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Excutive Summary

 As an agency, we feel that it would be in the best interest of the Monroe 
County Girls Inc. to implement various strategies in order to appeal to the student 
public of Indiana University.  With the hustle and bustle of typical student life, this 
can be a challenge.  However, we feel that executing these research-backed strate-
gies will significantly improve the number of student volunteers for Girls Inc.
 Within the student public, we feel that it is necessary to put a primary focus 
on freshmen.  Since it is probable that they will volunteer for their whole stay in 
Bloomington, it would definitely be an asset to the organization.  There are various 
events and programs specifically designated to this group of students throughout 
the school year. 
 We also feel that there is considerable potential in attracting a male audience.  
Males, being a large portion of students in Bloomington, need to be enlightened 
that the young girls of Girls Inc. need male role models equally as much as they 
need female role models.  We plan to execute very specific tactics in order to invite 
male attention.
 With social media gaining rapidly in popularity, it is vital to a campaign 
strategy that we consider the effects of social media on potential volunteers.  A 
trendy, technologically savvy student audience will be expected by keeping up-to-
date with current trends on popular sites like Facebook and Twitter.  Girls Inc. of 
Monroe County should aim to spark conversation with their publics on these social 
networking sites that make it so convenient to inform and persuade.  Students and 
other publics interacting on these forums will cause the sites to gain popularity and 
therefore spark interest in the organization.
 We are confident that with the right methods of action, Girls Inc. will have 
no problem bringing in a greater amount of student volunteers.  As a well-known, 
well-rounded organization, Girls Inc. has the potential to make a difference in even 
more lives around the country.  The number one priority in our campaign efforts is 
to keep the mission alive and thriving.

Girls Inc.: “Inspiring all girls to be strong, smart, and bold.”



4

Situation Analysis

 After completing secondary research we conclude that Girls Inc. is a com-
pany focused and committed to empowering girls and breaking gender stereo-
types.  Girls Inc. offers a diverse curriculum of after-school and full-day programs 
that inspires girls to be “strong, smart & bold.”  Program offerings include Sporting 
Chance®, Creative Expression, Operation SMART®, Leadership Skills, Chemistry, 
Homework Help, Hands-On Science, and Media Literacy.  These affordable pro-
grams are created by a national Girls Inc. staff, based upon long-term research, and 
distributed through Girls Inc. local affiliates.  Certain programs are also offered 
in Spanish.  We need to look into how exactly Girls Inc. has advertised these pro-
grams specifically to different audiences.
 Secondary research shows that Girls Inc. has an established social media 
presence on the web.  In order to create an effective campaign proposal, we need to 
figure out how the social media trend is being implemented by Girls Inc.  There is 
a Monroe County Girls Inc. Facebook page, but the Twitter page is on the national 
level only.  There are a significant amount of “friends,” “fans,” and “followers” 
but it is unclear how effective the organization’s social media strategy actually is 
in calling these followers to volunteer.  It is also necessary to uncover any emerg-
ing social networking trends, and if they are prevalent enough to focus a campaign 
around.
 Girls Inc. campaigns in the past have been primarily implemented on the 
national level.  Although the campaigns are well constructed and diverse, it is un-
clear from secondary resources how well individual Girls Inc. chapters are benefit-
ting from these programs.  It is important on the local level to understand distinct 
publics per area and how they could be called to action with Girls Inc.  We need to 
learn what strategies, if any, Girls Inc. has used in the past to target more specific 
audiences, and more importantly, whether or not these strategies were effective. 
 Once someone is interested to volunteer at Girls Inc., the concerns are differ-
ent.  First of all, it is important to deliniate the issue of transportation.  Will volun-
teers be willing to find a means of travel in order to get to the location?  We need 
to uncover the most popular and effective transportation methods on a more local 
level.  Also, it would be beneficial to find out not only what motivates the volun-
teer public to find out more information about the organization, but also what 
would motivate them to become a long-term volunteer.
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SWOT Analysis

