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Situation analysis 

Client situation 

The Oakville Hospital Foundation raises funds for the Oakville Trafalgar Memorial Hospital 

(OTMH) of Halton Healthcare Services. The Foundation partners with the community of Oakville 

to support and fund essential medical equipment and enable high quality patient care at OTMH.  

After OTMH opened in December 2015, the Foundation has been experiencing lower engagement 

levels amongst donors. There was significant enthusiasm in the time leading up to the opening of 

the new hospital where over 28,000 donors contributed a record-breaking $65 million to equip the 

opening day needs of the new hospital. This surpassed the Foundation’s $60 million campaign goal. 

Since then, there have been fewer attendees at donor events and the Foundation has found it 

difficult to rally for continued support through donations. People no longer think there is a need to 

donate money seeing that OTMH is already open and running. This is likely credited to a lack of 

awareness of the need for a hospital to have continued support to maintain operations and purchase 

expensive medical equipment.  

Opportunity statement 

The Foundation would like to attract a new donor demographic to reach its donation goal of $44 

million by 2021. The primary audience for this four-year strategic communications plan is young 

professionals. This is a relatively untapped audience for the Foundation and research has been 

conducted and analyzed to learn what effectively motivates this audience. This communications plan 

seeks to engage young professionals with the Foundation.   

Organizational goal 

The Foundation’s mission is to partner with the community to fund essential medical equipment 

for OTMH to enable high quality patient care.  

Its vision is to be a leading charity of choice for donors and volunteers in the Oakville community. 

As part of the strategic plan for 2015-2021, the Foundation needs to raise $44 million from donors. 

This will complete the $100 million net equipment goal and lay the groundwork for a new granting 

level of $9 to 10 million to OTMH annually.  
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SWOT analysis 

INTERNAL 
 

Strengths Weaknesses 

• The Foundation has loyal 
community fundraisers that raise 
donations (e.g. The May Court Club 
and Fern Hill School). 

• There was significant enthusiasm 
within the community about the 
opening of OTMH in December 
2015. 

• The Foundation’s current 
communications are transparent, 
which primary and secondary 
research confirms is important to 
the primary audience. 

• The Foundation’s current 
communications use the word 
“need” in key messages which 
primary and secondary research 
confirms is most effective in 
reaching the primary audience.  

• The Foundation’s current events 
such as the annual gala and Sunset 
Cinema have high attendance levels. 

• The Foundation’s communication 
team is small and therefore 
resources may be limited.  

• The Foundation has relatively low 
social media followings (e.g. 
Twitter has 2,722 followers and 
Facebook has 2,700 followers). 

• Donor engagement levels have 
decreased since OTMH opened in 
December 2015. 

EXTERNAL Opportunities Threats  

• Develop re-engagement strategies to 
acquire loyal donors and volunteers 
to ensure annual donations.  

• Attract a new and untapped donor 
demographic to raise donations (e.g. 
young professionals).  

• Engage young professionals and 
make them passionate about 
fundraising for the Foundation to 
spread awareness through word of 
mouth.   

• Young professionals are eager to be 
philanthropic so creating a 
relationship with this audience will 
be beneficial.  

• Implement crowdsourcing tactics to 
reach new audiences while increasing 
awareness of the Foundation. 

• The Foundation is competing 
against other organizations in 
Oakville for the support of young 
professionals (e.g. United Way).  

• Lower donor engagement levels 
and decreased funding after 
OTMH opened in December 2015 
suggests that people in the 
community do not believe OTMH 
still needs funding.  
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Audience analysis 

Primary audience  

This communications plan is targeted towards young professionals – a new and untapped audience 

for the Foundation. According to the Statistics Canada 2011 census, there are 29,465 young 

professionals in Oakville who make up this primary audience. This demographic is segmented by age 

and geographic location. It includes young professionals between the ages of 25 and 40 living in 

Oakville. This audience has an average household income of $70,000. 

These young professionals enjoy spending quality time with family and friends. This demographic is 

interested in sports, fitness and being part of a health club. Their leisure time is spent being 

physically active, as they enjoy participating in various sporting events.  

Young professionals are also quite philanthropic. Their values promote the wellness of others and 

they are willing to volunteer. They are a passionate and motivated group of people who like to be 

involved. 

The majority of young professionals in Oakville have a post-secondary education. Young 

professionals value transparency when supporting and contributing to a non-profit. They are more 

inclined to donate to an organization if it is transparent in communicating how it allocates funds.  

To effectively reach the primary audience, it is imperative that the key messages and tactics in this 

communications plan serve the primary audience’s need for transparency. Fundraising events will be 

based on activities that the primary audience can participate in during their leisure time. As 

transparency is what motivates and engages this group, communications will need to be specific 

when discussing where funds are needed, why they are needed and what they are going to fund. 

Secondary audiences 

Networks of young professionals (family, friends and colleagues) 

Family, friends and colleagues of young professionals will hear about their involvement with the 

Foundation. These people will learn about the Foundation’s events and other initiatives through 

their close relationship with the young professional involved. Communications between young 

professionals involved with the Foundation and their networks provide additional networking 

opportunities.   
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The media  

The media is a secondary audience because of its ability to reach and engage a large audience. The 

media keeps individuals up-to-date on current events that are happening throughout the community. 

Media coverage of the Foundation’s initiatives and events can raise awareness and increase 

engagement and donations.  

A part of this audience will consist of bloggers who may have a unique connection to healthcare or 

young professionals. Influential bloggers play a key role as they can promote community events and 

will potentially participate in events themselves. The Foundation can provide this audience with 

media kits that include messaging directed towards encouraging the primary audience to participate 

in events. The Foundation must consider that not all bloggers will want to participate in events and 

that some will prefer to be a voice and spread the message. With the help of bloggers, engagement 

with the Foundation’s events on social media will increase. 

Oakville community members  

This demographic is a secondary audience because of their geographic location. They reside in the 

Town of Oakville along with the Foundation and OTMH. Oakville community members have 

established a strong sense of unity and growth and have rallied together to support their local 

hospital. 

Although not all members of the Oakville community fit into the primary audience criteria, there is 

an opportunity to communicate key messages to this group. As a secondary audience, they can assist 

the Foundation in achieving its objectives. Community members will participate in the Foundation’s 

events that target young professionals as well as other initiatives that target different members of the 

Oakville community. 

Note: Please refer to Appendix B for a complete research analysis of the primary audience.   
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Empathy map 

Hear Think and feel See Say and do 

They hear the 
Foundation is creating a 
board for young 
professionals. 

They worry about 
getting a sufficient level 
of transparency from 
the organization. 

They would like to see 
the environment of the 
Foundation and how it 
functions. 

They are individuals 
who enjoy leisure 
activities. 

They hear the 
Foundation is looking 
for individuals between 
the ages of 25 to 40 to 
form a board of young 
professionals. 

They want clarification 
on the allocation of 
funds. 

They want to see how 
the Foundation makes a 
difference. 

They say that they are 
willing to volunteer. 

They hear the 
Foundation is looking 
for people to get 
involved. 

They hope to make a 
change with their 
contributions. 

They would like to see 
likeminded individuals 
who share the same 
passion for philanthropy 
as they do. 

They are highly educated 
individuals. 

They hear the 
Foundation surpassed 
its goal for OTMH’s 
opening day needs. 

They may think that the 
Foundation no longer 
requires funding since it 
surpassed its opening 
day funding goal. 

Pain Gain 
They get frustrated when they are not informed. They want to volunteer and be philanthropic. 

They fear they may not get the transparency they 
want. 

They measure success when they see the results of 
their work. 

They have busy lives which can make finding time 
for a non-profit difficult. 

They gain networking opportunities and 
professional experience in the non-profit industry. 
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Communications goal 

Engage young professionals with the Foundation.  

Objectives 

1. Increase social media followers by 20 per cent every year over the next four years. 

2. Increase the number of donations that young professionals bring to the Foundation by 30 

per cent by 2021. 

3. Increase the target audience’s awareness of the Foundation and its needs by 30 per cent by 

2021.  

Strategies and tactics  

Strategy 1: Establish a Young Professional’s Board of Directors (YPBOD). 

The Board will consist of young professionals who come from different backgrounds 

(communications, business management, healthcare, accounting, etc.). Members of the YPBOD will 

act as the Foundation’s champions and ambassadors while keeping the best interests of the 

community in mind. One member of the YPBOD will sit on the Foundation’s Board of Directors 

for oversight and inclusion purposes. 

Tactic 1: Develop social media content to recruit young professionals in the Oakville area. Share 

these materials with local organizations who have a significant number of Twitter followers. Content 

will also be posted on the Foundation’s social media platforms.  

Tactic 2: Issue a press release once the YPBOD is formed with a biography of each member. Pitch 

the press release to local media outlets. 

Tactic 3: Create a page on the Foundation’s website dedicated to the YPBOD, its members and its 

initiatives. 

Tactic 4: Host a training session with the YPBOD to educate members on the Foundation’s 

mission and values. Training will include brainstorming sessions where the Board can come together 

and share their ideas and opinions. 

Tactic 5: The YPBOD will develop, promote and oversee all events targeting the primary audience. 

They will work alongside the Foundation’s communications team, administrative team, financial 

team, etc. 
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Strategy 2: Develop a social media campaign based on full transparency of the Foundation’s 

needs and allocation of donations. 

Tactic 1: Create bi-monthly fact sheets with content on the amount of donations received and 

where the money has been allocated. This content will be communicated using storytelling 

techniques. 

Tactic 2: Create infographics to promote all events on social media platforms. 

Tactic 3: Host monthly Twitter chats with a member of the YPBOD. These Twitter chats will be 

AMA-style and will focus on different topics each month. Twitter users can ask questions on 

anything they want more information on, including the allocation of funds. 

Tactic 4: Live-tweet all events on Twitter. 

Tactic 5: Create a unique hashtag for each event. Attendees and the media will be encouraged to 

live-tweet during and after the event. 

Tactic 6: At the end of each event and crowdsourcing campaign, create fact sheets to communicate 

the amount of money raised and how funds will be allocated. Post this content on all social media 

platforms and the Foundation’s website. 

 

Strategy 3: Develop a crowdsourcing campaign geared towards raising money while playing 

sport. 

