouge
community to attend the event and donate to Big Buddy.

TACTICS
«Promotional
«Raise the Roof - Host fundraising event that receives funds through sponsorships, percent
age of food truck sales and silent auction donations
oTraditional
«Fundraising letter — Informs past donors, volunteers, Mentors, parents, etc. of how Big
Buddy continues to change for the better and encourages these individuals to donate
their time or money toward the organization.
oPress release — All three writing directors work together to draft a press release to promote
the amenities of the event and the cause of all three nonprofit organizations.
eMedia advisory — All three writing directors work together to draft a media advisory to
promote the amenities of the event and contacts for more information.
«Radio spot — Appear on 103.3 with Jeff Johnson to help spread awareness for the event and
fundraising opportunities for all three organizations.
oTelevision spot — Appear on WBRZ’s “Breakfast with 2une In” to help spread awareness for
the event and fundraising opportunities for all three organizations.
«Digital
«Social media strategy — Along with Legacy stories, posts on the Big Buddy social media page
will include general awareness (“Did you know”) posts, giving information of easy
mentoring hours one can do per month within the program, the small donations per
day individuals can give toward the program and posting constant reminders about
the event and the attractions.
+Raise the Roof Facebook event page — Collaborate with all three communication teams to
create a Facebook event page to further promote the event and gage roughly how
many guests would attend the event.

20
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Event vesearch

Unlike most nonprofit events, Gateway Communications is not hosting this event for the sole purpose of fundraising.
The funds for Big Buddy are abundant. Instead, we sought to host this event as a way to reach out to the Baton Rouge
community to allow those attending to gain an understanding of the benefits of this incredible organization.

We partnered with two other groups, Elevate Communications and Thrive Communications, who are representing
two other Baton Rouge nonprofits, Capital Area Special Olympics of Louisiana and Youth Oasis Children’s Homeless
Shelter. Unlike past campaign groups, we saw this partnership as an opportunity to help further expand these three
nonprofit organizations with the central focus being to benefit the children of the Baton Rouge community.

The event we will host is called Raise the Roof and will take place on November 15 from noon-4 p.m. at the Tin Roof
Brewery on 1624 Wyoming Street. Entry is free and open to the public with the proceeds from food and beverages
sales going toward the nonprofits. There will be food trucks, beer sales from Tin Roof, a silent auction, music and
games.

The ultimate purpose of this event is a fundraiser to assist the nonprofits in continuing their individual goals of
benefiting the Baton Rouge community, as well as gaining more recognition for these nonprofits in the process. It is
our desire, however, that the event will persuade those attending the event and those following the news on social
media to give back more of their money and time toward these organizations.

Local businesses were contacted to donate items for the silent auction and act as sponsors of the event. All sponsors’
logos are featured on the banner at the event and on the T-shirt that all of the students will be wearing at the event.

5V€Vlt /9/01” memo Summa’zy

Our original event plan memo stated that the event would be more of a food truck round-up, but it has now changed
to just an exciting event at Tin Roof Brewery with many great features, including food trucks, a silent auction, beer
sales, games and music. Based on past research of the popular “Baton Rouge Food Truck Wround-Up,” we saw that
providing food trucks at the event would attract more guests than anything else. We chose to do a silent auction as
an easy way for other businesses in the Baton Rouge area to take part in this event as well. The event plan memo also
explains our goals, target audience, channels we would reach out to, deliverables and more.
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COMMUNICATION

Ove’za[[ t/zeme

The overall theme of this campaign is “Legacies Come Home.” Gateway Communications’ main goal throughout this
campaign is to help Big Buddy reconnect with past participants, most notably through the Legacy Questionnaire that
will be present on the Big Buddy website for easy access. Gateway is seeking to assist Big Buddy in forming a sus-
tainable method to reconnect with Legacies so that Big Buddy may continue to reach out to Legacies and learn their
stories long after Gateway concludes the campaign.

J(@y leé[LC messages

Gateway Communications created two messages for Raise the Roof. The first message was to promote the event to
families in the Baton Rouge community. This message was partnered with the other two communication teams to
attract families to this event and donate to the nonprofit organizations. The second message was separate from the
event itself. As a communications team, we recognized the need for Big Buddy to reconnect with Legacies and thus
use the term “Legacies Come Home”. We formed a questionnaire for Legacies to fill out on the Big Buddy website that
asks open-ended questions about Big Buddy memories. The Legacies are encouraged to reconnect with the
organization.

S trategic message p/cm summazy

The strategic message plan explained our overall campaign goal. Because it seems as though most Legacies have lost
touch with the program, our overall goal is to have these former members gain interest in the program and be
inspired to take part in the program once more through Mentoring, volunteering, or donating.

In the strategic message plan, we outline the Raise the Roof event, giving details of why we are hosting the event, who
will come to the event and what the event will include. We then discuss how we will be communicating to the public
throughout the semester about the event and about Big Buddy as a whole. Next, we go into the different areas of how
we will communicate to the public throughout the semester. Finally, we end the strategic message plan with the
various tactics we will use to attract both Legacies and the Baton Rouge community to better understand Big Buddy
and to give back to the organization.
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SIRATEGIC APPRUACH -

COMMUNICATION

Creative b’u'ef summay

The creative brief states that Big Buddy has an advantageous position within the Baton Rouge community because
of the unique services the organization offers. Big Buddy is the only youth mentoring program in Baton Rouge and,
average, the children in the program have a higher success rate than children not in the program. It has an incredible
alumni board of Legacies that were once a part of the program for which Big Buddy could reach.

The creative brief states our communication objective to engage Legacies by sending out a questionnaire that provides
an easy way for them to share their memories, as part of the “Legacies come home” campaign. In addition to
reconnecting Legacies with the organization, Gateway also seeks to advise Big Buddy employees in social media
strategy. For example, Gateway seeks to diversify content across the various platforms Big Buddy uses, so as to not
link one social media site to another. The “Legacies Come Home” campaign heavily depends upon the idea of
storytelling. Rather than consistently posting information about events, Big Buddy should seek to post information
that shows the mission of the organization. Social media users should be able to gain an understanding of what Big
Buddy does to improve the community by looking at its social media pages.
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SIRATEGIC APPRUACH -

CHANNEL S

Sz.acel)ook ( Cont’zo[[ecl )

Gateway created a Facebook event for Raise the Roof through Big Buddy’s page because of all the nonprofit
organizations; Big Buddy has the largest following. Gateway members were made admins of the Big Buddy
Facebook page and were able to schedule posts for the organization and the event. The event flier was posted on
the event page as well as on Big Buddy’s main page. Gateway focused on Facebook because it is the most popular
platform among ages 45 and above and is Big Buddy’s most developed and active platform.

Twitter ( Controlled )

Gateway did not create a Twitter account for Raise the Roof, but updates on the event were posted via Big Buddy’s
account.

Wo’zc[—of—moutﬁ [ Won—mec[ia)

In addition to social and traditional media tactics, Gateway members spread the event via word of mouth. We
called multiple businesses in the Baton Rouge area to inform them of the event as well as inquire about
sponsorships and silent auction items.

Radio coverage ( Uncontrolled )

Local radio station 103.3 invited members of the firms to provide a two-minute interview about the nonprofit
organizations participating in Raise the Roof. The interviews were broadcast in the weekend leading up to the
event. In addition, 103.3 members were present at Raise the Roof to promote the event.

I elevision commencial [ Uncontzolled )

Baton Rouge news station WBRZ offered members of the PR firms to provide information about Raise the Roof
in the morning segment titled “Breakfast with 2une In” with Kylie Dixon. These interviews leading up to Raise
the Roof are to help promote the event.
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SIRATEGIC APPRUACH - TACTICS

Website infographic — A digital infographic that will provide information in a simple and visually appealing way
on Bug Buddy’s website.

Brochure - Big Buddy’s current flier is cluttered and offers dated information. Gateway created a brochure that
has updated information that will be distributed to those interested in the program and schools associated with
Big Buddy.

Day of the Mentor banners — Big Buddy needed assistance in designing banners for its “Day of the Mentor”
event. Gateway saw the opportunity to create general banner designs that cover the theme of the event while also
serving the purpose to use for future events.

Legacy Questionnaire - Open-ended questions for Legacies to answer to give their personal memories of the
program. Answers would be featured on the Big Buddy website and social media pages.

Fundraising event — Raise the Roof will help Big Buddy to reach their fundraising goals and appeals to all Baton
Rouge residents.

Fundraising Letter — A fundraising letter will be sent to the Legacies and other past donors to offer an easy way
for them to donate to the program.

Press release — Class created a press release to help promote the Raise the Roof event for Big Buddy, CASOL and
Youth Oasis.

Media Advisory — Writing directors from all three groups created a media advisory to promote the Raise the
Roof event for the three nonprofits and include the contact information for all three organizations.

Radio spot — A short interview on 103.3 the weekend leading up to the event helps spread awareness of the
fundraiser.

Television spot — Television spots help raise awareness for Raise the Roof ahead of the fundraiser.
Social media plan - The social media plan Gateway created for Big Buddy seeks to give users a better idea of who
Big Buddy is as an organization and encourage Legacies to share their stories. Posts also included information

about Big Buddy events.

Facebook event for Raise the Roof — Through Big Buddy’s Facebook page, Gateway Communications created an
event page to send updates and invites.
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SCHEDULING

Media p/acement schedule

The media schedule consists of social media schedules that include weekly posts of Legacy stories, did you know
posts and event reminder posts, with daily event reminder posts leading up to the event. Television and radio
promotions will begin one week prior to the event, along with a press release filled with information on all three
nonprofit organizations. Finally, fliers and push cards will be distributed a few days before the event for final
promotion.
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SUHEDULING
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Campaign task schedule

This campaign timetable was established for Big Buddy in hopes that the organization will use this information to
continue the efforts made this semester by Gateway Communications. Beginning October 2015 and ending October
2016, this timetable is much like a schedule for Big Buddy to use as a way to set goals and produce consistent content that
will help the organization maintain communication with its audiences. By following this timetable and the tasks specific
to each date, Big Buddy will increase its outreach and engagement levels immensely.