STRENGTHS
•	    Diverse projects (science   

 and math)
•	    Motivates girls to donate   

 time and get involved
•	    Local and national    

 organization
•	    Affordability
•	    Offers programs after school  

 and during summer, spring,   
 and winter breaks

•	    Been around for a long time
•	    Spanish-speaking groups
•	    Website very informative
•	    Gender equity

OPPORTUNITIES
•					Using	IU	affiliation	for	role		 	

 models (resume building)
•	    Getting different publics   

 within the student     
 population more     
 involved using different   
 events throughout the year

•	    Possible donor events
•	    Social media generation   

 (Twitter, Facebook, YouTube)
•	 For older girls, to include

 more networking     
 opportunities (more guests,   
 make more community ties)

WEAKNESSES
•	    Not a lot of advertising
•					Not	a	significant	amount	of			

 community involvement
•	    Just organization postings   

 on social media, no    
 “conversation”

•	    List of needs on website is   
 lengthy

•	    No updated list of donor   
 events

•	    Lack of updated     
 technology and materials

THREATS
•	    Families with both male and  

 female children
•	    Why donate to Girls Inc.   
	 over	other	nonprofits

•	    College students as    
 volunteers (4-year turnover)
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Research Plan

 After examining secondary research, we decided as a group that it is neces-
sary to conduct primary research concerning Girls Inc.’s community awareness, 
especially within the student public.  We feel that it is a crucial opportunity for 
Girls Inc. of Monroe County to reach out to student volunteers.  It is essential to 
our campaign to conduct research to find out how much of the Indiana University 
population knows about Girls Inc. and its mission.
 We intend to conduct a survey to find out where the community stands in 
relation to our organization.  We decided that the most practical way to go about 
this is by creating a survey via Google Docs or Survey Monkey and by spreading 
the survey via email and social networking sites (Twitter, Facebook, etc.).  We want 
to find out where Girls Inc. stands in comparison to similar programs in the Bloom-
ington area, as well as which areas of volunteering appeal to certain demograph-
ics.  It is also vital to understand what would motivate volunteers to devote time to 
Girls Inc. in particular.  Contrary to this, it is also necessary that we find out what 
prevents people from volunteering.
 We also realize the lack of information about male involvement with Girls 
Inc. We feel that despite the organization being about the well-being of girls in 
particular, there is an opportunity for males to come in and represent a male role 
model.  We intend to find answers to questions such as: Would males be a legiti-
mate public on which to focus?  and What programs would the male public be 
most interested in helping with at Girls Inc.?  We will hopefully conclude from our 
research if males would, in general, be interested in volunteering at Girls Inc.  
 We also need to find out other demographic information such as age, race, 
education, and socioeconomic status from the community to decide on which area 
of the population we should focus.
 We will also include in our survey possible transportation methods in order 
to hopefully eliminate concerns about transportation from potential volunteers and 
parents of Girls Inc.’s members.  We could ask questions such as: What method of 
transportation do you use on a daily basis?  This will likely lead to a solution to our 
travel concerns. 
 Lastly, we would like to address the best ways to communicate and converse 
with the student public therefore, in our survey, we would like to get an idea of 
what types of social media people are using. In order to do this, we would like to 
ask on our survey if people are interested in Facebook, Twitter, etc. in order to un-
derstand which social media arenas would be most useful on which to spend time, 
and to try to create conversations with the community.
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Survey Results - Demographic Data

45 Indiana University-Bloomington students
 took our survey online via GoogleDocs.



8

Survey Results
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Survey Results continued

22 out of 45 people surveyed said they would be motivated to volunteer for 
Girls Inc. if they were given more information about the organization.

10 out of 45 people surveyed said they would be motivated to volunteer for 
Girls Inc. if they had more free time in their schedules.

