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I. Executive Summary 

The Starlight Children’s Foundation™ Georgia’s goal is to incorporate their Atlanta 

services into the Starlight National family. They bring happiness and education to 

the Atlanta’s population of chronically ill children. OWLPR was brought in to assist 

Starlight Georgia in increasing their name recognition in the Atlanta metro area so 

they can achieve these goals. With congenital malformations, chronic illnesses and 

cancer being three of the leading causes of death in children under the age of 15, it 

is essential to highlight Starlight Georgia as an Atlanta brand. Tying Starlight 

Georgia into the Atlanta culture will allow name recognition to flourish.  

 

In recognizing this significant connection with the Atlanta community, OWLPR 

developed the campaign around the two most important features the children and 

the chapter’s location. The theme “Atlanta Stars” allows Starlight Georgia to 

encompass all things fundamentally Atlantan from residents to landmarks and 

influential companies. This theme incorporates the national brand while 

differentiating it as a regional chapter.  

 

Atlanta is known for being at the forefront of the medical field. With parents 

depending on their child’s doctors for medical treatment and advice, OWLPR utilized 

the Two-Step Flow Theory in deciding the target audiences for the “Atlanta Star” 

campaign. Medical personnel are opinion leaders with all things pertaining to that 

aspect of the child’s world. It also became evident that parents heavily rely on 

opinions of friends and family in similar situations. Another primary focus then fell 

on directly targeting parents and other adults. 

 

After determining the focus of the campaign, OWLPR broke down research into 

nonprofit competition in Georgia, social media, and branding in Atlanta.  It was 

found that in order to gain name recognition in Georgia, Starlight Georgia would 

need to streamline their presence both in print and online. In developing concise 

press materials, the chapter would be able to more easily pitch stories to the media 

increasing the likelihood of coverage. Social media has become essential to a 
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nonprofit’s presence and reputation within a community. By updating all of their 

social media platforms to the level of their competitor’s, Starlight Georgia will be 

able to gain a stronger online presence. By effectively communicating through 

these channels, Starlight Georgia will be able to reach a larger audience drastically 

increasing their awareness in the Georgia community.   

 

OWLPR developed the campaign around print and online media outlets that will 

reach both target audiences. Using traditional public relations tactics, including a 

reusable press kit, media list, and other print materials, Starlight Georgia will be 

able to efficiently reach out to the media. OWLPR also guides the chapter to use 

these materials in face-to-face contact with doctors and parenting groups. After the 

foundation establishes strong relationships with the media and community through 

the provided recommendations, Starlight Georgia will be able to use these 

templates to continue to send out press materials as current events arise.  

 

It is also demonstrated that new age tactics must be enacted to keep up with the 

demand of parents to keep in contact through online sources. OWLPR has 

suggested updates for existing social media channels as well as recommendations 

for expanding their online repertoire. Connecting with influential individuals and 

companies online will increase the Starlight Georgia’s credibility and help brand 

them in the Atlanta community.  

 

A model timeline has been presented to show how the execution of the “Atlanta 

Star” campaign should transpire in the coming months.  A tentative budget 

breakdown has also been provided to display the costs of running this campaign.  

 

OWLPR is confident that with these strategic public relations and organizational 

efforts Starlight Georgia will be able to position themselves as a leading nonprofit in 

the Atlanta community. With Starlight Georgia’s dedication to their cause they will 

continue to inspire a brighter future in the lives of Georgia’s youth. 

 



OWLPR 

5 
 

II. Introduction 

The Starlight Children’s Foundation™ Georgia was founded in 1989 to “help 

seriously ill children and their families cope with their pain, fear and isolation 

through entertainment, education and family activities.” Although there are several 

Starlight Children’s Foundation chapters across the United States, this campaign 

will focus on distinguishing the Georgia chapter as a go-to brand exclusive to the 

state of Georgia and the surrounding states in which a Starlight chapter does not 

reside. It was requested of OWLPR by the Georgia chapter to create a plan that will 

increase name recognition for itself in Georgia and find solutions to current public 

relations setbacks within the organization.  

 

Starlight Georgia serves more than 37 thousand children in Georgia and 

surrounding states recruiting members from Children’s Healthcare of Atlanta 

hospitals and other local doctors. In the state of Georgia alone over 10 thousand 

children under the age of 15 die on a yearly basis. The three leading causes of 

death? Accidents, congenital malformations and chronic illness, and cancer. With 

terminal diagnoses growing in number every year, we feel it is necessary to expand 

Starlight’s referral base to additional medical providers and directly target parents 

of children and teenagers. By targeting these audiences that have the most contact 

with critically ill children they will be able to increase the amount of children they 

can help exponentially.  

 

Unlike similar charities, Starlight focuses on improving the quality of life for children 

from diagnosis through treatment and recovery. They provide support for the child 

and their families on a daily basis with everything from online information and chat 

rooms, to hospital entertainment and monthly get-togethers and outings. OWLPR 

will differentiate Starlight from other organizations and focus on the unique 

qualities of Starlight and how they benefit the community.  

 

One distinctive quality of Starlight is the numerous programs they offer their 

members. They work with donors and hospitals to make children feel safe, relaxed, 
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and like actual children during their hospital stays. They provide hospitals with 

Starlight Sites™ for younger kids in which there are toys, game systems and 

activities to let the children relax. There are Starlight Sites: Care Rooms™ that 

provide comfort to children receiving treatments that can be scary and painful. 

Starlight has even partnered with Nintendo to bring children Fun Centers™, 

portable game systems that provide not only entertaining, but also educational 

games that teach them about their illnesses.  

 

Starlight also puts on events and outings for the children within and outside the 

hospitals’ walls. Hospital Happenings™ bring fun events to those children who are 

stuck in their hospital rooms for long periods of times while Great Escapes™ are 

open to all children able to attend. Starlight Georgia has been to Braves and Hawk 

Games, Museums, and even cooking classes. These types of events allow patients 

and their families to relax in a non-medical setting while bonding with others who 

understand their situation. These events form lifelong friendships and support 

circles that other organizations do not provide.  

 

The main focal point of this campaign will be solidifying the Starlight Children’s 

Foundation Georgia brand with a consistent image. We will specifically target 

parents of children in need by engaging doctors and the local press. By actively 

reaching out to and forming strong relationships with the local media Starlight can 

increase awareness with the general public. Parents are turning to social media to 

seek out the opinions and feedback from their friends. For this reason we will 

provide suggestions to their social media accounts to engage the online community 

through user interaction and feedback.   
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III. Situation Analysis  

The Starlight Children’s Foundation™ Georgia’s lack of public relations program has 

created major setbacks for increasing their name recognition in Georgia and being 

able to gain more patient referrals. Currently the organization does not distinguish 

itself as a Georgia, more specifically an Atlanta, brand that makes it recognizable in 

the community. The brand does not remain consistent from print materials to social 

media making it difficult for members to find accurate and up-to-date information. 

Contact with the press has remained minimal over the last several years making it 

challenging to increase general awareness or promote their cause without spending 

funds.  

 

Starlight accepts Stars on a referral basis. It is imperative to expand their referral 

base in order to increase their presence in Georgia, therefore maximizing the 

number of children they are able to assist.  

Strengths 

The Starlight Children’s Foundation Georgia has had a local presence since 1989 

helping over 37 thousand seriously ill children on a yearly basis. Over the years 

Starlight has built strong and lasting relationships with Atlanta based organizations 

such sports teams, venues, and other family-involved organizations. The Atlanta 

Braves, Hawks and the Atlanta Falcons Youth Organization has established yearly 

events strengthening the bond with Atlanta and its residents. These and other 

relationships have put on many press-worthy events for seriously ill children in 

Georgia. These events include Great Escapes™ and Hospital Happenings™ that 

allow children and their families step away from the arduous days of medical 

treatment.  

 

Starlight has also founded many other programs that assist with the entertainment 

and education of these children. Starlight Sites™ include hospital playrooms and 

teen lounges that allows patients with long hospital stays a break from treatment 

and even the isolation of being sick. Care Rooms™ provide a serene environment 
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instead of the normally frightening treatment rooms to comfort children 

receiving ongoing treatment that can be painful and overwhelming. Nintendo has 

also partnered with Starlight to bring hospitalized children Fun Centers™, portable 

game consoles pre-packed with educational and entertaining games and movies. 

