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Core Opportunity  
The Children’s Home Society of North Carolina has an opportunity to develop and engage the next 
generation of donors to support our vital mission to promote the right of every child to a permanent, 
safe and loving family. 

Key Learning 
Based on background research, interviews and survey research, we had five key takeaways on which 
our strategies and tactics for engaging young people are based. 
 

1. Staff and leaders consistently verbalize a strong belief in the importance of developing the 
next generation of donors. They see this as an essential long-term investment because of 
CHS’s aging donor base. 
 

2. Young people support community causes that inspire them, especially those serving children. 
They do so in multiple ways including volunteering, interacting on social media and 
participating in events.  

 
3. The programs and services most commonly associated with CHS, such as those related to 

adoption and foster care, are not as appealing to young people as others. Family and mental 
health, teen pregnancy prevention and parenting programs appeal more to this demographic. 

 
4. CHS staff are connected and engaged online. They are an untapped resource that can be 

used to enhance CHS’s online presence and its outreach efforts.  
 

5. Similarly, partner organizations are an excellent resource. They believe in the CHS mission, 
and some even share its interest in reaching and engaging young people. 

Objectives 
This campaign is designed to achieve three key objectives: 
 

1. Increase awareness of CHS as a resource for strengthening family and mental health in 
North Carolina communities. 
We will broaden perceptions of CHS by drawing attention to these lesser-known aspects of 
the work of CHS. 

 
2. Increase the number of young people exposed to CHS who connect and stay connected to 

the organization. 
The connections we will foster include social media, event registration and attendance, 
donations and volunteering. 

 
3. Increase the percentage of connected young people who take action to support CHS.  

The actions we will encourage are sharing CHS content on social media, requesting help for 
CHS from others, contributing time or money, or advancing an advocacy agenda. 
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Audiences 

Young Donors 
Our target young donors are between the ages of 21 and 39 and constantly active on social media. 
This audience can be divided further into two groups: those between the ages of 21 and 30 and 
those between the ages of 31 and 39. Because these groups are in different lifecycle stages, they 
have different mindsets that important for CHS to address. 

Ages 21-30 
Young donors between the ages of 21 and 30 are not informed about the variety of programs 
that CHS offers. They enjoy being involved with charities, but cannot always afford to make 
monetary contributions. We hope to better inform this demographic about the programs that 
CHS offers that resonate well with young people. We want to get them involved with CHS so 
that its mission inspires them. This will lead them to recruit others in their network to connect 
with CHS through social media, volunteer opportunities and modest contributions.   

Ages 31-39 
This demographic is more established in their careers, which translates into greater financial 
stability and motivation to donate. They are more likely to be starting families, and as such 
appreciate the family-focused programs offered by CHS. They most likely perceive CHS to be 
exclusively focused on adoption and foster care. We hope that they will learn about the wide 
range of programs offered by CHS and become inspired to recruit other family-focused 
people in their networks to get involved.  

Clients 
CHS clients we will target are those have been directly touched by CHS and have had a positive 
experience with its programs. These clients are still in contact with CHS and they firmly believe in the 
organization’s mission. They may not know all the aspects of CHS’s programs or how to show their 
support for these programs. In the future, we would like CHS clients to show their support by giving 
testimonies about how they have benefited from CHS services, which will generate new supporters 
and clients. We would also like clients to learn about the multitude of programs that CHS offers and 
then share this information with their individual networks. Younger clients will be encouraged to help 
their peers understand CHS and what it offers the community.  

Staff  
Most CHS staff are women over 35 years of age and use social media for personal rather than 
professional use. They are highly educated professionals with business and nonprofit experience 
who aim to advance the CHS mission. They have a significant interest in young donor development 
and the overall success of CHS. We want the staff to see social media as a platform they can use to 
interact with potential young donors and become more engaged in outreach efforts to support CHS.   