Most Intriguing Programs 
Offered at Girls Inc.
• Helping young girls resist 

peer pressure- 47%
• Preventing adolescent 

pregnancy- 31%
• Monitoring sports and 

physical activity- 29%
• Inspiring leadership and 

community action- 27%
• Project BOLD (safety at 

home and online)- 27%
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Research Findings

Class Standing
• Freshmen- 73%
• Sophomores- 11%
• Juniors- 16%
• Seniors- 2%

Transportation
• Walking is the number one method of 

transportation used by the students 
surveyed at 73%.

• Campus bus- 11%
• Bloomington transit- 7%
• Biking- 4%

Social Media
• Facebook is the main social media site 

used by the students surveyed at 98%.
• Twitter- 71%
• Google+- 22%
• LinkedIn- 16%
• Tumblr- 7%

Importance of Volunteering in General
• The greatest number of students think 

it is very important to volunteer at 49%.
• Important to volunteer- 29%
• Somewhat important to volunteer- 7%
• Not very important to volunteer- 2%

Importance of Volunteering to Future 
Employers
• The greatest number of students think 

it is important to future employers to 
have volunteer hours on a resume at 
40%.

• Very important to have volunteering 
on a resume- 38%

• Somewhat important- 7
• Not important- 2%

Current Volunteering
• No one that took our survey currently 

volunteers at Girls Inc.
• Currently does no volunteering- 80%
• Currently volunteers at the Boys and 

Girls Club- 11%
• Currently volunteers at the Harmony 

School- 7%
• Currently volunteers with the Girl 

Scouts- 2%
• 18% know someone involved with 

Girls Inc.
• 78% do not know anything about Girls 

Inc.

Motivation to Volunteer
• Top three answers:
1. More information
2. Knowing the mission of the organiza-

tion
3. Time commitment
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Campaign Plan

Overarching goal:
To increase the number of student volunteers at Girls Inc. of Monroe County.

Objective 1: To increase the number of student volunteers that are freshmen.

Strategy:  We feel that appealing to the freshman population at Indiana Univer-
sity would be very beneficial because, hopefully, they would be open to volun-
teering for the duration of their residence in Bloomington.  Freshmen are new to 
campus and sometimes more eager and excited to meet new people and try new 
things than their older classmates.  Also, since freshmen are typically in close liv-
ing quarters and surrounded by their peers on a constant basis, getting the word 
out to a group of them would potentially lead to many others knowing about the 
organization.  Our main strategy to address the freshmen student volunteer public 
is simply to spread awareness.  We need to inform students that there is a Mon-
roe County Girls Inc. and that the organization is open to student volunteers.  It 
would be advantageous to spread Girls Inc.’s mission statement to the students so 
they are aware of what the company seeks to achieve in their volunteer programs.  
Freshmen should also be reminded how important it is to most employers that 
candidates have a history of volunteering.  It is definitely a valuable asset on any 
resume.

Tactics:  In order to target a campaign strategy specifically towards freshmen at In-
diana University, we must consider activities and events on campus that are engag-
ing to this age group.  We plan to focus mainly on two specific events: the Student 
Involvement Fair in September and the Martin Luther King Jr. Volunteer Day in 
January.  Both of these events are aimed to get students involved in clubs, volun-
teer programs, and other organizations around the Bloomington area.  Girls Inc. 
will have a booth at the Involvement Fair with representatives to take down names 
and contact information from students willing to get acquainted with the organi-
zation.  To advertise this booth before the fair, we will put flyers up particularly 
in freshmen dormitories, eating areas, bathrooms, and more.  Chalking outside of 
classroom buildings and busy sidewalks will also help to inform people of the Girls 
Inc. booth at the fair.  Around the New Year holidayis also a very convenient time 
to get the attention of student volunteers.  The “A Day On, Not a Day Off” Martin
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Luther King Jr. Volunteer Day should be advertised to freshman as well as other 
students as a way to get involved with Girls Inc.  This program mainly encourages 
students to spend their day off of school giving back to the community.  Flyers and 
chalking should also be used to call attention to Girls Inc.’s participation in this 
event.