These programs provide a differentiating asset for Starlight by continuing to stand 

by the child and their families from diagnosis through treatment. This unique 

strength can be leveraged when attracting media coverage.  

 

Current donors to the Starlight Children’s Foundation Georgia are influential 

members within the Atlanta community. These relationships ensure future financial 

stability and also have the potential to be used to obtain social favor and 

awareness.  

Weaknesses  

As a nonprofit organization dedicated to helping seriously ill children cope with the 

fear and isolation of illness, it is important to portray an image of happiness and 

recovery. The Georgia chapter displays an overwhelming image of sickness through 

pictures, both online and in print, of ill children instead of portraying a hopeful 

image of recovery utilizing the multiple benefits of the Starlight program. By 

portraying a more hopeful image, Starlight as an organization will be viewed more 

positively.  This positive image can be used to receive additional media coverage 

and donations.  

 

A weakness of the Georgia chapter of the Starlight foundation is its lack of name 

recognition compared to competing nonprofits hindering the amount of referrals the 

organization is receiving. Growth in awareness will partially depend on an increase 

in local media coverage. In the last several years Starlight has received little media 

coverage. Currently, the Georgia chapter has no set media kit or standard press 

materials to distribute to the media. It is imperative to have a consistent message 

and format to all materials to avoid being overlooked by media outlets. There are 

no present media relationships to build off of so new ones will need to be 

established in order to have regular press mentions for events, launches and 
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triumphs. 

 

Although Starlight Georgia has social media accounts, enhancing the pages will 

establish a better podium for social interactions. By enhancing the content 

distributed through the social platforms, Starlight will be better able to connect with 

their target audiences such as parents. Posts right now are sporadic and lackluster 

discouraging member-to-member interaction. The content given out through social 

channels should mimic the same tone as Starlight’s overall message of strength 

through community. The organization's name and main image changes from site to 

site making it difficult to easily search for the company. 

Opportunities  

In analyzing Starlight Children’s Foundation Georgia several opportunities arose to 

increase the awareness of the foundation and improve their current public relations. 

Because of the unique nature of the programs and events they offer, they have 

created ample opportunity to receive media coverage. In order to leverage this, 

Starlight must create secure relationships with the local press to obtain regular 

media placements. In order to keep up with media contacts it is essential to create 

and update a media list. Creating current event stories with angles such as events, 

new openings, and organizational growth will improve their likelihood of receiving 

media coverage. This coverage will create the opportunity to post reputable content 

on their online pages enhancing their credibility.  

 

Although Starlight Georgia currently has a good working relationship with Children’s 

Healthcare of Atlanta Hospitals and other local doctors it is wise to expand their 

referral reach enabling them to help as many children as possible. Reaching out to 

new doctors will create a reputable bond with potential families. There is also a 

significant opportunity to reach directly out to children’s parents. By utilizing 

community contacts in schools, such as their PTAs and PTSAs, a network of 

awareness will be established between parents and teachers.  

 

Social media is rapidly becoming the go to source for information and opinions from 
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friends and family. It is important to update social media platforms on a daily 

basis since content is so readily available to users. These platforms are the quickest 

method to disseminate up-to-date information to members and potential members. 

it is essential that all information is consistent with the brand’s image, current, and 

easily searchable. Starlight Georgia’s social media can be significantly improved to 

create a more positive image and allow the foundation to personalize their online 

presence. Expanding their social media influence to new channels such Pinterest will 

allow them to reach a greater audience. Keeping up with these trends keeps 

Starlight fresh and in touch with a younger generation of parents. 

Threats  

The most prominent threat to the success of the “Atlanta Stars” campaign is the 

children’s organizations that are more widely recognized in Georgia. Having to 

compete for public attention with the Make-A-Wish Foundation® and Bert’s Big 

Adventures takes away valuable press spots and donors. It also makes it difficult 

for parents to decide which charity would best benefit their child if they are not 

aware they can utilize more than one organization. 

 

If Starlight Georgia does not work to increase their brand awareness, potential 

members’ first choice will be the organizations that have received the most 

coverage. This will drastically decrease the amount of children they are able to 

help. The Make-A-Wish foundation has the established funds available to use 

towards advertising, making their earned media coverage less essential to their 

reputation management. Therefore, Starlight Georgia must utilize their unique 

attributes to gain a respectable awareness among the media.  

 

The limited staff available to the Georgia chapter makes it difficult to meet the 

demands of working for a nonprofit. Although the “Atlanta Stars” campaign 

presents a recommendation to help provide support, it is also a labor intensive 

campaign. It will be imperative to follow through with the recommendations to 

ensure the success of the campaign to increase awareness. 
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IV. Primary Research  

Unfortunately OWLPR was not able to complete all of the research we would have 

liked to due to time restrictions. To provide a complete picture of the Starlight 

Children’s Foundation™ Georgia’s current stance as a nonprofit in Georgia, 

additional insights about moving forward with increasing their name recognition, 

and to help complete evaluation of the campaign, OWLPR has included our primary 

research we would have conducted if time permitted. We will provide explanations 

on the surveys and in-depth interviews we would have liked to conduct and provide 

copies of the materials needed to conduct them.  

Current Name Recognition  

OWLPR created a general awareness survey to be distributed within various 

markets around the metro Atlanta area (See Appendix A i). The survey aims to 

discover how the general public, including those who would use Starlight Georgia’s 

programs, utilizes social media. This information can be used to analyze how the 

foundation’s target audience communications with nonprofits and how they seek 

out organizations when they are in need. It will also allow Starlight Georgia to 

gather information about their current name recognition in the Atlanta area and 

how they compare to their competition.  

Although the survey was not able to be distributed, OWLPR was able to make 

assumptions based on prior knowledge to further influence the creation of this 

campaign. It is recommended by OWLPR that Starlight Georgia distribute and 

analyze the results of the general awareness survey to better communicate with 

their target audiences. They will be able to take this information and directly apply 

it to how they implement the “Atlanta Stars” campaign including the social and 

traditional media tactics.  

Hospital Referral Expansion  

To get a better understanding of how doctors interact with nonprofit organizations 

OWLPR compiled a survey to be distributed to medical personnel within the 
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WellStar Healthcare System which Starlight Georgia does not currently have a 

solid referral relationship with (See Appendix A ii). Before approaching WellStar 

about distributing the survey we think it is best to interview a gatekeeper at the 

establishment, someone who has knowledge of how the medical staff prefers to be 

contacted and how the system normally interacts with other nonprofits (See 

Appendix A iii). By interviewing Karla Harvill, who works in internal 

communications, we would gain the knowledge needed to move forward with the 

survey. Interviewing someone within the corporate departments will also gain us 

access to the medical personnel who we need to interview.   

 

The survey itself includes questions about how the doctors currently interact with 

nonprofits and how they prefer to be contacted by a new one. It asks questions 

regarding what information they need to make a decision about referring patients 

to an outside nonprofit such as Starlight Georgia. By asking these questions 

Starlight Georgia will be able to decide how to contact doctors they do not currently 

have a relationship with and what information to confront them with. This can 

drastically increase their referral base and, therefore, the number of children they 

are able to assist.  

Social Media  

With social media being such a large component of the campaign, OWLPR finds it 

necessary to interview someone with experience in nonprofit public relations social 

media use (See Appendix A iv). Rachel Esterline has extensive experience in this 

area and is willing to do a Skype interview to assist in any way she can. By 

conducting an in-depth interview Starlight Georgia will be able to gain valuable 

insights about how to interact with publics on several social media platforms. 

Esterline will be able to give tips about what to do and what to avoid when utilizing 

social media as a source to interact with members and potential members and to 

increase interactions.  
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V. Secondary Research  

With the lack of primary research, OWLPR conducted extensive secondary research 

to provide Starlight Georgia with as much information as possible. It was necessary 

to research other competitors in the industry to see how this campaign could make 

Starlight Georgia stand out in Georgia. There was also a heavy focus on how to 

brand the foundation in Atlanta. Social media, Web sites, and media was also 

researched to assist with the tactics to increase their name recognition.   