Tactic 1: Create a volleyball crowdsourcing event called “Volley for a Cause”. This will be a 

volleyball tournament where young professionals can form teams of at least seven individuals. To 

participate, each team member will raise funds through pledges and all proceeds will be donated to 

the Foundation. Team members will be required to collect a minimum of $200 each in pledges. The 

event will run twice a year in March and September. 

Tactic 2: Develop a website for these crowdsourcing events where teams can sign up, order their 

information kits and team t-shirts and share the event with family, friends and colleagues to promote 

their involvement. 

Tactic 3: Partner with an indoor beach volleyball facility such as Mainway Sports Centre in 

Burlington. “Volley for a Cause” will be hosted at their indoor volleyball courts. They will also 

promote the event within their facility and on social media. The Foundation’s venue costs for the 
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courts will qualify for a discount and participants will purchase their own food and drinks at the 

facility. 

Tactic 4: A local company such as Boston Pizza will sponsor the event by donating t-shirts to the 

team.  

Tactic 5: Create infographics, tweets and posts to promote the event on social media platforms 

using the event’s hashtag. 

Tactic 6: Create a video of the event and release it on the crowdsourcing website, the Foundation’s 

website and social media platforms after the event. This will also be used to promote future “Volley 

for a Cause” events. 

Tactic 7: Issue a press release the day of the event outlining the event’s objectives and how young 

professionals are coming together to support a good cause. 

Tactic 8: Create a fact sheet at the end of each volleyball crowdsourcing event that includes 

statistics on the money raised and how it will be used. Share the fact sheet on all social media 

platforms. Send thank you emails to all participants and attach the fact sheet in the email. 

Tactic 9: Write a blog post on each event and post it on the “News & Events” section of the 

Foundation’s website. The blog must incorporate effective storytelling techniques. 

Tactic 10: Invite influential media bloggers (e.g. fitness, sports, non-profit, young professionals and 

health bloggers) and local media outlets to events. 

 

Strategy 4: Host an annual event targeting young professionals to engage this audience in a 

social setting. 

Tactic 1: Host an annual gala in May that targets young professionals. Promotion and ticket sales 

will begin in January. 

Tactic 2: Develop a website for the annual gala. Tickets and promotional material will be available 

on the website. 

Tactic 3: Create fact sheets and infographics to clearly communicate the purpose of the gala and the 

allocation of funds. These will be shared on social media and emailed to the Foundation’s email list. 

Tactic 4: Collect in-kind donations from the community throughout the year for a silent auction 

that will take place during the event. 
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Tactic 5: Issue two press releases to pitch to local media outlets – one to promote the event and 

one following the event to celebrate the evening and its monetary accomplishments. 

Tactic 6: Create a video for each gala annually. The video will be posted on the Foundation’s 

website and social media platforms to celebrate the accomplishments of the event and also to 

promote future galas. 

 

Strategy 5: Develop a new partnership annually with an organization that targets young 

professionals. 

Partnerships will include community restaurants such as Scaddabush Italian Kitchen & Bar (Oakville location), 

community associations such as the Young Professionals and Entrepreneur Group (YPEG) – Oakville Chamber of 

Commerce and entertainment organizations in the community such as Film.ca Cinemas. 

Tactic 1: Develop communications materials such as posters, brochures and flyers to showcase 

throughout restaurants, cinemas and stores to promote the Foundation, “Volley for a Cause” and 

the young professional’s gala. 

Tactic 2: Provide messaging and content for these organizations to include in their communications 

to their email lists to promote events and increase awareness of the Foundation (i.e. Scaddabush’s 

“Social Club” email list and the YPEG’s email list). 

Tactic 3: Co-host fundraising events with the Foundation’s partners at their place of business.  

For example: 

• Scaddabush: Co-host several nights a year where a portion of proceeds from specific product 

sales are donated to the Foundation (e.g. Scaddabush’s Charity Bread). 

• YPEG: Co-host a fundraising event for one of their social networking sessions. 

• Film.ca Cinemas: Co-host several movie nights where a portion of a selected movie’s ticket 

sales are donated to the Foundation. 

Tactic 4: Create infographics and content to promote all events on the Foundation’s partners’ social 

media accounts. 
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Key messages 

Objective 1: Increase social media followers by 20 per cent every year over the next four 

years. 

Key message: The Oakville Hospital Foundation is dedicated to working with the community 

to raise money to purchase essential medical equipment for Oakville Trafalgar Memorial 

Hospital while providing full transparency of funds.  

Objective 2: Increase the number of donations that young professionals bring to the 

Foundation by 30 per cent by 2021. 

Key message: The Oakville Hospital Foundation needs your support to fund essential medical 

equipment. 

Objective 3: Increase the target audience’s awareness of the Foundation and its needs by 

30 per cent by 2021. 

Key message: The Oakville Hospital Foundation funds essential medical equipment for 

Oakville Trafalgar Memorial Hospital to enable high quality patient care.  

Spokespeople 

President of the YPBOD 

The president oversees the YPBOD’s initiatives and acts as an authority figure for the Board. They 

are a suitable spokesperson because they reflect the Foundation’s mission and core values and are 

knowledgeable about the Foundation’s policies and initiatives. Their authoritative role within the 

YPBOD makes them a credible spokesperson for the media because they are a trustworthy source 

for valuable information. The public will trust the messages communicated by the president due to 

their insight into executive decision making.  

The president will possess strong leadership skills and be charismatic. They will share the same 

demographics as the primary audience and because of this, they are a relatable spokesperson to 

reach this group. 

The president will undergo media training on key messages, which will prepare them to respond to 

media inquiries on the YPBOD’s initiatives and progress. They will also need to go through 

sensitivity training to ensure they can effectively communicate to the primary and secondary 

audiences about potentially difficult and sensitive subject matter. This is important because members 
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of the target audience may have an emotional connection to the Foundation due to a personal 

experience. Key messages for the primary audience will be transparent, direct and specific. Empathy 

training is a necessity as it will allow for the president to appropriately communicate with the public 

about the impact of donations. 

The president of the YPBOD will support the first objective of this communications plan which is 

to increase the Foundation’s social media following. The strategy to achieve this objective is focused 

on a high level of transparency, which the president will be able to provide through their 

communications on online platforms. The president will help to increase donations by supporting 

the crowdsourcing events, the gala and the Foundation’s partnerships. The president will also help 

to achieve the third objective which is to increase awareness of the Foundation and its needs. 

Committee chair of the YPBOD 

The committee chair of the YPBOD is an appropriate spokesperson because they can provide the 

transparency that young professionals are looking for when supporting a non-profit organization. 

Similar to the president of the YPBOD, the committee chair will need to go through sensitivity 

training to know how to effectively communicate with the primary and secondary audiences. The 

committee chair will also undergo media training, including training on key messages. 

They will be familiar with the target audience and understand what type of language to use when 

communicating key messages. The committee chair will have first-hand knowledge of the 

transparent information that young professionals are looking for, such as financial information. 

The committee chair will be a relatable spokesperson for the primary audience because they reflect 

the target demographic. 

The committee chair of the YPBOD will support each objective of this communications plan.  

Doctor at OTMH 

A doctor working at OTMH who is around the age of the primary audience will be an appropriate 

spokesperson. A doctor has gone through empathy training so they understand how to properly 

communicate with the primary and secondary audiences about sensitive topics. 

A doctor is a suitable spokesperson to explain what OTMH needs funding for, what the money goes 

towards and the difference that it makes for patients. A doctor is a credible spokesperson because 

they can explain the medical impact of donations and how donations directly impact patients and 
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their families. This satisfies the primary audience’s need for transparency. The doctor can act as a 

subject-matter-expert throughout this communications plan. 

The doctor will need to be trained on key messages to know how to communicate effectively with 

the primary audience. It is important that the doctor be charismatic and sincere. 

As the doctor is also a representative of OTMH, showcasing this connection to the primary and 

secondary audiences is valuable and promotes a unified front. 

The doctor will support the second objective of this communications plan by explaining the need 

for donations to the primary audience. The doctor will support the third objective by raising the 

primary audience’s awareness of the Foundation through storytelling.  

Evaluation 

The evaluation component of the communications plan measures the success of the plan in 

increasing social media followers, the number of donations brought to the Foundation by the 

primary audience and the primary audience’s awareness of the Foundation. The evaluation of this 

communications plan is imperative to achieving the Foundation’s goal of engaging young 

professionals. The information gathered will determine if the primary audience has been successfully 

engaged and if they are bringing funds to the Foundation.  

One important consideration that must be taken into account for this evaluation is that just because 

there is an increase in social media followers and donations, it does not mean that the Foundation is 

reaching the target audience effectively.  

Objective 1: Increase social media followers by 20 per cent every year over the next four 

years. 

Benchmark: 

- Have the Foundation record its current number of social media followers. [beginning of 

plan]  

Exposure evaluation method:  

- Track media outlets such as professional and influential blogs by young professionals that 

have engaged and followed the Foundation on social media. [bi-monthly]  

- Track the interaction with the primary audience on social media by analyzing the live-tweets 

from each event and the Twitter chats hosted by the YPBOD. [day/week after event or 

chat]  
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Awareness evaluation method:  

- Observe the Foundation’s social media accounts to determine which platform young 

professionals engage with the most. [end of each month]  

- Analyze awareness and comprehension of key messages and of information on the 

Foundation’s social media platforms to determine if followers are increasing. [on-going]  

Attitude evaluation method:  

- Have the Foundation record the number of followers on all social media platforms at the 

end of each year. [end of each year]  

Objective 2: Increase the number of donations that young professionals bring to the 

Foundation by 30 per cent by 2021. 

Benchmark: 

- Determine the current number of donations from young professionals annually to the 

Foundation. [beginning of plan]   

Exposure evaluation method: 

- Track the attendance of young professionals at fundraising events (crowdsourcing events, 

gala and partnership events), as well as their engagement with the event (e.g. use of the event 

hashtag on social media). [week after each event]  

- Analyze donations that are coming in based on the Foundation’s content on social media. 

[weekly]  

Awareness evaluation method:  

- Track donations brought to the Foundation by young professionals. [end of each month]  

- Track donations acquired through the partnerships that are formed annually. [annually]  

- Measure awareness and retention of key messages to determine if they are motivating the 

target audience to raise funds for the Foundation. [end of plan] 

Attitude evaluation method: 

- Determine the number of young professionals who have engaged with and raised funds for 

the Foundation. [end of plan]  

- Conduct an exit survey for young professionals to see how effective the events and social 

media are for boosting donations from the target audience. [end of plan]  
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Objective 3: Increase the target audience’s awareness of the Foundation and its needs by 30 

per cent by 2021. 