Existing and Prospective Partners 
CHS partners are well-known companies with strong philanthropic responsibilities. They have local 
and national social networks and they want to use their resources to benefit the community. CHS 
partners have a special interest in North Carolina and are seeking good publicity. These partners 
believe CHS is a good partner organization and they are willing to donate money and other resources 
to help its mission. Ideally, partners will get more involved with CHS through activities beyond 
donating. The partners we will target are those that share CHS’s interest in engaging young people.   
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Strategies  
The following five strategies will be used to achieve the campaign’s objectives: 
 

1. Be a source of relevant information on topics related to family and mental health; 
 

2. Make it easy and rewarding for young people to connect with CHS; 
 

3. Enlist younger clients who have benefitted from CHS to help inspire others; 
 

4. Empower young people to be advocates for children and families within their own networks 
and communities; and 
 

5. Prepare and engage CHS staff to extend CHS’s message to young people. 

Tactics 

CHS Young Leadership Council  Community Expansion  
The purpose of the CHS Young Leadership Council is to help CHS engage and cultivate the next 
generation of CHS supporters. Although newly established, the Young Leadership Council already 
plays a vital role. We will build upon the foundation established by the YLC by growing this support 
group from a core group of leaders to a broader community that embraces young people across 
North Carolina and connects them to CHS.  
Creating a tagline and community that reaches and focuses on young people and their involvement 
with CHS across North Carolina on an ongoing basis. 

Tagline and Logo: FortheFamilies 
We will inspire young people by focusing their attention on CHS programs that are geared 
toward family and educational services. To unify and distinguish our communications efforts, 
we have created a tagline and logo for the YLC community. The tagline, FortheFamilies, 
evokes the CHS mission and purpose (see fig. 1).  Along with this tagline, we will talk to 
young people about CHS services using more relatable language to describe what CHS is 
enabling families to do. The words we’ll use to describe CHS services are:  

• Reconnecting (to reference Family-Finding services) 
• Growing (to reference those adopting children or hosting a foster child) 
• Learning (to reference those completing education programs) 
• Staying Healthy (to reference those involved in family and mental health programs) 

These words, combined with the FortheFamilies tagline and logo, will be integrated in all 
communications. 

Website 
Building and maintaining a digital community on the CHS website is important to establishing 
relationships with the target audience and promoting their involvement in the CHS mission. It will 
also be a platform for positioning CHS as a resource on the issues faced by North Carolina children 
and families. 
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FortheFamilies Web Page 
To provide a recognizable home for young people on the CHS website, we would create a 
FortheFamilies Web page with the tagline and identity.  The page will be linked to a 
FortheFamilies Facebook page to connect users with our social media efforts (see figs. 4 and 
5). Content on the CHS website that is especially relevant to younger audiences will be 
featured on this page so users can easily navigate to learn more. 

Blog 
The Web page will also integrate a new blog that features regular guest contributions from 
members of the YLC and other supporters of CHS. The content will be targeted towards 
young people and cover the topics that we found appeal to this group: family and mental 
health, advocacy and teen pregnancy prevention. It will also feature client profiles, which will 
illuminate the CHS mission and make it tangible, colorful and urgent. These blog posts will 
furnish content that can be easily repurposed for sharing on Twitter and Facebook. 

Events 
The YLC FortheFamilies community will host a series of signature events to provide a presence in 
each CHS community across the state, to bring supporters together, and to give volunteers 
meaningful ways to contribute.  

Forever Family Picnics 
Many of the young people most likely to become connected to and involved with CHS are 
those who have been personally touched by the organization. To reach out to this group, we 
will host Forever Family Picnics in key CHS markets that will bring together people who 
became “forever families” through CHS. Promotion and RSVPs for the events will take place 
online via the FortheFamilies Facebook page. We will use social media to identify and invite 
anyone who has adopted a child, hosted a foster child, graduated from an education 
program, or reconnected with a family member after being in foster care (see fig. 19). 
Members of the YLC will be given the opportunity to serve as on-site “hosts” for these events 
and will use the occasion to capture stories that can serve as the basis for social media or 
blog posts. 