Nonprofit Competitors  

Starlight Children’s Foundation™ Georgia has significant nonprofit competitors in 

Georgia. With the Make-A-Wish Foundation® and Bert’s Big Adventure having 

similar missions helping children cope with chronic illnesses, it is critical to research 

what makes these organizations stand out to help Starlight Georgia differentiate 

itself. OWLPR will use this information throughout the “Atlanta Stars” campaign to 

help amplify the unique qualities of Starlight Georgia and increase their name 

recognition.  

The Make-A-Wish Foundation is divided into different programs that are run by 

celebrities, sponsors, children, college students, donors and volunteers all who help 

in making a wish come true. The foundation breaks down into 64 local chapters 

with each chapter focusing on local needs. The Make-A-Wish Foundation of Georgia 

and Alabama has formed connections with the Coca-Cola Company, Sports Radio 

680 The Fan, Georgia State, Jezebel, and other Atlanta-recognized brands. The 

foundation remains strong because of these local relationships. Making these 

connections makes a brand more recognizable in the community.  

Celebrities have a large impact on the foundation because many children’s wishes 

involve meeting or spending a day with one. Justin Bieber’s “Believe” charity drive 

has directly assisted the Make-A-Wish Foundation fulfill several wishes. Bieber 

creates a lot of positive press for the foundation and builds their credibility by 

associating their foundation with other credible charities. Associating a nonprofit 

with an influential celebrity can make their media presence stronger. If Starlight 
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Georgia built strong relationships with a prominent local celebrity, they would 

be able to easily gain recognition in the press as a reputable nonprofit. 

 

Large corporations also make it into the press and form strong connections for the 

Make-A-Wish Foundation. The NFL, in conjunction with Chevrolet, gained a lot of 

attention for the Make-A-Wish Foundation of South Dakota when they granted 12 

Super Bowl XLVI wishes for child fans. Teaming up with two widely recognized 

organizations encouraged local and national press to pick up stories, which 

drastically increased the local chapter’s credibility.  

Bert Weiss, from the Bert Show on Q100, founded Bert’s Big Adventure to give 

children with long-term disabilities and illnesses experiences they will never forget. 

They take children and their families to Walt Disney World for a five day adventure 

of life-long memories. Children must be between the ages of 5 to 12, demonstrate 
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financial hardship, and live in the greater Atlanta listening area to participate. 

Even with the huge success of the organization, Bert and his wife still run the 

program. Their dedication to the cause gains them credibility and respect in the 

community.  

With the small participation area, and the popularity of the Bert Show, Bert’s is able 

to focus on smaller local chains to gain the donations and publicity they need.  They 

have had several successful campaigns with Jersey Mikes, ExpressJet, Carter’s, and 

Oshkosh B’Gosh in the Atlanta metro area. These mutually beneficial relationships 

have created a strong rapport with the community. Although Starlight Georgia is 

part of a large national organization, it is also important for them to focus on the 

local organizations that will gain them respect in the community. 

 

Both of these nonprofits offer one wish per child. They do not build relationships 

with and stand by their children as they continue to struggle. This does, however, 

create an air of excitement for each recipient. They are extremely special that day. 

Starlight, on the other hand, supports their children and families from the initial 

diagnosis through recovery. It is important to show this difference as much as 

possible.  

The Starlight Children’s Foundation has many beneficial national sponsors like 

Nintendo, Forever 21, Michaels, Nestle, Toys R Us, and many more. Although these 

sponsors impact the foundation as a whole, it is essential for Starlight Georgia to 

form local relationships with organizations and individuals. The few local sponsors 

that they do have have not gained the chapter the press they need to gain name 
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recognition and reputability. It is vital for the foundation to connect with 

influential and widely-known local organizations.  

Starlight Georgia has the potential to gain as much attention as the local chapter of 

the Make-A-Wish Foundation and Bert’s Big Adventures. By leveraging the 

uniqueness in their programs and gaining local connections, the foundation will be 

able to increase their name recognition exponentially. 

Atlanta Branding  

To successfully brand Starlight Children’s Foundation™ Georgia as an Atlanta 

organization it is essential to know Atlantans and what they see as important to the 

city. Atlanta is considered home to many prominent companies and influential 

people whether they were born here or currently reside in the area. Being a hub for 

so many potential relationships is vital to the success of the “Atlanta Stars” 

campaign.  

It is not only important to know the key players in the Atlanta culture, but 

relationships must be built through social media and personally reaching out to the 

individuals. Starlight Georgia has the potential to gain sponsorships with widely-

known corporations such as the Coca-Cola Company, the Home Depot, and the 

Intercontinental Hotels Group. Organizations like these make up the essence of 

Atlanta culture. Not only would these sponsorships build Starlight Georgia’s 

credibility within the community, but they form mutually beneficial relationships. 

Large corporations, such as the ones listed above, have the in-kind resources to 

donate to sponsor events while Starlight Georgia provides them with a local 

philanthropy opportunity to build goodwill with the Atlanta community.  

Other charities have received press from having a celebrity spokesperson speak on 

their behalf. Whether it is for a specific program or Starlight Georgia as a whole, 

forming bonds with local and national celebrities will drastically increase Starlight’s 

awareness among the Atlanta people. Currently, Atlanta serves as home to a 

variety of influential people ranging from actors and singers to producers, television 

hosts, and sports stars. Some of the stars that make audiences automatically think 
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of Atlanta include Tyler Perry (director/producer), Julia Roberts (actress), 

Chipper Jones (baseball player), Jason Aldean (singer), and Usher (singer). 

Relationships with stars like these can be leveraged to raise awareness for Starlight 

Georgia as an Atlantan brand. 

Fortunately, Atlanta also has a thriving political scene. Reaching out to individuals 

who currently receive sound press coverage can help Starlight Georgia gain credible 

awareness and much needed media coverage. From former president Jimmy Carter 

to current Atlanta mayor Kasim Reed, bonds should be formed for valuable goodwill 

in the area. Respected politicians backing the foundation will drastically increase the 

local reputation.  

Atlantans are deeply rooted in the city’s history and culture. If leveraged well, 

relationships with these culture makers will provide Starlight Georgia with long-

lasting, tangible results.  

Press Kits  

In order to recruit more patients, Starlight Children’s Foundation Georgia needs to 

increase their relationships with the media. A comprehensive press kit is the most 

important aspect for a nonprofit to efficiently market themselves to all types of 

media sources. Providing concise information via e-mail, their Web site and through 

print will allow them to connect with those who can disseminate the information 

and increase Georgia’s awareness of their brand. By researching press kits from 

nonprofits that are competing for the same target audience’s attention in Georgia, 

OWLPR was able to see what types of formatting and styles work best and what 

content best grabs parents’ and doctors’ attention.  

Bert’s Big Adventure’s online press kit is formatted as an online PDF booklet that 

can be downloaded by anyone at any time. This press kit keeps with Bert’s 

overarching theme of joy and togetherness. It showcases many pictures of happy 

children enjoying their time together away from the pain and loneliness of hospitals 

and treatments. Their booklet includes standard press kit materials, but adds 

information about past and future adventures, a parent thank you note, information 
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on how to donate, and “letters of love.” The media and potential members alike 

can easily access and navigate through the pages of this press kit and the 

information is easy to understand. The added sentimental materials show the 

personality of the nonprofit, pulls on heartstrings, and make for good feature 

stories for the press to write about.  

 

 

 

 

 

 

 

Starlight Georgia needs to focus on making their information concise and easy to 

navigate like the Bert’s press kit. The Starlight information is scattered about their 

website making it time consuming for a journalist to find the information they need. 

It is hard to write on a deadline with how the information is spread about. By 

including elements that coincide with Starlight’s message of escaping the pain 

through entertainment and education they will capture more of their target 

audience’s attention. Including stories and letters from members add credibility and 

create a warm personality for the organization. 

The Make-A-Wish Foundation, however, splits its press kit into five different PDF 

files. Their kit also includes standard materials such as a fact sheet, backgrounder, 

a biography of the CEO, and an explanation of different wishes (what they do and 

how they can help). By having five separate documents to download it makes it 

more difficult to find the specific information a journalist or parent may be looking 

for. Also, the length of this press kit is a little daunting. The explanations of the 

wishes and what the organization can do for someone’s child provide a great sense 



OWLPR 

19 
 

of hope. Make-A-Wish leverages this to capture the hearts of the media and 

parents alike.  