Mumth | Date  Task
Chetnlber-15
1.2 Beyrin weeldy meetinyraich Bl Buddy Exeative Director and Communicasons
Tlirector tr discuss tentative schedule tn r.rrmphlz tasley in n'l:irr.rd'g.' fashicn
1.2 Beyrin endlaborating with B Buddy on sncial media »
549 Provmte Day of the Memtor Faent with socal meda posts daily
59 Caollaheruse onth Big Buddy om visuoal desyrns for Thay of she Mentor event
12-22 | Encourspe associated Familfics and menoors/ Legacies w anend Day of the Menor event
23 Diay of the Mentog event
26-30 | Fall (seasonal) post o peomole posidve apcomning holiday spisic
3 Hallowreen sockl medis post
Movember-15
2.10 Share phatre from Day of the Mentor event
11 Veterans Day post
Q.13 an:lu.mgz folkraers nn sncinl media to mlk o former Irn.ﬂ'll:i]_'rnnh trr hecome invalved
with tee Dig Buddy Legacy Program
913 Rise the Rood event post to promede fundrasing
15 Rarise: the: Rood fundraising evens ar Tin Rond
1620 | Semtegize an end of 2005 secial meda posts concepes
23.25 | Maintain weekly meeting with Big Buddy and determine tentative schedule for the
semaimdes of 205
26 Thanksgiving post
December-15
1-4 Plan zocial media implemenradon schedale Do the new upcomming year
7-11 Creare peomoticonal graphics fog e wpooming annonal Big Boddy Burges Bach in
TFebaruasy
7-11 Highlight previous yead’s acoomplishments (event caeomes, dodaions, feaulis in
numbers, empleves acknowledgments, Tegmeies who participated, new mentors, new
mcmber suodics]
1418 | Tmphement ook for the upoomingg year
2125 | Frows nm halday cheer by engrgnmgr in conversston on social media aboor Chnissmas
crpetienoss and plans
25 Christrmas paast
Januwary-16
48 Matinnal Mentoring Month socal medin prst to promaore the mportance: of menmors
and rﬂehmh:]rrrq_l;:u‘iff of imvolvement
11-15 ﬂemitmtqmﬂyfunﬂ:njﬁiqgldizrh1ﬂﬂzlzﬁnqlmm1ﬁq;|i#
1R-22 | Mew year post tn estublish objectives and mypire near ideas
2520 | Thmsribate fliers to promoie invobrerment and attendance for the MK Yoush Summit of
2016
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25.29 | Promote involvement in the Big Buddy Program with posts that recognize long-time:
wvolunleors, menuors
Fehruary-16
1-12 Mairtain weekly meeting with Bigr Baddy toe revieosr progemess
14 Valentine's Dy prost
15-26 | Monttor social mesdin ouireach progress
March-16
1-11 Encourage followrers wo shate Theowhack phovos [rom past eveals
17 Se Parrick’s Diay post
21-25 | Share favorde Easwer phowos — post wo social media nerwoeks
Prommote Dancing for Big Buddy and share information every neher day
ey Faster post
Aprl-16
1 April Foals Day post
48 Bipgre=s fundmising event for B Buddy: Dancinge for Big Buddy
1115 | Maintain weekly meeting with Bigz Buddy
18-21 | Send out guamerdy fundsaising lemer wo the Legacy mailing list
22 Earth Diay post
May-16
] Mother’s Dhay post
9135 Fncouragre folkaers tre shane Maother's Tay phetog
16-200 | Enguge with followers by askings shermn to share thedr favarte Memanzl Thay memeries
amd plans for this vear
23-27 | Promouwe safe son and waler practces
A0 Memerial Day post
June-16
G-100 Monitor social media oureach pfogress
18 Fathers Day post
20-24 | Encourspe followees wo shase Pather’s Day photos
Tuly-16
4 Fncouragre follkraers tre engmpe in safe sun/amter practices
1 Independence Day post that inchades aryrinal graphices
18-22 | Enguge in comversatinn nn social neteores shoas the importance: of Independence Day
and encourape followess 1o shate their cxperences
Mgnust- 16
15 Matinal Femily Fun and Natinonal Pienic month poss
A12 Fneouarage follnaers trgret invalved in the comversison ahout what they do for fun
with tseir Fanilics
15.19 | Enpupe with fellewens on socal netaorks to share phosos of their farmibes
1519 | Encouragpe folkraers tre have 2 piemic wish sheir families or toparticipate in ouesicde
activity with their loved ones
22265 | Back to school post 1o eelome stodents back
Seprember 16
A lakesr Day post that imchedes 2 call toacsaon for falkverers g share holiday plans and
Exvorle activides
12-16 | Monivor social media outteach pfogfess
19-20 | Madonal Eides Take Orver the Kichen Day and MNadonal Iee Cream Coae Day posts o
gocial media
Orerobeer-1G
|37 Fire Preventon Week post 1o promete safery and precaution when handling fise
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10-14 | Strategize a social media plan for Halloween posts (graphics, concepts, involvement
strategies, engagement)

31 Halloween post

31 Engage with followers to share photos of their costumes
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Event task sc/zealu[e

All major assignments for the Raise the Roof event began four weeks prior to the event. After all three
communication teams agreed upon the overall event, including the location, amenities, etc., we needed to establish
assignments for reaching out to the media, designing promotional material, confirming sponsorships, etc. All of the
tasks for Gateway Communications can be viewed below.

32

Before

Task “Teme Person Responsible
Fh:lrll.' .IrH.'."IfiI:m 4 Wlﬂ!li oot r'l'ﬂl!'“:ll' ﬁn‘rmmnir:nril:mx
Call fond trecles 4 wreeles ot Caralime and Mathe

Call porential spomsors 4 weples ot Tlamied and Mathe

Gt ailent anctioan fems Jowecks owl Teazies and Casoline
Sudvenize via social media 2 wecks oul Mauie

Dicsipn event graphic 2 wechs oul Koauie

Flicgs prinved 2 wechs oul Koauie

Serd peess pelease w bocal media 1 weck out Trasiez

Sudvenize via aews and radio sudoas 1 weck out Gaeway Commenicatiodns
Prist fliers around campus 1 weeh ot Caarerway Communications
Fx1n'ﬁr.|'n 'FE:HH.'.I. tIl.I'.k! 1 Wlﬂ Lk o F.i.l'ﬂ.lﬁﬂi

an'FIr.m kﬂtiﬂl'l 1 Wlﬂ Lk o F.i.l'ﬂ-llm

Confirm colesrainment 1 weck out Caroline

MNovember 15, 2005

Prios 1o cvent

Task Time Person Besponsible
Srmral 1ime 9:00 2.m. Cserwny Communications
Set up tables and chaiss 10:15 am, Gareway Commenicatiodns
Setl ot alen ancon lwems 11:00 3, Teasies

Set ap corn hole 11:00 am, Dianiel

Information wible st up 11:00 am, Manie ane] Caroline
Sponsos banner hung 11:00 am, Eoae

Fricard trucks armve 11:30 m, Tiamied and Matte
:Duﬁhg event “Tiemne= Persom Ru]_:ld:ldbl:
Friesd frucks open 1200 pom. Tlamied

Sleal awotiod 12:15 pumn. Caroline and Prasies
Cormrnenl cands 12:15 puan. Kaie

Afiter

Task Time Person Besponsible
Send thank you aoles 1o SpoRsoss and 1 weck alter Gaeway Comenicatiods
ailent auction ivem donogs

Summary of cvent 1 woek afier Teacies

Creae infographic from event summary 1 woek afier Eoade
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SUDGETING

Campaign [)ualget

As the campaign we have developed is at little to no cost to Big Buddy, the organization should not have to worry about
monetary issues when implementing the tactics. The only cost to consider would be for future printing needs.
However, with the positive relationship Gateway Communications continued with Downtown Duplicating, Big Buddy
should have no trouble making feasible printing purchases with this company.

Trems Mentoring Extended Leovel UP] Admin TOTAL
Leaming Workforce
Development

Restricted Revenpes SE,1TY AR2ARY B3RO 0 572,849
Unresuicied Deaipnated 115225 403,910 JT3.5aT ZED, B 1174 007
Hevemaes
Unrestrcted Undesdpnated T 1,000 0 115,000 130,000
Revenues

TOTAL REVENLIES TTRAM BRT, 779 434, R 305, R0 1,870,850
Saluries (1000 R, R0 09452 T, 500 I 558 Qa2,290
Brenefits (200} 15,7444 R b 20039 F1,RR3 215,019
Toaral Pufchazed B 172,492 161,220 1ERATS 326,227
Profcssional/ Techaical
Total Puschazed Properoy 0 0 0 10 S0 10500
Ay
Tatal Other Parchased 14,934 B3, 200 0 D, 2 117,405
Services [500)
Tl Supplies (G000 1,20 12,500 3000 ) RL2 47,459
Tl Miscellzneoas (7000 f] 1 0 1,925 1,925

TOTAL EXPEMSES 125,520 TOR,A57 261,660 RRS A2 1,870,925

TOTAL REVEMLIES 52 KR AYA22 173,138 2R9.513 5,931
EXCESS/(SHORTFALL)
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SUDGETING

gvent Auc/get

The majority of necessary equipment for the organization is either free or donated. However, for the few expenses
required (e.g., printed fliers, push cards and banners), Big Buddy agreed to cover the fees. After all sponsorships are
collected, each nonprofit fund will pay Big Buddy back for the expenses, then collect all remaining funds.

34

Items (Matcrials) Toial Price
Personnel
MSA 80
Muterials / Eay
T'ahles (15 ot) — FREE 0
Chairs (W) cL) — FREE o
Miscellameous (Lable cloths, eip-ues, e} SHLGT
Media
Soacial Media Y
Classic Hiss 1053 {overyn] — FRRER S0
WHRA's Brealds: with 2une In (crwerage) — FRER S0
LHHI:E"ITIEH.E I'I'IH."'I!. CI'H'ETHgE— FRHH m
Program/ Producton
SN 0
Adiministrative
WS 0
Prints/ Fromotions
Fliegs (50 e and Push Casds (400 e1) — 525 OFF 10185
Bannegs (2 oL, Even and Sponsos) — 325 OFF 516472
Eweat T-chinz (30 cu) — FREE ]
Facility
1in Ronf Brearery — FREE &0
Entertuimement
Speakers — FREE w0
0] —FREE A
CGrames, TV, cuwe. (provided by Tin Roof] — FREE o]
Contingency Bescove o
TOTAL £346.25 (312204 per nonpmfie)
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} CVENT EVALUATION

Raise the Roof took place on Sunday, Nov. 15 from noon-4 p.m. at the Tin Roof Brewery. The primary goal of
the event was to fundraise for Big Buddy, as well as the Youth Oasis Children’s Shelter and Capital Area Special
Olympics of Louisiana. Raise the Roof included food trucks, such as Pullin’ Pork, Fleur Du Licious, Kona Ice and
Bayou Bistro. The participants also played corn hole in the front area, and a silent auction was held in the back of
the brewery. Finally, a huge success of the event was due to Tin Roof selling its draft beers and a D] throughout
the event providing music to the guests.

Each communication team representing the nonprofits spent weeks receiving sponsorships and silent auction
items as further ways to fundraise for the event. Gateway Communications received numerous silent auction
items, such as Les Miles autographed footballs and posters, Johnny Jones autographed basketballs and posters,
restaurant and hair salon gift cards, jewelry donated by Kendra Scott, a cookbook donated by Visit Baton Rouge,
signed CDs from a local band and more.

There were numerous positive outcomes to the event. First, our projected total of participants was 150. However,
due to the abundant communication prior to the event, 212 guests attended Raise the Roof. Second, as a class, we
raised over $10,000 to give back to the nonprofit organizations. Many of our communication tactics to promote
the event, particularly those implemented only a few days prior to the event, allowed for more guests to attend
and donate. Almost all of the silent auction items were purchased at 75% of value or higher. The majority of the
items received to set up the event (e.g., tables, chairs, ice chests, tents, etc.) were received at little to no cost to the
communication teams.