Benchmark: 

- Conduct a survey to determine the number of people who are aware of the Foundation and 

its needs. [beginning] 

Exposure evaluation method: 

- Conduct a survey to determine the target audience’s awareness of the Foundation and its 

needs compared to the results from the benchmark survey. [annually]  

- Track the target audience’s attendance at each event. [week after event]  

- Track the number of media outlets that pick up the Foundation’s press release to ensure the 

target audience is being reached. [monthly]  

- Track the number of movie tickets that are sold to the target audience at the movie night 

with Film.ca Cinemas. [week after event] 

- Track influential bloggers who are posting content about the Foundation and individuals 

who participate in the Twitter chats to see if the target audience is being made aware of the 

Foundation. [monthly]  

- Track the number of views and impressions that the videos for the gala and crowdsourcing 

events receive. [after each event] 

- Track interactions with the blog post on the Foundation’s website (e.g. shares, reposts, likes 

and comments). [twice annually after each event] 

Awareness evaluation method: 

- Ensure that there is sufficient content to raise awareness of the Foundation and its needs so 

that young professionals receive proper information. [bi-weekly] 

- Track the number of different pledges that participants receive to evaluate the reach of the 

crowdsourcing events. [after the event]  

- Analyze the coverage that the Foundation’s events receive on social media by 2021. [end of 

plan] 

- Analyze the tweets and posts on the Foundation’s partners’ social media accounts 

(Scaddabush, Film.ca Cinemas, YPEG) that are promoting the events to the target audience. 

[bi-monthly]  
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Attitude evaluation method: 

- Conduct an exit survey for young professionals in Oakville to gather information on the 

primary audience’s awareness and retention of the Foundation and its needs. [end of plan]   

Questions 

1. Has awareness of the Foundation and its needs increased with the target audience as a result 

of this communications plan? 

2. Was the achieved outcome complementary to the Foundation’s goal? 

3. Was the goal of the communications plan reached? 

4. Were the objectives of the communications plan met? 

5. Did the target audience receive and understand the key messages? 

6. Has the Foundation used social media to the best of its ability? 

7. Was the Foundation able to reach the target audience through social media channels?  

8. How could the strategies have been more effective? 

9. Did the donations brought in by young professionals increase? 

10. Did the Foundation follow the communications plan properly? 

11. Did the Foundation experience any negative feedback from the content or events that were 

hosted? 

12. Was the Foundation able to reach the target audience? 

13. What could have been improved? 

14. What is replicable for future communications plans? 

15. What impacted the success of the communications plan? 

16. Was the organizational goal achieved? 

17. What unforeseen circumstances affected the success of this communications plan? 

18. Has engagement between young professionals and the Foundation increased? 

19. Were the strategies and tactics executed in a timely manner? 

20. Was the critical path followed? 

21. Did the Foundation keep within the budget? 

22. What kind of tweets and other social media posts received the highest engagement (i.e. 

which topics and subjects)?  

23. Did individuals gather more than the minimum $200 in pledges for the semi-annual 

crowdsourcing events? 

24. Were the events successful? 
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Critical path and timeline 

Date to be 
completed 

Task Description 

June to August 2017 
 
 
 
 
August 2017 

Recruit members for the YPBOD. 
 
 
 
 
Hire a communications intern to begin in 
September.  

Work with human resources to 
create position descriptions for 
the roles within the YPBOD and 
open the job application process.  
 
The intern must have 
videography and social media 
skills and be able to create 
factsheets and infographics. 

September 2017 Have the YPBOD formed. 
 
Conduct a benchmark survey for the first 
objective of the communications plan. 
 
Determine the current number of donations 
from young professionals annually to the 
Foundation. This is the benchmark 
evaluation for the second objective. 
 
Conduct a survey to determine the number 
of people aware of the Foundation and its 
needs. This is the benchmark evaluation for 
the third objective. 
 
 
Create and distribute a press release to local 
media outlets. 
 
 
Work with a third-party website developer to 
create a page dedicated to the YPBOD on 
the Foundation’s website. 
 
 
Host a training session with the YPBOD and 
educate them on the Foundation’s missions 
and values. 
 
Communications intern starts.  
 
[Bi-monthly] The intern will create 
factsheets to distribute on social media. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
The press release will include a 
biography of each YPBOD 
member.  
 
 
This page will include 
information about the YPBOD 
and its initiatives. 
 
 
This session will take place at the 
Foundation and will include a 
brainstorming session. 
 
 
These factsheets will 
communicate the amount of 
money donated to the 
Foundation and keep the public 
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Reach out to local restaurants (such as 
Scaddabush Italian Kitchen & Bar in 
Oakville) to form a partnership.  

informed. 

November 2017 
 
 
 
 

Reach out to local indoor volleyball facilities 
(such as Mainway Sports Centre) to attain 
sponsorships. 
 
[Annually] The intern will create 
promotional material for the gala (e.g. 
factsheet and infographic) to be distributed 
on social media and the website and sent to 
the Foundation’s email list.  
 
[Annually] The intern will work alongside 
the fund development coordinator to secure 
in-kind donations for the annual gala.   
 
Create a separate website for the gala. 
 
[Annually] Create promotional materials 
(such as posters, brochures and flyers) to 
showcase in the restaurant the Foundation is 
partnering with. 

This will be an opportunity for 
the Foundation to develop an on-
going partnership. 
 
 
 
 
 
 
These in-kind donations will be 
used in the silent auction.  

2018 [Annually] Co-host fundraising events 
where a portion of proceeds from specific 
product sales are donated to the Foundation. 

This event will occur several 
times throughout the year. 

January 2018 [Monthly] Every month, a different 
YPBOD member will host a Twitter chat. 
 
 
 
 
 
Create a website for “Volley for a Cause.”  
 
 
 
 
[Annually] The intern will create and 
distribute infographics, tweets and posts to 
promote “Volley for a Cause.”  
 
[Annually] Begin promotion for the first 
gala. 

These Twitter chats will be AMA-
style and will focus on a different 
topic each month. The public will 
be able to ask questions on 
anything including the allocation 
of funds. 
 
On this website, individuals can 
register their team, order their 
information kits, gain pledges and 
share the event with their 
network. 
 
Create a unique hashtag to be 
used to live-tweet during the 
event. 
 
 

March 2018 [Annually] Host the “Volley for a Cause” Teams will consist of seven 
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event. 
 
 
 
[Annually] The intern will live-tweet the 
“Volley for a Cause” event. 
 
[Annually] A press release will be pitched to 
local media on the day of the event. 
 
[Annually] The intern will create a video of 
the “Volley for a Cause” event and share it 
on the Foundation’s website, the 
crowdsourcing website and on social media. 
 
[Annually] The intern will write a blog post 
that will be featured on the Foundation’s 
website in the “News and Events” section. 
 
[Annually] The intern will create and 
distribute a factsheet to communicate the 
amount of money raised at “Volley for a 
Cause” and where the funds will be allocated. 

young professionals who will 
participate in a volleyball 
tournament while raising funds 
for the Foundation. 
 
 

May 2018 [Annually] Send the press release to local 
media to promote the gala. 
 
[Annually] Host the annual gala. 
 
[Annually] The intern will live-tweet during 
the gala. 
 
[Annually] Pitch the press release to local 
media to provide a post-event recap. 
 
 
[Annually] The intern will create a 
promotional video for the gala. 

 
 
 
 
 
 
 
The press release will celebrate 
the event and the monetary 
accomplishments. 
 
The video will be posted on 
social media to recap the event 
and it will also be used to 
promote next year’s gala. 

July 2018 [Annually] The intern will create and 
distribute a factsheet to communicate the 
amount of money raised at the “Volley for a 
Cause” event and where the funds will be 
allocated. 

 

September 2018 [Annually] Host the “Volley for a Cause” 
event. 
 
 

Teams will consist of seven 
young professionals who will 
participate in a volleyball 
tournament while raising funds 
for the Foundation. 
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[Annually] The intern will live-tweet during 
“Volley for a Cause.” 
 
[Annually] A press release will be sent to 
local media the day of the event. 
 
[Annually] The intern will create a video of 
“Volley for a Cause” and distribute it on the 
Foundation’s website, the crowdsourcing 
website and on social media. 
 
[Annually] The intern will write a blog post 
to be featured on the Foundation’s “News 
and Events” section of the website. 
 
[Annually] The intern will create a factsheet 
to post on social media to communicate the 
amount of money raised at “Volley for a 
Cause” and the allocation of funds. 

 

November 2018 Reach out to entertainment organizations in 
Oakville such as Film.ca Cinemas to form an 
on-going partnership.  

 

2019 [Annually] Co-host a movie night where a 
portion of a selected movie’s ticket sales are 
donated to the Foundation.  
 
[Annually] Create promotional materials 
(such as posters, brochures and flyers) to 
showcase in Film.ca Cinemas. 

This event will occur several 
times a year.  

November 2019 Reach out to a young professional 
organization such as YPEG to form an on-
going partnership.  

 

2020 Co-host a fundraiser event alongside YPEG.  
 
[Annually] Create promotional materials 
(such as posters, brochures and flyers) to 
showcase at the Oakville Chamber of 
Commerce and send to YPEG’s email list. 

 

January 2022 Conduct an exit survey to assess information 
retention of the Foundation and its needs 
amongst the primary audience.   
 
Evaluate the effectiveness of events and 
social media content. Evaluate the number of 
donations received by young professionals. 
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Budget 

Budget for Sept. 1, 2017 – Aug. 31, 2018 

Item Quantity Description Estimated 
total 

Survey  1 A third-party company (Forum Research) will 
conduct a survey on behalf of the Foundation. 

Approximately 
$3,500 

Website development  
 
 
 

 A third-party organization will develop the website 
for the gala.  
 
A page will be added to the Foundation’s website 
to include information about the YPBOD, their 
initiatives, member biographies, an “about us” 
section, an “events” section, a “media” section, etc.  
 
There will be a separate website created for the 
crowdsourcing event, “Volley for a Cause.” This 
website will allow individuals to register their team 
for the tournament, collect pledges, receive their 
informational kits and share the event on social 
media. The website will be updated twice yearly. 
 
There will be an additional website for the gala 
where ticket sales will be available for purchase and 
all information regarding the gala will be posted. 