 

 

From this research OWLPR concluded Starlight should have a press kit template 

that can be used in many different formats and recycled as necessary. It should be 

able to fit into one PDF document to be accessed on their Web site and sent 

through e-mail, and it should be short enough to keep printing costs at a minimum 

if it should need to be printed. Not only should their kit include an updated fact 

sheet, backgrounder, biography of Bentley, and descriptions of their programs, but 

it should also include pieces that showcase Starlight’s unique benefits to the 

community. By including their newsletter they will be able to show recaps of past 

events, a calendar of upcoming events, a letter from parents or the article on their 

“Star of the Month” and their mission statement all in one place. If they take a 

printed out press kit to a media source or individual it is important to include 

additional media items such as photos and a DVD of b-roll from events or 

interviews with children and their parents.  

Overall, OWLPR was able to take our research of other nonprofit’s press materials 

and apply what we learned to this campaign. By learning what works best and what 

to avoid we were able to include tactics that will form a solid press kit for Starlight 

Georgia.   
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Past Media Coverage  

To make the “Atlanta Stars” campaign the most effective for Starlight Georgia, it 

was important to discover previous media coverage for the organization (See 

Appendix A v). In finding the source and tone of the previous press received it can 

be concluded that Starlight Georgia portrays a positive and informative image, 

however limited it may be. In order to optimize the search radius in search engines 

like Google, it is necessary to take words from previous press mentions that are 

easily found and incorporate them into new press materials.  

Extending beyond standard news outlets, Starlight Georgia is featured on many 

other organizational outlet sites. These mentions include program briefs, 

sponsorships, and affiliations. This is a significant organizational strength needed to 

reach the organization’s goal of creating brand awareness.  

Previous media coverage, however, did reveal a weakness in Starlight Georgia’s 

press relationships. The minimal media coverage does not lend itself to increased 

name recognition leaving a gap in possible referrals. Press releases from the 

organization should be found online. While earned placements promote reputability, 

it is also important for Starlight Georgia to release information that is crafted 

directly from the organization to ensure that all messages are being relayed to 

target audiences. The Great Escapes™ events are some of the most press worthy 

and interesting aspects of Starlight Georgia. It is imperative that Starlight Georgia 

pitch these events to the local media to gain ample placements in Atlanta media 

outlets.  

A particular concern of the previous media coverage was a “Rip Off Report” for the 

Starlight Children’s Foundation. The organization should attempt to expunge this 

information from the site, or comment on the report’s claim to settle any 

disgruntled feelings. Even though the report is about employment and not the 

company’s actual services, any bad press for a nonprofit can be detrimental to their 

reputation decreasing donations and membership.  
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OWLPR sought out free methods of press release distribution for Starlight 

Georgia to help increase press coverage across the state.  Sites, such as 

pitchengine.com, can be used at no cost to dispense press releases written directly 

by Starlight Georgia. Additional social media release sites, such as PRXbuilder.com, 

can be utilized to release the information online with added interactive materials.  

Previous media coverage proves the need for increased communication efforts 

between Starlight Georgia and media outlets. By following the “Atlanta Stars” 

campaign, Starlight Georgia will be able to restructure how they release information 

to the media making it easier and more efficient. Getting this information out to the 

media can assist with drastically increasing their name recognition and membership 

rates.  

Social Media  

Social media has rapidly become the go-to source for peer-to-peer reviews of 

products and organizations. It is essential for nonprofits to maintain professional 

social media pages to encourage their target audiences to interact with one another 

and to ensure they can quickly dispense accurate information to the greatest 

number of people at one time. Having a strong social media presence will raise a 

nonprofit’s credibility by increasing awareness through parent-to-parent 

communication. Although the Starlight Children’s Foundation™ Georgia is currently 

utilizing several social media platforms, by unifying their online presence they will 

be able to form stronger relationships with their target audiences.  

Facebook is used to develop a brand’s image through two-way communication and 

interactions between followers. The new timeline layout allows businesses to choose 

what images are showcased, highlight important content, and add additional pages 

to the top of the site. This allows visitors to the page to easily find what the 

organization offers and what their central theme is. By providing posts that 

encourage user-driven content a nonprofit will gain more loyal followers. The Make-

A-Wish Foundation® of Georgia and Alabama has a weekly blog post they share 

with their followers. These stories about granted wishes pull on the heartstrings of 

parents encouraging them to comment on the story and share it with their 
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friends. When a follower shares a story on their own timeline it directs their 

friends back to the Make-A-Wish Foundation’s page. These interactions are 

essential for building credibility for the organization.  

 

Facebook users, however, do not want to feel as if they are being directly solicited 

to. It is a Web site for friendly interactions, not advertising. This makes it 

imperative to inadvertently portray the organization’s central message and image. 

Bert’s Big Adventure’s posts share a message of happiness through togetherness 

without solely pushing their company’s agenda. By posting inspirational content 

they show followers they are human, not just a company. Bert’s also makes sure to 

follow other organizations that share their values. This adds to the credibility of the 

nonprofit and links their reputations.  
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At the time OWLPR began the “Atlanta Stars” campaign, Starlight Georgia was not 

yet using the timeline Facebook format. Since then the foundation has switched to 

the newest layout. We will still suggest tactics, however, that will help the 

foundation transition to their new page. It is crucial to provide consistent posts with 

the company’s mission like the aforementioned Make-A-Wish Foundation’s blog 

posts. Posting regularly will encourage interactions. It is also important to 

streamline the foundation’s image between all social media platforms creating a 

consistent image. 

Twitter is one of the best networking resources a nonprofit has. Whether it is 

business-to-business or business-to-consumer, many people turn to Twitter for 

quick information updates and to interact with businesses they like. As always, with 

social media it is necessary to portray a unified message and company image with 

the tweets the organization sends out. The best way to network with people on 

Twitter to gain credibility is to retweet and respond to tweets from influential people 

in the same field, the media who write industry-related stories, and other important 

figure heads. Starlight Georgia currently is leaving a huge gap in their social media 

presence by only posting sporadically. By making simple changes to their tweeting 

habits, Starlight Georgia could reach an exponentially larger audience. Just by 

promoting interaction through asking questions, retweeting posts, or using 

hashtags, the nonprofit can easily increase its social media presence.  

Pinterest is quickly becoming the hottest new social media trend. A case study done 

on Pinterest for businesses shows it is the perfect platform to promote a business’s 

services, core values, image, and goodwill in their community. For example, a 

company could have an event board that promotes future events and allows 

members to pin their own pictures from events. Happy faces sell more than 

company explanations of the event. With these user-generated boards it is 

important to monitor the content being posted as with any other social media site. 

The most significant component of any Pinterest account is promoting it through 

“pin it” buttons on Web sites and blogs as well as using hashtags in the 
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descriptions.  

 

The Make-A-Wish Foundation has already created a Pinterest account with several 

boards that fit naturally with their message and image. They share their credibility 

by posting news stories and their overall message by pinning granted wishes. 

Pinterest will be a great addition to Starlight Georgia’s social media network 

because children and parents alike use it to pin stories and inspiration. By sharing 

their message and values, the foundation can reach a substantial amount of people 

without bombarding them with information.  

By unifying their image across all social media platforms Starlight Georgia can build 

a credible online presence. With the growing demand for “now news” it is necessary 

for nonprofits to maintain their pages just as professionally as they do their Web 

site. If Starlight Georgia makes the minor adjustments set forth by OWLPR in this 

campaign, they will be able to increase their name recognition without additional 

time being spent on it.   

Web Site  

The Starlight Children’s Foundation™ Georgia Web site lacks in comparison to its 

local nonprofit competitors. There is an absence of updated and accurate 

information. Until a couple of weeks ago, their event page still stated their 

upcoming event was one for August 2011. Many of their links in the press section 
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linked to pages that do not exist. The organization of the site makes finding 

information difficult. It is vital for a nonprofit to maintain a professional Web site to 

appear reputable and comparable among their competition.  