There were only a few negative aspects to the event. First, one of our food trucks, Smash Burger, had to cancel
last minute to unavoidable circumstances. Second, the location of another food vender, Bayou Bistro, was in

a poor location, as many guests did not realize that it was selling food as well because it blended in with other
tents. Finally, Tin Roof had construction material scattered to the side of the facility and on the lawn, causing the
groups to quickly adjust the land for guests to have an enjoyable time.

Opverall, however, this event was a huge success in promoting Big Buddy, Capitol Area Special Olympics of
Louisiana and the Youth Oasis Children’s Shelter.
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UBJECTIVE 1 EVALUATION - ACCEPTANCE

Objective for Big Buddy Legacies to have an effect on acceptance, specifically to increase interest in the Legacy
program and its positive advocacy for Big Buddy by 20 Legacies by December 31, 2016.

We are currently in contact with two Big Buddy Legacies who are interested in sharing their stories on the Big
Buddy Facebook page and participate in the program once more. By hitting the ground running with these two
Legacy stories, we have put Big Buddy in a position to take advantage of the networks of those two Legacies to
then increase Legacy participation by 18 Legacies by the end of 2016.
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TACTIC EVALUATION

Tacties evaluation - ﬂnfog’zap/tic and brochute

Both the brochure and the infographic will be used to share information about the nonprofit organization as

well as the statistics surrounding children in Louisiana. Big Buddy did not have a brochure and had an outdated
infographic, so Gateway saw it to be beneficial to have something physical to pass out at future events, in the Big
Buddy office and share on the Big Buddy website and social media pages. We believe this tactic will be a

profitable move for the organization because the more the public learns about the organization, the more they will
be willing to donate and volunteer.

fbay 0][ t/le W@nto’z Aanne’zs

In our efforts to assist Big Buddy with promotion for the annual “Day of the Mentor” event, a series of large,
vertical banners were designed, each with a different message to support the event. A total of five banners was
designed.

1. Day of the Mentor

2. The Big Buddy Program

3. Unlock Potential

4. Leave Your Mark

5. Event Sponsor Exxon Mobile

After designing and collaborating with Big Buddy communications director, it was decided these banners were
wrong for the event and did not express the overall theme.

ofegacy questionnatze

In an effort to reconnect with Legacies, a form was presented to the staff at Big Buddy to implement on
the Big Buddy website to offer an easy way for Legacies to reach out and share their memories with the
program. These are open-ended questions that will provide content for future social media posts that
will contribute to improved storytelling on social media.
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UBJECTIVE 2 EVALUATION - ACTION

Objective for Big Buddy to have an effect on action, specifically to increase fundraising by $5,000 by
December 31, 2016.

Due to the donations and sales from Raise the Roof, Big Buddy received $1,000. Although this is not the
$5,000 we originally set, we were able to reach out to new sponsors and donors that Big Buddy had not
been connected to previously. Many of these sponsors were unable to donate for the event, but they still
expressed a desire to donate in the future. As long as Big Buddy continues to reach out to these potential
sponsors, the organization should receive $5,000 and more by the end of 2016.
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junc/’zaising [ette’z

Big Buddy did not have a set fundraising letter to send out to its regular donors. By using this standard
fundraising letter, the organization will be able to constantly engage its donors and bring on new donors by
allowing them to recognize the need for funds and how those funds will be used. This letter was approved by
Executive Director Gaylynne Mack and is now in the possession of Big Buddy for its future promotions.

IO’ZQSS ’Z@[@dé‘@ Cll/ld media CldViSO’Zy

The press release and media advisory were created as announcements to local media and the general public
about the Raise the Roof event. The writing directors of all three firms collaborated to create these documents
containing information about the event, the fact that the event was being hosted by LSU Manship School
students, information about why the students are doing this work, who the nonprofits are that are being
benefitted by this event and how the public can give back and donate by coming to the event. The event director
for Elevate Communication, Maria Fournier, was used as the main contact regarding the event. Contact
information for all three of the nonprofits was added at the bottom of the documents.

/an{io spot

Big Buddy had a connection with Jeff Johnson, a D] for Classic Hits 103.3. We reached out to Johnson to
discuss doing promotions for Raise the Roof. He was interested in this event and doing the promotions and
began running six spots a day one week prior to Raise the Roof to promote the event. The weekend prior to the
event, a representative from all three communication teams recorded a three-minute interview to promote the
event as well. Many guests that attended the event stated that they found out of the event through the radio
station, allowing us to recognize that this tactic was successful.

e e/evision spot

Along with the radio spot with 103.3, we sought to use local news television stations as another tactic to appeal
to a larger portion of our desired audience to attend the event. We pitched the story of the event and the
nonprofit organizations that would be benefitted from the event to Kylie Dixon, cohost for WBRZ'’s “Breakfast
with 2une In” Dixon was interested in promoting this event and met with representatives from each group

on the Friday before the event at Mestizo’s to do three brief interviews with all three communication teams to
discuss the event and each nonprofit. WBRZ posted every individual video of the interviews on its website, and
every group shared its video interviews on the organizations’ social media pages, garnering more attention for
the event, allowing us to recognize the success of this tactic by the amount of engagement on the posts.
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TACTIC EVALUATION

Social media p[an

Including posts on Big Buddy’s social media pages centered on upcoming events such as Day of the Mentor and
Raise the Roof often outperformed posts such as recipes. Posts centered on events were more engaging among

fans, earning more likes and shares.

Roaise the ,?00][ Facehook event

To better promote the event via social media, the three communication firms collaborated to create a Raise the
Roof Event Page on Big Buddy’s social media page, as this organization had the most followers and engagement
on social media. This allowed the communication teams to invite their contacts, cause engagement among

the three organization pages and track how many individuals were planning to attend the event. Based on the
amount that attended the event and the engagement this page received, this tactic was a huge success for all three

nonprofit organizations.
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FUTURE RECOMMENDATIONS

eMaintain a mutually beneficial relationship with Legacies by sending personalized emails that make
Legacies feel they are an integral part of the organization. These emails should be sent seasonally to
inform Legacies of Big Buddy milestones and volunteer opportunities.

eMaintain contact with local businesses that Gateway contacted for Raise the Roof. While not every
business was able to contribute to the event, there were many businesses that were interested in ¢

ontributing to Big Buddy in the future.

«Update Legacy databases to reflect changes in contact information. Many of the current email addresses
are invalid.

«Host social events targeted at Legacies to expand Legacy network.

42

GE



CONCLUSION

The intention of this campaign is to reconnect Big Buddy with Legacies throughout 2016. With the
implementation of tactics provided by Gateway Communications, Big Buddy can succeed in engaging
Legacies. If Big Buddy is able to use the tactics to bring Legacies back to the organization, donations and
advocacy have the potential to increase. Traditional and digital media, along with handouts and visuals,
will assist the organization in meeting each objective.

GC
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2016 Holidays and Special Days at Holiday Insights. (2015). Retrieved December 1, 2015, from
http://www.holidayinsights.com/moreholidays/january.htm

Benna, S. (2015, July 29). The best times to post on Facebook, Instagram, and Twitter. Retrieved
December 1, 2015, from http://www.businessinsider.com/best-times-to-post-on-facebook-

instagram-twitter-2015-7

Kerpen, D. (2011). Likeable Social Media (pp. 118-127). New York, New York: McGraw-Hill.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

45

GC



CONSENT FURM

1) Study Title: Big Buddy Program Fall 2015 Research Survey
2) Performance Site: Online Qualtrics Survey

3) Contacts
If you have any questions or for more information, please contact our staft by phone or email:

Account Executive:  Daniel Kiggans (225) 936-5426 dpkiggans@gmail.com
Instructor: Dr. Jensen Moore (225) 578-6686 jmoore5@lsu.edu
4) Purpose of the Study

The purpose of this survey is to gain an understanding of the involvement of individuals, ages 18 and older, in Big
Buddy Program, their donations of time and/or money towards Big Buddy Program and/or other nonprofit
organizations, their social media and traditional media usage and their demographics. With this information, our
goal is see where and how Big Buddy Program can improve its brand and messaging to reach out to people to
become involved in events sponsored by the organization.

5) Subjects

A list of former mentors, volunteers, donors of Big Buddy Program and parents of participants in the program, ages
18 and older, will be given to the research team for Gateway Communications to be emailed to participate in this
survey. This list will be used for survey recruitment only and data collected will in no way be tied to identifying
information.

6) Number of Subjects: Minimum of 100

7) Study

This survey, lasting roughly 15 minutes, consists of 46 questions that will focus on the effect that Big Buddy Program
has had on the lives of its participants. The answers will consist of numerical and ranking responses, along with a
few explanation responses where participants may type responses in a text box.

8) Benefits

With the information received, we hope to gain a better understanding of how participants see Big Buddy Program.
Furthermore, we hope to use the date received to assist participants and the public in gaining a better understanding
of Big Buddy Program and become motivated to begin or continue their participation within the organization.

9) Risks/Discomfort

There are no risks in completing the survey. This study is free of charge and strictly voluntary. This study is purely
for research and informational purposes.
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CONSENT FURM

10) Right to Refuse
Subjects may withdraw from the study at any time.

11) Privacy

This survey is anonymous, although Big Buddy provided a list of names for the survey, the data collected
will in no way be tied to identifying information. Names and personal information of participants will not
be collected. The data received from the survey responses will be kept within the possession of the research
staff for future use of Big Buddy Program. Data will be kept confidential unless release is legally compelled.
12) Financial Information

There is no compensations for participating in this study.

Signatures

The study has been discussed with me and all my questions have been answered. I may direct additional
questions regarding study specifics to the researchers. If I have questions about subjects’ rights or other
concerns, I can contact Dr. Dennis Landin, Chairman, LSU Institutional Review Board, (225) 578-8692,
dlandin@lsu.edu.

By clicking on the button at the bottom of this webpage I agree to participate in the study described above.

47

GE



QUESTIONNAIRE




Big Buddy Program Survey Questionnaire

Thank you for your willingness to complete this survey. Your answers are very important to us and
will help us understand how the Big Buddy Program has had an effect on your life or the life of your
child. Participation in this survey is voluntary. All of your responses are anonymous.

To indicate your answer, select the appropriate response. Some questions may ask you to rank the

» ) -
given responses, choose all the responses that apply, or require you to type your response into a text
box, Use the “Back™ and “Next™ buttons at the bottom of your screen to navigate between pages.
DO NOT USE the browser’s “Back” button as it may invalidate the responses you have entered.

Part I: Awareness of Big Buddy Program
Pieas indizate yowr lved of apreenrend wrib e Blloning statemenis wimg de prowded szalk.

