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AGENCY PHILOSOPHY

WOMEN IN MEDIA
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Standards of Belief: We believe that each
client’s success is a direct representation of
our own success which is why we put in
110% into every project. We will
demonstrate compassion and creativity
throughout every step of the process. WIM
also puts the client’s ideas and dreams first,
we work with them not just for them.

Problem to Solve: WIM Media is about
trying to help companies who may not know
as much about marketing and get their
name and brand out there. We want to take
their ideas and values and transform them
into real life campaigns and events. Every
client should be able to grow their audience
and achieve their marketing and financial
goals when working with us. With our
expertise and compassion we can help
businesses who don’t know where to start
or just need a little push.
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MEET THE TEAM

Hi! My name is Hannah Drabeck and | am a junior
marketing major with a concentration in digital
marketing. | am from Virginia Beach, Virginia. | am
excited to gain experience in the marketing field during
this course.
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This is an integrated marketing plan created by WIM Media for the Rockingham Education Foundation Inc (also know as REFI). The
purpose of this plan is to increase REFI’s brand presence while focusing on growing their target market’s awareness, interest, and
desire. Not only will this expand REFI’s current market, but it will also enable them to strengthen their relationships with their current
donors. The end marketing goal is to raise REFI’s revenue from $108,000 to $150,000 through the $20,000 budget allocated for this
project. This campaign is scheduled to span one calendar year, starting on July 1st, 2024 and ending June 30th, 2025.

In order to meet this goal, while staying within the budget and timeline, a thorough set of communication objectives were cre ated.
They are listed below.

1.Increase the percentage of consumers in the target market (millennials age 32-50 with children in RCPS) and the secondary
target market (older men and women age 50-70 living in Rockingham) who are and its programs by 20% by June
30th 2025 by using traditional advertising, social media, and digital marketing.

2.Increase percent of consumers in the target market (millennials age 32-50 with children in RCPS) and the secondary target
market (older men and women age 50-70 living in Rockingham) who have and/or attending REFI’s events
by 20% by June 30th 2025 by using digital marketing and direct marketing.

3.Increase the percentage of consumers in the target market (millennials age 32-50 with children in RCPS) and the secondary
target market (older men and women age 50-70 living in Rockingham) who have the to attend events and/or donate
money to REFI by 20% by June 30th 2025 by using social media, support media, and traditional advertising.

4.Increase the that the target market (millennials age 32-50 with children in RCPS) and the secondary target market
(older men and women age 50-70 living in Rockingham) donates to REFI for its events and/or fund raising by 15% by June 30th
2025 by using digital marketing and support media.

5.Increase the number of and/or guests at events by 15% by June 30th 2025 by using direct marketing and
support media.

The primary target market that this integrated marketing plan is millennial men and women of any race between the ages of 32-50
who live busy lives and have children attending a Rockingham County Public School. The secondary target market is older men and
women of any race ranging from 50-70 years old who live slower lives in the Rockingham area.

Throughout the campaign it is crucial to maintain a cohesive image of REFI within the consumers eyes. Therefore, a unified
message/theme will be present through each objective, strategy, and tactic. The message is:

The research for this integrated marketing plan primarily focused on identifying the factors influencing the purchasing decisions of
the main target audience, millennials, understanding the background of the civil, social, and youth industry sector, and assessing the
current marketing strategies employed by the Rockingham Educational Foundation. It was also important to gain a thorough
understanding of competitors to determine where REFI lies in the consumers eyes. This is seen on the perceptual map later in the
plan. Each of these aspects were taken into account while making recommendations throughout this plan.

To accomplish each objective a comprehensive media plan was created which consists of 5 different marketing techniques.

- The print advertising media plan for REFI (Rockingham Educational Foundation, Inc.) is designed to
achieve specific objectives targeting millennial parents in Rockingham County. Objective 1 aims to increase awareness of REFI's
programs among this demographic by 20% by June 2025, employing a pulsing schedule with heightened frequency during back-to-
school and event seasons, while expanding reach within a 50-mile radius. Strategies include emotional appeal print ads in high-
traffic areas and leveraging partnerships with local businesses for flyer distribution. Radio broadcasts during peak commuting hours
will also be utilized, featuring engaging stories of scholarship beneficiaries. Objective 2 focuses on increasing event attendance by
20% through continuous print advertisements and radio messages, highlighting success stories and promoting exclusive benefits for
early donors or attendees. Objective 3 aims to increase event awareness by 20% through billboard advertisements along Interstate
81 and pulsing radio broadcasts, with tactics including compelling visuals, testimonials, and event details with QR code sign-up.
Through these strategic approaches, the media plan seeks to effectively engage millennial parents and drive participation in REFI's
programs and events.



- The Digital Marketing media plan for REFI is meticulously structured to achieve specific objectives. The
primary aim is to boost awareness of REFI's services by 20% among parents and millennials in Rockingham County School district
areas, utilizing email campaigns commencing each first of the month from August 2024. Employing a pulsing schedule, the plan
ensures continuous reminders with heightened activity during the summer. Strategies encompass targeted informational emails
about REFI, upcoming events, and donation opportunities, supported by tactics like explaining REFI's mission, gauging community
interests through surveys, and re-engaging customers. The secondary objective involves elevating REFI's website ranking within
search results for relevant keywords, relying on paid advertising on Google and strategic keyword integration throughout the
website and social media platforms. Lastly, the plan aims to increase donations by 15% through localized website banner ads,
emphasizing the impact of donations through statistics, testimonials, and clear explanations of resource utilization, coupled with
emotional appeals tailored to parents. Through meticulous execution of these strategies and tactics, REFI aims to significantly
enhance awareness, engagement, and donations, thereby furthering its mission effectively.

- Utilize various forms of social media including Instagram, Facebook, and LinkedIn REFI can be successful in
increasing reach within the Rockingham Community by 20% by June 2025. By implementing consistent posting, posting updates
on events, sharing student testimonials, stimulating engagement on posts, and sharing news about changes at REFI and their
impact on the community. REFI will also be able to increase followers by 20% by June 2025 by scheduling content during peak
times (3p.m.-5p.m.) to reach students, parents, and local educators. REFI will be successful in doing this through utilizing social
media contests, interactive polls and feedback to gauge donor interests, optimize profiles to be up-to-date, use targeted key
words in profiles and posts to improve search-ability within social media platforms, and regularly review and update the strategy
based on the data to focus on the most engaging content types.

- The Support media plan section aims to achieve two primary objectives. Objective 1 focuses on enhancing
awareness of REFI's role in supporting students' education among parent millennials in Rockingham county. The strategy involves
targeted exposure to 75% of the local population and alumni networks, with a minimum of three engagements per parent.
Geographic scope covers Rockingham county and surrounding areas, with continuous visibility throughout the year, pulsing during
key periods like back-to-school and graduation seasons. The plan relies on strategic venue signage placement in high-traffic areas,
including playgrounds, office supply stores, and local businesses. Additionally, in-store ads in supply and grocery stores aim to
emotionally appeal to parents and children. Objective 2 seeks to increase donor engagement by 15% within the next fiscal year.
Strategies include personalized outreach and emphasizing donation impact. Transit advertising featuring compelling stories and
QR codes for easy access to donation information targets high-income neighborhoods and business districts. Promotional
products such as branded pens and limited-edition wearables serve as recognition for donors and raise local awareness through
sponsorship efforts at community events like Little League Baseball.

- The Direct Marketing media plan section aims to achieve two distinct objectives for REFI (Rockingham
Educational Foundation, Inc.) by employing targeted strategies and tactics. Objective 1 focuses on increasing repeat donors and
event attendance by 20% by June 30th, 2025, primarily through email marketing. The strategy involves sending informational
emails to past donors and event participants, showcasing upcoming events, donation opportunities, and success stories. Tactics
include designing visually appealing email templates with clear calls-to-action, implementing automated email series for
consistent communication, and sending surveys to engage donors for feedback and new ideas. Objective 2 aims to boost website
traffic by 20% through direct mail targeting millennials with children within a 50-mile radius of Rockingham County. The strategy
involves a targeted direct mail campaign tailored to address specific pain points, incorporating visually appealing design elements,
and partnering with a reputable direct mail service provider. Tactics include incorporating coupons into mailers to incentivize
website visits, tracking coupon redemptions, and incorporating clear calls-to-action to encourage recipients to visit the website.
Through these targeted approaches, REFI seeks to enhance donor engagement, event participation, and website traffic within its
target demographic.

At the end of this integrated marketing plan there is a set of measurements that will be used to evaluate its effectiveness.
Marketing goals, communication objectives, and each section of the media plan will be evaluated. The measuring tactics mainly
consist of utilizing pre and post surveys, social media like and follower counts, and monitoring website traffic.
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The Rockingham Education Foundation operates within the non-profit sector and
is in a subcategory for Civil, Social & Youth Organizations focusing on the
educational services industry. Specifically, it aims to enhance and support

Rockingham County's educational landscape through various initiatives and
programs. These efforts include securing financial contributions and educational
resources that benefit both students and teachers in the Rockingham County
Public Schools (RCPS).

‘/

GROWTH g—

The Civic, Social & Youth Organizations industry
is anticipated to grow at a compound annual
growth rate (CAGR) of 1.3% from 2023 to 2028.
This positive trend is expected despite a
forecasted 1.9% decrease in revenue for 2023.

The civil, social & youth
organizations industry in the US has
a market size of $22.3 billion in
2023 based on its revenue. The
industry currently 39,997
businesses and 249k employees.

Factors that are likely to contribute to this

growth include the aging population, which

tends to participate more in civic organizations,
and an anticipated increase in corporate
They have a profit of 1.3 billion and profits, which can lead to more private
a profit margin of 5.7%. (IBIS donations. However, this growth is mitigated
World) by challenges such as competition from digital
platforms and a general decline in membership.

@ \ (IBIS World)

§ URRENT TRENDS/DEVELOPMENTS AFFECTING THE PROMOTIO

1.Social Media Competition: Organizations are adjusting their promotional strategies to
compete with social media platforms, which have become prevalent for engagement
and community building.

2.Technological Integration: The promotion programs are increasingly integrating new
technologies to stay relevant and reach wider audiences, especially younger
demographics.

3.Shift to Digital Fundraising: There's a trend towards online fundraising campaigns as a

response to the decrease in in-person events and the growing preference for digital

interactions.

4.Community Re-engagement Post-Pandemic: Promotion programs are focusing on re-
engaging the community in person as the world recovers from the COVID-19 pandemic,
emphasizing safety and the value of face-to-face interaction.



Individuals across various age groups,
from teenagers to the elderly, engage
with Civic, Social, and Youth
Organizations. Those who are older, often
with more free time and financial
resources, tend to be the most active
participants. Nonetheless, the pandemic
has notably impacted the involvement of

senior members in these organizations.

Successful new technology implementation
can increase industry revenue by creating a
more efficient way to communicate with
the public, grant markers, and donors (IBSI
World).

Legal factors involve compliance with laws
and regulations governing non-profit and
youth organizations, fundraising activities,
and educational services provision. Staying
compliant requires awareness and resources,
as legal requirements can vary significantly
between jurisdictions and change over time.

o

The broader economic climate plays a
crucial role in shaping the financial
landscape for non-profits, affecting both the
availability of resources and the generosity
of donors. Economic downturns might
tighten funding streams, whereas periods of
prosperity could enhance philanthropic
contributions and government support.

Political factors include government
policies, regulations, and funding priorities
that can significantly impact education non-
profits. Changes in education policy, public
funding allocations, and tax regulations
affecting charitable giving can either
provide new opportunities or pose
challenges for these organizations.

Emerging social movements and changing
public perceptions can drive support for
specific educational initiatives, influencing
program focus areas and fundraising
success.

12



Cultural factors affect educational content and
delivery methods. Education non-profits need to
be culturally sensitive and inclusive to
effectively serve diverse communities. Cultural
values regarding education and philanthropy
can also influence donor behavior and
community support for non-profit initiatives.

Environmental sustainability and the impact of
climate change are increasingly pressing
concerns that education non-profits cannot
ignore. Engaging in environmental education,
adopting sustainable practices, and addressing
the challenges posed by environmental
degradation are becoming integral to non-profit

missions.
Civie, Social & Youth Organizations in the US
Revenue .
Total value ($) and annual change from 2010 - 2028. Includes 5-year outlook. The graph to the left illustrates the revenue
u e — Sl trends for Civic, Social & Youth Organizations in
\/—\_—s_/_-/n'; "——’—__“_
,. o . = the U.S. from 2010 to 2028. It shows both the
™ ,'; o q 1
e i e y i N e total annual revenue in billions of dollars and
s \\ /I \\-/: \\~’1 \ ‘, \‘~" e o .
= I". H the year-on-year percentage change. The solid
» 1
. blue line represents the actual and forecasted
L 4 )
) ‘\\," Ml annual revenue, while the dotted red line
’
. sl indicates the percentage change from the
2010 2012 204 2006 2008 2020 2022 2024 2026 2028
= Annual Revenue ($bn) ~~ Change (%) pl’eVIOLIS yea r.
Source: IBISWorld

The graph to the right shows the breakdown of
industry revenue for Civic, Social & Youth

Organizations in the US in 2023 by different
age demographics.