Approximately 
$20,000 

Intern 3 The interns will help the Foundation reach its goals 
and objectives and execute strategies and tactics. 
The interns will be responsible for social media, 
event planning and execution, creating digital 
communications, creating appropriate video 
content for “Volley for a Cause” and assisting in 
anything else the Foundation needs.  
 
Every four months, a new intern will be selected. 

Approximately 
$3,000 for the 
year (based on 
an honorarium 
of $250/month) 

Annual gala   The annual gala will take place once a year at Le 
Dome Banquet Halls in Oakville.  
 
Jeana’s room will be used for this event and is a 
total of $1,000 to rent. This room has a maximum 
capacity of 270 guests.  
 
Food and drinks (max. 270 attendees) – 
approximately $13,000.  

Approximately 
$35,000 
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Each individual guest’s meal will be $34 + 
HST. 
 
Parking at Le Dome is free. 
 
The audiovisual fee is approximately $5,000. This 
will include lighting, sound system, projection 
system, music usage rights, video lighting, 
rigging/dropping and microphones.   
 
Décor - approximately $2,500 
 
Program design - approximately $800.  
 
Printing will include invitations, signage, table 
cards, workshop paper, etc. - $1,200 
 
Marketing for the event is approximately $1,200. 
 
Advertising (microsite development and 
transaction development sales) is approximately 
$2,000.  
 
Centrepieces - $1,400 
 
Gift bags - $250 
 
Miscellaneous - $1,500 
 
Videographer - $1,000 
 
Contingency - $4,010 

Training session for 
YPBOD 

 Food and refreshments - $300 
 
Refreshments for the YPBOD’s bi-monthly 
meetings throughout the year - $750  

Approximately 
$1,050 

Printing  Printing for promotional material for restaurant 
partnerships - $700 

Approximately 
$700 

“Volley for a Cause” 
venue 

2 Mainway Sports Centre courts at a discounted rate 
- $550 

Approximately 
$1,100 
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Printing  Signage for crowdsourcing event - $400 Approximately 
$400 

 
Grand total  

   
Approximately 

$64,750 

 

Budget for Sept. 1, 2018 – Aug. 31, 2019 

Item Quantity Description Estimated total 

Website 
maintenance   

 The websites will be updated every year with new 
banners, visuals and event information.  
 
A new website for the gala will be updated every 
year and the website for “Volley for a Cause” will 
be updated semi-annually. 

Approximately $8,000 

Intern 3 The interns will help the Foundation reach its 
goals and objectives and execute strategies and 
tactics. The interns will be responsible for social 
media, event planning and execution, creating 
digital communications, creating appropriate 
video content for “Volley for a Cause” and 
assisting in anything else the Foundation needs.  
 
Every four months, a new intern will be selected. 

Approximately $3,000 
for the year (based on 
an honorarium of 
$250/month) 

Annual gala   The second annual gala will take place at Le 
Dome Banquet Halls in Oakville.  
Jeana’s room will be used for this event and it is 
$1,000 to rent. This room has a maximum 
capacity of 270 guests. 
Food and drinks (max. 270 attendees) – 
approximately $16,000.  
Each individual guest’s meal will be $38 + 
HST. 
Menu items have changed to offer an improved 
selection of food and drink.   
  
Parking at Le Dome is free. 
 
The audiovisual fee is approximately $6,000. This 
includes lighting, sound system, projection 
system, music usage rights, video lighting, 
rigging/dropping and microphones.   
 

Approximately $38,533 
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Décor - approximately $2,500 
 
Program design - approximately $1,000 
 
Printing will include invitations, signage, table 
cards, workshop paper, etc. - $1,000 
 
Marketing for the event is approximately $1,400. 
 
Advertising (microsite development and 
transaction development sales) is approximately 
$1,000.  
 
Centrepieces - $1,400 
 
Gift bags - $300  
 
Miscellaneous - $1,500 
 
Videographer - $1,000  
 
Contingency - $4,433 
 
Each year, the goal is for the number of guests 
and sponsorships to increase.  

Food for 
YPBOD 
meetings 

 Refreshments for the YPBOD’s bi-monthly 
meetings throughout the year - $750  

Approximately $750 

Printing  Printing for promotional material for restaurant 
and entertainment partnerships –  
$700 x 2 = $1,400 

Approximately $1,400 

“Volley for a 
Cause” venue 

2 Mainway Sports Centre courts at a discounted 
rate - $550 

Approximately $1,100 

Printing  Signage for crowdsourcing event - $400  Approximately $400 

Grand total    Approximately  
$53,183 
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Budget for Sept. 1, 2019 – Aug. 31, 2020 

Item Quantity Description Estimated total 

Website 
maintenance   

 The websites will be updated every year with 
new banners, visuals and event information.  
 
A new website for the gala will be updated 
every year and the website for “Volley for a 
Cause” will be updated semi-annually. 

Approximately $8,000 

Intern 3 The interns will help the Foundation reach its 
goals and objectives and execute strategies and 
tactics. The interns will be responsible for social 
media, event planning and execution, creating 
digital communications, creating appropriate 
video content for “Volley for a Cause” and 
assisting in anything else the Foundation needs.  
 
Every four months, a new intern will be 
selected. 

Approximately $3,000 
for the year (based on 
an honorarium of 
$250/month) 

Annual gala   The third annual gala will take place at Le 
Dome Banquet Halls in Oakville.  
 
Angelo’s room will be used for the third annual 
gala. This room accommodates up to 530 
guests. The room rental fee is $3,500.  
 
Food and drinks (max. 530 attendees) – 
approximately $25,000 
 
By the third gala, it is projected that attendance 
will increase.  
 
The cost of food and drinks will increase 
substantially because it is projected that more 
people will attend the gala and the event has 
become more prestigious.   
 
Parking at Le Dome is free. 
 
The audiovisual fee is approximately $6,000. 
This will include lighting, sound system, 
projection system, music usage rights, video 
lighting, rigging/dropping and microphones.   
 
Décor - approximately $2,500 
 

Approximately $51,538 
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Program design - approximately $1,000.  
 
Printing will include invitations, signage, table 
cards, workshop paper, etc. - $1,000 
 
Marketing for the event will be approximately 
$1,400. 
 
Advertising (microsite development and 
transaction development sales) is approximately 
$1,000.  
 
Centrepieces - $1,400 
 
Gift bags - $300 
 
Miscellaneous - $1,500 
 
Videographer - $1,000 
 
Contingency - $5,938 
 
Each year, the goal is for the number of guests 
and sponsorships to increase. 

Food for 
YPBOD 
meetings 

 Refreshments for the YPBOD’s bi-monthly 
meetings throughout the year - $750  
 

Approximately $750 

Printing  Printing for promotional material for 
restaurant, entertainment and association 
partnerships - $700 x 3 = $2,100 

Approximately $2,100 

“Volley for a 
Cause” venue 

2 Mainway Sports Centre courts at a discounted 
rate - $550 

Approximately $1,100 

Printing  Signage for crowdsourcing event - $400 Approximately $400 

Grand total    Approximately  
$66,888 
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Budget for Sept. 1, 2020 – Aug. 31, 2021 

Item Quantity Description Estimated total 

Survey    A third-party company (Forum 
Research) will conduct a survey on 
behalf of the Foundation. 
This is for evaluation purposes. 

Approximately $3,000 

Website maintenance   The websites will be updated every year 
with new banners, visuals and event 
information.  
 
A new website for the gala will be 
updated every year and the website for 
“Volley for a Cause” will be updated 
semi-annually. 

Approximately $8,000 

Intern 3 The interns will help the Foundation 
reach its goals and objectives and 
execute strategies and tactics. The interns 
will be responsible for social media, 
event planning and execution, creating 
digital communications, creating 
appropriate video content for “Volley 
for a Cause” and assisting in anything 
else the Foundation needs.  
 
Every four months, a new intern will be 
selected. 

Approximately $3,000 
for the year (based on 
an honorarium of 
$250/month) 

Annual gala   The fourth annual gala will take place at 
Le Dome Banquet Halls in Oakville.  
 
Angelo’s room will be used for the 
fourth annual Gala. This room has a 
maximum capacity of 530 guests. The 
room rental fee is $3,500.  
 
Food and drinks (max. 530 attendees) – 
approximately $30,000 
 
Parking at Le Dome is free. 
 
The audiovisual fee is approximately 
$5,000. This will include lighting, sound 
system, projection system, music usage 
rights, video lighting, rigging/dropping 
and microphones.  
 
Décor - approximately $2,500 

Approximately $59,910 
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Program design - approximately $800 
 
Printing will include invitations, signage, 
table cards, workshop paper, etc. - 
$1,000 
 
Marketing - $1,200 
 
Advertising (microsite development and 
transaction development sales) is 
approximately $2,000 
 
Centrepieces - $1,400 
 
Gift bags - $250 
 
Miscellaneous - $1,500 
 
Videographer - $1,000 
 
Contingency - $6,259.50 

Food for YPBOD 
meetings 

 Refreshments for the YPBOD’s bi-
monthly meetings throughout the year - 
$750  

Approximately $750 

Printing  Printing for promotional material with 
restaurant, entertainment and association 
partnerships - $700 x 3 = $2,100 

Approximately $2,100 

“Volley for a Cause” 
venue 

2 Mainway Sports Centre courts at a 
discounted rate - $550 

Approximately $1,100 

Printing  Signage for crowdsourcing event – 
approximately $400 

Approximately $400 

Grand total    Approximately  
$78,260 

 

Total budget for the four-year strategic communications plan: $263,081 
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Appendix A 

Strategic Communications Proposal 

Client situation 

The Oakville Hospital Foundation raises funds for the Oakville-Trafalgar Memorial Hospital 

(OTMH) of Halton Healthcare Services. The Foundation partners with the community of Oakville 

to support and fund essential medical equipment and enable high quality patient care at OTMH.  

After OTMH opened in December 2015, the Foundation has been experiencing lower engagement 

levels amongst donors. There was significant enthusiasm in the time leading up to the opening of 

the new hospital where over 28,000 donors contributed a record-breaking $65 million to equip the 

opening day needs of the new hospital. This surpassed the Foundation’s $60 million campaign goal. 

Since then, there have been fewer attendees at donor events and the Hospital has found it difficult 

to rally for continued support through donations. People no longer think there is a need to give 

money now that the Hospital is open and running. This is likely credited to a lack of awareness of 

the need for a hospital to have continued support to maintain operations and purchase expensive 

medical equipment.  