1.

d

4,

I am aware of the “legacy™ program within Big Buddy.
Strongly agres
Agrree
MNeither Apree nor Disagree
Drisagres
Strongly disagree
1 am aware of the oumerous events Big Buddy holds throughous the year.
Strongly agres
Agrree
MNeither Apree nor Disagree
Drisagres
Stromgly disagree
I am aware of all the different ways it is possible to gret involved within Big Buddy Program.
Strongly agres
Agrree
Meither Apres nor Disageee
Drisagres
Strongly disagres
1 believe Big Buddy Program works to the best of their ability to create a safe and healthy
environment for its parteipanes.
Strongly agres
Agres
Meither Agree nor Disagree
Drizagree
Strongly disagres
Crerall, the information of Big Buddy Program is easily accessible o the public on sodal
medis platforms and around the community.
Strongly agres
£

Meither Agres nor Disagree
Drisagres
Strongly disagree

OaoOoag OO0 oOag

O 00 00

O 0 o0dOa

a

OO ao
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Pilrasy soasify vour spimion of Bip Bwddy Prograse ar a whode by choariag the Dest range batwwm By fno qiiions,
6. Owerall, Big Buddy Progream is:

Contemponry - - - . . Traditicral
High-tech - - - - - Low-tech
Idealiste - - - - - Practical
Maodese - - - - - Pretentious
Scarce - - - - - Abundant
Worthless - - - - - Beneficial
Fun - - - - - Tedious
Cedinary - - - - - Distinguished
Efficient - - - - - Inefficient
Easential - - - - - Luxury
Expensive - - - - - Inexpensive
High-Qualisy - - - - - Lvar-Cpuality

Part II: Donating Money, Time

Pleaasn imclivate yover Lvwd of apreemond with ihe folloning statemmons wrimg dhe promided sk,
7. lam aware of Big Buddy Program.

Stronygly agree

Agree

Nether Agres nor Disagree

Dhisagres
o Stronply disagree

8. I have partcipated in Big Buddy Program in the past/peesent, ad either a little o hig buddy.
2 Ycs
o Mo

g O O 0

9. How often have vou donsted money to Big Buddy Program?
2 Dnce or less per month
2 2-3 dmes per month
o 4-6 srses per mosth
2 More than seven times per month
10, How many Big Buddy fundraizer events have you volunteered for in the past?
o 0-2 events
o 35 events
2 6-B events
o More than 8 everts
11, How have you partcipated in Big Buddy Programr {Asoer aff that ahddd:
Child partcipant
Mentos
Wolusrteet
Parent of child/ children in the program



Other (plesse specify): [Text Bax]

Pleass imdizate yovr el of aprvemond with the fodlowing statesvenrrs wrimg dbe proviaded sk,

12, After hearing abowt Bip Buddy Program and i impact on the Baton Roupe Comemuniry, 1

would be willing to donate either ime or money to the organization.

e

oo a o

Strongly agres

Ayrtee

Ieeither Agres nor Disagree
Lrisagres

Stromgly disagree

13, How often do you donate to other nonprofit erganizations within the Baos Rouge asea?

4]
L)
L]
0

Onee or less per yeas

2-3 umes per year

4-0 tires pee year

More then seven tirmes per veas

14, How often do you volunteer at other nonprofit organizations around the arear

I I T

Oinee or less per year

2-3 tirmes per year

4-f fmes per yeRe

More then seven tirmes per vear

Part I11: Social Media and Traditional Media
Pl indicate your wee of social media with the following réafements naing the provided roal,
15. How often do you wse social media?

O 0O a0

Frequendy [more than onee daily)
(e

Somedmes
Rarely
Mever

16. How often do you use Facebook?

oo T I s

Frequendy [more than onee daily)
Oiften

Somesimes
Rurely
Mever

17, How often do you use Twitter?

O 0 a a0

Frequendy [more than onee daily)
Oiften

Bometmes
Rurely
Mever

18, Heow often do you use Instagram?

L=

Frequendy (more than once daily)
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Oifeen

Somesimes

Rarcly

Mever

19, How often do you wse forms of socdal medis EXCLUDING Facebook, Taitter and
Instagram?

Frequendy (more than oncs daily)

Oifeen

Somedmes

Rarely

Meves

O O 00

OoOao0oag

20. Plense eank the following social media platforms fram 1-4 in pour personal preference with 1
being your favoite and 4 being your least Boeorite.
®  Farebook
& Tuither
®  Instejram
& Oither (plesse specify): [Type in Bax]
21, Please rank the following from 1-3 in your personal preference as oo how you to teceive your
news with 1 being your favodite and 3 being your least favorize,
=  Televizsion
=  MNewspaper
®  Onbine/Social Media
22, Which natonal news statgon do you prefer?
a. Fox
B CHM
o MEMBC
d.  Oher (plesse specify): [Text Box)
23, Do vou resd the Baton Rowge newspaper The Advocate?
i Yes
b. No
e Prefer other newspaper (plesse apecify’: [Text Box)

Pleasy imcliate yower Leved of apreemend with ihe following statemenr wrimg dhe promided sl
24, Owerall, the informution of other nonprofit ogpanizations in the Baton Rouge area is easily
accessible to the public on social media platforms,
Strongly agree
Agrree
Nether Agres nor Disagree
Drizagree
y disagree
23, Orwverall, the information of Big Buddy Program is easily acoessible to the public on social
media pladforms.
o Strongly agree
Agres

OoOaoo

L=



a  Meither Agres nor Disagree
2 LDhsagres
o Stromgly disagree
26, Owverall, the information of other nonprofit asganizations in the Baton Rowge asea is easily
accessible to the public on traditonal media platforms (e, newspapers, news channels,
ete ).
Strongly agree
Apres
Keither Agree noe Disagree
Lrisagres
Stromgly disagree
27, Owerall, the information of Big Buddy Program i3 easily accesghle to the public oa
truciticaal media platfooms (e, newspapers, news channels, enc).
Strongly agres
Aggree
Keither Agree noe Disagree
Dhisagres
Stromgly disagree
28, Owerall, receiving informaton on docia] media is maore acceptable than receiving information
through traditional media {e.g., newspapers, news channels, otc.).
Strongly agree
Aggree
Meither Agres nor Disagres
Disagres
Stromgly disagree

Oaooag L5 T T e T T

L6 T e T T I

Part I'V: Participant Responscs
Pieass annver the fallausng querians by eiber sviftng o e ghacer frovided or cheasrig "Deer maf apgndy/ Do mod
wish fo ammer. "
29, When did you begin participating in Big Buddy Program, either yourself or vou child? Why?
o [Text Box]
o Does not apply /Do sot wish to snseer
30, What is the greatest impact that Big Buddy Program haz had in vour Gfe or in the life of your
child?
o [Text Box]
2 Does not apply/Do not wish to answer
31, What has prevented vou from participating in Big Boddy Program in past years?
o [Text Box]
2 Does not apply/Do not wish to answer
32, What would utpe vou to continue parteipating in Big Buddy Propram or motivate you oo
further engame in Big Buddy Program throuph mestorship,/ velunteering/ dossting /eve.?
2 [Text Boxl
o Does aot apply/ Do not wish to answer

Part ¥: Demographics
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33 Gender:
o Male
2 Pemale

34, Ape Today (in vears):

35. 1 consider myself o be (mank aff tar g

African American

Arnericun Indian

Asdan

Caucasian

Hispanic/Latino

Dicher (plesse specify): [Text Box|

36, What is your religious preference?

2

e T TR T e Y T o T O i

Frotestant

Christan (non-specific)

Catholic

Jewish

Mommon

Ilualirm

None

Prefer not o answer

Other (plesse specify): [Text Bax]

37, Are you a resident of Baton Rouge?

2
L)

pi
Mo

38, Whast is your marits] starus?

2
[+
[+
2
2

Single, never marded

Married or domestic parmership
Widerwed

Divorced

Separated

39, Whas is the highest level of sehooling you have completed or the highest degree you have
received?

T TR T T T TR e e

Less than high schoal (Grudes 1-8 ar no formal schooling)

High schoal incomplete (Grades 9-11 or Grade 12 with NO diploma)

High school graduate ({Grade 12 with diploma or GELD cemificare)

Some collegpe, no degree (includes community college)

Two years associste degree from a college or university

Four years college or university degree/Bachelor's degree (e, BS, BA, AR)
Some postgraduate or professional schooling, no postgraduate depree
Postgraduate or professional degree, including master’s doctorate, medical or law
degree (e, MA, MS, PhD, M3, J13

40, Whaz is your current employmens status?

L=}

2
]

Emploved for wapes
Self-employed
Dot of work and booking for wark



e of work but no currendy looking for work
Homemaker
Student
Retired
Unahle g0 work
41. Last year (2014) what was your total income from all sousces and befose tixes?
2 F-319399
o 20,000 - §39,999
o S40,000 — §70,005
o SR0000 of mose

[ e T 5 5

This is the end of the questionnaire. Please chck the “Submit™ button to submit your questonnaire.

Thank you for your participagon! For more information on Big Buddy Program, pleass visic
hetp/ bighuddy peograzn. see.
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SURVEY RESUILTS




Part I Awareness of Big Buddy Program
Pleare ndicade yorr feved of ayreensewd aelde Mo folfoniny riafements airy i provided rend,

1. [ am aware of the “Lepacy™ program within Big Buddy,

I
Strongly Agree 42 35
Agree ] 48 0%
Neither Agree nor Disagree [ 6 S
Disagree 24 20%;
Stronaly Disagree | a 0%
Taotal 120 10083

2 Lam aware of the numerows events Big Buddy holds dhroughout the year,

r-i_“
strongly Agree 54 15%

Apree ] 44 1%

Meither Apree nor Disagree 14 15%

Dizagres | il L

Strongly Disagree | 0 1144

Tutal 121 11LHy

A Tam aware of all the different wars it is possible to et invnbved within Big Boddy Program.