Civic, Social & Youth Organizations in the US

Major Market Segmentation
Industry revenue in 2023 broken down by key markets

“

@ Individuals aged 55 and older ($13.1bn) 57.0x @ Individuals aged 35 to 54 ($4.4bn) W%

® Individuals aged 20 to 34 ($2.9bn) 13.1% @ Individuals aged 150 19 ($1.8bn) 82%

Source: 1BISWorld

OF THE SETTING

* Innovations, particularly in digital and virtual offerings, have been essential for adapting to challenges
such as those posed by the COVID-19 pandemic.

* Demographic influences are strong, with different age groups contributing variably to the industry,
from youth to older adults, each with distinct participation levels.

13
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REFI was started in September of 1994 with a board
of 14 like minded individuals who wanted to make a
difference. REFI is a non-profit, educational
foundation that supports the public schools in
Rockingham County.

The product/service lines that REFI provides are
their four programs, teacher supply depot, teacher
recognition, innovative learning grants, and
scholarships.

REFI’s current target market is older individuals who
live in the Rockingham area. Through this campaign,
their target market will shift aiming towards
millennial parents in Rockingham County.

* Support children and
teachers at RCPS

* Impacts direct community

KEY
BENEFITS

* Reuse extra school supplies

15

Currently, REFI is hosting events to raise money for
their teacher recognition, teacher supply depot,
innovative learning grants, and scholarships. The
events they host are the golf tournament and the

annual event.

In 2022 REFI brought in $633,661 in revenue.

* Product: Four different programs

* Place: Rockingham County

* Price: non profit donations, tickets for events
* Promotions: Golf Tournament, Annual

Event/Party ?

AN
%o

* Fund student scholarships and grants

* Easy to donate, convenient, and
accessible

* Multiple sponsored events



THREATS

Threats to REFI would include
private school systems and

Ay

other non profit educational
foundations, such as the
Harrisonburg Education

Foundation.

ANALYSIS

REFI works to support a large number of people within the community, not only do they help students
but also teachers and staff. They also work with all public schools in Rockingham.

People experience REFI as a feel good brand. When they donate they believe they are doing
something important and they are making a true impact. This sensation of helping is what keeps them
coming back. REFl is trying to solve the issue of lack of funds and opportunities in RCPS. They are
trying to ensure every child has access to all the materials they could need so they can focus on
learning and growing. People don’t totally know what REFI does with their money unless they
specifically specify, they just know it is going to a good cause. The brand of REFI has a happy vibe,
people associate it with helping others, specifically children. REFI has a very strong community since
everything they do is reflected in their direct community, people can see the impact they make or
experience it if their children are students at RCPS. They have events for supporters such as the
annual event and golf tournament. REFI stands out because they are helping large numbers in the
community and they are supporting children’s education which is the foundation of the next
generation.

16
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Other
Nonprofits
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>

Low Community v
Involvement

It was decided to use the educational impact and community involvement as the axes because this is
how REFI differentiates itself from competitors. REFI affects a large number of people within the direct
Rockingham community because they support all of RCPS students and staff, whereas Harrisonburg
Educational Foundation (HEF) is only helping schools in the city and private schools and PTA’s only fund
raise for their individual school. Additionally, REFI focuses on creating opportunities for the future with
scholarships and innovative learning grants, but PTA’s are only supporting the children currently
attending the school. Lastly, other non profits might not be focused on helping the direct Rockingham

community and they might not be education based.

REFI is highly involved with the local community. They are constantly motivated to improve the education
in Rockingham County. Their dedication and reputation is what sets them apart from other competitors in

=

the area.

17



Government Grant and Scholarship Aid per Student by Family

Income Level
$18,700

$16,110 abpel $16,660
$14,310
I I“”w

All income £0 to $30,000 $30,001 to £48,001 to $75,001 to $110,001 or
Levels $48,000 £75,000 $110,000 more

Sourcs: National Center for Education Statistics @ 4-Year Colleges

https://www.crossrivertherapy.com/research/scholarship-statistics

This chart shows how much money the United States government gives to students based on their family’s
income level. The amount varies but seems to follow almost a bell shaped curve with $18,700 being the peak.
This is relevant because REFI also has self funded scholarships to support students that come from lower income
families in Rockingham.

Rockingham County, VA households distribution by income bracket
and age group
Number of households, by income brackets & age groups

L SR PP S S S
A AV R A

& & & o & s

Under 25years ™ 25to44years M 45to 64 years M 65 years and over

5000

0__..
_ AL
: "

&

<

.
Source: U.S. Census Bureau, American Community Survey (ACS) 2022 1-Year Estimates NeI|Sber9

https://www.neilsberg.com/insights/rockingham-county-va-median-household-income-by-age/

This chart shows the distribution of income levels and age groups within Rockingham County. It captures the
main shape of the distribution and shows the left skew towards lower incomes. This means that while the
average income is closer to 75K-100K there is still a significant population of citizens making far less.
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J l Harrisonburg @ Education
0 0l S FOUNDATION PARENT TEACHER ASSOCIATION
Local Educational Foundations

This is a direct competitor because these foundations focus on improving and supporting educational initiatives
within specific geographic areas, similar to the Rockingham Education Foundation. They also offer scholarships,
fund educational projects, and support local students and schools. The key benefits they have are localized
support, community engagement, and tailored programs to meet local needs. The positioning is community
support for educational development. The promotion program mix is local events, school partnerships, direct
mail campaigns, and social media engagement. They focus on success stories and local impact. Strengths
include strong local connections and an understanding of community needs. Weaknesses might involve limited

resources.

Schools PTA’s

These organizations focus on improving the school environment, improving educational experiences, and
leading parent teacher collaboration. They fund raise for school equipment, programs, and events. The key
benefits are direct impact on school facilities and students and strong parent and teacher involvement. They
are positioned as integral parts of school communities, directly contributing to students' well being. The
promotion program mix is school newsletters, local community events, social media, and word of mouth. They
strongly emphasize family engagement, educational support, and community involvement. Strengths are high
engagement and have a direct impact on the school.

Private Schools

Private schools offer alternative educational environments and might already have created foundations or
fundraising committees to support scholarships, facilities, and special programs. Key benefits are exclusive
educational programs, smaller class sizes, and specialized curriculum. They are positioned as a premium
education provider. They do open houses, targeted advertising online and print, and use alumni networks.

20
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ILocaI Charities and Non Profits I

These organizations may not focus specifically on education, but they support children and families in a way
that indirectly benefits education outcomes, such as food, housing, and after-school programs. Key benefits I
are broad support services that contribute to their well-being and educational readiness. They are essential

Isupport networks that are valuable to different people. Their strengths are that they have a wide impact and I
service range. However, they may lack focus on educational outcomes.

Online Educational Platforms

These platforms offer learning opportunities outside of a traditional school setting, including courses, tutoring,
and educational games. Key benefits are they are very accessible, offer a variety of learning options, and it is
self-paced. They are innovative and offer flexible learning solutions. They use digital advertising, social media
marketing, and partnerships with schools and teachers. They emphasize convenience, personalized learning
and the integration of technology. They have a wide reach and innovative solutions. But it lacks personal
interactions and community integration.

F e s emememmEmmmem=Taa

These include clubs, sports teams, and other groups that contribute to children's development and well-being,
Isupporting educational outcomes indirectly. The key benefits are social development, physical health, and
teamwork skills. They do local events, social media, and word of mouth. They focus on personal growth,

Community Organizations I

Icommu nity, and fun.

—_—_—_—_—_—_—_J
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The typical donator for REFI are men and women millennial parents, 32-50, of any race
with a moderately busy lifestyles and schooled aged children. These people live within a
50 mile radius of Rockingham county and they want to support their community.

B
v:&("%

9
&/

1.Problem Recognition: Consumers realize there are many students at school that do

not have access to as many opportunities as their own.

2. Information Gathering: They Google ways to support RCPS students.

3. Evaluating Solutions: They see different options such as Harrisonburg Educational
Foundation or joining their school’s PTA. However, they know they want to make a
bigger impact than just one city or one school.

4. Purchase: Consumers see that REFI supports all RCPS students and staff so they
decide to donate to their foundation.

5.Post Purchase Evaluation: Consumers are happy to know that they are helping other
students in their area. They want to continue helping REFI so they attend upcoming
events, continue donating, and tell their friends about REFI.

Buying behavior of these millennial parents is characterized by extended problem solving.
All candidates relate/sympathize with the issues at hand and want to create a long lasting
solution. They want to help as many RCPS students as possible, at present and in the

future.

23
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Donating to the Rockingham Educational Foundation is a high involvement decision. This
is because when a consumer donates, they are not getting anything in return, they must
be willing to give away their money without receiving any product or service. This
decision can be time consuming, take more thought, and require effort which is why it is
high involvement.

\‘*I,
- \ .

/

* Personal Values: A consumer must have the motivation/desire to want to donate.
Donating is not a need for consumers, it might not even be a direct want, therefore,
whether one donates or not depends on their values. Do they believe in helping
others?

* Income: A consumer must feel comfortable with their own financial situation before
they will consider giving it away. If they can barely afford putting food on the table
they won’t be able to do it for another. This is why disposable income plays a key role
in influencing behavior.

» Connection/Relevancy: Potential donors are inclined to select programs they perceive
as most relevant and important to them, as they are unlikely to contribute to causes
they do not feel connected to.

* Perceived Impact: Donating can be a big decision. If someone is giving their money
away, they’re going to want to know it is actually making a difference. They need to
believe in the organization and trust them to put their money to good use which is
why perceived impact can have a huge influence on behavior.

24
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Consumer

Review

Mary Ann Boykin’s comment on one of REFI’s
Facebook Posts

“Your supportallows us to help so many students.
Thank you for always being just a call away and so
quick to provide assistance. RCEF has fed, clothed and
provided for so many of our students. We can’t thank

you enough. Ji 9

Margo Jantzi, a teacher and librarian in
Harrisonburg, made a post on X towards REFI.

“Yes, so engaging and educational with our primary
students. Thank you @REFIGives for a grantto make
this learning possible.”

@mhscollegeadvising, also known as Ms.
Holden, tagged REFI in a post on instagram.
She is a college advisor at John Motley
Morehead High School in Rockingham
County.

“As community college month wraps up, here is a photo
dump of our field trip to Rockingham Community College
on 2/15! Around 40 students attended the trip and got to
explore RCC’s agribusiness and health sciences programs,
and we all learned so much about what RCC has to offer!
Thank you so much to the Rockingham County Education
Foundation for funding this trip and thanks to RCC for the
lunch and for the tour! It's not to late to apply for RCC, let
me know if you are interested and need help! Go Eagles!

22

Becky Tinnell’s comment on John C. Myers
Elementary School’s Facebook Post about
their new 24/7 gym sneakers available to any
student thanks to REFI’s Innovative Learning
Grant.

“This is an amazing idea! I’'m so happy to see
this happening.”

Ashton Rawley’s comment on RCPS Facebook
Post about a new immersive art, music, and
science display.

“Thank you Rockingham Educational
Foundation, Inc. - REFI for this grant. Our
teachers do amazing things with your

support!”

RCPS Facebook post about REFI announcing
of Lucy F. Simms Educator of the Year Award

253 Likes, 42 Comments congratulating Ms.
Roderick

@laherrick1958 commented on REFI’s
Instagram post about the Annual Event

“It was a fun evening for the best cause!”
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https://www.facebook.com/REFIGives?__cft__%5b0%5d=AZUNy7RhKaUYjRHZ0B0fwKl5-EgeLsuPCWDdz5kGLYVQPTa2sMIDGkYrFEK75YdiiAKZOdXXvl0-zLgroaaReUu4UddcmtqoH3HAHyZ8eO5OYuq43VV8x0yG4KDFAFVwPf7JqpwYrRGLs4jct29ursxkn-DTOdb1HlIJx2NkSrMoMGX7CYwGPzQ6WMv1FfQ9W_l4OisJ9ckjgafLeL2Gl2Tz&__tn__=R%5d-R
https://www.facebook.com/REFIGives?__cft__%5b0%5d=AZUNy7RhKaUYjRHZ0B0fwKl5-EgeLsuPCWDdz5kGLYVQPTa2sMIDGkYrFEK75YdiiAKZOdXXvl0-zLgroaaReUu4UddcmtqoH3HAHyZ8eO5OYuq43VV8x0yG4KDFAFVwPf7JqpwYrRGLs4jct29ursxkn-DTOdb1HlIJx2NkSrMoMGX7CYwGPzQ6WMv1FfQ9W_l4OisJ9ckjgafLeL2Gl2Tz&__tn__=R%5d-R

Reviewer Platform Satisfied? Content Date
Mary Ann Boykin Facebook Yes Funding June 2021
) Innovative )
Margo Jantzi X Yes ) April 2021
Learning Grant
Ms. Holden Instagram Yes Funding January 2022
) Innovative
Becky Tinnell Facebook Yes ) December 2023
Learning Grant
Innovative
Ashton Rawley Facebook Yes ) March 2024
Learning Grant
Teacher
RCPS Facebook Yes . March 2024
Recognition
laherrick1958 Instagram Yes Annual Event February 2024

Findings:

After conducting primary research it was found that most of REFI’s reviews are positive thank
you messages. Consumers are thanking REFI for their grants, teacher recognition, and funding.
On REFI's Facebook posts they usually got between 5-15 likes and no comments. There were
also no Google or Yelp reviews and no YouTube comments. REFI was commonly mentioned on
other Rockingham Public School’s profiles, again, thanking them for their funding. While there
are not many reviews, the ones that were posted were positive. Through utilizing consistent
posting and social media usage, REFI can gain more attention and continue to build a strong

donor base while continue to attract new donors.
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While looking at REFI’s past and current media strategies there is not much information regarding spending in each area
nor many posts on social media accounts.