Organizational goal 

The Foundation’s mission is to partner with the community to fund essential medical equipment 

for OTMH to enable high quality patient care.  

Its vision is to be a leading charity of choice for donors and volunteers in the Oakville community. 

As part of the strategic plan for 2015-2021, the Foundation needs to raise $44 million from donors. 

This will complete the $100 million net equipment goal and lay the groundwork for a new granting 

level of $9 to 10 million to OTMH annually.  

Opportunity statement  

The Foundation would like to attract a new donor demographic to reach their donation goal by 

targeting young professionals. This is a relatively untapped audience for the Foundation and research 

is required to learn more about the needs of this audience with respect to motivating them to donate 

and whether partnering with OTMH on a professional level appeals to this group.  
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Objectives of the project  

1. Create a four-year strategic communications plan targeting young professionals within the 

Oakville community.  

2. Conduct and leverage primary and secondary research on young professionals to effectively 

engage this audience.  

3. Implement a communications plan that will increase engagement between young 

professionals and the Foundation by 30 per cent by 2021. 

Scope of the products  

1. Research and analysis report  

The research and analysis report will include primary and secondary research data on the target 

audience to determine how best to reach and motivate this demographic. The results will help in 

forming the goals and objectives for the strategic communications plan.   

The research and analysis report will include the following elements: 

• Situation and background: A situational analysis will set the stage for the research report 

while reiterating the organizational goal and the opportunity statement for the research.  

• Objectives of the research and analysis report: This section will explain what we aim to 

accomplish through our research. 

• Overview of the report: This will provide an overview of how the research is linked to the 

long-term strategic communications plan.  

• Research: The research section will be comprised with a methodology of how we collected 

our research and an audience analysis specific to the research that incorporates key 

demographic information to support research and findings. 

• A survey will be conducted to gather primary research on young professionals (25 – 40 

years of age) in Oakville. This data will be specific to Oakville and will provide fresh insight 

on how to motivate young professionals, how to reach them, when they are most likely to 

donate and which type of organization they are most likely to donate to. The results will 

provide key information on the primary audience that will help us when determining which 

strategies and tactics should be used to reach them in the communications plan.  
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• Secondary research will be gathered on young professionals (25 – 40 years of age) in 

Halton and the Greater Toronto Area (GTA). This data will provide a broad consensus on 

what motivates young professionals and what tactics are most successful in reaching this 

audience. This information can be used in the communications plan when we determine 

strategies and tactics for how best to reach this audience.  

• Research analysis: The primary and secondary research will be applied and analyzed to 

determine how the findings impact the strategic communications plan. Any differences 

between primary and secondary research will be made apparent here.  

• Recommendations and considerations: The recommendations of the communications 

plan, specifically the strategies and tactics, will be consistent with the research analysis. Areas 

of concern will be highlighted here.  

• Appendices: Copies of all primary research documents will be included here.  
2. Long-term (four-year) strategic communications plan  

The strategic communications plan will build upon the findings of the research analysis report to 

form the objectives, strategies and tactics of the plan to achieve the overall goal.  

The strategic communications plan will include the following elements: 

• Goals and objectives: These will form the basis of the plan and each remaining element 

will be a continuation of this overarching goal. Objectives will be SMART.  

• Strategies: The strategies will help us approach our tactics. These will be based on the 

collected research. 

• Tactics: Based on the research findings, creative and effective tactics will be chosen to 

achieve the communications goal and reach the primary audience.  

• Research analysis: We will use the primary and secondary research outlined in the research 

and analysis report to be the foundation of the overall strategic plan. 

• Audience analysis: This will provide further understanding of the primary and secondary 

audiences. 

• Timeline: A timeline is essential to ensure the strategic communications plan has a guideline 

for success.  

• Budget: A budget will be used to estimate the cost of the strategic communications plan for 

the next four years.  
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• Evaluation: Evaluation metrics will be proposed to determine whether the plan was 

successful and what areas could be improved. 

• Constraints: Any constraints that were faced will be discussed to determine if they affected 

the results of the plan.  

Proposed approach  

Conduct primary research: Develop a survey to be distributed to the primary audience 

(young professionals aged 25 to 40) via SurveyMonkey. 

The survey will be pushed through social media platforms (Facebook and Twitter) to the Oakville 

community until 100 responses are received. The survey will ask people what motivates them to donate, 

when they donate, why they donate, how they prefer to be notified about donation opportunities, what 

kind of donor events they would go to and if they would be interested in being a part of a community of 

philanthropic young professionals at the Hospital. General demographic questions will also be asked. 

Secondary research will be leveraged to know how best to reach people for the collection of primary 

research.  

Primary research will address how important donating to healthcare is for young professionals in 

Oakville and what would be effective key messages to reach this demographic. Primary research will 

also provide us with an opportunity to test variations of key messages with the target audience.  

Primary research will also identify the importance of providing education and transparency to the target 

audience, particularly about where money to the Hospital goes and where it is still needed.  

Through primary research, we hope to understand how to communicate with this audience and find out 

where they live, work and play and what their community goals are. The survey will include questions 

that ask how this audience likes to engage and participate in activities within the community.  

Assess the current communications done by the Foundation to reach out to current and 

prospective donors.  

This will consist of analyzing the following print publications: brochures, annual reports, annual 

newsletter (“The Pulse”), direct mail pieces, print advertising, Oakville Beaver, Snap’d Oakville and 

“Perspective” (a Globe and Mail feature).  

The following digital communications will also be examined: website, e-newsletter and social media.  

The following internal communications within the Hospital can be examined as well: billboards, posters, 

digital screens and brochures. 
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Conduct secondary research: Analyze data from the Oakville Hospital Foundation, 

campaigns directed at young professionals and general information on this demographic. 

The Foundation does not collect data on the ages of their donors but they do have a report on top 

“buyer personas” that exist in North Oakville. North Oakville is a market that the Foundation has 

focused on recently because it consists of younger, affluent families that have not been tapped into. We 

can combine this information with the 2016 census report on how many 25 to 40 year olds are living in 

Oakville to get a better idea of who to target and how. 

Non-profit campaigns aimed at young professionals as well as non-profit committees for young 

professionals (e.g. United Way’s Next Gen and St. Michael’s Young Leaders) will be examined to 

determine what works when targeting this age group.  The results will provide research on this 

demographic to determine what they find important and what motivates them.  

We will determine how we can best leverage the skills of a group of passionate young professionals. The 

effectiveness of crowdsourcing compared to events will also be compared with respect to reaching and 

influencing this demographic.  

Develop the strategic communications plan based on the research findings and present 

the results to the Oakville Hospital Foundation.  

Methodology 

• A primary survey will be distributed to determine what motivates and engages young 

professionals and what their donating practices are. 

• An analysis of the Foundation’s current communication channels and practices will identify 

opportunities to generate increased awareness to young professionals.   

• Analyze the way similar organizations, such as United Way Oakville and the Oakville 

Community Foundation, reach out to young professionals. 

• Research St. Michael’s Young Leaders program to see how other non-profits are reaching 

out to young professionals. 

• Use the Foundation’s report on top “buyer personas” in North Oakville in combination with 

the 2016 census report on how many 25 to 40 year olds are living in Oakville to determine 

who to target and how best to target them.  

• Analyze the media content of similar non-profit campaigns to determine what kind of 

messaging is effective towards young professionals. 
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• Research the giving practices of young professionals across Halton to learn more about this 

audience so we know how best to reach them when coming up with strategies and tactics in 

the strategic communications plan.  

Anticipated outcomes and benefits 

The Oakville Hospital Foundation will attract young professionals who are enthusiastic 

about making a difference.  

This outcome is in response to the attendees of the Hospital’s events. By introducing this 

demographic to the Hospital’s needs, new members will be encouraged to participate in fundraising 

initiatives.  

The Oakville Hospital Foundation will raise funds towards new equipment and supplies 

for patient rooms.  

The Foundation sees benefit in tapping into a younger demographic. By doing so, they will be able 

to get these young professionals involved in their fundraising initiatives, which in turn will account 

for increased, and ideally regular, donations. 

The Oakville Hospital Foundation will find new and consistent donors.  

This outcome will be the result of introducing a new demographic to the Hospital’s initiatives. 

Young professionals can spread the word through various channels such as word of mouth and 

social media. This type of networking welcomes individuals to get involved and promotes the 

Hospital’s needs.  

Budget  

Item  Projected  Actual  Approval  

Printing $20 $0   

Hours $3,500 $0   

Travel  $100 $0   

Survey Monkey $26/month $0  

Total $3,646 $0   
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Project schedule  

Date Activity 

Jan. 30, 2017 First in-person client meeting at OTMH with Julia Tompkins to discuss 

the organization’s needs, goals and challenges and outline project 

requirements. 

March 8, 2017 Scheduled date with client to present the proposal. 

Week of March 13, 

2017 

Commence primary research.  

Distribute survey on Survey Monkey and push through social media. 

Week of March 27, 

2017 

Schedule meeting with client to present communications research and 

analysis report to go over research findings.  

Week of April 13, 

2017 

Present final communications plan to client. 
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Approval section  

By signing this agreement, you are stating that you approve with how the project is being 

presented to date.   

 

 

Client:  

________________________________________________________________________________________ 

  Client to sign above    date (month/day/year) 

 Julia Tompkins, Marketing and Communications Officer, Oakville Hospital Foundation 

 

 

Comments/notes from client: 

 

 

 

 

 

Consultant:  

________________________________________________________________________________________ 

Consultant to sign above    date (month/day/year) 
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Appendix B 

Research and Analysis Report  

Situation and background 

Client situation 

The Oakville Hospital Foundation raises funds for the Oakville-Trafalgar Memorial Hospital 

(OTMH) of Halton Healthcare Services. The Foundation partners with the community of Oakville 

to support and fund essential medical equipment and enable high quality patient care at OTMH.  

After OTMH opened in December 2015, the Foundation has been experiencing lower engagement 

levels amongst donors. There was significant enthusiasm in the time leading up to the opening of 

the new hospital where over 28,000 donors contributed a record-breaking $65 million to equip the 

opening day needs of the new hospital. This surpassed the Foundation’s $60 million campaign goal. 

Since then, there have been fewer attendees at donor events and the Foundation has found it 

difficult to rally for continued support through donations. People no longer think there is a need to 

give money now that OTMH is open and running. This is likely credited to a lack of awareness of 

the need for a hospital to have continued support to maintain operations and purchase medical 

equipment.  