 

 

 

 

 

 

 

 

 

The Make-A-Wish Foundation® of Georgia and Alabama has an interactive calendar 

of events that is easily searchable and always updated. This allows site visitors to 

easily find events on specific dates or browse through all of them. Their site as a 

whole is also easily navigated and the layout is extremely clean and professional. 

This gains credibility for the organization. In order for Starlight Georgia to maintain 

a professional reputation, they must maintain their Web site with reliable content. 

OWLPR will provide a few suggestions that will allow the chapter to easily update 

and maintain their online presence through their Web site.  

Evaluation  

Evaluation is a critical component of any campaign because it can provide 

quantitative evidence as to the success of the implemented tactics. OWLPR wants 

to ensure the “Atlanta Star” campaign is given the most beneficial evaluation tools 

to coincide with individual objectives and even particular strategies and tactics 
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whether they are input- or output- based.  

Input-based measurements in this campaign will include the number of “likes” on 

Facebook, followers on Twitter, or attendees to an event. Output-evaluation, 

however, is a little trickier because it deals with number of impressions from 

distributed materials. This campaign includes a lot of brochures, rack cards, etc., 

and although it is easy to count the potential number of impressions from the 

number distributed, it is harder to determine to actual number of people reached.  

A more specific version of an input-based evaluation method is one that is also 

objective-based. This method is ideal for many components of the “Atlanta Stars” 

campaign because it focuses on how outcomes relate to objectives. Not only is it 

easily measurable, but this technique requires the campaign to have specific 

objectives ensuring an accurate reading of the success of the outcomes. For 

example, an objective could be to increase the number of Twitter followers by “X” 

(amount) by “Y” (date). A follower count would be taken on the specified date to 

verify the success of the campaign.  

OWLPR will utilize output- and input-based techniques for each objective in the 

“Atlanta Stars” campaign. If the campaign is followed as it has been laid out, each 

evaluation approach will ensure the success of the campaign is measured 

accurately. 
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VI. Goals, Objectives, Strategies, Tactics 

Goal #1: Increase name recognition of Starlight Children’s 

Foundation™ Georgia. 

Objective #1: Increase general awareness of Starlight Children’s 

Foundation Georgia among the adult population by increasing the 

number of overall impressions by 5% before August 1, 2012.  

Objective #1 Evaluation: Output-based – when measuring the overall 

impressions received from strategies it becomes necessary to break 

down how impressions are measured in each strategy. On August 1, 

2012 all impressions should be combined and compared to previous 

placements and impressions.  

Strategy #1: Obtain five local media placements (print, radio or 

digital) before July 15, 2012 to help increase audience 

impressions.  

Strategy Evaluation: Output-based- when measuring media 

impressions it is first necessary to research circulation and 

distribution. After placements are received, estimated 

impressions can be calculated for each placement. On August 1, 

2012 combine impressions from each placement and compare to 

placement impressions prior to the campaign 

Tactic #1: Write two press releases for upcoming events 

and pitch via e-mail to 30 local print media outlets from 

the provided media lists one week before the event in 

order to create a buzz among the local parents and 

doctors (See Appendices B i, B ii). These press releases 

will include a boiler plate specific to the Starlight 

Children’s Foundation Georgia that can be used in all 
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future releases.    

Tactic #2: Convert aforementioned press releases into 

social media releases using PRXbuilder.com attaching 

pictures and videos from past events (See Appendix B iii). 

Also include links to social media platforms and the Web 

site to encourage media interaction. All social media 

releases should be placed on the Web site and can be 

released for free on sites such as pitchengine.com. Social 

media releases encourage digital press and engage the 

digital community in interaction.   

Tactic #3: Write both a 30 second and a 60 second 

general radio public service announcement with an 

upbeat tone that focuses on how the Georgia chapter 

helps Atlanta children (See Appendix B iv). Pitch these 

PSAs to five local radio stations from the provided media 

list. Public service announcements will attract parents 

who commute and those listening to the radio in waiting 

rooms.  

Strategy #2: Increase social media mentions and interactions 

by 5 percent before August 1, 2012.  

Strategy Evaluation: Objective-based- by utilizing the 

administration panel in Facebook and the administration page 

on Twitter it is possible to track the number of likes, comments, 

shares, mention, retweets, etc. At the beginning of the 

campaign take the initial count of each and on August 1, 2012 it 

will be possible to see the increase. 

Tactic #1: Write one weekly inspirational story about a 

Star on the Starlight Children’s Foundation Georgia’s Web 

site to be shared on Facebook (See Appendix B v). 
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Personal, heartfelt stories attract readers. Weekly 

blog posts will ensure readers return and interact with the 

foundation.  

Tactic #2: Write one weekly event update or wrap-up to 

ensure members and potential members are up-to-date 

with what is going on with the foundation (See Appendix 

B vi). Events are one of the biggest benefits of being a 

member so these need to be emphasized on social media 

platforms. All of these posts need to include links where 

to sign up and/or photos or videos from the event itself. 

Seeing happy children and fun events to attend will 

encourage membership growth.  

Tactic #3: Post one weekly quote, picture or video that 

coincides with Starlight’s message of helping children 

through entertainment and education (See Appendix B 

vi). It is essential to stay consistent with the message. 

Posts not directly related to the foundation, with a little 

bit of thought put into them, will show the human side to 

the organization.  

Tactic #4: Like at least 15 Georgia-based organizations, 

brands and influential people on Facebook to brand the 

Georgia chapter in the Atlanta area (See Appendix B vii). 

Social media is all about interactions and it is important 

to interact with those people who are close to home and 

who can help increase your brand awareness.  

Tactic #5: Tweet at least one time a day (See Appendix B 

vi). These tweets can be informational, educational, 

motivational, inspirational or just questions to encourage 

interactions. Including links or photos in the tweets will 

increase the likelihood that someone will look at them. 
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Again, all tweets need to be consistent with the 

Starlight brand and sometimes can even be pulled directly 

from Facebook.  Creating a social media matrix including 

post category, the post, the social media platform and the 

date of the post for each month will make it easier to 

remember to post on Twitter and Facebook. 

Tactic #6: Follow at least 25 related organizations and/or 

people on Twitter (See Appendix B vii). It is important to 

stand out in the industry and one way to do this is by 

monitoring and participating in other people’s 

conversations. The foundation can follow anyone from 

doctors and healthcare professionals, to family centers, 

support centers, insurance providers, and research 

groups.   

Tactic #7: Follow at least 25 Atlanta based organizations 

and celebrities on Twitter to brand the Georgia chapter in 

Atlanta (See Appendix B vii). For the same reasons as 

stated for Facebook, it is important to interact with people 

who will help influence the brand. It is more important on 

Twitter, however, to actually interact with these followers.  

Tactic #8: Retweet or respond to one conversation on 

Twitter daily (See Appendix B vi). It is important to gain a 

following on Twitter in order to gain a credible reputation. 

Following people does not guarantee they will follow back. 

The best way to increase followers on Twitter is by 

interacting with them- paying attention to what they post 

and respond. Retweet what they post.  

Tactic #9: Promote hashtag #starlightatl for members to 

use to easily track conversations on Twitter (See 

Appendix B vi). The easiest way to track who is talking 



OWLPR 

31 
 

about a company or subject on Twitter, other than 

through Twitter handles, is by getting a hashtag trending. 

Make sure all tweets include this hashtag so it will be 

easy to see who responds and is talking about Starlight 

Children’s Foundation Georgia in particular. Make sure to 

promote the hashtag on other social media sites and on 

the company’s Web site.  

Tactic #10: Create a Pinterest account with at least four 

boards for users to follow and post to (See Appendix B 

viii). Pinterest is rapidly becoming the new go-to social 

media platform for businesses and nonprofits alike. 

Boards make it easy to promote the foundations cause, 

brand, events, programs and other Web sites. It is 

essential to include at least one user-posted board to 

allow users to interact and post how happy they are with 

the organization.   

Strategy #3: Edit the current Starlight Children’s Foundation 

Georgia Web site to conincide with the national theme and 

increase usability before May 31, 2012.  

Strategy Evaluation: Input-based – after updating the Web site 

it will be easy to track how much impact this had on the overall 

impressions for the objective. An easy way to measure the 

effectiveness of the any web-based platform, whether it be their 

Web site or a social media site, is by utalizing Google Analytics. 