5K FortheFamilies 
To raise visibility and engage an array of both current and new audiences, we will host a 
special 5K event. This event will be designed to attract all ages, including children who can 
participate in a “fun run” geared towards little feet. Not only will participants register to run 
for fun, they will also learn more about the work of CHS. The 5K will further strengthen 
existing relationships with community partners that sponsor the event, as well as give CHS 
the chance to establish new relationships with local businesses. 
 
In addition to the registration fee, adult participants will be required to raise $25 to support 
one type of CHS program of their choice: Staying Healthy, Reconnecting, Learning or Growing. 
These program areas will be described during the registration process so participants will 
know which services their money will support. Each program area will be assigned a color, 
and the runner will receive a Run FortheFamilies T-shirt that matches the color of their 
selected program (see fig. 2). This event will educate the runners about these program areas 
and encourage conversations between runners sporting different colored T-shirts.  
 
To register for the race, we will use a website called Sport Often. It’s a popular and easy 
online platform for race registrations. Participants will access the link to register through the 
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CHS website, social media platforms, newsletter or even online ads (see fig. 16). The 
registration fee will cover race expenses and a T-shirt. CHS can host one race in the spring 
and one race in the fall, each in a different North Carolina city or region. 

FortheFamilies Social  Events 
Young donors want the opportunity to get together socially and have some fun while 
supporting a worthy cause. We will develop a model for local events that could be 
implemented at different venues across the state. Our initial concept will be a beer tasting 
event at a local craft brewery (see fig 18). Attendees will pay an entrance fee to this closed 
event that covers the cost of the beer along with a donation to CHS. At the event, YLC 
representatives will thank the participants for coming, speak for a few minutes about CHS 
and its mission, and then show the “I am CHS” video. They will distribute brochures and 
pamphlets about our programming to guests interested in learning more. 
 
The fun and casual environment will give the young community a chance to connect and 
build relationships. These newfound ties will then prompt young people to contribute to CHS. 
Additionally, they will have an opportunity at the event to sign up to join our young donor 
community and volunteer for CHS. This format can be replicated in different environments, 
such as at a happy hour networking event or at a bar night with a cover fee benefitting CHS. 
 

Social  Media 
Social media is key to engaging with potential young donors. The platforms we feel will be most 
effective for this campaign are Facebook, Twitter, and Instagram.   

YLC FortheFamilies on Facebook 
A Facebook page will be created to connect uniquely with the YLC FortheFamilies community, 
and will be directly linked to the FortheFamilies Web page on CHS’s website (see figs. 2 to 
11). The Facebook page will be updated two to three times per week with event information, 
topics pertinent to CHS and highlights of relevant CHS programs. Posts will also feature 
relevant content and current CHS photos or videos. By using the hashtag #FortheFamilies on 
these posts, interested users will be able to see all the content relevant to young people 
together in one place and add their own posts to the conversation.  
 
As a vehicle for event promotion, this Facebook page can be used to build buzz and 
attendance. In addition to using the page to promote the events and fundraising initiatives, 
CHS will use posts to raise awareness of issues and CHS programs that are relevant to young 
people, such as mental health awareness or teen pregnancy prevention. 
 

Instagram 
CHS will also establish an Instagram presence (see figs. 12 and 13). Instagram will be used 
to share behind-the-scenes photos of events, user-generated content from CHS clients and 
photos that educate donors about how their money is being used.  
 
Instagram will also be used to display user-generated content from CHS clients in the form of 
a variation on the “I Am CHS” campaign. The YLC will invite former and current CHS clients to 
use Instagram’s 15-second video format to tell their stories. The videos will be submitted to 
CHS via email, Facebook or Instagram and CHS will choose those it wants to post on the 
Instagram account.  
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Twitter 
The current CHS Twitter will be updated to incorporate the #FortheFamilies hashtag and to 
post about CHS programs using the terms Reconnecting, Growing, Learning and Staying 
Healthy (see figs. 14 to 22).  
 