L # [ % |
Strongly Apree 36 20
Apree I 54 45
MNeither Apree nor Disagree - 24 20144
Disagree | 0 L
Strongly Disagree | L LI
Total 1211 1 [FYy

4. [ believe Big Buddy Program works to the best of their ability to creste g sufe and healthy envitontnent for its
purtcipants,

—-_“
Strongly Agree 66 S5

Agree ] 54 15%

Neither Agree nor Disagree | a0 0%

Disagree | a0 0%

Strongly Disagree | a0 0%

Taotal 120 10044

3. Owverall, the information of Biy Buddy Program is easily accessible o the public on socdsal medis platform: and
ground the community,

F_-“
Strangly Apree 44 441

Agree I 44 )%

Meither Apree nor Disagree - 24 201y

Dizagree | i] IR

sStrongly Disagres | L 04

Tatal 121 10 [Fhg

Pheaire spwcify yosr apinian of Big Baddy Prograss ar o shals by choaring the bert rawge between the fan apians,

fi. Orrerall, Tig Buddy Program is:
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1 2 3 4 5
Contemporary 3.22 Traditional
High-Tech 2.13 Low-Tech
Idealistic 2.94 Practical
Modest 231 Pretentious
Jearce 388 Abundant
Worthless 467 Beneficial
Fun 1.24 Tedious
Ordinary 4.38 Vistinguished
Efficient 1.42 Inefficient
Essential 1.641 Luxury
Expensive 411 Inexpensive
High-Quality 1.63 Lavw-Duality
Risky 4.65 kafe

Part II: Donating Money /Time
Pleare mdicade yorr feved of ayreensewd aelfe to folfoniny riafements airy i provided rend,
7. Lam aware of Biy Buddy Program.
_-_
Strongly Agree o0 7%
Apgree I 24 20%
Neither Agree nor Disagree [ & 5%
Disagree | 0 0%
Strongly Disagree | 0 0%
Tatal 120 100%
8. [ have purdeipated in Big Buddy Program in the pust.-"'gr::u:ut, us either a little or big buddy.
I
Yes 120 1004
Mo 0 0%
Tatal 0 100
9. Hoe nften have vou donared money mo Gig Boddy Programs
& | % |
Once or less per month 108 LIRS
2-3 times per month | 12 1044
4-f times per month | 0 IR
More than seven times per month | 0 IR
Tatal 12600 1y
10 Hee many Big Buddy fundraiser events have you voluneered for in the pasty
I
-2 events 1 Hil%
3-5 events | 12 104
£-H events LR
More than H events | 12 1%
Tatal 1 [Fhy

1. How have wou participated in Big Duddy Programs o lamer of shar aned):



I T

Child participant 120 100%
Mentor | 12 10%:
Volunteer | 12 10%:
Parent of child/children in the program [ &l S0%:
Other | & S0,

Peare mndicale yorr fovel of ayreemend wtd M fodfowng diafements wery e frovised res.

12, After heanny about B Buddy Program and its impact oo the Buton Rouge Community, ©eould be wdlling w
donate either time of money tw the ogranization,

] %
strongly Apree 418 40%
Agree I 54 454
Meither Apree nor Disagree 14 15%
Disagree | 1] 1%y
Strongly Disagree | L] %%
Tuatal 1321 1Fg

13, Howe often do you donate to orther nonprofic organizations within the Baton Roupe arca?

& | %
Once or less per year H4 Ty
2-3 times per year - 24 201%
4-4 times per yaear | 1] LU
More than 7 times per yvear - 12 ]y
Tutal 1321 11FYy

14, How viten do you voluntssr at other nonprofic ogguodzadons soound the acea?

Answer I
Once ot less per vear

54 45
2-3 times per year ] 54 45,
4-6 times per year | 0 0%
More than 7 times per vear [ 12 10%;
Total 120 1009

Pact 1L Social Media and Traditional Media
Pieare sudivade yorr wse of rociad mredta will M fodfowing riatomen’s neng the provised rodk,

15. How nfren do vou nse socizl mediad

r__“
Frequently (more than once daily) 45 37

Often ] 31 26
Sometimes 2h 21%

Rarely 13 11%

Mewver 0 O

Taatal 121 1 [Fhy

16, Howe often do you use Facchook?
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--E_“
Frequently (more that once daily) 63 23%
Often B 13 11%
Sometimes B 13 11%
Rarely ] 25 21%
Mever | 6 S
Tatal 100%
17, Huow viten do yvou use Twitter?
% [ % |
Frequently (more than once daily) 6 S
Often | a 0%
Sometmes | 0 0%
Rarely ] 25 21%
Never ] 89 T4%
Tatal 1002
135, Howe ofren do you use [nstagram?
—“
Frequently [more than once daily) 13 11%
i3ften ] 31 26
Hometimes - 13 11
Rarely B 13 1%
Never e 50 424
Tatal 121 1HYg

19. Heow nfren do vou use forms of aocial media RXCLUTIING Facchonk, ‘1'witrer and Instagram?

—““
[ Sl
I

Frequently (more than once daily)

(ften 14 16%
Sometimes - 14 16
Rarely 19 16%
Mever I 57 47
Tatal 121 1Hg

20, Please tank the following social media pladormms from 1-4 in your personal preference with 1 being vour favonte
und 4 being your least favorite,

| Platform [  Ramk | % |
Faceboolk 1 TA045
Twrittar 4 T
Instagram 2 T4%
Orher 3 B4

Orther Opdons: Petiscupe, Snapchat

21. Please rank the following From 1-3 in your personal preferenoe as mo how pou tn recerre your news wich 1 heing
wour favorioe and 3 bheing vour least favorite.

60

Television 1 L4y
MNewspaper 3 LHg
Online/Social Media 1 L4y

22 Which national news station do vou prefor?



L # ]
Fox 32 26%
CNN I 57 A7%
MSNEBC B 6 5%
Other (please specify] [N 25 21%
Tatal 10084

23, Do vous read the Baton Rowpe newspaper The Advocater

I T
Yes 76 a3
Mo I 38 320
Prefer other newspaper (please specify) |l b 5%
Tatal 120 10024

Oither Oprons: Newsletter
Pleare fdisaie yonr fored of ayreensend wall W fodloniny salowenlt pEry e provsied re,

24, Crverall, the informmarion of other nonprofit organizations in the Baton Roowpe ares is easily acossshle oo the
public on sncial madia plasforma.

¢ [ % |
Strongly Apres 32 26%
Apree ] 57 474
Meither Agree nor Disagree [N 25 219
Disagree | h o
Strongly Disagree | 1 144
Tatal 1321 1Fg

25, Orrerall, the infommation of Big Buddy Program is casily accessible to the public on sncial media platforms.

¢ [ % |
Strongly Apree 19 16%
Apree - 57 474
Meither Apree nor Disagree _ 44 e
Disagres | 1] LU
Strongly Disagree | LI %4
Tutal 124 1P

25, Orverall, the informadon of Bip Buddy Program is easily sceessible to the public on soctal media pladooms,

—_3_“
Strongly Agree 19 16%

Agree - 57 A7%

Neither Agree nor Disagree [N 44 37%,

Disagree | a0 0%

Strongly Disagree | a0 0%

Tatal 120 10044

26, Owerall, the intormadon of other nonprofit organizations in the Baton Rouge sres is essily accessible oo the
public on traditonal mediy platforme (e, newspapers, news channels, enc),

L # [ % |
Serangly Apres 20 167
Apres I 5 42%
Neither Apree nor Disagree [ ] 4215
Dizagree | i] 14
Serongly Disagres | L LA
Tatal 121 1Py

27, Crverall, the information of Big Buddy Program is casily accessible to the public on tradidonal media platforms 6 1

(0., Newspapers, nows channcls, e,



—-E_“
strongly Agree 25 £21%

Agree ] 57 7%

Meither Agree nor Disagree [N 38 32%
Disagree | 0 0%
Strongly Disagree | 0 0%
Tatal 120 10024

28, Orverall, recsiving Intormadon on socisl media is more acesptable than recsdving intommadon through gadidonal
media (e, newspapers, news channels, eto),

F-—“
strongly Agree 3l £6%

Agree ' 37 32%
Meithaer Agree nor Disagree 31 21%
I

62

Disagree al 21%
Strongly Disagree | 0 0%
Tutal 120 1000y

Part IV: Participant Responacs
Pleare anrmwer the foffoming questions by edther uwiting in whe shacer prowidad or chonsdgr “Tleer ot agndyd Do wat wdeh o anmer”

29, When did vou hegin pardcipaing in Gig Boddy Program, cither oursclf or yoo child? Why?
A fow of the responses:

“l attended a summer bip buddy program and after achoal programs while in clemenrary achonl. T joined
becanse | got help wich homework, leamed baller and how o danee™

* I participated in Big Buddy when Twas & and mv kids participated as well.”

“Mr A children have heen participating in the Big Buddy Program for 2 pears. My son participated in the
Dancing for Big Boddy Fundraiser as well. 1 allowed my children to pardcipace in this program becaunse my
bushand was a Big Buoddy Pardeipane as a child and he found it very bencficial, Tt was no doube thar since
tne Bhig Buddy Propram was offered mo our childeon wie did not chink serice thar they would partcipare also.
T Big Buddy Program has allowed our childeen oo cxeel in their snacdics and has allowred them to ke
pride in their school.”

30, What is the greatest impact that Big Buddy Progream has had in vour Ie or in the Ee of your child?

A feor of the resporses:

*  Well my son emjovs being out on Saturdays with mentor and wish they had more outng than once a
monh,™

* Tt keept me out of gouble snd focus moee oo my life, Now I'm worckdng at Biy Buddy,”

*  “l have developed a love for children and o profession where [ never po to wotk, My children have
received Involvernent in high quality activities, which dieectly mpacted their proawth snd developtoens: into
pouryr people who care about their community snd who are contidene™

* "It hus helped me teemendously with after care for my children, without the propram I don’t now how 1
winnld pay for childeare that is dependable or srustworhy, Tt has also helped my children further their
learning and keep them out of rrouhble.”

1. What has provenced vou from partdcipadng in Big Buddy Program in pas: years?
A fow of the responscs:
= “Mot applicable. My family continoes to be ireolved with che program ™
SR C T
*  “The only thing thar has prevented me From pardcipating in the Big Buddy Program in the past is thar the
program was norc availahle ar the schonl my children atended, wwhich is unformnate, Tpray thar the Gig

Buddy Program will he avzilable to all schonls i the fumre hocause a lot of children necd this program.®



32, What would urge vou to continue purdeipatng in Big Buddy Progrum or motivate you to further eoprapes in Big
Buddy Propramn through menworship /volunteeding S donatiogr et ?

A fewr of the responses:

*  “lust more acdvities for the siblogs of the ltde boddies™

*  “Less costly, less relipdon being taupht in the after school program,™

*  “Volunteering”

*  UCrood prices and pood feliable leaders taldng cure of the ldds™

* "I think that the Biy Buddy Program Is very beneficisl so I would motivate fdends and families to donate,

voluneesr and mentor because 1 supporr it mission™

Part ¥: Demographics

33, Crender;
% |
Male a T
Female I 111 93%
Tatal 120 1007

. Ape Today [in years):

Answer I

Oldest 5o
Youngest 30
Average a7

A5, 1T consider mmsel £ to he (wark off that anpdi:

African American 46 2%
American [ndian 0 0%
Asian B g Tk
Caucasian e 15 13%
Hispanic/Lating 0 0%
Middle Eastern 0 0%
Other {please specify) 0 0%
36, Whar is your religious preferencer
I R T
Protestant 0 0%
Christian {non-specific) D 72 60%,
Catholic B 16 13%
Jewish | Q 0%
Mormeon | 0 0%
Muslim | 0 0%
None | 0 0%
Prefer notto answer [N 16 13%
Other {please specify) - 16 13%
Tatal 121 1HYg

Orne wha helioves
Druid

7. Arc pou a resident of Baton Houpe?
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- # | %]
Y 111 Q30
Mo B q 7%
Tatal 10084

38, Whar is your manital status?