In considering digital advertising REFI sends emails to all existing donors and past attendees to promote programs and
events. They do not send a newsletter, just emails about events. These emails contain information about where future
events will take place, how to sign up, and how to donate.

For print advertising REFI sends mail to older generation donors to promote their annual events. Mail is just sent to past
donors, not considering new potential donors.

In terms of Personal Relations, REFI works with local schools within Rockingham County to help improve the student’s
education, support them through innovative learning grants, and supply teachers with free classroom materials through
the Teacher Supply Depot

== refigives

Instagram
When looking at REFI's past and current social media
accounts, there is little posting, few reviews, and not
much room for interaction between REFI and members of
the community. to our 47 Innovative

Learning Grant recipients!

On REFI’s Instagram account, @REFIGIVES, the Instagram
only has 110 followers and follows 24. The account is not
very active if consistent posting, with only 82 posts from
2017-2024. They post about annual events that are
coming up as well as information about the supply depot Qv A

3likes

refigives Congratulations to all of our Innovative Learning
Grant recipients! To learn more about each awesome project,

There is a direct link to the website in the bio as well as a visit httuszia"wu;w.reiigivesback.or912022—2023—gran1—
recipients.html

little blurb about REFI and its location. ‘
#REFIGivesBack

REFI's Facebook account is very similar to their Instagram

and recognizing their Premier and Platinum sponsors.

in terms of infrequent posting and little room for Rockingham Educational Foundation, Inc. -

o)

interaction. The Facebook account has many more o
followers at 733. This account showcases recent and Only 14 days until our 30th Anniversary Annual Party &
Auction! Put on your best denim and pearls and join us for
e H a night of fun on February 3rd! There is still time to buy
HRECMING eVentS, teacher rECOgnltlon pOStS' as well as your tickets, https://www.refigivesback.org/2024-refi-
posts thanking Premier and Platinum partners. snnuak-cventiitm)

- -:"0-..00" pe
3 o - & 58 -
R e F2cebook
-
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g o e
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________________1

The primary target market is millennial men and women of any race between the ages of 32—50'
Iwho live busy lives and have children attending a Rockingham County Public School. The
secondary target is older men and women of any race ranging from 50-70 years old who live I
IsIower lives. According to DonorBox Blog, it was found that 84% of Millennials donated to
charities in 2021. Millennials make up 5 to 10% of donors for a charity they prefer to donate
online. 40% of recurring millennial donors donate online through monthly deductions to their I
Icredit/debit cards. 55% of millennials attend fundraising events.
Younger millennials are focused on mental health and well being, which is why emotional I
appeal will be used throughout the campaign to capture their attention. These millennials will
want to help the less fortunate students of RCPS. Millennials represent the largest segment of
Ithe US population making this demographic a substantial and accessible target market.

| | | | | | | | | | | | | | I
| |

IREFI will position themselves using emotional appeal throughout their increased social media I
Ipresence. Emotional appeal will be used with references to innocent children missing out on I

opportunities and being restricted from following their dreams. This will tie into REFI's

programs and demonstrate how each of their fund raising opportunities directly helps these

students. By increasing REFI’s social media presence millennials will be exposed to more REFI
Icontent. Gitnux states that “78% of Millennials have purchased a product after seeing it on

social media” which demonstrates how millennials are easily influenced by social media
advertising. Since millennials grew up in the age where technology advancements were I

P

____1

2

F__________

booming, especially in the internet and personal computers/devices, this generation is known
Ifor being tech-savvy and value staying connected. According to Statista, “Around 57 percent of
Millennials say that online advertising has become more relevant for their wants and needs
over the past few years”. This quote supports that online advertisements will be the best
Imethod to reach the target market. Overall, by incorporating high social media activity into theI
marketing plan REFI can accurately target millennials and grow their brand awareness. I

/|\\
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To increase revenue from
$108,000 to $150,000 by June
@) E
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I SUPPORTING THE JOURNEY :

I FROM CLASSROOMS TO CAREERS |
I
I I

____________J

_______‘

BEYOND :

THE BOOKS :
!

_______J

The choice of this theme highlights the Rockingham Education
Foundation's holistic approach to education, going beyond the traditional
classroom teaching. It demonstrates the foundation's commitment to
readying students not merely academically, but for college and their
forthcoming careers as well. It points to the importance of equipping
students with the necessary tools, resources, and experiences to make a
successful move from academic environments into the workforce.
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Increase consumers awareness of REFI by 20% before June 2025.

Increase consumers interest in REFI by 20% before June 2025.

Increase consumers desire to support REFI by 20% before June 2025.

Increase donations for REFI by 15% before June 2025.

Increase number of repeat donors for REFI by 15% before June 2025.

Increase the percentage of consumers in the target market (millennials age 32-50 with
children in RCPS) and the secondary target market (older men and women age 50-70
living in Rockingham) who are aware of REFI and its programs by 20% by June 30th
2025 by using traditional advertising, social media, and digital marketing.

o Traditional Advertising: Using print ads such as brochures and rack cards and a
billboard along I-81 to ensure REFI’s ads get sufficient traffic and attention.

o Social Media: Posting more interactive elements on social media platforms
and ensuring all profiles are up to date so users can easily access and learn
about REFI.

o Digital Marketing: Sending emails on a pulsing schedule to the target markets
about events and donation opportunities to achieve higher exposure of REFI.
Also sending emails with targeted surveys to get direct feedback from
consumers.
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Increase percent of consumers in the target market (millennials age 32-50 with children
in RCPS) and the secondary target market (older men and women age 50-70 living in
Rockingham) who have interest in donating and/or attending REFI’s events by 20% by

June 30th 2025 by using digital marketing and direct marketing.

o Digital Marketing: Using paid and organic SEO search to make sure REFI is a top
search result when key words are used.

o Direct Marketing: Incorporate direct mail into REFI marketing to tailor messages
to the target markets. Mail will highlight REFI’s impacts on the Rockingham
community and contain QR codes and links to REFI’s website.

Increase the percentage of consumers in the target market (millennials age 32-50
with children in RCPS) and the secondary target market (older men and women age
50-70 living in Rockingham) who have the desire to attend events and/or donate
money to REFI by 20% by June 30th 2025 by using social media, support media, and
traditional advertising.

o Social Media: Frequently posting on Instagram and Facebook accounts that
will showcase testimonials from students and teachers, information about
upcoming events, as well as posts that will stimulate engagement between
REFI and the Rockingham Community.

o Support Media: Utilizing in store media, transit advertising, Promotional
products, as well as venue signage. These will be used to enhance REFI
awareness within Rockingham County as well as showcase a call-to-action to
stimulate donations and traffic to the REFI website.

o Traditional Advertising: Airing radio broadcasts on WSVA that share updates
about the Annual Event and have testimonials from past participants sharing
their experience.
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Increase the revenue that the target market (millennials age 32-50 with children in
RCPS) and the secondary target market (older men and women age 50-70 living in
Rockingham) donates to REFI for its events and/or fund raising by 15% by June 30th
2025 by using digital marketing and support media.

A

I

I

I

o Digital Marketing: Integrate website banner ads on popular relevant websites

I in Rockingham County. The banner ads will take users straight to REFI’s
website where they can learn more information about the organization.

I o Support Media: Use in store media at office supply stores to remind

I consumers about the Teacher Supply Depot especially during back to school
season.

I

I

1 |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
J |

Increase the number of repeat donors and/or guests at events by 15% by
June 30th 2025 by using direct marketing and support media.

o Direct Marketing: Through utilizing direct emails to previous guests
and donors thanking them for their participation/donation as well
as placing them on an email list in which consistent emails will be
sent showcasing future REFI events and newsletters, to keep and
increase engagement.

o Support Media: Use promotional products to recognize donors
contributions and ensure they know that REFI appreciates their
support. This will create a cycle to ensure consumers want to
continue donating.

N, :
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PROBLEM: AMPLIFY REFI’'S BRAND PRESENCE AND INCREASE REVENUE
FROM $108,000 TO $150,000 FROM JULY 1ST 2024 - JUNE 30TH 2025

' ' Prima-ry Ta-rgetTudience: o ' l S;onaryﬁrg;Aud-ienc?

'Demographic: Millennial men and women "Demographic: Baby boomer generation,

of any race between the ages of 32- 50 with ' aged 50 to 70 years old, men and women of

children in the Rockingham public school any race, upper middle class.

system ' 'Geograghic: Rockingham area
Geographic: Rockingham area Psychographic: Live slower paced lifestyles,

'Psvchogra phic: Live fast paced lives, believe 'wa nt to help future generations
'in supporting mental health importance of ' Behavioral: Want to be active in the

access to top-quality education community and donate to local charities
|Behaviora|: Active in the community and ' '
ldonate to local charities "

\ ]|

The reasons to believe come from positive reviews from the community, scholarships and I
I recognitions, innovative educational offerings, improved public schooling, interactive funding
events, and the overall impact left on Rockingham County. These factors provide credibility and

I trust, showcasing the exceptional impact that REFI leaves on students, teachers, and the I

I community.

~
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1.Increase the percentage of consumers in the target market (millennials age 32-50 with childrenl
in RCPS) and the secondary target market (older men and women age 50-70 living in
Rockingham) who are aware of REFI and its programs by 20% by June 30th 2025 by using
traditional advertising, social media, and digital marketing.

2.Increase percent of consumers in the target market (millennials age 32-50 with children in
RCPS) and the secondary target market (older men and women age 50-70 living in
Rockingham) who have interest in donating and/or attending REFI’s events by 20% by June
30th 2025 by using digital marketing and direct marketing.

3.Increase the percentage of consumers in the target market (millennials age 32-50 with children

in RCPS) and the secondary target market (older men and women age 50-70 living in
Rockingham) who have the desire to attend events and/or donate money to REFI by 20% by I
June 30th 2025 by using social media, support media, and traditional advertising.
4.Increase the revenue that the target market (millennials age 32-50 with children in RCPS) and I
the secondary target market (older men and women age 50-70 living in Rockingham) donates
to REFI for its events and/or fund raising by 15% by June 30th 2025 by using digital marketing I
and support media. I
5.Increase the number of repeat donors and/or guests at events by 15% by June 30th 2025 by
using direct marketing and support media. I

REFI plans to enhance its social media presence, leveraging emotional appeals that highlight the
struggles of children missing out on opportunities and dreams. This strategy aims to connect their
fundraising efforts directly with aiding students, tapping into the millennial market. Given that
78% of millennials have bought a product after seeing it on social media, this approach seems
promising. Millennials, being tech-savvy and valuing connectivity, find online advertising
increasingly relevant. Statista notes that 57% of millennials feel online ads are more attuned to
their needs lately. Incorporating active social media engagement into their marketing strategy,
REFI aims to effectively target millennials and expand brand awareness.
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Beyond The Books -
Supporting The Journey
From Classrooms To Careers

The narrative centers on a student from a low-income area in Rockingham County, who, despite having
dreams of pursuing higher education, faced financial and resource barriers that made his ambitions seem
unreachable. This changed when he discovered REFI through extensive online research in his quest to
I follow his dreams. After reaching out and applying for scholarships offered by REFI, he was able to
continue his education and eventually attend college, marking the beginning of a new chapter in his life.
This story is chosen for its potential to resonate with the audience through its emotional appeal, I
showcasing REFI's ability to make a significant difference in the lives of students like him. Highlighting the
I impact of donations on REFI's efforts aims to inspire support for the cause, with a goal to increase REFI's
revenue from events and/or donations by 15% by June 30th, 2025, through sponsorships and digital
I marketing. I

L________________J

s

\%

An emotional appeal has been selected for the advertising strategy in the Integrated Marketing

' Communications (IMC) plan. This approach is anticipated to generate significant inspiration regarding the

' future possibilities when one donates to REFI. The target audience is expected to recognize the potential

impact on school systems, feeling a compelling urge to contribute. The strategy includes an integrated '

marketing campaign designed to pique curiosity, with advertisements and a campaign theme encouraging

engagement with REFI’s website and social media platforms for more information. The objective is to boost '

the number of repeat donors and/or guests at events by 15% by June 30th, 2025, through digital marketing

efforts that personalize these emotional narratives, thus drawing in donations by connecting with viewers on
' a deep, personal level.
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Story telling through radio advertisements, sponsoring local events, interacting with customers via social I
I media, interactive website, and partnering with local businesses to offer curated experiences and better I
reach the target market.