By setting up a Google Analytics account before, and tracking 

how the number grew on August 1, 2012, Starlight Georgia will 

be able to track the successfulness of updating any of their sites 

(See Appendix F i).  

Tactic #1: Update current photos to coincide with their 

theme of happiness, entertainment, and recovery (See 
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Appendix ix). The current photos portray sick children 

who appear sad and lonley as if Starlight has not yet 

helped them. Highlighting pictures of happy children and 

families will show potential members what the foundation 

can do for them. It is imperative to focus on the outcome.  

Tactic #2: Ensure all links are functional and direct users 

to correct page. At the start of this campaign links in the 

press room were either broken or directed users to wrong 

press clippings. Non-working links make users frustrated 

and may make them give up on finding the information 

they are looking for. It is important that all information on 

the Web site is easy to find. 

Tactic #3: Update all content on Web site on a daily 

basis. At the beginng on the campaign in January 2012 

the “What’s Happening Now” tab highlighted an event 

from August 2011 (See Appendix B x). If users see an 

organization does not have up-to-date information they 

may assume the organization is disorganized or even not 

functioning anymore. Updating information continuisly will 

ensure members and potential members alike have the 

information they need to fully take advantage of what 

Starlight has to offer.  

Objective #2: Increase awareness of Starlight Children’s Foundation 

Georgia in one new hospital not actively present by August 1, 2012. 

OWLPR recommends starting with hospitals within the WellStar 

Healthcare System as this is where most of the research focused. 

Objective Evaluation: Output-based – the number of hospital 

impressions will be based on how many materials are given out. By 

counting the number of deliverables handed out and attendees to 
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events it will be possible to estimate the number of impressions.  

Strategy #1: Create and distribute print materials for waiting 

and patient rooms that doctors can quickly go over with 

patients.  

Tactic #1: Create a rack card with benefits of joining the 

Georgia chapter to distribute to the children’s ward in two 

hospitals from provided metro Atlanta hospital list (See 

Appendices C i, C ii). Rack cards are cheaper to print than 

brochures, but still have space to include pertinent 

information to parents. The card should include Web site 

information as well as social indicators so potential 

members know to look for them. A QR code will make it 

easy for parents to quickly look up information.  

Strategy #2: Set up Starlight awareness tables in lobbies of two 

hospitals to distribute promotional materials to parents.  

Strategy Evaluation: input-based – by counting the number of 

visitors to the table it will be easy to tell how much awareness 

increased because of the event.  

Tactic #1: Contact local hospitals on the provided list not 

actively referring patients in order to gain permission to 

set up a table (See Appendix C ii). It is important to 

contact hospitals with children’s wards or who specialize 

with the treatment of childhood illnesses. Some hospitals 

may not allow this kind of set up so it is best to contact 

several hospitals at least one month before the event is 

planned to go on. Also, check for any special 

requirements or costs. 

Tactic #2: Create packets for parents to take home. 

Some parents will want to stand and talk with a 
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representative, others will want very detailed 

information, while some will want only the quick 

important details. It is important to have the appropriate 

materials for all. Materials should include a brochure 

targeted toward the parent audience, a backgrounder on 

the Georgia chapter and a flyer with quick information 

(See Appendix C iii). Additional materials could be a tri-

fold board with pictures from past events and detailed 

information on each program or scrap book with pictures.  

Tactic #3: Create Starlight banner for awareness table 

(See Appendix C iv). It is important to grab parent’s 

attention as the pass by. Parents will be distracted 

because their child is at their weakest causing them to be 

at their weakest. Let the banner do the talking. It should 

include the Starlight Children’s Foundation Georgia’s logo, 

the Web site and indicators to social media platforms. Do 

not make the banner cluttered or it will be too distracting 

and hard to read.  

Goal #2: Increase number of Starlight Children’s Foundation Georgia 

members. 

Objective #1: Increase number of referrals from metro-Atlanta 

doctors by 5 percent before August 1, 2012. 

Objective Evaluation: Objective-based – count the number of referrals 

from doctors before the campaign began and on August 1, 2012.  

Strategy #1: Create an informational kit for doctors with 

everything they need to know about the Starlight Children’s 

Foundation Georgia that will persuade them to refer their 

patients.  
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Tactic #1: Write a Starlight backgrounder that 

includes information about Starlight National and the 

Georgia chapter in specific (See Appendix D i). This will 

provide doctors with information about why the 

organization was started, where it has been, how it has 

grown, has it has helped, and where it is headed. It will 

help them see the potential for the foundation to help 

children in Georgia. A solid backgrounder can be easily 

updated and used for multiple audiences.  

Tactic #2: Develop a brochure targeted to medical 

personnel that will include program briefs, Starlight 

Children’s Foundation Georgia statistics, Georgia 

children’s health statistics and how to refer patients. It is 

important to have a separate brochure for doctors 

because they tend to be more analytical, less visual.  

Tactic #3: Put together a DVD compilation of past Great 

Escapes™ and Hospital Happenings™, family testimonials, 

and other videos and picture clips that have an emotional 

appeal (See Appendix D iii, D iv). Some doctors may not 

want to take the time to read through pamphlets, but 

they may sit down and watch a five minute DVD that 

highlights everything the program has to offer. They may 

also want to pass these out to their patients to show 

parents how much Starlight can help their children and 

families.  

Tactic #4: Write a pitch letter to personally ask the doctor 

for their assistance to be included in the informational kit 

(See Appendix D v). Like anyone else, doctors want to 

know they are not just a check mark on a list. Having a 

letter that sounds personalized, even if it is the same 
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letter with their name put in, will add a personal 

element to the kit.   

Strategy #2: Create a personal connection with two individual 

doctors a month from existing medical partnerships (i.e. 

Children’s Healthcare of Atlanta) to increase individual doctor 

referrals by 2 percent.   

Tactic #1: Write a pitch letter to personally ask the doctor 

for their assistance (See Appendix D vi). Like anyone 

else, doctors want to know they are not just a check mark 

on a list. It is important to personally get in contact with 

the doctor, even if just through an e-mail, to thank them 

for their time and ask them for their referrals. It is 

important to include why the foundation has chosen to 

ask them (i.e. their specialty with children, their attention 

to the community) and why the foundation can help their 

patients. It should not be a long letter to show the 

organization is keeping in mind the doctor’s busy 

schedule. 

Tactic #2: Contact doctor’s receptionist if the doctor has 

agreed to meet in order to schedule times to meet and 

personally discuss the foundation (See Appendix C ii). It 

is important to only ask for 15 to 30 minutes of their time 

per that is the normal appointment times and always ask 

to meet at their office unless they suggest elsewhere. Be 

sure to bring the informational materials created above to 

leave with the doctor.  

Objective #2: Increase direct contact with parents to raise parent-to-

parent referrals by 3 percent. OWLPR recommends starting with metro 

Atlanta PTSAs per that is what the research focused on.  
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Objective Evaluation: Objective-based – count the number of 

referrals from parents before the campaign began and on August 1, 

2012.  

Strategy #1: Build relationships with at least ten local and 

national mommy bloggers that have a significant adult 

following. 

Tactic #1: Generate a media list of mommy bloggers (See 

Appendix E iv). Media lists ensure information is easily at 

hand when press releases are written and ready to be 

pitched. Bloggers normally prefer to be pitched via e-mail 

so it is important to include all of their digital contact 

information. Also, be sure to update media lists at least 

once a month to ensure contacts are up-to-date.  

Tactic #2: Pitch all press releases to mommy bloggers 

(See Appendix D vii). Mommy bloggers now have the 

largest influences on how mother’s shop and take care of 

their children. Creating strong relationships with mom 

bloggers will ensure parents receive correct information 

that usually comes in the form of an emotional and logical 

appeal. The information comes from people they trust 

instead of the media. When pitching a blogger it is 

important to know their blog and make them believe you 

are invested in their blog and time. Make it worth their 

wild to write about the cause – be specific!  

Strategy #2: Reach out to local parenting groups to increase 

parent-to-parent referrals.  