Organizational goal 

The Foundation’s mission is to partner with the community to fund essential medical equipment 

for OTMH to enable high quality patient care.  

Its vision is to be a leading charity of choice for donors and volunteers in the Oakville community. 

As part of the strategic plan for 2015-2021, the Foundation needs to raise $44 million from donors. 

This will complete the $100 million net equipment goal and lay the groundwork for a new granting 

level of $9 to 10 million to OTMH annually.  

Research opportunity statement 

The Foundation would like to attract a new donor demographic to reach their donation goal by 

targeting young professionals. This is a relatively untapped audience for the Foundation and research 

is required to learn how to engage and motivate this audience into donating or partnering with the 

Foundation on a professional level to generate donations. 
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Objectives of the research and analysis report 

Research objectives  

This research and analysis report aims to determine the most effective methods of communicating 

with and engaging young professionals in Oakville by gathering primary and secondary research. The 

research will provide information on the target audience and will explore best practices for reaching 

this group. The research findings will be leveraged in the creation of a four-year strategic 

communications plan for the Foundation.  

This report will provide the following information: 

1. Primary research 

o Young professionals in the GTA will be surveyed to accumulate data on their giving 

practices, motivations to donate and preferences for getting involved with non-

profit organizations. 

2. Secondary research 

o The current communications done by the Foundation will be examined to 

determine which strategies and tactics have been exercised, what has been successful 

and what can be improved. 

o Top buyer personas in Oakville compared with recent Canadian census data 

will provide statistics specific to young professionals in Oakville along with details on 

the attitudes and desires of this audience. 

o Similar non-profit campaigns targeting young professionals will be analyzed to 

learn what strategies are currently effective in reaching and engaging this audience. 

These findings will be leveraged to determine which strategies and tactics will fit best 

with the Foundation and which will be most effective in reaching the primary 

audience.  

o The giving practices of young professionals in Canada will be studied to provide 

a significant amount of data on the demographics and characteristics of this group at 

large. 

o The fundamentals of crowdsourcing as it relates to young professionals will be 

explored to discover the relationship between crowdsourcing and this group.  
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Overview of report  

This research and analysis report will provide information on the primary audience of young 

professionals in Oakville between the ages of 25 and 40. This information is required to proceed 

with the formation of the four-year strategic communications plan for the Foundation. The findings 

gathered through this research analysis will provide new data on the primary audience that can be 

combined and compared with data accumulated from secondary research. The amalgamation of 

these findings will provide a complete understanding of this audience so that they can be effectively 

targeted in the strategic communications plan.    

The impact of this report on the long-term strategic communications plan 

A complete understanding of the primary audience  

The primary research will provide new and relevant information on the target audience that is 

required to proceed with the long-term strategic communications plan. This data, coupled with 

secondary research on this audience, will provide a thorough and extensive look at how this group 

can be targeted in the strategic communications plan. 

Connections and discrepancies between primary and secondary research 

Marrying the primary and secondary research will identify common themes to verify the credibility 

of the findings. Any discrepancies between the two sets of data will be addressed before moving 

forward with the strategic communications plan.  

Baseline for evaluation  

Both the primary and secondary research can serve as a baseline for the strategic communications 

plan. Objectives can be set based on the current perception, awareness, participation and education 

levels of young professionals determined through the research. Evaluation tactics can be set that 

refer to the baseline data when assessing the success of the strategic communications plan.  

Types of research completed  

For this report, two types of research have been conducted:  

1. Primary research: A survey has been administered to young professionals to determine their 

giving practices as well as what motivates and engages them. 

2. Secondary research: An internal analysis will examine the Foundation’s current communications 

and an external analysis will study best practices and provide a competition analysis. Further, 
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statistics on the giving practices of young professionals in Canada will be gathered along with 

characteristics on young families in Oakville.  

Research 

Methodology  

To achieve the research objectives, primary and secondary has been conducted to learn about the 

target audience.  

Primary research 

The primary research was conducted through a survey to determine what motivates and engages 

young professionals, what their giving practices are and what their education and awareness level 

toward the Foundation and OTMH is. The survey tested key messages to determine which message 

variations are most effective in stimulating this audience. Demographic questions determined the 

age, gender and specific location of respondents (see Appendix A). 

Individuals were asked to complete a two-minute survey that was created online via SurveyMonkey 

and distributed through social media to people in the Greater Toronto Area (GTA). A link to the 

survey was shared on Facebook and Twitter to each of the five consultant’s networks. Several 

organizations within Oakville were contacted to share the survey link to their networks to expand 

the reach of the survey. Of those organizations contacted, the following shared the link: Sheridan 

PR Blog, Oakville Sun, Halton Healthcare and the Foundation (see Appendix B).  

Secondary research  

The following topics were explored in the secondary research:  

• An assessment of the Foundation’s current communications: The Foundation’s 

external communications have been examined to identify opportunities to increase the 

awareness of young professionals. These publications include: brochures, the annual report, 

“The Pulse” newsletter, print advertising in local newspapers and digital communications on 

the Foundation’s website and social media accounts.  

• An analysis of top buyer personas existing in Oakville: Information on top buyer 

personas existing in Oakville was conducted by Environics Analytics for the Foundation in 

2012. This data has been combined with recent census data on 25 to 40 year olds living in 

Oakville. This information provides specific details on young and affluent families in 

Oakville that can be targeted in the four-year strategic communications plan.  
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• A comparison of campaigns that target young professionals: St. Michael’s Young 

Leaders program and United Way’s GenNext program have been studied to learn how non-

profits are currently reaching out to young professionals. Examining how non-profits in 

other industries target this audience allows for a different perspective and an idea of how 

organizations in Oakville are successfully reaching this group. Analyzing the media content 

of similar non-profit campaigns provides a basis for the kind of messaging that is most 

effective in engaging young professionals. 

• The giving practices of young professionals in Canada: Canadian statistics on the giving 

practices of people between the ages of 25 and 40 are examined to learn about this 

audience’s attitudes and actions when it comes to donating.  

• Crowdsourcing and how it relates to young professionals: The relationship between 

crowdsourcing and the primary audience is explored by examining studies on the 

effectiveness of crowdsourcing methods on this group.  

Audience analysis 

Audiences specific to this research are divided into two main categories: the primary audience and 

the secondary audiences. Both audience categories are segmented by age and include young 

professionals between the ages of 25 and 40. The audiences are differentiated by geographical 

segmentation.  

The primary audience is comprised of young professionals who live in Oakville. The secondary 

audiences are segmented into young professionals in the GTA and young professionals in Canada as 

a whole. For the purpose of this research analysis, all of the audiences have been analyzed through 

primary and secondary research. However, the four-year strategic communications plan will only 

target young professionals who reside in Oakville.  

Prior to the execution of primary and secondary research, the amount of knowledge needed on these 

audiences was minimal due to the fact that demographic information was collected during the 

research process. The Foundation did not have any existing information on this new primary 

audience. The acquired research will be used to gain insight into this untapped audience.  

Primary research audience – Young professionals in Oakville   

It is important to determine the primary audience’s demographic information such as income and 

location as well as attitudes, leisure activities and giving practices. This information is imperative as it 

will shape the strategies and tactics for the strategic communications plan.  
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For the primary research, factors such as the target audience’s accessibility to a computer to 

complete the online survey as well as willingness to participate were the only factors to be 

considered. It was determined that the majority of young professionals are active online and 

therefore an online survey shared through social media platforms would be an effective method to 

reach them. 

Secondary research audiences – Young professionals in the GTA and Canada 

Young professionals in the GTA will not be targeted in the strategic communications plan but will 

be considered a secondary audience for the purpose of the research analysis. This audience will be 

reached through the online survey which will provide demographic information such as age, gender 

and location as well as a look into this audience’s giving practices and what motivates them. An 

analysis of industry best practices is required to determine what tactics are currently being used to 

successfully target young professionals. Organizations within the GTA will be examined for this 

purpose. 

Similarly, young professionals in Canada will not be targeted in the communications plan but will 

serve as one of the secondary audiences in this research analysis. The giving practices of Canadians 

aged 25 to 40 is required to learn how this age group interacts with non-profits. The relationship 

between crowdsourcing and this age group must be examined as well to determine if this will be an 

effective strategy to execute in the strategic communications plan.   

It is important to consider that young professionals in the GTA and Canada-wide may have 

different preferences and attitudes than those who reside in Oakville.  

Note: Follow-up research on these audiences will need to be conducted every few years as 

demographic information may change and new information will become available when the 

remaining results of the national census are publicized.  

Primary 

To conduct the primary research, a 19-question survey was administered online to people in the 

GTA (see Appendix A). The purpose of the survey was to determine the most effective way for the 

Foundation to engage and communicate with young professionals in Oakville. The survey was 

created on SurveyMonkey and was distributed via social media on each of the five consultant’s 

Facebook and Twitter accounts as well as the Twitter accounts of the Foundation, the Oakville Sun, 

Halton Healthcare and the Sheridan PR Blog (see Appendix B). The survey was released and active 

on March 14, 2017 at 6 p.m. and was closed on March 18, 2017 at 11:59 p.m.  
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Sample 

The population sample that participated in the primary research is large and it is difficult to 

determine certain demographics seeing as the link to the survey was shared through social media by 

several parties. To obtain the most accurate and relevant information, the survey was completed 

anonymously. At the end of the survey, demographic questions were asked to determine the age, 

gender and location of respondents.  

When it came to analyzing the primary research, the age of the target audience for the purpose of 

this research report was broadened from people between the ages of 25 and 40 to people between 

the ages of 19 and 42. It was decided that it was relevant to include the 19 to 42 age bracket because 

19 to 24 year olds are on the cusp of becoming young professionals and 41 to 42 year olds are close 

enough in age to the original target audience that their preferences are unlikely to differ. The 

decision to expand the age of the target audience was done to increase the amount of usable and 

relevant data for the analysis. Only data received from this target audience (19 to 42 year olds) has 

been analyzed and data received from respondents outside of this range has been eliminated from 

this analysis.  