-_“
Single, never married 33%
Martied or domestic partnership [N -1~EI 0%
Widewed | 0 0%
Divorced ] 24 20%
Separated ] g 7%
Taotal 120 1005
39 What is rhe highest leve! of schooling you have complened ar the Righear degree pou have recemred?
—““
Less than high school [Grades 1-8 or no formal schoaling)
Hizgh school incomplete {Grades 9-11 or Grade 12 with no diploma) Tl
Hizgh school praduate [Grade 12 with diploma or GED certificate) 34— 2%
Some college, no degree [Includes community collepe) _ 44 4%
Two yvears associate degree from a college or university | 0 147
Four years callege or university degree/Bachelor's degree (eg, BS, Ba, AH) [ 34 33%
Some posteraduate or professional schooling, no postpraduate depree | 0 147

Posteraduate or professional degree, including master's doctorate, medical |
or law degree (e, MA M& Fhid, ML, |12

Tatal 120 10

0 (M4

4i), ¥We'hat is your current employinent statse

_‘-“
Emploved for wages 96 BO%

Self-emploved e 15 13%
Out of work and leokdng for work 0 %4
Ot of work but not currently looking for work 0 0%
Homemaker 0 0%
Student B g 7%
Military 0 0%
Retired L 0%
Unahle to work il 111y
Tatal 120 1H1F
41, Last voar (2014 what was vour toral income from all sources and hefore tazes?

I T T ““
1 50 - 5 19,5999 AHY%
rl s20,000 - 539900 [ -m IHY
3 s40,000 - 579,994 0 10 Hiky
4 580,000 or more [N 14 16%

Tatal 1240 1 [HF¥



CREATIVE BRIEF

O’zganization: Gateway Communications

C[ient: Big Buddy Program

P osttioning statement

Big Buddy has worked hard to gain a positive image in the community. The organization has an advantageous
position in the Baton Rouge community because of the unique service the program offers. Big Buddy is the only
youth mentoring program in Baton Rouge and, on average, the children in the program have a higher success
rate than children not in the program. It has an incredible alumni board of Legacies that were once a part of the
program for which Big Buddy could reach.

Communication objectives
+Utilize the Legacy questionnaire to post stories on Big Buddy social media pages and website
+Get rid of Twitter posts that link to Facebook posts
«Educate Big Buddy social media page editors on proper text and wording (e.g., post more information
about the program and less of general posts not pertaining to Big Buddy)

K ey execution details
«Engage Legacies through social media and emails to participate in the Legacy questionnaire
«Have the messages tailed toward those who would not know anything about the program
«Maintain a positive tone throughout the messages
+Big Buddy needs to make sure that the logo and the graphics are uniform throughout all media plat
forms

%/]eclia consic[e’zations

Opverall, Big Buddy’s use of traditional media has been successful. However, the organization still needs to reach
out to print media and do more human-interest pieces, as well as use both print and television to educate those
who do not know about the program.

Divections fo’z the creative team
The creative team should focus on storytelling in its communication as opposed to pushing information on
events. By having an audience understand who the organization truly is, this will allow for better promotion of

65
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CREATIVE BRIEF

Creative .S)t’zategy

«Slogan: Everyone can be a Mentor in one way or another.

oTagline: Offering a hand-up to the children of Baton Rouge since 1979.

oTheme: “Legacies come home.

«Spokesperson: Gaylynne Mack, executive director for Big Buddy

eMessages: Allow Legacies to recognize the easy ways they can give back today and how their do
nation of time and/or money to the organization is more important than anyone.

.S) tructuze

«Content: Content should focus more on storytelling as opposed to pushing information on events.

«Elements: Storytelling. By having an audience understand Big Buddy on a deeper level, they are
more inclined to contribute to the program, further enhancing the organization.

«Nonverbal: Recognize how one can easily give to the program. Parents can understand that their
children can benefit as well.

«Visual: Post an infographic, which showing the breakdown of donations and how the funds are
used. Hand out a brochure, which showcases Big Buddy’s success in the Baton Rouge area.
Continue using pictures from Big Buddy events and of Mentors and their Little Buddies.
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FVENT PLAN MEMO

1. INTRODUCTION AND EVENT SUMMARY

Gateway Communications, along with Elevate Communications and Thrive, will host an outdoor picnic-style event to
fundraise for the Big Buddy, Youth Oasis and Capitol Area Special Olympics at Tin Roof Brewery titled “Raise the Roof”
With each food truck bringing its own following, as well as Tin Roof providing its own social media strategy, a
picnic-style event with food trucks to benefit the nonprofit organizations has the most potential for substantial reach. The
food trucks in attendance will donate a portion of its profits to the organizations, thus fulfilling the fundraising purpose
of the event. The profits from the food purchases will be split evenly among the three organizations. There will also be
silent auction items provided by the individual agencies to benefit each nonprofit organization. Tin Roof also offered to
host the event at no charge and allow public access to the brewery, as well as donating a portion of their profits.

2. SITUATION ANALYSIS

For the Big Buddy, a picnic-style event is an opportunity for the organization to reach out to the Legacies and provide an
event with a wide range of appeal. If the Big Buddy is able to engage the Legacies, there is potential for them to

attend the event and give back to the organization by donating through food purchases and advocating for the program
while speaking with other attendees. A picnic-style event will also benefit the Big Buddy by exposing the organization’s
name and mission to other Baton Rouge residents who may not be aware of the program. Holding the event at Tin Roof
Brewery will also provide a recognizable landmark location for Baton Rouge residents, allowing the Big Buddy to easily
promote the event.

3. GOALS

There are numerous goals set in place for the picnic-style event benefitting the Big Buddy, Youth Oasis and Capitol City
Special Olympics. The first goal is to have at least six of the 16 food trucks attend the event that normally participate in
the BR Wround-up. The next goal focuses on the number of people who attend the event. The number is set at 150
people, but the goal will be increased if a certain level of advertising and promotion takes place before the event. Last but
not least, there is a goal of having at least 10 items per nonprofit donated for the silent auction.

4. TARGET AUDIENCE

The main target audience for the event will be employed adults within the age range of 25-50. The organization hopes to
appeal to families by making it a kid friendly atmosphere with access to food children would like and fun games to be
played while the families are eating, and the parents are drinking beer. Another aim for the organization is to potentially
have college students on campus stop by after the event due to the location and the fact that the location is also a brewery
with a variety of food trucks that are on their property.

5. MEASURABLE OBJECTIVES

The success of the event will be determined by whether or not $5,000 is raised in order to go toward all three
organizations as a whole. Upon the even divide of money raised for each of the three organizations, the success of the
event will depend on the total number, in dollars, each organization has raised. By calculating the donations from each
food truck as well as the money donated from the silent auction items, the Big Buddy will obtain enough donations to
help fundraise the organization for future plans. Another measure of success for this event will be that of the Legacies
who attend, donate, and/or advocate for the organization if they are not currently doing so. Measuring the number of
Legacies in attendance compared to those new Legacies that will become active within the organization after attending
the event will allow Big Buddy to note any new participants and, in return, obtain new donors.
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6. STRATEGIES, CHANNELS, DELIVERABLES

Strategies proposed for this event will include local media coverage, social media persuasion and various forms of
printed media throughout the city of Baton Rouge. Gateway Communications, Elevate Communications and Thrive
will collaborate to reach out to the general public and engage in conversation about the round-up event at Tin Roof.
Messages will be implemented in various forms to reach the largest possible number of people capable of making
donations. The target audience is families with children who will enjoy the games and food, as well as parents that
will enjoy the brewery. Another smaller, yet equally important, target audience is college students who live around
the brewery. This broad audience was chosen in order to reach out to those who have the potential to make a
donation and promote the event. Promotion of this round-up event will be disseminated across platforms of both
broadcast news media and social media online. All agencies will work together in reaching out to local news stations
in obtaining on-air time to share the message along with members of each organization present, especially 103.3
radio station and WBRZ “Breakfast with 2une In”. While not all agency members will be present, each will have at
least one representative to show support for its partnered organization. Social media objectives are important in
reaching out to a large number at a faster rate, especially in the week leading up to the event. The promotion of the
event, using our “Raise the Roof” logo and graphic, will take place on various social media platforms such as Twitter,
Facebook and Instagram from each agency as well as on each organization’s page(s). Social media coverage will also
stem from those followers of each food truck present at the event and Tin Roof. As each truck already has a
substantial following of roughly 2,000 followers and Tin Roof has a significant following due to its popular hashtag
#geauxlocal, working with those food trucks and Tin Roof in promoting will greatly increase the number of

people who know about the event. Deliverables will include various printed media spread throughout the city of
Baton Rouge and, primarily, on the LSU campus.

7. BUDGET

As previously stated, Tin Roof Brewery will provide the facility and beer tasting at no charge to the organizations.
The Big Buddy will benefit from different percentages of the food truck profits, alcohol profits and donations from
the silent auction. Gateway Communications hopes to make a profit of $5,000 from the event for the Big Buddy. This
potential profit was set based on Gateway Communications and “Raise the Roofs” expenses of roughly $200 per
nonprofit.

8. TIMETABLE/CALENDAR

Deadlines:
«Oct. 9 > Send out survey questionnaire to Legacies
+Oct. 25 > Deadline to complete survey questionnaire
«Nov. 2 > Submit press release to promote event
«Nov. 11 > Have all silent auction items approved and delivered
«Nov. 15 > “Raise the Roof” event
«Nov. 16 > Send out follow-up survey to event participants
«Nov. 24 > Deadline to complete survey questionnaire
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Social Media Calendar:

«Post Legacy story every Monday at 7:30 a.m. on Facebook, sharing Legacy stories along with a current photo
and photo from when the Legacy participated in the program if available

«Four weeks out from the event, begin referencing the food truck round-up on all social media platforms,
including photos of Tin Roof on Instagram and Facebook

«Event posts pertaining to the event will also fall on weekdays at 7:30 a.m.

«Event posts will also include food truck spotlights, highlighting the food trucks that will be in attendance to
inform social media users

«Food truck spotlight posts will take place on Fridays at 7:30 a.m. using the hashtag #FoodTruckFriday

oIn the week leading up to the event, there will be a countdown to the event, including fun facts about the Big
Buddy and how donations benefit the program

Day of the Event:
«8 a.m.-9 a.m. > Load cars to transport chairs, tables and other materials
*9 a.m.-12 p.m. > Set up for the event
12 p.m.-12:45 p.m. > Shift 1
12:45 p.m.-1:30 p.m. > Shift 2
¢1:30 p.m.-2:15 p.m. > Shift 3
¢1:30 p.m. - 2:15 p.m. > Shift 4
¢2:15 p.m.-3:00 p.m. > Shift 5
«3:45 p.m. - Close - Shift 6
o4 p.m. - 5 p.m. > Clean up
o5 p.m.-6 p.m. > Transport materials back

9. EVALUATION METHODS TO BE USED

One of the primary evaluations for success will be to see how much money the event raises from the food truck and
beer tasting activities. This is the main way the organization can gauge whether or not the event was

successful, whether or not our target audience was chosen correctly and whether we appealed to the people who

will help benefit the nonprofits the most. This can be measured by whether or not the nonprofits reach their $5,000
monetary fundraising goal. Second, the three PR firms will evaluate success by using a survey to send out to the
participants following the event. This will allow the firms to fully understand the positive feedback and honest critics
from those who attended the event. Last but not least, Gateway Communications will discuss with the Big Buddy its
thoughts on the events and how the event went overall to assist the Big Buddy in future years.