Key Messages:  It is important to remind freshmen that volunteering at a well-
known, nation-wide organization such as Girls Inc. can be very rewarding for 
many reasons.  First of all, the face-to-face contact with the girls of Girls Inc. is very 
gratifying.  Simply donating money or volunteering time for a faceless cause is not 
the same experience.  Also, it is a factor that will stand out to employers on a re-
sume.  Since the organization is prestigious, many people will recognize the name 
and associate it with a good cause.

Objective 2: To end the notion that male volunteers are not needed at Girls Inc.

Strategy:  Males are a significant amount of Indiana University’s population; there-
fore it is necessary to include them in a campaign striving for more student volun-
teers.  Although Girls Inc.’s mission is to empower young girls, it is imperative that 
they have male role models in their lives as well as female.  Girls Inc. must appeal 
to a male audience and motivate them to volunteer.  Males should know that there 
are various programs through Girls Inc. with which they could assist.  There are 
sports-related activities, after-school tutoring sessions, and many other courses that 
could benefit from male help.

Tactics:   In order to attract a male audience, we should hang flyers in more male-
concentrated buildings at Indiana University, for example the School of Health, 
Physical Education, and Recreation (HPER), the Wildermuth Intramural Center, 
and the Student Recreational Sports Center (SRSC).  The flyers should emphasize 
the need for female and male volunteers in areas such as coaching and officiating 
Girls Inc. sporting activities.  There is also an opportunity to get males involved 
with the organization at the Student Involvement Fair.  If there is a male represen-
tative of the organization present at Girls Inc.’s booth, males would be more likely 
to stop, ask questions, and potentially become interested in volunteering.

Campaign Plan continued
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Key Messages:  As stated, it is central to attracting the male student public to assert 
the fact that male volunteers are needed as role models for young girls at Girls Inc.  
There are plenty of diverse programs that males could be involved with and feel 
comfortable in the environment.  As for all student publics, the concept of resume-
building and volunteer experience is also a benefit from devoting time to Girls Inc.  
The rewarding experience cannot be matched at many other organizations.

Objective 3: To increase “conversation” on popular social media networking 
sites.

Strategy:  Social media networking sites are gaining popularity every day.  As our 
research shows, the vast majority of the student population take part in some form 
of social media.  They are now an essential aspect of any public relations, adver-
tising, or marketing campaign geared toward an adolescent and adult audience.  
Although Girls Inc. does have a Twitter account and a Facebook page, there is an 
apparent lack of conversation with the student public in particular.  It is easy to 
utilize the popularity, speed, and convenience of these networking sites.  To attract 
a student audience, there should be an effort to keep up with the latest Twitter and 
Facebook technology trends.  This will be a trigger for the technologically savvy 
students at Indiana University.

Tactics:  In response to the growing Twitter craze, Girls Inc. should create an ac-
count specifically for the Monroe County chapter.  The Girls Inc. Twitter account is 
currently only at a national level and does not include anything from the Monroe 
County location in particular.  This Twitter account should highlight main events of 
the chapter and frequently post updated videos and photographs of special events 
and current programs.  There should also be an attempt to tweet on a daily basis if 
for nothing else but to persuade people to make the first step to get more informa-
tion on the organization.  This Twitter account should especially highlight Indiana 
University campus events in order to inform students of upcoming opportunities 
to get involved.   In addition to the Twitter adaptations, the Monroe County Girls 
Inc. should also update their Facebook page.  The new “timeline” technology on 
Facebook makes pages more graphic and visually appealing.  It is a crucial step

Campaign Plan continued
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in keeping up to date with current social media trends.  This fan page should also 
include frequent photographs and videos from various events hosted by the or-
ganization.  It may furthermore be favorable to add a Girls Inc. Monroe County 
Facebook fan group specifically for student volunteers.  This would be an excellent 
way to put students in contact with other students who are seeking more informa-
tion.  This could also aid with the issue of transportation, because student volun-
teers coming from Indiana University’s campus could carpool with others doing 
the same thing.  Finally, the Girls Inc. Monroe County Twitter and Facebook pages 
should be included on the various flyers posted around campus.  Social media is an 
easy way to spark interest in students’ minds.