The target audience for the primary research differs from the target audience that will be used for 

the Foundation’s four-year strategic communications plan. For the communications plan, the 

Foundation will target young professionals residing in Oakville, however, survey respondents 

between the ages of 19 and 42 who live in the GTA are included in this research analysis in an effort 

to again, broaden the amount of usable data for this analysis. For the purpose of this research 

analysis, it has been assumed that surveying young professionals within the GTA provides valuable 

and pertinent information that can be applied when determining how to engage young professionals 

in Oakville. Of the collected data, Oakville had the most respondents at 37 per cent followed by 

Mississauga, Toronto and Burlington (see Appendix G).  

The target number of respondents for the survey was set at 100 and the actual number of 

respondents who completed the survey was 118. Fourteen of these responses have been eliminated 

because they fall outside of the age bracket for the target audience. In total, 104 survey respondents 

have been included in the data analysis. These survey respondents represent a small sample of the 

population of young professionals in the GTA between the ages of 19 and 42. 

 

 

 



FOUR-YEAR STRATEGIC COMMUNICATIONS PLAN - APRIL 11, 2017 44 

Research findings 

The survey questions are geared to determine the most effective way for the Foundation to 

communicate with a new audience of potential donors and influencers. The data collected represents 

insights from a small sample of the population. 

The age demographic of the total survey participants varies from 19 to over 65 years of age. As 

mentioned above, only those between the ages of 19 and 42 have been included in the data analysis. 

Over half of the survey respondents included in this analysis are between the ages of 19 and 24, 31 

respondents are between the ages of 25 and 30, 16 respondents are between the ages of 31 and 36 

and two respondents are between the ages of 37 and 42. Seventy-five per cent of the respondents 

are female and 25 per cent are male. Over a third of respondents reside in Oakville and the 

remainder live elsewhere in the GTA. 

Questions 1 through 3 begin the survey with questions on what interests respondents and what 

social activities they enjoy participating in. Secondary research indicates that young professionals 

enjoy being involved in social activities with friends and family. In Question 1, the majority of 

respondents confirmed this notion (see Appendix C). In Question 2, over 94 per cent of participants 

claimed that they would be interested in supporting a non-profit organization while participating in 

their favourite social activities. This information gives insight into how social events would be an 

effective tactic for engaging young professionals to get involved with the Foundation and OTMH.  

Question 13 shows that over 97 per cent of respondents in the target audience have never attended 

a fundraising event held by the Foundation. This serves as a base point when determining objectives 

for the four-year strategic communications plan.   

The final social events question digs deeper into the combination of social events and the target 

audience’s support of non-profit organizations by asking what type of events they would be 

interested in being a part of. This question allowed for multiple selections and allowed respondents 

to list other event ideas not listed. Sports or physical activities and galas had the highest response 

rate with 70 and 62 respondents, respectively. Answers written under the “other” option included a 

fundraiser and a silent auction, which could be held in conjunction with a gala. The graphical results 

of Question 3 can be found in Appendix D.  

The following section of the survey was designed to determine the giving practices of young 

professionals in the GTA. The data determined that the following factors do not motivate this 

audience: the time of year, having organizations ask you to donate and feeling like you did a good 

deed. Instead, young professionals who completed this survey are motivated by supporting the cause 
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they are donating to and by giving back to the community. The majority of respondents also 

indicated that it is important for them to have a personal connection to the cause or organization 

they are donating to (see Appendix G). This suggests that the Foundation’s communications 

strategies should encompass personalized tactics to engage this audience in their organizational 

initiatives.  

The data from the survey reveals that young professionals like to support non-profit organizations in 

various ways. Most respondents prefer to get involved with an organization (e.g. join the 

organization’s board) rather than donate money or volunteer their time (see Appendix E). Ninety-

four per cent of respondents said that the transparency of funds is the most important piece of 

information they would want from an organization they are donating to (see Appendix G). Young 

professionals want to know where money is going and where and why it is needed. Communications 

to this audience should be transparent, particularly around the allocation of funds. If young 

professionals are involved, they want to be kept aware. 

Question 8 asked respondents which donor appreciation tactics make them feel most rewarded for 

their contribution to an organization. It is important to note that 23 people selected “none of the 

above.” Four respondents selected “other” and wrote answers such as: “I prefer to see how the 

money was spent to benefit the organization’s goals” and “either through social media or the news.” 

This reinforces the above notion that this audience wants to be informed of how their contribution 

helped. Their giving practices and motivations for donating are that they want to support the cause 

they are donating to rather than to feel like they did a good deed. This information further supports 

the idea that young professionals enjoy events since 56 respondents selected donor appreciation 

events as their preferred appreciation tactic (see Appendix G).  

The Foundation believes that there is a misconception among some people in Oakville that the 

Foundation no longer has a need for donations since OTMH opened in December 2015 (see 

Appendix F). The survey data gave mixed results on this perception and the answer cannot be 

determined because the “yes”, “no” and “unsure” options were each selected a significant number 

of times. However, over 96 per cent of respondents have never donated to the Foundation (see 

Appendix G).  

Question 15 was intended to test out key messages on the primary audience. Respondents were 

asked to select the phrase that would make them most inclined to donate to an organization. The 

phrase selected most often by respondents was, “the Oakville Hospital Foundation needs your 
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support to fund essential medical equipment.” For this question, the word “need” proved to be 

more powerful than “would like” or “want to provide you with the opportunity.” 

The survey data found that young professionals enjoy social events and would be interested in 

participating in a social event that supports a non-profit organization. The research proves that 

young professionals find transparency to be an important factor in donor relationships. This 

audience prefers to be engaged with an organization and to be informed and involved in the cause. 

Primary research constraints 

The design of the survey allowed for respondents to skip questions even though some questions had 

a “prefer not to say” option. The level of accuracy for the survey results could have been increased if 

each question was made mandatory to answer.  

As the Foundation’s target audience is young professionals in Oakville, it would be ideal for all 

respondents to be residents of Oakville. Unfortunately, not enough data was collected from this 

particular demographic and therefore responses received from people living in the surrounding 

region (the GTA) were included in an effort to increase the amount of usable data for the analysis. 

Secondary  

INTERNAL 

An assessment of the Foundation’s current communications 

The Foundation currently implements various methods of communication to reach their donors. 

They use social media, newsletters, the annual report, brochures (both in and out of hospital), print 

advertising, media outlets and billboards to communicate with the public and secure donations. 

Most young professionals are connected to one another and the world around them through social 

media. The Foundation is active on Facebook, Twitter, Instagram and YouTube. They use these 

channels to update the public on events, stories about patients and to encourage donations.  

To communicate with the public about current events within the organization, the Foundation 

distributes a newsletter called “The Pulse” to a mailing list. This newsletter informs readers what the 

Foundation is doing with the funding they receive and provides information on future and past 

events and more.1 

                                                             
1 Oakville Hospital Foundation 2017 
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The Foundation also runs the Oakville Hospital Foundation Blog, which informs the public about any 

news regarding hospital advancements, event updates and information relating to patient care and 

community involvement.2 

Each year, the Foundation generates an annual report where shareholders and other interested 

parties can learn about the organization’s financial performance and what they have achieved over 

the past year. The Foundation uses this piece to thank all donors and sponsors for their 

contributions. 

The Foundation’s website has numerous sources available for the community to become educated 

about the work they do and ways to get involved. There are sections for personal stories, ways to 

give, emerging priorities, news and events as well as a section for interested donors to contribute to 

the Foundation.3 

Media outlets such as the Oakville Beaver and The Hamilton Spector have published articles about the 

Foundation. These pieces help raise public awareness and communicate the continuous need for 

public support.  

DEMOGRAPHIC RESEARCH 

An analysis of top buyer personas existing in Oakville  

Population and income 

According to Statistics Canada, the population of Oakville is 193,832 people.4 Income levels in 

Oakville vary depending on the size of family. 

• The median income for an average family is $118,671.5 

• The median income for a single-parent family is $63,524.6  

• The median income for a one-person household is $44,969.7 

• The median income for individuals over the age of 15 is $39,385.8  

The analysis of income levels in Oakville highlights who is able to donate to the Foundation based 

on how much money they make per year.  

                                                             
2 Ibid., 
3 Ibid., 
4 Statistics Canada. (2016). Census Profile, 2016 Census Oakville, Town [Census subdivision], Ontario [Province].  
5 Ibid., 
6 Statistics Canada. (2011). Halton Region, Oakville at a Glance.  
7 Ibid., 
8 Ibid., 
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Note: The population data is based on Canada’s 2016 census while the income levels are based on 

the 2011 census because Statistics Canada will not release the full 2016 census data until later in 2017 

(see Appendix H).   

Age demographic 

As stated in the 2011 census (see Appendix H), there are: 

• 7,935 people between the ages of 25 and 29 in Oakville.9 

• 8,700 people between the ages of 30 and 34 in Oakville.10 

• 12,830 people between the ages of 35 and 39 in Oakville.11 

• 15,670 people between the ages of 40 and 44 in Oakville.12  

Top buyer personas 

Based on research conducted by Environics Analytics for the Foundation in 2012, North Oakville 

consists of younger and affluent families fitting the characteristics of the primary audience. Residents 

in North Oakville are described as: large upscale suburban families, well-off middle-aged exurban 

families, wealthy middle-aged urban sophisticates and upscale educated couples and families (see 

Appendix J).13 The interests of these groups can be leveraged when determining effective tactics for 

the four-year strategic communications plan.  

Individuals in large upscale suburban families consider themselves “more of a spender than a 

saver.”14 This type of attitude suggests they are willing to spend their money. Meanwhile, well-off 

middle-aged exurban families are “willing to volunteer their time for a good cause.”15 Upscale 

educated couples and families share the belief that how they spend their time is more important than 

the money they make (see Appendix J).16 This perspective indicates their appreciation of a 

meaningful lifestyle. Each of these groups enjoys spending their time being physically active. Tactics 

in the strategic communications plan should cater to this desire (see Appendix J).17 

Education  

                                                             
9 Ibid., 
10Ibid., 
11Ibid., 
12Ibid., 
13 Environics Analytics. (2012). Top 4 Clusters. Retrieved from PDF file. 
14 Ibid., 
15 Ibid., 
16 Ibid., 
17 Ibid., 
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According to Statistics Canada, 37 per cent of people in Oakville have a university diploma, 22 per 

cent only have a high school diploma, 19 per cent have a college diploma, six per cent have a 

university certificate below bachelor and four per cent have an apprenticeship or trades certificate.18 

Drawing from these statistics, it shows that over half of Oakville’s citizens are college and university 

educated (see Appendix H).  