10. CONCLUSION

Opverall, the organization has great confidence that the event will be a success. The event attracts a wide range of
people, and it is located within the greater Baton Rouge area. Families with small children leaving church are a major
audience that each organization believes it can attract, especially with the event starting when most people are
getting out of church and are going to eat lunch. College students looking for food and beer the day after an LSU
football game will most likely come as well. The cost to eat and drink at the event is fairly inexpensive, and the
location is a five-minute drive from campus. Because the location is at Tin Roof Brewery, there is the ability for
people to go inside and take advantage of the TVs within the brewery. Also, the brewery will be providing outside
games, such as corn hole. Due to the possibility of inclement weather on the day of the event, each organization will
help to provide tents in the event of rain. With the tents, everyone can remain dry, and still enjoy the food trucks,
beer and games on site. 6 9

GC



TACTICS

Big /JJuc[Jy Social Media Plan

Guidelines

DO:

«Post around once a day to both Facebook and Twitter

«Use Facebook Insights to monitor what type of posts are getting the most interaction

«Ask questions to encourage discussion such as “Who inspires you?” or “what would you like to
see more of in this community?”

+Use the scheduling tool to schedule all planned posts

«Reply to both good and bad comments

«Celebrate organizational milestones such as work anniversaries or increased number of
participants

«Post on both major and minor holidays

«Shorten URLSs using goo.gl

«Take every opportunity to show who the organization is, assume that users do not know any
thing about Big Buddy

DON’T:

«Post a flurry of content within a short amount of time
«Post the same exact content across all platforms

70
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jz'ming

Many times in social media strategy, timing can make or break whether or not your
content reaches your target audience. Each platform has its own optimal times for posts.

Facebook
«Optimal days: Thursday and Friday
«Optimal times: Between 9 a.m. - 7 p.m., specifically between 1 p.m. and 3 p.m.

Twitter
«Optimal days: Monday - Friday
«Optimal times: 12 p.m., 5 p.m. and 6 p.m.

Instagram

«Optimal days: Monday - Friday, specifically Monday and Wednesday
«Optimal times: 2 a.m., 5 p.m. and 10 p.m.

GC
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Wotab/e Dates ][o’z Posts

January

National Mentoring Month

1 — New Year’s Day

Third Monday of the month — Martin Luther King Jr’s birthday
28 - Fun at Work Day

31 - Inspire Your Heart with Art Day

February

Black History Month

First Sunday of the month - Super Bowl Sunday
2 - Groundhog Day

11 — Make a Friend Day

14 - Valentine’s Day

17 - Random Acts of Kindness Day

March

Music in Our Schools Month
National Nutrition Month

12 - Plant a Flower Day

14 - National Pi Day

17 - Saint Patrick’s Day

30 - Take a Walk in the Park Day

April

Keep America Beautiful Month
1 — April Fool's Day

2 - Children’s Book Day

4 - School Librarian Day

10 — National Siblings Day

20 - Volunteer Recognition Day

72

GC



TACTICS

May

National Bike Month

Second Sunday in May — Mother’s Day
Last Monday in May — Memorial Day
18 - International Museum Day

27 — National Sunscreen Day

June

National Fresh Fruit and Vegetables Month
First Friday in June - National Doughnut Day
Third Sunday in June - Father’s Day

8 — Best Friends Day

14 - Flag Day

July

National Anti-Boredom Month

Third Sunday of July — National Ice Cream Day
Fourth Sunday in July - National Parents Day
4 - Independence Day

30 - International Day of Friendship

August

Family Fun Month

3 - National Watermelon Day

5 — Summer Olympics Begin in Rio
27 - Global Forgiveness Day
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September

National Courtesy Month

Self Improvement Month

First Monday of September — Labor Day
6 - Read a Book Day

13 - Positive Thinking Day

October

Awareness Month

Fourth Saturday of October — Make a Difference Day
5 - Do Something Nice Day

9 - Fire Prevention Day

31 - Halloween

November

Child Safety Protection Month

Second Tuesday of November - National Young Readers Day
Fourth Thursday of November - Thanksgiving

11 - Veteran’s Day

13 — World Kindness Day

December

Write a Friend Month
7 — Letter Writing Day
7 — Pear] Harbor Day
18 — Bake Cookies Day
25 — Christmas Day
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Date | Platform | Text Link or Image Time

121 | Facebook | Decamber is Mational Write a 1
Friend Month! With the p.m.
halidays approaching, take
the opportunity o reach out
to someone you haven't seen
in & while,

Twitter Happy 12
#MationalWriteAFriendMontnl .
Reach out to an old friend

| this holiday season.

12/2 | Facebook | This #WeallnessWednesday, 3
fight the cloudy-day slump ..
and take a walk!

Twittar Fighit the cloudy-day fatigua 5
and take a walk today! ..
#NelinessWednasday

12/3 | Facebook | Celebrating 2Id phote from employes 1
#ThrowbackThursday with an ..
old holiday favorite from
(insert employee name hera).

Twitter A spacial holiday Old photo from amployes 12
#ThrowbackThursday [T,

12/4 | Facebook | Happy Fridayl What are your 3
waekand plans? [T,

Twitter Happy Friday! Any fun plans? 3

p.m.

12/7 | Facebook | Today is Pearl Harbor Day. hitp/goo.glBI1ED 1
Prasident Roosevelt narmed it ..
"a date which will live in
infamy.” Learn about Pearl
Harbor Day here,

Twitler Today is Paarl Harbor Day. htlp:tigoo.glBIL1EQ 12
Learn more hare. ..

12/8 | Facebook | Here's a little #TriviaTuesday 1
— did you know LSU ..
peychology studants founded
Big Buddy?

Twitter Fun Fact: LSU psychology 12
students founded Big Buddy! p.m.
#lrviaTuesday

GC
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Date | Platform | Text Link or Image Tima

12/ | Facebook | For this week's 1
#WellinessWednasday, tell [.1m1.
us whal you are doing to stay
healthy this holiday season!

Twitter How are you stayving healthy 12
this holiday season? p.m.
iWellnessWednesday

1210 | Facebook | Another holiday Old phicto from employee 1
#ThrowbackThursday from p.m.
the Big Buddy team!

Courtesy of (inserd employee
name herej,

Twitlar A holiday Oid photo from employes 12
#ThrowbackThursday p.m.
courtesy of Big Buddy's own
finsert name hera)!

1211 | Facebook | Have a wonderful weekend! 3
How is everyone preparing p.m.
for the holidays?

Twittar Happy Friday! How are you 5
preparing for the holidays? p.m.

12114 | Facebook | It's Monday., Don'tforgetto | Inspirational guote (source 1
be awesome! included) [.0m.
#idondayhMotivation

Twitler #MondayMotivation Inspirational quote (source 12

included) [. 171,

12/15 | Facebook | This week on hitp:.figoo.glixczOgM 1
#TriviaTuesday, did you p.m.
know you can halp Big
Buddy by shopping on
Amazron? Learn how here.

Twitter Leam how you can hielp Big | hitp:f'goo.ghixczOg 12
Buddy by shopping an p.m.
Amazon! #TriviaTuesday

12/16 | Facebook | If's #WellnessWednesday! 1
Through all of the chaes of B,
the holidays, find fime to
meditate, even if only for five
minutes.

Twitlar This #NelinessWednesday, 12
we challenge you fo meditate P,
for at least five minutes!
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Date | Platform | Text Link or Image Tima

1219 | Facebook | Forthis week's 1
#WellnessWednesday, tell p.m.
us whal you ane doing o stay
healthy this holiday season!

Twitter How are you stayving healthy 12
this holiday season? p.m.
iWellnessWednesday

1210 | Facebook | Another holiday Old phicto from employes 1
#ThrowbackThursday from p.m.
the Big Buddy team!

Courtesy of (inser employee
name here),

Twitter A holiday Oid photo from employee 12
#ThrowbackThursday ..
courtesy of Big Buddy's own
finsert name hera)!

1211 | Facebook | Have a wonderful weekeand! 1
How is averyona praparing p.m.
for the holidays?

Twittar Happy Friday! How are you 12
prepanng for the holidays? p.m.

12/14 | Facebook | It's Monday. Don't forget to | Inspirational guote (source 1
be awesoma! included) p.m.
#hondayMotivation

Twitter #MondayMotivation Inspirational quote (source 12

included) .M.

12/15 | Facebook | This week on hitp:figoo.glixczOgM 1
#TriviaTuesday, did you p.m.
know you can help Big
Buddy by shopping on
Amazon? Learn how here.

Twitter Leam how you can hielp Big | hitp:ffigoo.ghixczOgM 12
Buddy by shopping on p.m.
Amazon! #TriviaTuesday

1216 | Facebook | It's #WellnessWeadnasday! 1
Through all of the chaes of p.m.
the holidays, find fime to
meditate, even if only for five
minutes.,

Twitlar This #NelinessWednaesday, 12
wea challenge you o madilate p.rm.
for at least five minutes!

GC
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Date | Platform | Text Link or Image Time

1217 | Facebook | &ThrowbackThursday with Oid phioto from employee 1
(insert employes name here) .
for the holidays!

Twitker Today's holiday Old photo from employee 12
#ThrowbackThursday with P
(insert employes name
hera)l

1218 | Facebook | Happy Bake Cookias Day! If 1
vau're baking, we would love pom.
o see photos of some
delicious cookies!

Twitlar Happy Bake Cookias Day! 12
share your best holiday P,
cookie photos!

12/21 | Facebook | #Mondayhotivation Inspirational gquote (source 1

included) [T
Twitker #MdondayMotivation Inspirational quote (source 12
included) pum.

12/22 | Facebook | This #TriviaTuesday, learn hitp.ifigoo.ghixczOgM 1
how you can help Big Buddy .
by shopping at Albertson’s!

Twitter Did you know yvou can help  hitp:/figoo.ghixczOgh 12
Big Buddy by shopping at L.
Albartson's? #TriviaTuasday

12123 | Facebook | This #WellnessWednesday 1
is all about family and mental pom.
health. Take time to check in
with each other!

Twitler This #NelinessWednesday, 12
check in with your family, I,

12/24 | Facebook | Our last holiday Oid photo from employee 1
#ThrowbackThursday comes [
from (employee name hera)!

Share your best holiday
H#TBT with us!

Twitlar Our last holiday Oid photo from employes 12
#ThrowbackThursday is from ..
(employas name hara)!
Share your best holiday
#TBT!