Picture and video content will be created exclusively to capture the attention of young people 
and advance the CHS mission. Vine, a social media platform for sharing brief videos, will be 
used to integrate live video content into the CHS Twitter timeline. During events, Twitter will 
be used for live tweeting to interact and engage with users.  

Fundraising Initiatives 
Although we will be seeking to develop young donors capable of contributing financially over the 
longer term, we will conduct two fundraising initiatives to get them in the habit of donating - even in 
small amounts - and to engage them in ongoing learning about the programs offered by CHS. 
Pursuing these short-term goals will help assure that CHS can secure more significant donations 
from this audience in the future, when they’re more financially secure. 
 
Because significant donations are not the initial goal, we would set modest financial expectations for 
these fundraising initiatives.  

Razoo Page for Crowdfunding Specific Projects 
To raise money for special projects and new programs, we recommend that CHS create a 
page on Razoo, an online platform for nonprofit crowdfunding (see figs. 23 to 26). For a low 
fee, Razoo users can create a customized fundraising page for specific projects and events. 
Visitors search and browse the causes listed on the platform and donate directly through 
Razoo, or conveniently through Facebook integration. Razoo page goals can have a time limit 
or expiration date to show users when the fundraising goal needs to be met. 
  
Crowdfunding, which sources donations in small amounts from large audiences, is most 
successful when it serves a specific purpose. For this reason, we recommend using a Razoo 
page to highlight an existing effective education program offered by CHS and to seek funding 
to expand the education program to be available to more young people. We also recommend 
that CHS use Razoo for annual projects like The Little Red Stocking Campaign. 
 
Creating a Razoo page will support campaign objectives by highlighting CHS programs that 
specifically appeal to the target audience. It invites easy and affordable donations and allows 
donors to see exactly how the community is benefiting from their contributions - a quality very 
important to this demographic. Additionally, Razoo pages are highly shareable on social 
media. This feature further expands the reach of the fundraising initiatives to include more 
young people. 

Hope for the Holidays Online Campaign 
The CHS Hope for the Holidays Campaign is currently delivered in person in the communities 
where it operates. To help this campaign reach more young people, we recommend creating 
a complementary virtual drive through which people will donate to specific CHS families in 
need of financial support for gifts for their children. The drive, accessible through the CHS 
website, will feature a virtual Christmas tree that tracks donation progress (see figs. 27 and 
28): For each donation made, an ornament will be added. The more donations made to CHS, 
the more decorated the Christmas tree. The goal will be to get enough donations to fully 
decorate the virtual tree. 
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Upon accessing the “Hope for the Holidays” campaign site, donors will read a brief 
description of the campaign and see the virtual tree and its progress. Clicking on the various 
presents under the tree will link to special stories from different CHS families. Visitors will 
also be able to listen to an audio recording of a child reading his or her holiday wish list. In 
order to maintain the privacy of CHS families, no specific names or photos will be included. 
Because the campaign is digital, it will be easy to promote on various social media platforms. 
A digital “thank you” card would be sent to each donor after his or her contribution (see fig 
29). 

 
Internal  Communications 
Internal communications will be used to engage staff in using social media to support CHS efforts to 
appeal to young donors. Most staff use social media and have personal networks that may include 
young people unaware of CHS. These tactics will help them use these assets on behalf of CHS.  

Social  Media Guide 
To involve the staff in CHS’s social media outreach to young donors, we will create a social 
media communication guide. This guide will include suggestions for posting about CHS on 
social media using the FortheFamilies tagline and related language for relevant content. The 
guide will encourage all employees to help spread the CHS message to young people on their 
personal social media outlets.  