U e e o oo oo oo oo oo oo o o e e e mm omm wd

Imagery and a clear call to action will provide an emotional connection to the audience. High-quality I
visuals and a creative campaign theme and story utilizing a slice-of-life technique to draw in the viewer’s
attention. Additionally, incorporating positive REFI reviews from past donors, scholarship recipients, and I

teachers will create trust and value for future potential donors. In combining these testimonials, campaign
theme, visuals, and positive REFI reviews will create compelling advertisements to draw in more potential I
I donors and spread the word about REFI! I

F________________

I The campaign messages are consistent in having a clear call-to-action while stimulating an emotional
response in the viewer. With Bright colors such as green, yellow, blue, and red are utilized to capture the
I viewer's attention, imparting a child-like feel and ensuring the advertisement stands out. The tone of the ad
aims to be inspirational and uplifting. TV ads focus on emotional appeal, print ads highlight former success I

I stories, and social media campaigns feature interactive stories to raise awareness for donation drives.

T

To allow every child a fair chance at a higher education, ensure classrooms have necessary quality
materials, and support the continuous growth and development of education. The focus is on the
emotional value of REFI, promising students the access to a quality education. The message aligns to
appeal to the emotions. By creating an emotional connection with the audience, the advertising
communicates the value beyond books.
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INTRODUCTION




OBIJECTIVES







BUDGET




RATIONALE

Research consistently shows that awareness is the first step in the marketing funnel, leading to
interest, desire, and action (AIDA model). For millennials, traditional media like print and radio
have a unique trustworthiness and tangibility that digital ads often lack. The first objective is to
increase awareness by 20% by June 2025. This will first be done by utilizing print advertisements
in high traffic areas as a way to target the target market and grab their attention in places they
normally go on a day to day basis. Partnering with local businesses guides the use of print
advertisements such as brochures, flyers and rack cards overall to get REFI’s information and
goals out to spread the target market and increase the knowledge of REFI around the
Rockingham County area. Then, by using radio broadcasts during peak hours of 6am and 6pm,
the target market will be accessible and tuned into the radio during their work commute. It was
decided to play the radio broadcast on WSVA because their main age range is 25-64 year olds
which captures the target audience well. They also already support other nonprofits through
their channel so by entering REFI’s ads into this station they will be able to reach potential new
donors easily. This will help again get information out about REFI while timing it perfectly with
their schedules. Using engaging and relatable stories helps to grab the attention of listeners and
sticks in their minds by using a compassionate and emotional approach. The next objective for
REFI is to increase attendance at events by 20% by using those traditional advertisement
techniques of print and radio. The print advertisements will highlight success stories and events
by using visuals and examples of upcoming REFI events. By using print advertisements it will help
reach a larger audience in case people do not listen to the radio. Then by using the radio
techniques in a way of promoting discounts on future events, regular updates and real life REFI
success stories, it will grab their attention again. By using both of these techniques the target
market can reach many different people since two media vehicles can target two different
demographics in Rockingham County. Lastly, the third objective again focuses on the awareness
of the target market but by using a billboard and radio broadcasts to share information about
events. Utilizing the highway that goes straight through Harrisonburg is a great technique since
not only with the millennial target market traveling each day of the week, but more and more
people pass through this area every day which can reach a much larger audience beyond just
Rockingham County (Mark and Harrison). The billboard will be used in a flighting schedule to
target specifically April since that is when the
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Radio Script

ltem Description

Gender Female

Length 1 minute

Target Demographic Parents of the students in millennial age

Character/Narrator Female Teacher, mid thirties, child speaking

Vocal Direction Emotional, caring, empowering

Suggested Music Soft and calming, calling you to action

Suggested Sound Effects School bell, bustling hallway, music

[Starts out with soft and calming music]

[Narrator (30 Female)]:

“What did you want to be when you grew up? An astronaut? Fireman? CEO? Maybe you wanted
to be a Police Officer. I always knew I wanted to be a teacher, and I am for Rockingham County
schools. But, not like this... our public schools are struggling to provide our students the
resources they need to achieve their goals.

[Young boy narrator]
“I wanted to go to the museum, but our trip got canceled!™
[ Narrator]

That’s Tyler. He wants to be an astronaut, but the funding for fieldtrips wasn’t enough. Whether
it’s a fieldtrip or money for college, it is our job to give these kids the opportunity to pursue the
career they want. You can make a difference by donating to the Rockingham Education
Foundation, today! Right now, visit www.REFIGIVESBACK.org or call at 540/564-3218.

[Young boy narrator]
“Thank you REFI!”
[Narrator with increased music]

It’s beyond the books: supporting the journey from classrooms to careers
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INTRODUCTION




OBIJECTIVES







BUDGET




RATIONALE

Objective 1: Increasing Awareness:

The first objective is to heighten awareness of the services REFI provides by a significant
margin. To achieve this, a comprehensive email campaign targeting parents and millennials
within the Rockingham County School district areas will be implemented. By sending
informative emails every first of the month, REFI aim to capture the attention of the audience
consistently. In strategically chosen a pulsing schedule with continuous reminders, this
ensures the message remains at the forefront of recipients' minds. By starting the campaign
in August 2024, REFI can maximize exposure while considering the ebb and flow of
engagement, particularly during the summer months. With an email open rate target of at
least 35%, REFI can increase its reach and create an emotional impact.

Strategy 1: Informational Emails:

REFI’s approach to informational emails is rooted in the idea of educating the audience about
REFI's mission and services. Rather than immediately soliciting donations, REFI can opt to
provide valuable insights into the organization's purpose and upcoming events. This tactic
fosters a deeper connection with recipients, laying the groundwork for future engagement.

Strategy 2: Survey and Event Emails:

By incorporating survey emails, REFI can gauge the audience's interests and preferences,
allowing REFI to tailor future communications accordingly. Additionally, leveraging event
emails not only keeps the audience informed but also provides opportunities for involvement
and participation. By maintaining a dynamic approach to engagement, will enhance the
likelihood of sustained interest and support.

Objective 2: Increasing Exposure:

The second objective revolves around boosting REFI's online visibility, particularly within the
Rockingham County area. To accomplish this, a multi-faceted strategy has been devised,
encompassing both paid advertising and organic search optimization.

Strategy 1: Paid Advertising:

Through strategic investment in paid advertising, REFI aims to secure prominent placement
for REFI's website in relevant search results. By allocating varying levels of resources based on
keyword relevance and geographical proximity, to maximize REFI reach while optimizing cost-
effectiveness.
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INTRODUCTION




OBJECTIVES







BUDGET




RATIONALE

Based on overall research, 30% of the total budget will be put towards social media
marketing. Within that 30%, REFI is focusing its efforts towards Facebook, Instagram, and
TikTok. The demographic REFI will be targeting is older and younger millennials with children
residing in Rockingham County, Virginia. The allocated budget for social media marketing is
$6,000, with 12.5% allocated to Facebook ads ($2,500), 10% to Instagram-sponsored posts
(52,000), and 7.5% to TikTok video ads ($1,500). This distribution reflects the importance of
each platform in reaching and engaging with the target audience, ensuring a balanced
approach to social media marketing across platforms. The choice to contribute the greatest
funds to Facebook is due to the high millennial usage rate. According to an article produced
by Statista, 77% of millennials use Facebook in the United States. They also reported that 48%
of millennials use Instagram, hence why that is the next platform allocated in the budget.
Additionally, included funds for TikTok due to its fast growth of users and ability to reach the
target market through creative content, video ads, and influencer marketing. Pew Research
Center stated that “A third of U.S. adults (33%) say they use the video-based platform, up 12
percentage points from 2021 (21%).” Through the combination of utilizing these platforms for
marketing, REFI can be confident that they will provide success to the growth of REFI.

The first objective is to increase the reach of REFI’s social media platforms by 15% within
Rockingham County by June 2025. REFI will use the scheduling strategy of posting
continuously and increasing the level of engagement with users. The first tactic is to increase
personalization on REFI social media posts. Facebook and Instagram will have a more
informational approach, while TikTok can be used as a humor appeal to promote upcoming
events. Research by Sprout Social suggests that personalized content resonates better with
audiences, leading to increased engagement and reach. They stated that 56% of all
consumers expect information to be personalized. Also, with the goal to increase REFI’s level
of engagement, responding to comments, replying to other accounts, and commenting on
relative articles will be necessary. Another strategy to accomplish the objective is to
incorporate interactive elements into REFI social media platforms. Creating dedicated
Facebook Groups for different campaigns allows REFI to foster deeper connections with its
audience. Research by Facebook shows that users are more likely to engage in groups
compared to pages, making it an effective platform for community building.
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INTRODUCTION

Support media is a pivotal aspect of this integrated marketing campaign. This technique enables REFI
to reach people within the target market when primary media is not as effective. It helps REFI to
reinforce and support their message to better capture the target market's attention and make them
aware of all that REFI does in their community. By utilizing support media REFI will increase the
percentage of consumers in the target market who have the desire to attend events and/or donate
money to REFI by 20%. REFI will also increase the revenue that the target market donates to REFI for
its events and/or fund raising by 15%. Lastly, support media will increase the number of repeat
donors and/or guests at events by 15%. Each of these communication goals will be accomplished by
June 30th 2025. REFI will implement venue signage, in store media, transit advertising, and
promotional products to increase awareness and capture the target market’s attention. These
techniques will help to spark interest of parents and push them to learn more about REFI. They will
see the ads all over their popular spots and will become more familiar with the brand. By having
signs at parks, pools, office supply stores, transit stations, and other popular areas the target market
will be consistently reminded of REFI’s presence. Additionally, by applying these support media
strategies within the integrated marketing plan REFI will increase the desire of consumers to
donate/attend events. The utilization of promotional products will make donors feel special and
important which will strengthen their relationship to REFI. If someone feels tied to an organization
then their desire to support them will increase because they feel connected. Also, by having strong
statistics and testimonials within support media ads consumers will better understand the
importance of REFI and be more inclined to donate. Another strategy that will help increase desire is
the specific placement of in store media ads at office supply stores. By having them right next to
check out it will be very easy and convenient for the target market to remember to purchase
supplies to donate. The campaign theme, Beyond the Books will be integrated throughout the
support media ads in the sub headings and bodies. There will also be lots of pictures of books and
happy students at graduation to further reflect the campaign theme of supporting from classrooms
to careers. The story to tell will be seen through testimonials and through more graphics. This will be
successful because pictures will depict the story of a student who grew up without opportunities
then the same student who is happy and has a career. The student will be the same student across
all images to ensure the story flows smoothly throughout the campaign and readers know whenever
they see the character that they are reading something about REFI. The testimonials will further
validate REFI’s story by giving real evidence of their impacts. Ultimately, support media will aid REFI
in reaching their target market because parents can be busy and do not always have the time to
watch TV or read newspapers. Therefore, by having constant reminders at areas that they visit
frequently they will have no choice but to think about REFI and learn about the organization's
impact.
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OBIJECTIVES

Objective 1: Achieve a 20% increase in awareness of REFl’s role in supporting students'
education needs among parent millennials in the Rockingham county area within 12 months
from the campaign start date. REFI will target 75% of the local Rockingham county population
and alumni networks. Frequency: minimum of 3 exposures per millennial parents in the
Rockingham county area over the campaign period. The geographic scope is Rockingham
county and surrounding areas, within a 50 mile radius,, including Harrisonburg. Scheduling
pattern: Continuous throughout the year with pulsing during back-to-school season,
graduation seasons, and key fundraising periods when REFI hosts events. This will be
measured by seeing if the clicks on the REFI website goes up.