Tactic #1: Give a brief presentation at one parenting 

meeting a month (See Appendix D viii). It is important to 

single out parenting organizations and approach them 
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with an emotional and logical appeal. Formulate 

talking points for a five to ten minute presentation that 

will inform members of the benefits of enrolling their child 

and on how to enroll. Parent groups normally meet once a 

month so they can spare a few minutes to outside 

business. It is important to collect e-mail addresses from 

those who want to be on a mailing list to maintain this 

relationship. Parents are more likely to refer when they 

are reminded on a monthly basis of the presentation.  

Tactic #2: Create a flyer to e-mail to local parenting 

groups (See Appendix D ix). The flyer should include the 

same beneficial information as the rack card; however, it 

should grab attention and appeal strictly to parents. 

Some parent groups may not allow “outsiders” to present, 

or will be too far away to travel to so e-mails will be the 

best way to cheaply distribute information. The body of 

the e-mail should introduce the sender and the 

organization. It should explain the flyer and that it can be 

passed out to those parents with ill children.  

Strategy #3: Contact presidents of local PTAs and PTSAs on the 

provided Atlanta metro area school lists to reach a large number 

of parents through a trusted source.  

Tactic #1: Create a flyer to be distributed to presidents 

via e-mail or in person at a meeting (See Appendix D ix). 

The flyer can be the same one sent to the other parenting 

groups. Ensure parents are encouraged to hand out flyers 

at events and to other parents who could not attend the 

meeting.  

Tactic #2: E-mail presidents of the organizations with an 

introduction to the sender and the foundation (See 
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Appendix D x). Ensure all e-mails contain all 

information needed to persuade the president to share 

the information with the parents in the school.  

Goal #3:  Streamline Starlight Georgia chapter to improve 

organizational efficiency. 

Objective #1: Create a consistent image on all print and online 

materials for Starlight Children’s Foundation Georgia before May 31, 

2012. 

Objective Evaluation: Input-based – basically, were the strategies 

accomplished on time or not. Even though there are no specific 

measurements, completing this evaluation on May 31, 2012 will assist 

with the completion of other strategies.  

Strategy #1: Create a consistent brand for the Georgia chapter 

that will trademark the organization as an Atlanta staple.  

Tactic #1: Generate a theme for the Georgia chapter that 

will brand it in Atlanta. The theme should be able to be 

used year after year. It should be a general theme that 

can be adapted to events if necessary. For this campaign 

we chose “Atlanta Stars,” focusing on the children and the 

big city. 

Tactic #2: Create consistent layouts for all print 

materials. Although Starlight nationally has a style guide, 

the Starlight Children’s Foundation Georgia is sporadic 

with a consistent image. All press releases should look the 

same. There should be one type format for all print 

materials out of the office. The foundation will run more 

efficiently with set templates for all print materials (i.e. 

newsletters, flyers, brochures, etc.).  
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Objective #2: Create reusable print materials that can be used in 

multiple situations to increase the efficiency of the Starlight Children’s 

Foundation Georgia before May 31, 2012. 

Objective Evaluation: Input-based – basically, were the strategies 

accomplished on time. Even though there are no specific 

measurements, completing this evaluation on May 31, 2012 will assist 

with the completion of other strategies.  

Strategy #1: Generate a uniform press kit that can rapidly be 

distributed to media outlets and can be quickly adapted to the 

organizations’ current press needs before May 31, 2012.   

Tactic #1: Develop a fact sheet for Starlight Georgia 

highlighting key facts about the organization (See 

Appendix E i). It is essential to include a fact sheet on the 

foundation with any press materials for the media to 

quickly find and pull important facts. The fact sheet 

should include statics on how many people they help, how 

they help, who they help, and how to get in contact with 

them so they can help the person reading.  

Tactic #2: Write a biography on the Georgia staff to 

introduce them to the public (See Appendix E ii). Since 

the Georgia chapter’s staff is basically one person it is 

important to emphasize how much one person can really 

do for the community. A well-written biography can do 

this and get the attention of the media.  

Tactic #3: Assemble a comprehensive press kit including 

both reusable pieces and materials that can be easily 

adapted to current events and needs. The press kit will 

include the aforementioned fact sheet, backgrounder, 

newsletter template, staff biographies, press releases, 
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brochures, and DVD. Additional press materials may 

include a formal event invitation for the press, feature 

story, stock photos, and b-roll footage.  

Strategy #2: Create print materials for existing donors and 

members by May 31, 2012 to increase interaction by 100 

impressions a month before August 1, 2012. 

Strategy Evaluation: output-bases – count how many 

newsletters were distributed or viewed before the campaign 

began and on August 1, 2012.   

Tactic #1: Create a newsletter template to be used online 

and in print for current and potential members as well as 

donors, sponsors, and hospital personnel who sign up to 

receive it (See Appendix E iii). The newsletter will provide 

up-to-date information on events, features on children 

they are helping, current medical stories, and donor 

information. It is important to keep a consistent layout 

month-to-month to make the newsletter easily 

recognizable and readable.  

Strategy #3: Generate media lists by May 31, 2012 to assist 

with distribution of press materials.  

Tactic #1: Comprise media lists for specific purposes such 

as events, launches of new hospital rooms, features on 

children, etc. (See Appendix E iv). Media lists should 

include the news outlet, name of contact, contact’s 

position at outlet, what they write about or their beat, 

how they prefer to be pitched, their e-mail, and their 

phone number. Although this is a lot of information on 

one spread sheet, it will ensure the foundation pitches to 

the right media and allow them to do so quickly. Media 
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lists should be updated on a monthly basis to ensure 

all contact information is up-to-date.  

Objective #3: Update social media sites to match appearance of the 

Starlight Children’s Foundation Georgia’s new Web site and to increase 

ease of use by members and potential members before May 31, 2012.  

Objective Evaluation: Input-based – basically, were the strategies 

accomplished on time. Even though there are no specific 

measurements, completing this evaluation on May 31, 2012 will assist 

with the completion of other strategies.  

Strategy #1: Update Facebook page to a cleaner appearance 

and to be consistent with the new theme and Atlanta-based 

brand to increase interactions by 2 percent. 

Strategy Evaluation: Objective-based – count the number of 

user interactions before the new site is launched and on August 

1, 2012 after the completion of the campaign. 

Tactic #1: Convert the foundation’s current Facebook 

page to the newest Timeline format (See Appendix E v). 

The new format has a cover photo that grabs users’ 

attention and allows the company to boldly portray their 

message. The layout also allows for added pages such as 

“Your Stories” and “Events” and displays the page’s 

personal likes at the top of the page. It helps users 

become more familiar with the brand. The timeline wall 

format also allows larger photos and videos to be 

displayed as well as expanded posts. This focuses users’ 

attention on what information the organization wants 

them to and allows more information to be viewed at one 

time.   
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Tactic #2: Design a compelling cover photo displaying 

smiling children, stars, and the colors of Starlight (See 

Appendix E v). The cover photo is the first thing that 

draws users’ attention on the site. It must display 

Starlight’s message of recovery and support through 

entertainment and the “Atlanta Stars” theme that will be 

present in all other materials.   

Tactic #3: The profile picture should be changed to the 

purple Starlight Children’s Foundation logo or to a picture 

of the mascot and a child without the additional logo with 

the sad children at the bottom. Even though the profile 

picture has been reduced in size it needs to stay 

consistent with the Starlight message of hope and looking 

toward the future.  

Strategy #2: Update Twitter page to be consistent with the new 

Facebook page and Web site.  

Tactic #1: Delete any duplicate Starlight Children’s 

Foundation Georgia Twitter accounts. As of right now 

there are two Georgia chapter Twitter accounts and the 

incorrect one is much easier to find than the account that 

is currently being used. Duplicate accounts not only look 

unprofessional, but it causes confusion in users. If a user 

sees an inactive account they might not search further for 

one that is being used. If the foundation cannot 

remember the password for the account, or if it was not 

created by the foundation, they can submit a request to 

Twitter for it to be deleted. 

Tactic #2: Change the current Twitter name to “Starlight 

Children’s Foundation Georgia” so it is the same on all 

social media platforms. Having the same name on all 
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platforms portrays a sense of unity within the 

organization. It also makes it easier to search and find 

not only within the platforms themselves, but also in 

search engines like Google.  

Tactic #3: Change the profile picture on Twitter to match 

the updated profile picture on Facebook. Again, creating 

this since of unity will streamline the organization and 

make it look more professional and reputable.  