12/25 | Facebook | Merry Christmas to all from 1
Big Buddy. We would love [
for you to share your favorite
raditions with us!
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"One Child. One Mentor. One Our Vision

Change at a time. ~ "That every child has a positive role
Big Buddy Program is a nonprofit model leading him/her to make good
organization that focuses on supporting choices, resulting in a healthy

youth who are economically, rewarding life.”

efiucationally or emotionally ) Our Mission

disadvantaged. The focus is on creating

opportunities for the community to “To provide access to positive role
empower and guide children to brighter models and learning experiences to
futures through the use of mentoring children who lack these valuable
programs, extended learning programs, resources.

workforce development programs and

after school programs. 2222222222222 22/

Make a Donation

$50 Donation - Sponsor a workforce
development seminar for local high

school students
) Contact Us
$100 Donation - Sponsor an
academic tutor for an elementary .~ Phone - (225) 388-9737
school student for a semester ~ Email - bigbuddy@bigbuddyprogram.org

$250 Donation- Sponsor a weekend Website - bigbuddyprogram.net
activity for 75 mentors and their little 1415 Main Street
buddies Baton Rouge, LA 70802

$500 Donation - Sponsor
transportation to and from after-
school enrichment activities
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30

BIG BUDDY

PROGRAM

"At the Big Buddy Program, we create
opportunities for the community to
empower and guide children to brighter
futures."

LA Residents that

receive support through

1 8 - 5 % the Supplemental

Nutritional Assistance
Program (SNAP)

1179 cases

increased in the Child Care Assistance
Program since July 2013

48th overars

47“] ECONOMIC WELL-BEING

47“] EDUCATION

48th coaomrry ranx

A9th seavms rank

WHY MENTOR?

GC



TACTICS

:bay 0][ the Wento’z Aanne’zs

Day .
P o Ex¢xonMobil
Event
Mentor Sponsor

UNEOLK
POTEMTILIAL

Leave
Your
Mark

GE



Radio spot

82

GC



V) elevision spot

DANIEL KIGGAN 2
RAISE THE ROOF WBRZ

———— 5126 A"

- . t’- "
on a federal firearms charge. wesz2- BATON ROUGE, La. A North Carolina community colle

Breakfast with 2une In: Raise the Roof (5:00 a.m.)
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Buddy Program

shed by Laurie Hardk

e

Serving Size
Serves 8, 1 slice per serving

Ingredients

1 teaspoon dried dil, thyme, of 0regano
Non-stick cooking spray

1% pounds seasonal vegetables, such as broccoll, carrots,
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Raise the ,Qoof Facebook event

11.15.15
12.- 4 PM

F

BREWINGCO

e

+ BEER
+ FREE ENTRY

4 \ MUSIC + GAMES
%& ¥ FOOD TRUCKS |

NOV . HREE BATON ROUGE NONPROFITS COMING
Ralse the Roo OGETHER FOR THE BENEFIT OF OUR YOUTH

Big Buddy Program # Edit | eee

® Sunday, November 15 at 12:00pm - 4:00pm

92 101 806
@ Tin Roof Brewing Company Show Map
Big Buddy, Youth Qasis and Capital Area Special Olympics Louisiana are 11k o A .
coming together for the benefit of Baton Rouge youth. Join us for an N
afternoon of games, music and food trucks to support local nonprofits. 1K

: 0
N
206 (i A

Write Post Add Photo / Video E3 Create Poll \
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Date

Mr./Ms. First and Last Name
Person’s Business Title

Name of Person’s Organization
Organization’s Street Address
City, State ZIP

Dear Mr./Ms. Last Name:

Big Buddy of Baton Rouge is a non-profit organization founded by a Psychology Class at Louisiana State University
in the late 70s. From there, the Big Buddy Initiative was rekindled through the Social Responsibility Committee of
Christ the King church and had begun to flourish. In the summer of 1979, Big Buddy Program was approved for
funding through the Mayor’s Youth Opportunity Office.

Big Buddy’s mission statement, “to provide access to positive role models and learning experiences to children who
lack these valuable resources,” influences every activity offered through the program for the children of Baton
Rouge. Today, Big Buddy has increased its many programs in Mentoring, extended learning and afterschool
opportunities, the Positive Youth Development programs, and workforce development. The program now serves
over 1,000 children per year and utilizes the talents and expertise of over 500 volunteers.

We pride ourselves on our highly trained volunteers and staff members. However, it is also important to continue
to support the programs and activities we offer the children. Not only do we help the children throughout their
elementary education years, we offer them an oasis of support and learning throughout their high school and
college years.

We would like to improve and increase the number of programs we offer for the children and Mentors at the Big
Buddy Program of Baton Rouge. In order to meet our goals, we rely on the generosity of our friends, parents and
community. Without you, we would not be able to serve and mentor these amazing children every day. We ask that
you visit our donation page on our website (link), or make a check donation to the Big Buddy Program.

Not only does this donation help enrich the lives of our mentors, it positively affects the lives of our students at
school, at home and in the future. It gives them a better chance of becoming the independent, strong and self-
sufficient adults we know they can be.

Thank you in advance for your support!

Sincerely,

(Signature)

Gaylynne Mack
Executive Director of the Big Buddy Program
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FOR IMMEDIATE RELEASE: November 5, 2015
Contact: Maria Fournier, Elevate Communications, 913-940-1859
*Phone number for PRESS USE ONLY—Do Not Publish*

Raise the Roof event to benefit three local nonprofits

BATON ROUGE, LA — On November 15, 2015, a group of LSU public relations students will host “Raise the
Roof,” a fundraising event where proceeds will be divided among three local nonprofits.

Raise the Roof will be held at Tin Roof Brewery from 12-4 p.m. The fundraising event will be the first of its
kind: it is hosted by LSU students and three local nonprofits will come together for the betterment of Baton
Rouge youth.

The campaign and event planning process started on the first day of classes where the Manship students divided
the class into three parts and formed their own respective PR agencies. The firms were then assigned their own
nonprofit where they were to research the nonprofit and plan the event accordingly.

Raise the Roof will benefit local nonprofits Capital Area Special Olympics of Louisiana (CASOL), the Big
Buddy Program and Youth Oasis Children’s Shelter. All of these local charities benefit children and young
adults across the capital area.

The event will feature a live DJ, drinks, food provided by popular food trucks, and games for the whole family.
Attendees can also bet on silent auction items and experiences, and those profits will also benefit the nonprofits.
Also, attendees will be given the opportunity to contribute open donations in the donation buckets that will be
placed inside Tin Roof.

Raise the Roof will be an unforgettable experience where families and Baton Rouge community members can
enjoy a Sunday afternoon of giving back.

-30-
Capital Area Special Olympics of Louisiana (CASOL) Big Buddy Program
Phone: (985) 345-6644 Phone: 225-388-9737
Toll Free: (800) 345-6644 (Louisiana) Fax: 225-346-8441
Fax: (985) 345-6699 Facebook: @bigbuddyprogram
Facebook: @capitalareaspecialolypicslouisiana Twitter: @bigbuddyprogram
Twitter: @SOLouisiana
Instagram: @specialolympicslouisiana
Youth Oasis
Phone: 225-343-6300
Facebook:@Y outhOasis
Twitter: @Y outhOasisBR
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FOR IMMEDIATE RELEASE: November 6, 2015
Contact: Maria Fournier, Elevate Communications, 913-940-1859
*Phone number for PRESS USE ONLY—Do Not Publish*
***MEDIA ADVISORY***
Raise the Roof event to benefit three local nonprofits
WHO: Big Buddy Program Capital Area Special Olympics of Louisiana (CASOL) Youth Oasis
WHAT: LSU Manship School students have teamed together local nonprofits Big Buddy Program,
Capital Area Special Olympics of Louisiana and Youth Oasis for Raise the Roof. Raise the Roof
is a one of a kind fundraising event that will benefit three local nonprofits through silent auction,
open donations and a portion of food truck sales.

WHERE: Tin Roof Brewery 1624 Wyoming Street
Baton Rouge, LA 70802

WHEN: Sunday, November 15, 2015 Noon-4 p.m.

WHY: Raise the Roof will benefit three local nonprofits while providing food, fun and games for the
whole family.
-30-
Capital Area Special Olympics of Louisiana (CASOL) Big Buddy Program
Phone: (985) 345-6644 Phone: 225-388-9737
Toll Free: (800) 345-6644 (Louisiana) Fax: 225-346-8441
Fax: (985) 345-6699 Facebook: @bigbuddyprogram
Facebook: @capitalareaspecialolypicslouisiana Twitter: @bigbuddyprogram
Twitter: @SOLouisiana
Instagram: @specialolympicslouisiana
Youth Oasis
Phone: 225-343-6300
Facebook:@Y outhOasis
Twitter: @Y outhOasisBR
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cfegacy questionnartze

Here is the current tabs bar at the top of the Big Buddy website.

Aw Big Buddy Program

One Child. One Mentor. One Change at a Time.
=

A new tab would be created focused solely on Legacies. This would include current news regarding
Legacies and also have a section for Legacies to submit their responses to the Legacy questionnaire.

/\No Big Buddy Program

One Child. One Mentor. One Change at a Time.

T e [ e I I e
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Questions:

* Contact Information: Name, Phone, Email, Image of Self (optional)

—

When did you participate with Big Buddy?

)

Were you a Big Buddy, Little Buddy, or both?

[

How did you hear about Big Buddy?

4. What is one memory that stands out from your participation with Big Buddy and/or how has the program
impacted you life?

5. What advice can you give to a child participating with Big Buddy?

GC
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TACTICS

p ost-event survey

90

Thank you for attending "Ralse the Roof an Kow. 15, This awant, which
caneflttad local nonprofits Blg Buddy Program, Capital Area Speclal
Qlyrnpics Louisiana, and Youth Casis Children’s Shelter. We raised more
than 510,300,

1. How did youw hear about "Raise the Roof* 7
a,  Word of mouth

o, 103.3 Cumnulus WEOG Classic Hits

. 'WBRE 2une In

4. Soclal media

a. Other

2. Which of these organizations, i ary, did you know of prior to the event?
a, CasSoL

b, Youth Casis Chikdren's Shelter

. Big Buddy Pragram

3. Why did you attend the event?
a.  Ewplain

4. Which of the follvwing arganizations kave you donated toin the past and/or present?
a, CasoL

o, Youth Casls Children's Shalter

. Big Buddy Pragram

5. Do you understand how your Big Buddy denations help the crganization?
. =1
H R L

7. Has Big Buddy had an impact on your life prior to the avent?
a Mo
o, Yes

8. Do you fael that Big Buddy successfully communicatad to and invalved the Baton Aouge
commmunity regarding the avent?

A Wes

A

9. What did yau anjoy most about the "Raige the Rool” svent?
a. Explain

G






92

GATEWAY COMMUNICATIC
Big Buddy Campaign

E: Daniel Kiggans
OR: Katie Henry
OR:
OR: Mattie Eversale
Fraser McAlpine

TACTICS — TRADITIOMNAL

BIG BUDDY

FROCGRAM

18,596

1179 cases

[T -
WHY MENTOR?

INFOGRAPHIC

BIG BUDDY

Big Buddy Program

OBJECTIVE 1 - ACCEPTANCE

TACTICS -

TRADITIONAL




PROMOTIO

TRADITIO

OBJECTIVE 2 - ACTIO

STRATEGY -
COMMUNICATION

Rlaiss tha Rool
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