» Strategy 1: Enhancing visibility and engagement through strategic venue signage
placement within the Rockingham area. These advertisements will depict images and the
heading “Supporting the journey from classrooms to careers” to emphasize REFI’s call to
action. The subheading will provide the website’s url for user-friendly access to the
website.

o Tactic 1: Creating and installing durable, weather resistant signs at popular spots that
parents visit such as the pool, sports practice fields/stadiums, and outside movie
theaters or doctors offices. These signs' content can vary based on the time of year.
For example around the time leading up to REFI’s annual event the content will be
promoting the party versus during graduation season the signs will be about
donating to scholarships to help the students in their futures. Each sign will be eye-
catching with bright colors and attractive images.

o Tactic 2: Installing durable, weather-resistant banners and signs around local
Rockingham County playgrounds with high visibility. These should be designed to
catch the eye of both children and adults, featuring vibrant colors, engaging images,
and relatable and direct messages about REFI's goals and successes.The URL will
provide a direct link to a mobile-friendly landing page where individuals can learn
more about the foundation, see the impact of donations, and easily contribute.

o Tactic 3: Installing durable weather-resistant banners and signs outside local
Rockingham county office supply stores during back to school season. The signs will
be about donating to the teacher supply depot and will run from May to September.
The signage should include a clear call to action to encourage school supply
donations, along with a URL linking directly to the REFI webpage where individuals
can donate or learn more about school supplies drop-off locations.
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» Strategy 2: Leverage In-store ads to boost visibility and awareness of REFI. The ads will be
placed in local supply stores and grocery stores. Since these areas are high traffic spots for
parents and their children this will be effective in increasing awareness through an
emotional appeal to parents.

o Tactic 1: Negotiate agreements with local Rockingham County school supplies stores to allow
the placement of eye-catching signage in strategic locations within the stores. This includes near
checkout counters along the main aisles and right when you walk in and out of the store. These
signs will feature compelling messages about the foundation's work, links to the donation page,
and important materials needed.

o Tactic 2: Partner with local supply stores in the Rockingham County area. Place big,
vibrant sticker ads on the floor of the school supply aisles to catch the eye of parents

and kids. The sticker will have REFI’s name and logo to boost visibility and awareness.

o Tactic 3: Equip shopping carts with branded covers for the handles that feature the
Rockingham Education Foundation logo, a short message about REFI’s mission, and a call
to action and the URL. The URL will be linked to REFI’s website, where the shopper can
learn more about REFI, donate, and sign up for events like the annual gift tournament.
Making sure the handle covers are durable, comfortable material and feature an eye-
catching design that stands out will grab the shopper's attention and get them to look at
it.

Objective 2: Grow the number of new donors by 15% and increase the frequency of repeat
donations by 15% within the next fiscal year by leveraging targeted, personalized outreach and
emphasizing the impact of contributions. Ensure that 70% of previous donors are reached with
personalized communication at least 5 times throughout the year, while new potential donors
receive at least three targeted impressions. Focus on the Rockingham county area and select high-
income neighboring areas known to donate to philanthropy to broaden the donor base.
Implementing a continuous year-round engagement strategy with strategic pulsing periods during
peak giving seasons, such as the end-of-year holidays and the start of the school year.

* Strategy 1: Incorporate transit advertising around Rockingham county with a personal touch to
increase REFI awareness by utilizing a pulsing advertising schedule, including continuous
advertising with pulsing more advertisements during the back-to-school months (July-Sept).
Advertisements will highlight REFI's mission and accomplishments. The campaign theme
“Supporting the journey from classrooms to careers” will be utilized to grab the reader's
attention and direct them to the bottom of the ad where the REFI website and QR are placed.
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o Tactic 1: Design bus wraps that feature compelling stories of individuals or projects that
have benefited from REFI's work, highlighting the tangible impact of donations. Include
portraits and testimonials to personalize the message and connect with potential donors.

o Tactic 2: Incorporate QR codes on all transit advertisements, directing potential donors to
REFI's website to see the materials needed. Advertisements such as inside cards and
electronic signs at the transit stations will display capturing statistics about REFI to help
them catch the consumers attention and make them want to scan the QR code to learn
more.

o Tactic 3: Target bus routes and transit shelters near higher-income neighborhoods, business
districts, and areas known for high community involvement. This will ensure that the
advertising reaches individuals who are most likely to be able to contribute financially.

» Strategy 2: Create impactful promotional products for donor recognition. These products will
match REFI's color scheme and include a call to action message to encourage viewers to look at
the website and make a donation. Receivers of these products will be encouraged to post with
their items to spread the word about REFI and keep the products for daily use.

o Tactic 1: Develop a line of high-quality, branded promotional products, such as engraved
pens, premium notebooks, or eco-friendly tote bags, reserved as exclusive gifts for high-
level donors. These products not only serve as tokens of appreciation but also as symbols of
the donor's commitment to education, encouraging a sense of pride and ongoing affiliation
with the foundation. While simultaneously advertising REFI every time they use this
product.

o Tactic 2: Design limited-edition wearable items, such as pins, bracelets, scarves, t-shirts, or
sweatshirts that signify different levels of donation. These items can be worn at REFI’s
events and in the community, serving as conversion starters and visible symbols of support.
The design should incorporate the foundation's branding and be stylish enough for
everyday wear appealing to a wide audience.

o Tactic 3: This strategy can be combined with sponsorship efforts. At local events, such as
Little League Baseball, these branded items can be given out as free promotional items.
This will contribute to raising local awareness of REFI.
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BUDGET

Medium

Medium

vehicle

Dollar amount
per medium
vehicle

Percent of
support media
budget

Percent of total
budget
($20,000)

Venue sighage

Banners and
posters at
parks and

public parent
hot spots

$1,050.00

30.00%

5.25%

In store meda

Posters, floor
stickers in
office supply
stores and
grocery stores

$1,050.00

30.00%

5.25%

Promotional
products

Bags, pens,
notebooks,
pins, shirts

$1,100.00

31.43%

5.50%

Transit ads

Posters, inside
cards, bus
wraps on/in
public buses in
Rockingham

$300.00

8.57%

1.50%

Total Support
Media Budget

$3,500

100.00%

17.50%
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RATIONALE

Using support media has many benefits that will strengthen this integrated marketing
campaign. It is going to be used primarily to reinforce and supplement REFI’s message so as
to ensure the target audience is aware of their presence and is interested to learn more
about the foundation. The first support media objective is about increasing awareness. This
was decided because as a non profit REFI must make the Rockingham community aware of
their presence to succeed. According to Lindsay McDougle, an Associate Professor and
Rutgers University, “Nonprofit awareness was the most significant predictor of an individual’s
level of confidence in the performance of nonprofit organizations.” and from her research she
believes, “Instead of putting effort into increasing public confidence in their organizations,
nonprofits should emphasize increasing public awareness of their organizations”. The
strategies that will be implemented to obtain the objective of increasing awareness relate to
the use of venue signage and in store media. Venue signage will play a crucial role because
the target market, millennial parents, live very fast paced lifestyles. According to Lurie
Children’s Hospital, 4 out of 5 millennial parents work a full time job which is about 80%. This
means they aren’t spending much time reading magazines or watching television, they are
spending whatever free time they have with their children, which is where venue signage
comes in. REFI will have reminder ads all over popular parent hotspots in Rockingham, such
as parks, playgrounds, and pools. On Yelp’s website it states the top 10 best kids activities in
Rockingham include Elevation Sports, Rope Adventure Park, Valley Jump, and other outdoor
play areas. These are just some of the specific locations REFI will have ads because these are
where parents are taking their children. In store media will also be vital throughout this
campaign. Again, parents are busy, they don’t have time to go out and research non profits in
their free time. They work, spend time with their children, and run errands. Statistia states
that, “The primary grocery shopper in U.S. households made an average of 1.6 shopping trips
per week in 2022”. Knowing this statistic, putting REFI ads in grocery stores makes perfect
sense. Parents are visiting the store more than once a week so by having REFI’s logo present,
it willimmediately be getting seen multiple times a week and therefore capturing community
awareness. The other objective for support media is to increase donations for REFI. Since
REFI is a nonprofit, the only way for them to continue operating is by receiving donations
which is why this objective is so important to this marketing plan. To accomplish this goal two
different strategies have been created. Firstly, REFI should incorporate transit advertising into
their plan and secondly, they should create and distribute promotional products to their
outstanding donors. Transit advertising allows REFI to reach a broader audience which is why
it will be used to target potential new donors.
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This will be done through various tactics such as bus wraps, inside cards, and targeting
specific routes with riders that are more likely to donate. Every transit ad will have a QR code
that leads straight to REFI’s website so while a rider is bored sitting on the bus they can easily
access and browse it. The National Institute of Health performed a study in 2016 and found
that 41% of passengers used their mobile device while riding on public transportation. That is
41% of people who could be browsing REFI’'s website and learning about all the ways
donations make a difference in students' lives. Promotional products will also play an
important part in increasing donations for REFI. These products will be passed out with the
intention of thanking past donors for their support and showing how much REFI genuinely
appreciates their contributions. By demonstrating their gratitude towards donors, the donors
will feel acknowledged and therefore want to continue supporting REFI. This tactic also leans
into the reciprocity norm, by giving the donors something it makes them feel more obligated
to then give something in return, aka more donations. For support media it was decided to
allocate $2,500 of the total budget to this section. These funds were split up to cover the four
main implementation strategies, in store media, transit ads, promotional products, and venue
signage. Promotional products were allocated the largest percentage because making
branded products can be more costly. Also, there will need to be hundreds made, so due to
guantity demand this amount has to be higher. After deciding this, venue signage and in store
media were allocated $550 because REFI must pay for the posters to be made but after that
they should hold up well for a long time. Then lastly, transit advertising was given the
remaining $300 to go towards the creation and ad space of inside cards, digital ads, and bus
wraps.
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BUDGET




RATIONALE

It was decided to allocate $2,500 of REFI’s funds and 12.5% of the total budget towards direct
marketing to achieve the goals. This will be beneficial to REFI because using this strategy will
increase website traffic and donations from emails and direct mail. It was also decided to put
focus on the email and direct mail aspects of direct marketing because the millennial target
audience will interact the most with these vehicles.

The first direct marketing objective involves using email marketing to increase the number of
repeat donors to REFI. Investing $1,775 (email marketing and surveys) of the budget into
designing visually appealing emails ensures that the communications are engaging and
accessible across various devices. The average email open rate for the education category is
35.43%. This category includes businesses in the following areas: civic and social organization,
e-learning, education management, higher education, libraries, primary or secondary
education, or program development. This number demonstrates how accessible the target
audience is via email which is why it will be a successful tactic to use within this media plan.
By prioritizing mobile responsiveness, REFI enhances the user experience, thereby increasing
the likelihood of recipients engaging with content. Implementing an automated email series
enables them to maintain consistent communication with subscribers. According to a study
by Campaign Monitor, automated emails generate 320% more revenue than non-automated
emails. By nurturing leads and providing regular updates on REFI's activities, they can foster
stronger connections with the audience, increasing the likelihood of repeat donations and
event attendance. Also, dedicating resources to re-engagement campaigns, including
informing past donors about current needs and success stories, is crucial for maintaining a
strong relationship with the audience. REFI will also send out surveys in the emails to get
feedback. Sending post-event surveys demonstrates their commitment to gathering feedback
and improving their events. By actively seeking input from donors, it shows that their
opinions matter, fostering loyalty and increasing the likelihood of future engagement. Also,
asking for referrals allows them to tap into their existing network of donors and expand their
reach. According to Nielsen, people are four times more likely to buy when referred by a
friend.
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Dear, John Smith

We hope you had a blast at our 10th Annual Event this
past weekend! We are so thankful you could make it out
and help support our cause.

If you have any photos or videos
E m a i I from the event please share them via
this OR Code!

AND if you did enjoy the event, then we've got
something exciting to tell you....