Key Messages:  If students are going to be motivated to volunteer given their busy 
schedules, they need an accessible forum of information with a lot of detail.  For 
Girls Inc. to keep up on the social media front would label it as trendy and fun in 
a young person’s mind.  It is also a great forum for inspiring community involve-
ment within a more specific public such as Indiana University students.  Lastly, 
social media provides a vast network of people who are interested in similar values 
and programs.  It keeps people connected for years, even over long distances.  This 
is a significant advantage for students looking for networking potential in the pro-
grams and organizations in which they are involved.

Campaign Plan continued
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Campaign Timetable
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Publics & Messages Chart

Public Objective Strategy Tactic Message
Student
Volun-
teers at IU 
Blooming-
ton

Increase 
“conversa-
tion” and 
followers on 
social media 
networking 
sites

Utlilize avail-
ablity and 
popularity of 
social net-
working sites, 
keep sites 
updated for 
more trendy 
appeal

Create Monroe 
County Girls 
Inc. Twitter ac-
count, update 
Facebook 
page

More detailed 
information, 
notion that 
Girls Inc. is fun 
and trendy, 
importance of 
community in-
volvement, net-
working

Student 
Volunteers,
especially 
freshmen

Increase 
student vol-
unteers that 
are freshmen, 
possibility 
of four-year 
commitment

Spread 
awareness:
Monroe 
County 
chapter 
open to stu-
dent volun-
teers

Info booths set 
up at Freshman 
Orientation 
& Welcome 
Week,	flyers	for	
Involvement 
Fair and MLK 
Day

Face-to-face 
volunteering 
opportunity 
over four years, 
resume-building 
opportunity, di-
verse programs 
for each indi-
vidual’s interest, 
importance of 
volunteering

Student 
volunteers, 
especially 
males

End notion 
that male 
volunteers 
are not 
needed at 
Girls Inc. 

Appeal to a 
male audi-
ence, inform-
ing of differ-
ent programs

Flyers for Girls 
Inc. coaches 
posted in HPER 
and SRSC 
buildings, male 
representative 
at Involvement 
Fair Booth

Many diverse 
programs for 
male volunteers, 
men needed 
as role models, 
resume-building, 
good experi-
ence
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Facebook
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Twitter
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Evaluation Plan

 As part of our proposal we want to explain how you will be able to evaluate 
our success and the progress we hope to make for your organization.  You will be 
able to gauge our success by evaluating the tactics we use to increase awareness of, 
and participation in, your program.  We have designed multiple different resources 
to make it as simple as possible to assess our initiatives.

Volunteer Sign-in Sheet

 We will be able to track each and every volunteer at Girls Inc. with a useful 
sign-in sheet.  This form will include the volunteer’s age, gender, e-mail address 
and so forth, but it will most importantly include sections headed “Are you a first-
time volunteer?” and “How did you hear about Girls Inc.?”  The “age” section will 
be useful in tracking how many college students are first-time volunteers and how 
many heard about Girls Inc. via our agency’s tactics.  This will also make it evident 
whether our efforts are appealing to freshmen, one of our most essential publics.  
Our specific feedback points are in October and March, but this volunteer form will 
make evaluation available at any point in the campaign.

 We chose October and March as vital feedback points because of our two 
main initiatives to get the word out: the Student Involvement Fair in September 
and the MLK “A Day On, Not a Day Off” Volunteer Day at the end of January.  If 
these efforts are successful in attracting more student volunteers, it will be obvious 
within a month.  Since the HPER and the SRSC initiatives are ongoing throughout 
our campaign, evaluation of these tactics can be performed at any point.