Social  Media Competition 
We will organize a social media competition with incentives to put the social media guide to 
use in reaching out to young people in their networks. Points will be given to employees 
based on the number of posts they make, the social media networks on which they post and 
the number of interactions (meaning likes, shares or retweets) that their posts receive. We 
will also recognize employees who support the YLC efforts to get young people to connect to 
CHS and take action to support CHS.  

Assessment 
In order to evaluate the success of the campaign, it is important to assess the efficacy of our tactics 
individually and collectively. Below, we describe how we will assess progress against each objective.   

1. Increase awareness of CHS as a resource for strengthening family and mental health in 
North Carolina communities. 
We will broaden perceptions of CHS by drawing attention to these lesser-known aspects of 
the work of CHS. 

We will measure the increase in awareness of CHS’s programs that strengthen family and 
mental health by annually surveying the CHS community of young donors to find out what 
they know about CHS’ mission and programs and how they choose to support the 
organization.  

 
2. Increase the number of young people exposed to CHS who connect and stay connected to 

the organization. 
Connections we will foster include social media, event registration and attendance, 
donations and volunteering. 
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We will analyze the change in numbers of young people connecting to CHS by tracking 
connections on social media, numbers signing up for and attending events, donating and 
volunteering.  

 
3. Increase the percentage of connected young people who take action to support CHS.  

The actions we will encourage include sharing CHS content on social media, requesting help 
for CHS from others, contributing time or money, or advancing an advocacy agenda. 

Our success with engagement will be tracked principally through the use of online analytics 
tools on our YLC FortheFamilies Facebook page, Web page, Instagram and Twitter and by 
asking questions related to actions taken on the annual survey of the young donor 
community.   

Resource Implications 
We have designed this campaign to be driven by members of the CHS Young Leadership Council with 
some dedicated staff support. For this to work, however, the core YLC leadership team will need to 
be enrolled in this approach and agree to take on new roles and responsibilities.  
  
The tactics outlined here leverage existing staff resources. The Marketing and Communications team 
can adapt some existing Web and social media assets for the purposes mentioned here. Engaging 
the CHS staff more broadly in some communications and outreach efforts to young people is another 
means of leveraging staff resources.   
 
The campaign events will require additional costs, but they are intended to appeal to partner 
organizations that can possibly provide funding and other resources.  
 
Finally, there are some fundraising tactics and events that may generate revenue for CHS.  
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Appendix 

FortheFamilies 
Figure 1: FortheFamilies Logo 
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Facebook  
Figure 2: 5K Post 
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Figure 3: Advocacy Post 

 
 

Figure 4: Banner 

 
 

Figure 5: General Information 
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Figure 6: Family and Mental Health Post 
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Figure 7: Giving Tuesday Post 
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Figure 8: Hope for the Holidays Campaign Post 
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Figure 9: I am CHS Post 
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Figure 10: Razoo Post 

 
 

Figure 11: Teen Pregnancy Prevention Post 

 



December 2, 2014  Page 19 of 27 

Instagram 
Figure 12: Profile 

 
 

Figure 13: “We are CHS” Post 
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Twitter 
Figure 14: Giving Tuesday Tweet 

 
 

Figure 15: I am CHS Tweet 

 
 

Figure 16: FortheFamilies 5K Tweet 
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Figure 17: Advocacy Tweet 

 
 

Figure 18: Brewery Night Tweet 

 
 

Figure 19: Forever Family Picnic Tweet 

 
 

Figure 20: Mental Health Tweet 

 
 

Figure 21: Services Tweet 
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Figure 22: Razoo Tweet 

 
 

Razoo 
Figure 23: Profile 
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Figure 24: Facebook Interactivity 

 
 

Figure 25: Cross-Platform Razoo-Facebook Post 
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Figure 26: Twitter Interactivity 
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Hope for the Holidays Online Campaign 
Figure 27: Web Page Before Donation 
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Figure 28: Web Page After Donation 
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Figure 29: Donation Thank You 

 

 