To learn more check out our website @www.refigivesback.org

With love, REFI
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Rockingham
County, VA
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MEDIA FLOWCHART

Month {July ‘24 - June '25) | July | August | [ October [ November [ D |
12 3[ & o[ 2 3] 4 2[ s o[ [ 2 8] a4 [ 3 4

=
Ed
k-d
|
=

Traditienal Adventising

Print Advertisments (Medium
Wehicle: Rack Cards and
Brochures)

Radio Avdertisments (Medium
Wirhicle: WSVA)

Billboard Advertisments (Medium
‘iehicle: Rockingham County 1-81)
Digital Marketing

Paid SEO (Medium Vahicle: Google)
Websile Banner Advertismaents
(Medium Viehicke: Office Depot,
Themas H Leath Memarial Library)
Email (Medium Vehicla: All Email
Platfarms)

Social Media Marketing

Facebook (Medium Vehicle: Image
and Video Ads on REF| Facebook)
Instagram Sory Advertisments
(Madium Viehicke: Story Posts on
REFI Instagram)

Instagram Pest Advertisments
(Medium Viehicle: Image and Video
Posts on REF| Instagram)
Linkedin Advenisments (Madium
Vehicle: Images and Upadies on
Linkedin Pasis)

Suppon Media

Vignue Signage | Medium Vehicls:
Banners and Posters)

In- Store Advertising (Medium
Wehicle: Postars and Floor Stickers)

Transi Ads (Media Viehicle: Posters,
inside cards, digital ads)

Dirget Marketing

Direct Marketing (Medium Vehicle:
Emails)

Surveys (Medium Vehicle: Emais)
Direct Mail (Medium Vehicles:

Posicards)
Tuly 24 - June '25) T March T April | Way T June
[ 1| 2] sl 4] o] 2 sl 4] o] 2f 3] 4 1] 2f 3] 4
[Traditional Adverising

Radio Avdertisments (Madium
hicha: WEVA)

Billboard Adwertisments. (Medium
hicle: Rockingham County 1-81)

Markeling

acabook (Medium Vehicle: Image
and Video Ads on REFI Facebaok)
Instagram Story Advertisments

edism Vehicle: Story Posts on

REFI instagram}
Instagram Post Advertisments
Medium Vehicle: Image and Video
[Pasts on REFI Instagram)
[Linkedin Advertisments (Medium

Highway Billboard 1 (Golf
Tournamant)

[Vehicla: Images and Upadies on
Linkedin Posts)
[Suppart Media

Verwe Signage | Medium Vehicle:
[Bannars and Posters)

in- Store Advertising (Medium
[Vehiclo: Posters and Floor Slickers)

[Transit Ads (Media Viehicla: Posters,
nside cards, digital ads)

IDirect Marketing

[Direct Marketing (Medium Vehicle:
[Emails)

[Surveys (Medium Vishicle: Emails)
[Direct Mail (Mediem Vehicles:
[Pastcands)
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Total Budget: $20,000.00
Print ads Rack card ads and brochures posted in local restaraunts/shops Print ads $650.00| I’l;_
Radio broadcast WSVA Radio broadcast $600.00 3.009
Billboards Rockingham County, I-81, 33 Bilboards $750.00] 3759
‘ | ital e pre =
Paid SEO Google Paid SEO $3,000.00 ig
Website banner ads | Office Depot wesbite Website banner ads $750.00| 3759
Thomas H Leath Memorial Library website Website banner ads $750.00| 3.75%
Emails All email platforms Emails $1,500.00 7.509
Social Media Marketing $6,000.00 30.009
Facebook Image and video ads on REFI Facobook Facobook $3,000.00 15.00%
Instagram Story posts on REF! Instagram Instagram $700.00 3.50%
Image and wdeo posts on REFI Instagram Instagram $1,000.00 5.00%
Linkedin Images and updates on Linkedin Posts Linkedin $1,300.00| 6.50%
Support Media $3,500.00 17.509
Venue signage 8 and at parks and public parent hot spots Venue signag $1,050.00 ‘ﬁ
In store media Posters, floor stickers in office supply stores and grocery stores In store meda $1,050.00 5259
Py ional p Bags, pens, pins, shirts Promotional products $1,100.00 I_.’_
Transit ads Posters, Inside cards, bus wraps onin public buses in Rockingham Transit ads $300.00 1.509
Direct emails All email platforms Direct emails $1,150.00| 5.759
Surveys All email platforms Surveys $625.00 343
Direct mail P ds to citi in Rockingham county within a 50 mie radus Direct mail $725.00 3.639
Measurement & Evaluation $2,000.00 10009
Surveys All emall platforms Surveys in direct email $1,000.00 5.009
Social media analytics | All social media platforms Faceb tagr Linked: $1,000.00 5.009
A A A }
. |
[ |
[ |
G
. |
G
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Traditional Marketing: The traditional marketing budget has 3 main areas that need funding
including print ads, radio ads, and billboards. Together these 3 mediums were allocated $2,000
which is 10% of the total budget. At Staples it will cost $250 to print 1,000 rack cards and $300 to
print 1,000 brochures. The remaining $100 will be to purchase ad spaces in local restaurants and
stores. The 30 second radio broadcast will cost around $300 to produce and $300 for the ad
space. It was decided to play the radio broadcast on WSVA because their main age range is 25-
64 years old which captures the target audience well. They also already support other nonprofits
through their channel so by entering REFI’s ads into this station they will be able to reach
potential new donors easily. Lastly, for the billboard on Interstate 81, $750 is allocated to their
creation and paying for the ad space. Because the billboards will be following a flighting pattern
REFI will only need to pay to have the billboard up for one month. It was decided to have the

Social Media Marketing: Social media marketing was allocated $6,000 out of the total $20,000 in
the budget which is 30%. This was split between Facebook, Instagram, and LinkedIn. Facebook

has a total of $3,000 to go towards image and video advertisements on the REFI facebook
account. Instagram has a total of $1,700 allocated towards if but splitting that budget by having
$1,000 going towards image and video posts on the instagram account, and the other $700
allocated towards story posts on the REFI instagram story. Finally, there is $1,300 going towards
REFI’s linkedin account to post images and updates regarding REFI events and upcoming ways to
help. With these tactics REFI will increase the reach of REFI’s social media platforms to members
of the Rockingham community by 20% by June 2025.
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Support Media:

REFI, as well as within the marketing world now. Out of the $20,000 in the budget, $2,500 or
12.50% is targeted towards direct marketing, specifically direct emails, surveys, and direct mail.
Direct emails are $1,150 and will be utilizing all email platforms. Surveys will also be using all email
platforms by using $625. Lastly, direct mail is $725 out of $2,500 in direct marketing by sending
postcards to citizens in Rockingham County within a 50 mile radius. The campaign theme,
supporting children from classrooms to careers, will be incorporated in each of these emails, online
applications, and direct mail in order to share the story, as well as the continuous examples of how
REFI has supported and changed the lives of numerous children and school systems.

Measuring and evaluation has a total of $2,000 allocated towards it,
making it 10% of the total budget. REFI will be measuring their marketing effectiveness by using
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I The Marketing objectives for Rockingham Educational Foundation Inc. are ambitious and
strategically designed to increase brand awareness, stimulate desire to donate, increase event
participation, and foster donor loyalty. To measure the success of these objectives throughout the
year, a multifaceted approach is crucial. Firstly, brand awareness will be measured through
I assessing social media metrics, including engagement rates, follower growth, and media metrics.
Regular media analysis will provide insights into the progression towards the 20% increase in REFI
Iawareness in 12 months from the start date. In addition, surveys are administered to engage donor
feedback and incorporate new ideas they have. The second objective, centered around stimulating
a desire to donate, will be measured through monitoring of promotional campaign performance
from the start date over the next 12 months. This promotional campaign will showcase past I
I student and teacher testimonials highlighting pain points and the direct positive impact REFI
programs have made on them. Metrics will include website traffic during these months, comparing I
the amount of donations to previous trends, as well as the increase in desire expressed by
potential donors through surveys, comments and feedback. Thirdly, REFI aims to increase event I
attendance through promotional campaigns highlighting the event's goals. This will be measured
through the amount of attendees that sign up compared to previous years to analyze the impact of
campaign themes in reaching the goal of increasing event participation by 10% in the 6 months
following the implementation of the campaign. Finally, the objective of fostering donor loyalty will
be measured through the comparison of how many repeat donors REFI has, the success of donor
campaign promotions, and assessing donor feedback. Regularly reviewing donor engagement and I
I the success of repeat donor promotions will provide insights into achieving the targeted 20%
increase in repeat donors by the end of 2025. The cumulative evaluation of these objectives will
I offer a comprehensive understanding of the campaign’s effectiveness and gauge what adjustments

L — -

are needed for continuous success. I
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I The Rockingham Educational Foundation Inc. will utilize multiple forms of communication with
potential donors to reach the desired communications objectives. The objectives will be meticulously I
measured to gauge progress and ensure that strategies are effective in achieving desired outcomes.
For the goal of enhancing brand recognition, key performance indicators will be employed such as
social media engagement rates, follower growth, and media reach to assess the success. Regular
I analysis of these metrics will provide valuable insights into REFI’s progress towards the targeted 20%
increase in brand awareness by June 30th, 2025. Similarly, to evaluate interest in supporting REFI
I through donations or event attendance, tracking donation volumes, event registrations, and revenue
generated from ticket sales. These metrics will enable REFI to monitor the progress towards increasing
I revenue from $108,000 to $150,000 by the specified deadline, allowing REFI to make informed
adjustments to the communication efforts as needed. To measure the desire of REFI’s target audience
I to participate in REFI events or contribute financially, REFI will utilize surveys, comments, and
feedback channels to gauge sentiment and interest levels. By analyzing the responses gathered
through these channels, REFI will be able to assess the progress toward the targeted 20% increase in I
desire by June 30th, 2025. Furthermore, for the objective of augmenting revenue generated by REFI
I events and donations, REFI will track revenue figures, conversion rates, and return on investment
(ROI) from the digital marketing campaigns. This data will provide insights into the effectiveness of the
digital marketing strategies and guide future efforts to achieve the targeted 15% increase in revenue
by the specified deadline. Finally, to expand the base of repeat donors and event attendees, REFI will
measure the number of repeat donations, event registrations, and guest attendance figures. By
comparing these metrics over time, REFI will be able to evaluate the progress toward the targeted
15% increase in repeat donors and attendees by June 30th, 2025. Overall, these rigorous
measurement and evaluation processes will enable REFI to assess the effectiveness of the

Icommunlcatlon initiatives, identify areas for improvement, and ensure that REFI is on track to achieve I
the communication objectives by the specified deadlines.
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Traditional advertising is going to help this integrated marketing plan reach more members in the
community and increase attendance at REFI events. This is crucial to REFI’s work as a non profit
I because in order to succeed they need their communities attention and support. In order to
measure the objective of increasing awareness of REFI’s programs, pretesting and post testing will
I be implemented. In June of 2024, before the campaign begins, emails will be sent out to the
community asking if they’ve ever heard of REFI Scholarships, the Teacher Supply Depot, Innovative
I Learning Grants, or RCPS Teacher Recognition. All data will be entered into a spreadsheet. These
emails will be targeted towards parents of RCPS students and other millennials in Rockingham
county. This will provide a baseline for what REFI’s current status is within the community. During I
I the campaign the surveys will be continuously distributed, with a slight increase during hot
seasons. For example, during back to school season, August-October, there will be more emails I
I asking about awareness of the Teacher Supply Depot and during graduation season, May-June,
there will be more emails about REFI scholarships. At the end of the campaign, June 2025, another I
large round of emails will be sent out. Once all data is collected the evaluation will begin. Through
this use of surveys and data representation REFI will get a good understanding of how traditional
I advertising increased program awareness. In order to measure increase in awareness of REFI
events and event attendance another spreadsheet will be created in June of 2024. There will be I
I one sheet for the Annual Event and one sheet for the Golf Tournament. On these sheets there will
be data about the past events including number of tickets sold, number of people present, amount I
I of money raised, etc. This will be vital in the evaluation of traditional advertising later on so it is
very important to have very detailed sheets. After each event the sheets will be updated to see
how numbers have increased. By using a spreadsheet it will be easy to compare numbers and data I
visualizations can be created to compare past years data to this year. In order to measure specific
print ad success, any QR code use will be directly recorded to see what locations/what print ads I
brought in the most interest. Also, REFI can track radio broadcast listeners to see how many people
I are tuned in during their messages. By using website tracking they can also see how many people I
look up REFI during the time right after a radio broadcast is played. By using surveys, customer
data, QR tracking, and website tracking REFI will be able to measure and evaluate the I
implementation of traditional advertising. I
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DIGITAL MARKETING EFFECTIVENESS

I Implementing digital marketing strategies into REFI’'s campaign plan will increase awareness and
traffic to their website. For the first digital marketing objective the goal is to increase awareness of
the services that REFI provides by 20% by sending emails every first of the month (starting August
2024), to 20,000 parents and millennials in Rockingham County School district areas that live within

Ia 50 mile radius. In order to track the effectiveness of this objective to measure email open rates to

assess the level of engagement and interest among recipients. Before launching the email
campaign, a pre-test by sending sample emails to a small group of the target audience will be
utilized. Then, collect feedback on the clarity of the message, attractiveness of visuals, and overall

I appeal. During the campaign, REFI will regularly monitor email open rates, click-through rates, and

conversion rates. They will adjust subject lines, formatting, and messaging based on results to I
optimize performance. After the campaign, REFI will analyze the overall email performance
compared to predefined objectives. The second objective is to increase exposure by ensuring REFI’s
website is one of the top 5 websites as a result when a user types in one or more keywords at least I
75% of the time within Rockingham County. REFI can track changes in search engine rankings for
targeted keywords to evaluate the impact of paid SEO efforts. Before implementing paid I

I advertising and SEO strategies, REFI will conduct pre testing by running small-scale paid campaigns
to give REFI strategy insight. Testing during the campaign will involve tracking the rankings search

I results and tweaking the messaging to boost REFI to the top. After the campaign, REFI will analyze

the performance of targeted keywords and adjust keyword strategies based on insights gained
from campaign data. The measurement of REFI’s digital marketing deliverables, such as banner ads,
email marketing, and paid SEO, will be calculated through engagement and impressions. If the