Objective #4: Create internship program by May 31, 2012 to assist 

with public relations and social media tasks to increase efficiency in 

the office and to maintain new brand both in print and online. 

Objective Evaluation: Input-based – basically, were the strategies 

accomplished on time. Even though there are no specific 

measurements, completing this evaluation on May 31, 2012 will assist 

with the completion of other strategies.  

Strategy #1: Hire at least one unpaid intern to assist in completing 

the aforementioned public relations and social media tasks.  

Tactic #1: Create an internship listing to post on 

Kennesaw State University’s and Georgia State 

University’s career Web sites (See Appendices E vi, E vii). 

An internship listings should include basic information 

about the foundation, qualities they are looking for in an 

intern, required experience or level in studies, basic 

listing on intern duties, how many hours per week they 

are expected to work, and if it is paid or not. Many college 

interns are willing to accept an unpaid internship if they 

are able to obtain college credit for it.   

Tactic #2: Compile an internship task memo to 

thoroughly describe the intern’s responsibility and daily 
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tasks (See Appendix E viii). It should also describe 

any special assignments they may require throughout 

their stay with the company. This memo should be 

updated as new tasks become pertinent and old ones 

become obsolete.  
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VII. Conclusion  

After completing the “Atlanta Stars” campaign, OWLPR is confident the Starlight 

Children’s Foundation™ Georgia will be able to achieve excellent results. 

Starlight Georgia is beginning the campaign with a strong foundation. Their 

passion and dedication to their mission of supporting Georgia’s children will give 

them the drive they need to take the organization to the next level.  

The tactics outlined in this campaign are designed to raise Starlight Georgia’s 

name recognition in order to increase the number of children they are able to 

assist. The campaign provides both organizational as well as public relations 

based suggestions. Although the campaign itself will run May through July, 

many of the suggestions are meant to provide permanent solutions and continue 

to help Starlight Georgia with their mission.  

OWLPR wishes Starlight Georgia the best of luck going forward with their 

endeavors. We hope we have laid out an easily navigable plan to help the 

foundation reach its goals. We look forward to working with Starlight Georgia 

and watching the success it is destined to achieve.   
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VI. Campaign Budget 

 
This is the estimated campaign budget if the Starlight Children’s Foundation™ 

Georgia received no in-kind donations or discounts at retail venues. This budget 

also does not include discounted bulk purchases as it just includes the need of the 

“Atlanta Stars” campaign. 

 
 

Item  Cost Description Quantity 

Press Kit 
Materials $270  

Paper, ink for 
printer, customized 
folders 

Materials for 
200 kits 

Printing Costs $927.19  

Rack cards, doctor 
brochures, parent 

brochures, flyers. 

Materials for 
2,500 

individuals 

Awareness Table 
Costs $141.99  

Table for event, 
table cloth, balloons, 

candy, Starlight 
pencils, banner for 
table 

Materials for 
500 visitors  

DVD Compilation $135  
Labor costs, DVD 
costs, labeling costs 

Materials for 
50 DVDs 

Online Media  $0  

Facebook account, 
Twitter account, 

Pinterest account, E-
mail Account, 
Constant Contact 

account, Google 
Analytics account One Each 

Travel Costs  TMD 

Gas for events, 
delivery of press 

materials, speaking 
engagements  Varies  

Tax $88.45  County Sales Tax 6% 

Total Estimated 
Cost $1,562.63      
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VIII. Proposed Campaign Schedule  

Pre-Campaign Media Exposure 

 March 19 – 25  

 Pitch “Easter Extravaganza” to 30 local media outlets with provided 

press release  

 April 15 – 21 

 Pitch Braves Game event to local media with provided press release  

“Atlanta Stars” Campaign  

 May 7 – 13 

 Campaign Begins 

 Set up Google Analytics account with given step-by-step guide 

 Complete edits of Starlight Georgia Web site including updating 

photos, ensuring all links are active, and all information is up-to-date.  

 Order folders for press kits  

 Organize provided print materials 

 Order copies of print materials  

May 14 – 20 

 Organize copies into assembled press kits and deliverable formats  

 Update Facebook Timeline with suggested image adjustments 

 Begin daily Facebook posts from social media matrix 

 Begin daily Twitter posts from social media matrix 

 Send internship listing to Kennesaw State University and Georgia State 

University. May also send to additional schools as needed 

 Establish initial contact with Karla Harvill to establish connection with 

WellStar Healthcare System to discuss campaign initiatives to gain 

relationships with doctors  

 Create next month’s corresponding week’s social media matrix  

May 21 – 27  

 Begin contacting specialists on provided list to create DVD compilation  

 Contact three relevant hospitals by phone a week from provided list to 

discuss having a Starlight Georgia awareness table 
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 Perform internship interviews with three candidates and notify 

intern qualifier by Friday 

 See social media matrix 

 Create next month’s corresponding week’s social media matrix  

May 28 – June 3 

 Continue contacting hospitals until desired number of events is 

reached  

 Begin contacting PTSAs and PTAs from provided metro Atlanta school 

lists to discuss arranging Starlight Georgia speaking at a monthly 

meeting or sending flyers to be distributed to members. It is 

recommended that five schools a week are contacted through e-mail.  

 Create content for June monthly newsletter  

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  

June 4 – 10 

 Send out e-blast with newsletter to members, any lists of potential 

members, and donors  - post to Web site in a PDF file  

 Begin following recommended Twitter and Facebook users  

 Begin creating relationships with aforementioned users utilizing 

suggested tactics  

 Contact DVD makers about DVD compilation – send needed materials 

when to selected outlet 

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  

June 11 – 17  

 Send out PSAs to provided local radio stations 

 Distribute rack cards to Children’s Healthcare of Atlanta Hospitals and 

participating doctor’s offices  

 Confirm awareness table event dates 

 Confirm speaking engagements at PTSA meetings and parents 

organizations 

 Contact ten doctors’ receptionists from previously contacted healthcare 

groups to set up meeting times to discuss patient referrals  

 See social media matrix 

 Create next month’s corresponding week’s social media matrix  

 



OWLPR 

50 
 

June 18 – 24 

 Create free Pinterest account  

 Add “pin it” button to Web site and advertise through Facebook and 

Twitter  

 Set aside 30 minutes a week for pinning 

 *** Leave time for hospital awareness tables  

 See social media matrix 

 Create next month’s corresponding week’s social media matrix  

June 25 – July 1  

 Create content for July newsletter  

 Perform midterm evaluation including analyzing Google Analytics to 

ensure campaign is on track  

 *** Leave time for parent organization meetings 

 *** Leave time for PTSA meetings 

 Follow up with hospitals to discuss any questions or concerns 

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  

July 2 – 8  

 Follow up with parent organizations to discuss any questions or 

concerns  

 *** Leave time for hospital awareness tables  

 *** Leave time for face-to-face meetings with individual doctors 

 Send out e-blast with newsletter to members, any lists of potential 

members, and donors  - post to Web site in a PDF file  

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  

July 9 – 15  

 Follow up with hospitals to discuss any questions or concerns 

 See social media matrix  

 Follow up with doctors to discuss any questions or concerns 

 Begin e-mailing flyers to parent organizations that are unable to give 

time to an outside speaker 

 *** Leave time for parent organization meetings 

 *** Leave time for PTSA meetings 

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  
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 July 16 – 22  

 Create content for August monthly newsletter  

 ***Leave time for monthly events  

 Distribute any additional materials to doctor offices (i.e. additional rack 

cards, brochures, or informational kits) 

 Follow up with remaining parent groups and doctor offices  

 Make plan for continuation of name recognition growth after 

completion of campaign  

 See social media matrix  

 Create next month’s corresponding week’s social media matrix  

July 23 – 29 

 “Atlanta Stars” campaign is now complete – allow off week for 

continued growth in numbers  

 Continue with the necessary tactics such as social media posts and 

matrixes, newsletter development and e-blasts, etc.   

July 30 – August 1 

 Conduct final evaluation specified for each objective and individual 

strategies  

 Analyze evaluation findings  

 Write up conclusions of level of success of campaign  

 Continue with the necessary tactics such as social media posts and 

matrixes, newsletter development and e-blasts, etc.   
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