Social Media Tracking

 Our implementing of various social media tactics will be ongoing throughout 
the extent of the campaign.  We will be able to track the amount of new followers 
on Twitter and Facebook as well as the comments and messages we receive from 
those interested in helping out or participating in Girls Inc.  Our goal is to assist the 
organization in conversing with the public, not just informing them.  Therefore, our 
main method of social media tracking should be to evaluate the increase in volun-
teer postings and messages in interaction with the organization.
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Volunteer Form

First Name: 

Last Name:

Gender:

Age:

Address:

Email Address:

1st Time Volunteer?

How did you hear about Girls Inc.? 
(Please select only one.)

•	Flyer
•	Facebook
•	Twitter
•	From a friend
•	Campus event
•	Other:

Visit the live online form at: http://goo.gl/VvNft
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Appendix - Survey Questions

What is your gender? 
• Male
• Female
What is your class standing? 
• High school student
• College Freshman
• College Sophomore
• College Junior
• College Senior
• Grad student
Where do you currently live?
• Oncampus dorm 
• Oncampus apartment 
• Oncampus Greek housing 
• Offcampus apartment 
• Offcampus house 
Where do you attend school?
• Indiana University - Bloomington 
• Ivy Tech Bloomington 
• Other college or university 
• None of the above 
• Other 
What forms of social media (if any) do 
you use? 
• Twitter 
• Facebook 
• MySpace 
• Upload videos to YouTube 
• Watch videos on YouTube 
• Google+ 
• LinkedIn 
• None
What mode of transportation do you use 
most often to get from place to place?
• Campus bus 

• Bloomington Transit 
• Walking 
• Bike 
• Personal vehicle
If you are aware of Girls Inc., how did 
you first hear of it?
• From a friend 
• Classroom 
• Online 
• Flyers/posters on campus 
• Radio 
• Television 
• Church 
• Facebook 
• Twitter 
• Other:   
Please check the box or boxes indicat-
ing the local nonprofit organizations for 
youth that you are aware of: 
• The Boys and Girls Club
• Harmony School
• Girls Inc. 
• Girl Scouts
• Boy Scouts 
• None of the above 
How familiar are you with Harmony 
School?
• Aware or Unaware. 
How familiar are you with Girls Inc.?
• Aware or Unaware.  
How familiar are you with Girl Scouts?
• Aware or Unaware.  
How familiar are you with Boy 
Scouts? 
• Aware or Unaware. 
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Appendix - Survey Questions continued

Do you currently volunteer at any of 
the following?
• The Boys and Girls Club 
• Harmony School 
• Girls Inc. 
• Girl Scouts 
• Boy Scouts 
• None of the above 
Do you know anyone involved in 
Girls Inc.? 
• Yes 
• No
How Important is it to you to be able 
to utilize mass transit to get some-
where off campus? 
• Very important or unimportant. 
If you are not currently a volunteer at 
Girls Inc. but are aware of the organi-
zation, what has prevented you from 
volunteering?
• Not enough time 
• Do not have a way to get there 
• Not interested 
• I am not aware of Girls Inc. 
•  Other: 
What would motivate you to volun-
teer at Girls Inc.?  
I think it is important to volunteer. 
• Agree or disagree.
I think my future employers will look 
for community involvement and vol-
unteering on my resume. 
• Agree or disagree.

Of these programs offered by Girls Inc., 
which 3 would you most likely be inter-
ested in helping with? 
• Encouraging economic literacy 
•  Resisting peer pressure 
• Encouraging leadership and commu-

nity action 
• Encouraging media literacy 
• Preventing adolescent pregnancy 
• Project BOLD (teaching safety in the 

home, online, in relationships and in 
the community) 

• Monitoring sports and encouraging 
health and physical activity 

• Tutoring 
• None of the above
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Appendix - HPER and SRSC Flyer
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Appendix - Involvement Fair Flyer
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Appendix - MLK Day Flyer