I deliverables are personable, attractive, and creative REFI can effectively increase interaction with

L_____________

the target audience. I
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The Rockingham Educational Foundation Inc. intends to use a variety of social media platforms to
reach the desired social media objectives. The first objective aims to increase the reach of social I
media platforms to members of the Rockingham community by 15% by June 2025. This will be
achieved through increased activity on Instagram, Facebook, and LinkedIn pages such as posting
updates on events, sharing student testimonials, and sharing news about changes at REFI and their
impact on the community through the use of social media deliverables. This objective will be
measured through media metrics on each individual platform including likes, comments, direct
I messages, and shares. Ongoing monitoring of posts on each platform as well as performing a I
comprehensive analysis of the success of the posts at the end of the campaign will be most
effective in determining the posts’ effectiveness. This analysis will consist of monitoring the I
I engagement metrics of the post as well as analyzing the traffic to the REFI website directly from
each individual post on each platform. The second objective involves Grow REFI’s social media
followers by 20% across Facebook, Instagram, and LinkedIn over the next 5 months, focusing on I
engaging local educators, students, and parents with content scheduled during peak activity times
(3-5pm on weekdays). To measure the attainment of the second objective, grow REFI will employ aI
comprehensive approach that involves both pre-testing and post-testing strategies. Initially, REFI
I will conduct a pre-testing phase to establish a baseline of the current social media follower count
across Facebook, Instagram, and LinkedIn. This baseline will serve as a reference point against
which progress can be measured. Following this, throughout the five-month period, REFI will
regularly monitor and analyze social media follower growth on all three platforms. Additionally,
REFI will assess the engagement levels of local educators, students, and parents with the content
REFI shares, particularly during peak activity times from 3-5pm on weekdays. At the conclusion of
the five months, REFI will conduct a post-testing phase to compare the final follower count with
I the baseline and evaluate whether they have successfully achieved the target of increasing social
media followers by 20%. Furthermore, REFI will analyze the qualitative feedback and interaction
I metrics to gauge the effectiveness of REFI content in engaging the target audience. This I
comprehensive approach for both objectives will provide valuable insights into the impact of REFI
social media strategies and inform future initiatives. I
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Implementing support media into REFI’s integrated marketing communication plan will help the I
organization reach more members in the target audience. REFI will use venue signage to achieve a
20% increase in awareness of REFI’s role in supporting students' education needs among parent
millennials in the Rockingham county area within 12 months from the campaign start date. REFI
will measure this by tracking the increase in website visits, page views, and clicks on specific pages
I related to REFI's mission and programs. Also, ask participants about their familiarity with REFI and
its programs to measure the effectiveness of support media in increasing awareness. The second
objective is to use transit advertising to grow the number of new donors by 15% and increase the
I frequency of repeat donations by 15% within the next fiscal year by leveraging targeted,
I personalized outreach and emphasizing the impact of contributions. To measure this, REFI can

I
compare donation metrics to historical data to assess the impact of support media tactics on donor
behavior. To pretest, REFI will gather feedback from target audience segments to understand their I
perceptions, preferences, and potential receptiveness to the planned support media elements.
Testing while the campaign is live will involve continuously tracking website visits, QR code scans, I
event registrations, and donation metrics using online analytics tools. REFI can also survey website
visitors and ask how they heard about REFI to see if support media is effective. Post Testing I
Imeasurement will involve asking specific questions about recall of support media elements, such as
venue signage or transit ads, to assess their impact. This will allow REFI to assess whether the
I messaging, design, and placement of support media deliverables effectively communicated REFI's

message and goals to the target audience. I
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The Rockingham Educational Foundation Inc. (REFI) has outlined two key objectives aimed at
leveraging direct marketing to stimulate engagement and drive traffic to REFI’s website. The first
objective focuses on increasing the number of repeat donors and event attendees by 15% by June

30th, 2025, through a direct email marketing approach. REFI plans to achieve this by sending I
informative emails to past donors and event participants, showcasing upcoming events, donation
I opportunities, and success stories. The strategy involves designing visually appealing email
templates with clear calls-to-action, implementing an automated email series for consistent I
communication, and sending surveys to gather feedback and ideas for improvement. The
I measurement of this objective will include tracking the number of repeat donors and event I
attendees, monitoring the email open rates (aiming for at least 35%), and assessing the
I effectiveness of survey responses in gauging interest and stimulating ideas for future events. The I
second objective aims to boost traffic to REFI's website by 20% through a targeted direct mail
campaign by June 30th, 2025. This strategy involves tailoring messages to address the specific I
needs of the target audience, millennial parents in Rockingham county, incorporating visually
appealing design elements, and presenting a clear call-to-action to stimulate an emotional
response, leading to potential donations. Additionally, coupons for upcoming event participations
and potential REFI raffles will be included in the direct mail to incentivize recipients to visit the I
website. The measurement of this objective will involve tracking website traffic metrics, such as the
Inumber of visits and page views, monitoring coupon redemptions, and evaluating the effectiveness I
of the direct mail campaign in driving engagement and conversions. Measurement and evaluation
I of direct marketing initiatives will follow a comprehensive approach encompassing pretesting,
testing during the campaign, and post-testing phases. Pretesting will involve assessing the I
effectiveness of email templates, survey questions, and direct mail designs to ensure they will
I resonate with the target audience and effectively communicate the intended message. Testing
during the campaign will involve monitoring key performance indicators in real-time, such as email
I open rates, survey response rates, website traffic, and coupon redemptions, to make necessary
adjustments and optimizations. Post-testing will entail analyzing the overall impact of the direct
marketing initiatives against the set objectives, identifying areas of success and areas for
improvement, and deriving insights for future campaigns. Additionally, the measurement of direct
marketing deliverables will involve tracking the execution and completion of tasks outlined in the
marketing plan, ensuring that all tactics are implemented effectively to support the overarching
I objectives. I
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This integrated marketing plan created by WIM Media will increase the Rockingham
Education Foundation’s brand presence and will foster stronger relationships with their
community, specifically their donors. REFI has struggled with getting their name out there,
maintaining current donors, acquiring new donors, and finding the time and staff to
establish a robust marketing plan. Through this campaign REFI will no longer need to worry
about any of these obstacles.

By implementing an integrated campaign across multiple marketing facets, the Rockingham
community will see REFI everywhere. This plan covers all aspects of marketing from bus
wraps to public park venue signage to LinkedIn posts. Through a deep understanding of the
target market, it was clear where the marketing needed to be enhanced. Advertising was
aimed to hit millennials at peak times to achieve the highest potential for success. This
means airing radio broadcasts when most people are commuting to work(6am-6pm),
posting on millennials favorite social media platforms(Facebook, Instagram, and LinkedIn),
and having in store media at the most popular stores(grocery stores). By understanding the
most effective methods to engage millennials, this strategy will proficiently enhance REFI's
brand within the Rockingham community.

Every communication objective, media plan technique, and individual tactic were created
using industry research and personal expertise. Therefore, each objective works cohesively
to amplify REFI’s current and potential donor contributions. For example, by applying
emotional appeal to ads combined with memorable call to actions consumers will feel
empowered to donate. Additionally, by utilizing the theory of reciprocity norm when
sending promotional products to REFI’s past donors, a cycle of continuous donations will be
triggered. With just these two techniques, REFI will grow their target market and cultivate
lifelong donor relationships.
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As a nonprofit organization, the Rockingham Education Foundation has encountered
challenges allocating enough time to actively promote their brand. However, through this
campaign those hurdles are reduced. This plan covers detailed tactics with creatively
designed deliverables, comprehensive timelines, and segmented budgets. By having
everything laid out, REFI’'s team no longer needs to worry; they can save their valuable time
and put it towards other more essential tasks. Lastly, through the detailed budget REFI
doesn’t need to be concerned about over spending. This budget was designed to prioritize
cost-effectiveness while also allocating more funds to activities that provide greater value
to REFI and their target market.

Moving forward REFI should shift their target market towards millennials since that market
is substantial, accessible, and actionable in the Rockingham area. By focussing on a new
target market, marketing will become easier especially since digital marketing is very
prominent right now. REFI should also continue to focus on utilizing online marketing such
as social media marketing because millennials nowadays pay attention to everything on
social media and it is a great way to not only focus on the main target market, but broaden
it. Overall, REFI has the steps they need in order to grow their brand and reach large
audiences, but following through and continuously paying attention to marketing is where
they will really excel at for the future of their non profit organization.
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The Campaign theme is Beyond Books:
Supporting the Journey from Classrooms to
Careers. This emphasizes REFI’'s mission to
provide students and teachers with necessary
classroom materials as well as allow for
students to access higher education. This will
emphasize the pain points through an

emotional appeal while providing a solution,
donating to REFI.

Eddie, a student in the Rockingham County School
District, has dreams of becoming a doctor, just
like his mother. However, his family cannot afford
to pay for him to receive higher education. Eddie
finds REFI, a non-profit aiming to provide each
student with equal opportunities for success in
education. He does his research and applies for
scholarships. REFI offers Eddie a scholarship and
he is able to start his journey to becoming a
doctor!
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Buyer Personas

ABOU

Madison is a 41 year old nurse in
Rockingham County. She has 3 43
year old husband and 3 kids (all boys).
They were highschool sweethearts
and have been married for 22 years.
Her children attend the local
clementary and middle schools and
are very involved in sports. She and
her busband are college educated,
having both gone to JMU.

PERSONALITY

000
000
9900

Analytical
Problem-Solving
Public Speaking
Social Media

GOALS

+ Madison hopes 10 be & Chief Nursing

FRUSTRATIONS

* Madison is a dedicated and hard worker and is

»

MADISON

Officer at the Harrisonburg Sentars
Hospital end she is currently enrolled
in & program to be & registered nurse
madwife

Madison loves raising ber kids and
poing to all of their sporting events
She wants them all to pursue higher

easily frustrated when she sees people slack
off or feels that they are incompetent
especsally at work

She gets frustrated with complex technology
as well She uses facebook avidly and when
technology becomes difficult to navigate, she

education and is a dedicated member becomes easily trritable

tothe PTA

CCAFFREY
NURSE

SKILLS FAVORITE BRANI

’m{!‘ :

AGE 41
GENDER WOMAN

LOCATION ROCKINGHAM
COUNTY

Communication

Leadership experience

Computer proficiency

—

PERSONALITY
000

Analytical
Problem-Solving
Public Speaking

Social Media

FRUSTRATIONS

ticas arise whenm parents miss

PTA meetings the spemt

months putting together

o8P

! [ N

ALLISON GIVER
PTA PRESIDENT

AGE 40
GENDER WOMAN

opes to raise $5000 for REFI

h PTA meetings and

o She gets upset when prospected donors that
she recruited fall through.

FAVORITE BRAND

[
OO

‘_—-‘

Office
DEPOT

LOCATION ROCKINGHAM,
VIRGINIA

HOBBY
LOBBY
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Brochure Deliverables

Why To
Support REFI?

There is no more valuable
investment in our community than
creating a public education system

that prepares our children to be
successful, REFI believes the future
of Rockingham County rests upon
every child in our schools being

The Foundation has experienced the
power of these community
partnerships, and that is why we
need your support!

Our Mission
Rockingham Educational Foundati
supports learning by securing finan
contributions and educational ources that
beneflit RCPS students and te; %,
The Foundation will achicve its mission by
directing resources toward these goals:
« Strengthen and enrich learning through
the development of innovative programs
« Inspire parents and community members
10 participate in the school systen to
enrich education
« Support additional training and resources
for educators of RCPS
Provide the 1ools to prepare students for
future success
Build commu
attention to RC|

ty support and positive

CONTACT
DETAILS

One donatien brings us ooe wtep closer Lo
envaring all students and teachers hane
sulficient materials to inspire Jearning. Ax
well ax albowing alf students with am equal
opportunity Lo parsue higher education,

prepared for graduation and beyond.

ROCKINGHAM N

W EDUCATIO!
FOUNDATION, INC

Beyond

AL

The Books

Supporting The Journey From,
Classrooms To Career

230

The Cost of
Education is
Priceless

wwweretigihvesbock org

Contacts

h $10-564-3218

’x‘ viandisérockingham K12.va.us

Make an
Impact

hutps://www.refigivesback.org/

*
Our Values ¥

« Philanthropy: We believe private
funding and the spirit of
volunteerism enhance the
educational possibilities for our
students, educators, and
community.
+  Learning: We encourage and
support curriculum and teaching
methodologies that engage and
inspire our students.
ion: We are committed
2 out Lo others and
establishing partnerships that
Join Us In Making a Difference - provide the best possible
Donate Today! Scan the QR code outcomes for all students.
tosee the different ways you can «  Excellence: We are dedicated to
make a difference going above and beyond Lo
accomplish our mission and
support the continuous pursuit
of quality learning in our schools.
«  Recognition: We believe in the
importance of acknowledging
those who exemplify educational
excellence and support our
mission.

IHHow Can You
Help?

The
Importance of
Education

Education is one of the keys
1o success. This suceess is
needed by the children in the
future. Grow and develop
with ux.

Thix ix Eddie. he dreams of one day
going to college and later becoming a
doctor, just like his dad, Eddie

sndisitroekingham kIZvaus
340/564-3218
wnw REFlgivestuck.ong

Your donation can help
Eddic, and many children
alike. reach their dreams

Supporting Children from
Classroom to Carcer

Mekp childern et the resurces secded (0 gt e epportunities ey drsene

What We Do

11 wrier ts kb chibdren bn (e right
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teachers sl sall

Rockingham Fducational foundation is
u non profit onganization that
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Contact Us How To Help

INNOVATIVE LEARNING GRANTS
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Phone eppt b g St it b e 3 0 o3 ol :::":‘w -u::-un--.
S80/560 328 e e e L
The Rockingham Educations! SCHOLARSINGS
Foundation. Inc. ix proud Lo support the (@] T =y i £501011) et s e haear ot Become a Partner in Education
Rockingham County Public Schoolx. ) Aot oo i topedie hoveh e ) ectbor o pright gt Savmarrs e dation B wil et
REFT ix 2 501 (¢) 3, non- profit Website rchograt of e e ey e N, adcm A b (bt b i cabts

S ary o et b 1 b
v ypot o (e ot o1 e TS

AT . . N oot et oo s m REF1 ot ot |y B e 0
organization dedicated to raksing fusds swerrfighebacong e o o et ot stn Mg et

and facilitating programs to enbance ebaiien T (v, b pogy
y K P p—"— CHER SUPPLY DEPOT Panre olub bage ol rvevy SIT1 Fowes
cducation for our studeots sl T
Fon e (e bt 0 prrpare shointa b ROPS stall mmbers sy et oo o e
Address P @ Ul % Hh the stadents Seeme
Bl mmasee: vapt amh s ki 4 ws e decastod s wamse arv purehoed by
0w e RCPS Schunt Busrd O o T Dnated ievms bncde diry erms mschers,
P

arresearg \ wginis TIN02

113

[

earonn, prermancat marors, sl cobernd
peects

Vim s wotaits Matod s roreine mmare darmation cs b o bl



APPENDICES

Brochure Deliverables

ABOUT OUR

NON-
PROFIT

ROCKINGHAM EDUCATIONAL
FOUNDATION, INC

Many students grow up in
underpriv I communities
without access to funds for
schooling. Thier future after K-12
gets cut short by

mission is Lo ch

providing all students with access Lo
quality education and help carve

them a bright future.

* %

Arcas ol Focus

O Innor stive Learning
Grasix

How to Help

o o 8 e 00 mtsa

Why Support Refi ‘

There bn me mare valusible invest mert n oor
onmavand ) st 1t ing 8 publec o stom
Vb Uaat ferparrs sar hdeTe o be
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TODAY!
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Harrisonburg, VA 22802

Contact Us!
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APPENDICES

Radio Advertisment

Description
Gender Female
Length 30 seconds
Target Demographic Millennials, Gen Z, parents of students
Character/Narrator Parent, mid-thirties
Vocal Direction Serious, concerned, emotional
Suggested Music Soft, calm, emotional, coming of age
Suggested Sound Effects Children's voices, school bells, writing, laughter

Script

-’

' [Soft and gentle music begins]
Narrator (female, mid thirties, serious, concerned, emotional tone):
"Attention parents in Rockingham County Public Schools. Are your children getting the education they deserve? Do your children
have everything they need to grow and become who they want to be?
' [Sound effects of a school environment in the background]
Narrator:“Well we have a way to help. At REFI we provide children with opportunities and resources they need to make their

dreams come true.”

' Eddie is a student of RCP. He grew up in a low income household so he didn’t have many opportunities growing up, but no
matter what he always had the dream of becoming a doctor and helping others. He does some research and found REFI. He
applied and receives a scholarship that enables him to finish school, attend college, get his M.D. and become a doctor. He now

works at Sentara and gives back to his community that supported his dreams. '
[Sound of children going into class, bell ringing]
Narrator:"With your help, REFI can offer your children scholarships, school supplies, and enrichment programs to shape your
children into the young adults they are striving to be, just like Eddie.” '
[coming of age, soft music]
Narrator:"For more information on how to help, visit our website @www.refigivesback.org. With your help we can make a huge '
difference for the scholars of tomorrow."

[music fades out] '
Narrator:“Its Beyond the Books, Supporting the journey from classrooms to careers.”
[soft uplifting music plays] '
[End of ad]

N ——)
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Radio Advertisment

Description

Gender Female
Length 30 seconds
Target Demographic Millennial parents with kids
Character/Narrator A millennial teacher (k-12) and student
Vocal Direction Serious/urgent to Hopeful

) In the beginning: heavier, dreadful, somber music
Suggested Music o
In the end: Up beat, uplifting

Groans/dread, classroom sounds, Child
Suggested Sound Effects o, .
squealing, “Thank you REFI

What did you dream of becoming when you grew up? The answers | hear as a k-12 teacher are
creative and endless. All children are so hopeful and excited for what the future has to hold. So
imagine my dread when | have to tell my students that we don't have the classroom resources,
nor do their families have the ability to send them to college. Make a difference today, donate to

the Rockingham Education Foundation, Inc. (REFI). Beyond books: Supporting the Journey

from Classrooms to Careers.
“I'm going to be a doctor, thank you REFI!” - Eddie exclaims
To make a difference today visit www.REFIGIVESBACK.org or call us at 540/564-3218
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Radio Advertisment

Description

Gender Male or Female
Length 30 seconds
Target Demographic Millennials with children
Character/Narrator Students in the Rockingham County public
school system, 17 years old
Vocal Direction Excited, promised, gratitude, grateful
Suggested Music Inspirational, uplifting
Suggested Sound Effects Clapping once graduating

One year ago | was depressed, unmotivated, and thought my future would amount to nothing.
Once | discovered REFI, my entire world changed! They gave my public school funds, and even
helped me find a scholarship for college. Now, as | walk across the graduation stage, | am
forever grateful for The Rockingham Educational Foundation! (Clapping from the audience).

Donate today to help! To find out more about REFI visit our website www.refigivesback.org or
call 540/564-3218.
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APPENDICES

Radio Advertisment

Item Description
Gender Male or Female
Length 30 seconds
Target Demographic Millennial parents with kids
A child in high schoolin a low-income
Character/Narrator
household

o Educator with an inspirational message,
Vocal Direction

positive anticipation

) Natural, inspiring, no words, just sounds
Suggested Music

and rhythms

Suggested Sound Effects

The kid's voices are in the background,

cheering, money sound.

In my family, every penny counts. But even when things get tough, my dreams don’t have to
be put on hold. Thanks to the Rockingham Education Foundation, kids like me get a chance
to be stars. When | was at my lowest and didn’t know how to support my dreams of going to

college, REFI was there to help me. They helped me go beyond the books supporting the

journey from classrooms to careers. But they can’t do it alone. They need help to keep these
programs running and to offer scholarships to kids in our community. Join me today to
support the Rockingham Education Foundation. Together, we can make a big
difference. Call us at 540-564-3218 or visit our website, refigivesback.org, to help us
move kids beyond the books.
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Radio Advertisment

Description
Gender Men and women
Length 30 seconds
Target Demographic Millennial parents with kids in school
Character/Narrator

Millennial woman/mother

Start off cheerful, then get soft and empatetic, then
informative and energetic

Vocal Direction

Suggested Music Heart warming, slow, emotional

Suggested Sound Effects Happy kids cheering

Happy back to school season! We know that this is usually an exciting time, (kids in back cheering) you
get to shop for new markers and get excited for the new school year, however, others are dreading
this time. (music gets sad) They know they don't have extra money sitting around to spend on new

supplies but they don’t want their kids to feel left out. So we’re asking you to go through what you’ve

already got. (music gets up beat again) The Rockingham Educational Foundation is looking for school

supply donations for their Teacher Supply Depot. Donating takes this heavy weight off parents
shoulders and makes sure they know their kid does not feel different at school. But it all starts with
you. Donate supplies and help REFI take RCPS Beyond the Books. Help us support these kids' journeys
from classroom to careers! To find out more visit our website at

vlandis@rockingham.k12.va.us.

or email us at
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Rack Card Deliverables

Rockingham Education Foundation

Beyond
The Books

Supporting The Journey From
Classrooms To Career

P
CRIEEAED Our Mission:

ROCKINGHAM EDUCATIONAL
H , INC

OUNDATION Rockingham Educational Foundation, Inc. supports

Tearning by securing financial contributions and
educational resources that benefit RCPS students and
teachers.

Thyr Q VA
Why Support:
There is no more valuable investment in our community
than creating a public education system that prepares
our children to be suceessful. REFI believes the future of

Rockingham County rests upon every child in our
schools being prepared for graduation and beyond.

IFor More Info

@® 51056132

© viandisirrockinghamk12va.us

@ nupsy/www.refigivesback.org

ﬁr‘ 1 Rockingham Education

What W

s 2™ Foundition, Inc, v‘ o
Support lhc‘“ :

Journey from
Classroom (o
Career

Your pocket change

makes a difference
for their dreams!

(0]

100 Mowmt Chmton Pike
Harrisonburg, \ingesis 22802

Vhy Support
Refiz

« There is no more valuable
investment in our community
than creating a public education
system that prepares our
children to be successful, REFI
believes the future of
Rockingham County rests upon
every child in our schools being
prepared for graduation and
beyond. The Foundation has
experienced the power of these
community partnerships, and
that is why we need your support!

www refigiveshack.org/

Call Now!

o e sy
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Rack Card Deliverables

Beyond

r the Books
Want to Sopuortingthe

Support the i

Future? $0 carcers

REFI can make that
happen.

¥/1

Our Story
Many students grow up in underprivileged

communities without access to funds for
schooling. Thier future after K-12 gets cut short
h

What We
Provide
» Scholarships
« Teacher Supply De; pul\
» Innovative Learnin,

» TeacherRecognition

Donate Today!

" O Bu0) see-248

o red

THE COST OF A
QUALITY
EDUCATION IS

ICELISS

Education is one of the
keys to success. This
Why? suceess is needed by
the children in the
future. Grow and

develop with us.

m

WV IG BACK.ORC

SRR e RGN

540/564- 3"13 UNFRLANS
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Rack Card Deliverables

SUPPORTING THE
JOURNEY FROM
CLASSROOM TO

CAREER

HELP CHILDREN GET THE OPPORTUNITIES
THEY DESERVE

122
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|

ROCKINGHAM EDUCATIONAL

FOUNDATION, INC

OUR MISSION:

Rockingham Educational Foundation, Inc. supports
Iearning by securing financial contributions and
educational resources that henefit RCPS students and
teachers,

WIHAT WE DO:

In order to guide children in the right direction we have
numerous ways of supporting them, while also
including the teachers and stafl. These include,
innovative learning grants, scholarships, and teacher

supply depots.

HOW TO HELP:

You can donate straight from our website for multiple
live auctions and events. You can also become a partner
in education and receive acknowledgment through local
media outlets, logo on REFI website for | year &
inclusion in social media communications, logo
included on event materials (website, invitation,
program). Banner with logo at every REFI Event

DONATE NOW!

www.refigiveshack.org

510-561-3218

100 Mount Clinton Pike, Harrisonburg Virginia,
22502
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Social Media Deliverables

ANNUAL EVENT POST

Sign up today! Click
the link in our bio to
purchase tickets

RIELELL)

Which event are you
attending?

Annual event

( Golf tournament
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Direct Mail Deliverables

(B9E0  Donate Toda

ROCKINGHAM EDUCATIONAL : _ : 3 y
FOUNDATION, INC Supporting the Journey from Classrooms to Careers

Scan the QR code to
donate or visit our website s
www.refigivesback.org

Support the journey
[rom classrooms to

carcers . o
www.refigivesback.org
A &
SV e * o
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Direct Mail Deliverables

SET A SPECIAL
DISCOUNT!

1E 20% _

N e, OFFE "RIEEN

: - ROCKINGHAM EDUCATIONAL
FOUNDATION, INC

Use voucher for attending

another event Thank You!

Thank you for your donation to
Rockingham Educational Foundation.

YOU CAN MAKE A
DIFFERENCE NOW

DONATE NOW!! Supporting Children From RO (DX CANONA

Classrooms to Carcers
(RE G0

Please continue 1o spread the word, but for now
Enjoy 15% off of your entrance fee for our next
big event coming up April 27th! We are so
grateful for your support.

Support The
Journey From
Classrooms to

Careers! e T

www.refigivesback.org
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