COMPETITION ANALYSIS 

A comparison of campaigns targeting young professionals 

United Way’s mission is to support the community by giving individuals and families a chance to 

thrive and prosper. Throughout their fundraising efforts, they have encouraged young professionals 

to become involved in raising awareness and funding for United Way. This group of individuals is 

called GenNext.19 

GenNext aims to get people to connect and contribute to the community, either by volunteering 

their time or giving donations. The organization has created a generation of ambassadors and 

formed a cabinet to work together to successfully execute events.20 GenNext targets millennials by 

creating events that interest young professionals, such as sporting events and parties.  

Throughout the year, GenNext challenges people to climb the CN tower, run in a Rat Race and 

participate in various workplace campaigns across the region. They also host their annual Rouge 

event. The CN Tower climb occurs twice a year and encourages people to fundraise by enticing 

them with the thrilling experience of climbing one of the tallest structures in the world. The 

Scotiabank Rat Race is a five-kilometer run that attracts marathon runners and joggers to come 

together for a cause. The annual Rouge party happens once a year and includes live performances 

and food. To ensure the event’s success, GenNext reaches out to sponsors like KPMG, TELUS, 

Delta Air Lines and many more companies to sponsor the event to give back to the community.21 

GenNext also provides people with the opportunity to host their own event, such as a local hockey 

game or birthday party, and donate the proceeds to individuals and families in need.  

To target young professionals, the GenNext program has created a unique and rewarding event 

dedicated to recognizing volunteers. This event is called the Top 20 Under 40 Volunteer Awards. 

This is an example of an appreciation tactic that shows young professionals that their hard work has 

                                                             
18 Statistics Canada. (2011). Halton Region, Oakville at a Glance.  
19 United Way Toronto York Region 2017 
20 United Way Toronto York Region 2017 
21 Ibid., 
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made a difference and is valued. For those who are motivated by appreciation tactics, this event 

serves as an incentive to do good work.22 

St. Michaels Young Leaders 

St. Michael’s Young Leaders (SMYL) program is a group of young professionals whose focus is to 

make a difference in the community. The group aims to raise funds and awareness about the St. 

Michael’s programs and research.23 They host various events throughout the year such as the Bowler 

evening, the Duffer golf tournament, the Dodger dodgeball tournament and the Giver, which is a 

night dedicated to good music, food and more.24 

SMYL targets young professionals by combining friendly competition and physical activity with 

supporting a good cause. 

The Bowler event encourages young professionals to come together for an evening of entertainment 

and competition. This event is the first of its kind and is being held at the Ballroom Bowl in 

Toronto in April. Over 200 guests will come together to bowl for a cause while competing for their 

name on a trophy. This event encourages teams of eight to pick a “cool” and unique name. Each 

individual team player must raise roughly $315 with a minimum team contribution of $2,500 for the 

St. Michael’s Foundation.25 

Since 2011, SMYL has hosted their annual Duffer golf tournament in the summer. This is a day of 

sport, food and good company. 

For the past two years, SMYL has encouraged young professionals to join the Dodger dodgeball 

tournament. This one-of-a-kind event encourages young professionals to get active and raise 

donations for St. Michael’s Foundation.26 

SMYL allows young professionals to participate in a social event in the community called the 

Giver.27 This event allows young professionals from all over Toronto to come together to socialize, 

enjoy food and drinks and test their luck on a silent auction and raffle to support St. Michael’s 

Foundation.  

                                                             
22 United Way Oakville 2017 
23 St. Michael’s Young Leaders 2017 
24 Ibid., 
25 St. Michael’s Young Leaders 2017 
26 Ibid., 
27 Ibid., 
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Each of these events have proven to be successful in engaging young professionals from all over the 

GTA to come together for fun and excitement while raising funds and awareness for St Michael’s 

Foundation.  

The common denominator of these events is that they are fun, creative and appealing to young 

professionals which makes them want to get involved. Not only do these events allow for this 

demographic to come together and socialize but it also allows them to see where their fundraising 

efforts are going.  

The following key messages were seen throughout the communications for GenNext and SMYL: 

• “Fun” 

• “Friendly competition” 

• “Doing good while staying active”  

• “Your help is appreciated”  

BEST PRACTICES 

The giving practices of young professionals in Canada  

Analyzing the giving practices of young professionals across Canada will complement the data 

collected through the primary research. Gaining a thorough understanding of this audience will be 

useful when creating strategies and tactics for the four-year strategic communications plan.   

The 2012 Cygnus Donor Survey surveyed over 11,000 active Canadian donors and found that young 

Canadians are ready and eager to be philanthropic but are largely overlooked by current fundraising 

strategies.28 To attract this audience, communications must be crafted to appeal to the unique 

preferences of younger donors.29 The data suggests that young people are very willing to volunteer 

but are rarely asked to sit on boards or contribute their time in a way other than by providing a 

monetary contribution.30 Inviting this group to get involved in other ways serves as a “door-opener 

to their untapped philanthropy.”31 

On average, young professionals have household incomes over $70,000.32 This group is open to 

supporting numerous causes, as opposed to their older counterparts who are cutting back on the 

number of charities they support.33  

                                                             
28 Cygnus Applied Research, Inc. 2012 
29 Ibid.,  
30 Ibid., 
31 Ibid., 
32 Ibid., 
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Preferred type of event 

The Cygnus Donor Survey investigated the perception respondents had towards participating in or 

sponsoring someone in an athletic-type fundraiser event (such as a walk-a-thon).34 Ninety per cent of 

people who had recently participated in such an event said they would definitely or probably take 

part in the event again.35 

The need for transparency and accountability  

A study conducted by Edge Research in 2013 examined the giving practices of Generation X 

(people born between 1965 and 1980) and Generation Y (people born between 1981 – 1995). 

According to the research, Generation Y is most likely to demand transparency and accountability 

from organizations they donate to.36  

Generation Y (born between 1981-1995): 

• This group represents 15 per cent of total giving in Canada.37 

• There are 3.4 million donors in this group in Canada.38 

• Sixty-two per cent of this demographic gives to charitable organizations.39 

• Individuals in this demographic support an average of four charities.40 

Generation X (born 1965 to 1980): 

• This group represents 27 per cent of total giving in Canada.41 

• There are 4.8 million donors in this group in Canada.42 

• Seventy-nine per cent of this demographic gives to charitable organizations.43 

• Individuals in this demographic support an average of 4.5 charities.44 

 

 

 
                                                                                                                                                                                                    
33 Ibid., 
34 Ibid., 
35 Ibid., 
36 Rovner 2013: 6 
37 Ibid., 
38 Ibid., 
39 Ibid., 
40 Ibid., 
41 Ibid., 
42 Ibid., 
43 Ibid., 
44 Ibid., 
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Motivation 

The ability to see the impact of their donation greatly impacts the decision of Generation X and 

Generation Y to give to an organization.45 Thirty-six per cent of Generation Y donors believe they 

can make the most significant difference by volunteering.46   

Health charities are listed as the top priority cause for both Generation X and Generation Y.47 

The ways in which Generation X and Generation Y prefer to interact with charitable organizations 

has changed.48 With the rise of social media and online transaction channels, organizations need to 

be creative when reaching out to the young professional demographic. Keeping up with these trends 

is important because it directly impacts how the target audience should be communicated with. 

These trends should be analyzed every few years.  

BEST PRACTICES 

Crowdsourcing and how it relates to young professionals  

Crowdsourcing is the process of having a large number of people accomplish work or raise funds 

for a collective goal. There are four types of crowdsourcing:49 

1. Collective intelligence and wisdom: The premise of this type of crowdsourcing is that a group has 

more knowledge than an individual. An example of this is Wikipedia, where people come 

together to contribute knowledge to a growing database.50 

2. Crowd creation: This type of crowdsourcing is centred upon the creation of material.51 People 

can contribute solutions and ideas to a platform. 

3. Crowd voting: The power of the vote is the basis for this type of crowdsourcing.52 This occurs 

when an organization leverages the public’s opinion while generating high levels of 

participation.  

4. Crowd funding: This method encourages groups to raise funds and generate awareness for a 

cause.53   

Engaging a crowd for a common goal has become possible with growing connectivity. 

Crowdsourcing provides organizations with fresh ideas and solutions, stronger consumer 
                                                             
45 Rovner 2013: 14 
46 Rovner 2013: 12 
47 Rovner 2013: 11 
48 Rovner 2013: 6 
49 MacKenzie 2017 
50 Ibid., 
51 Ibid., 
52 Ibid., 
53 Ibid., 
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engagement, opportunities for co-creation, optimization of tasks and reduced costs. Social media 

serves as the platform for organizations to collaborate with their stakeholders in unique ways.54 

American public relations firm Edelman surveyed 4,000 millennials (people born between 1980 and 

1995) in 11 countries including Canada and determined they are the largest, most diverse and most 

influential demographic in the market.55 It is expected that the projected earnings for this group will 

exceed those of the baby boom generation by 2018.56  

The collected data details the relationship between this generation and brands they interact with. 

According to the research, 74 per cent of millennials consider themselves the major influencers 

shaping the behavior and purchasing decisions of other generations.57 Almost half of the people 

surveyed said they prefer to have face-to-face conversations with friends and family before choosing 

whether to buy a product58. This means that, despite being an inherently digital population, this 

audience wants to be engaged offline as well as online.  

Findings from the Edge Research study in 2013 conclude that peer-to-peer fundraising and 

crowdfunding are becoming successful fundraising strategies for Generation Y (or millennials).59 

Labelled “masters of crowdsourcing”, this group is finding information in-person and through the 

Internet. Organizations must recognize that offline engagement is crucial when communicating with 

this demographic.60 Millennials are willing to engage with organizations with 40 per cent wanting to 

influence and co-create with them.61 An infographic showcasing Edelman’s findings can be found in 

Appendix K. 

Research analysis 

Major themes 

 Young professionals enjoy physical activities and sporting events  

It was found that the primary audience enjoys being physically active as this was reflected in both 

the primary and secondary research. In the survey administered to young professionals in the GTA, 

the majority of respondents said they would be most likely to support an organization that hosts an 

event with some type of physical activity or sport aspect to it. This preference was confirmed in the 
                                                             
54 “Crowdsourcing” n.d. 
55 Germano 2013 
56 Ibid., 
57 Edelman: 8095 2.0 Survey 2012 
58 Ibid., 
59 Rovner 2013: 6 
60 Germano 2013 
61 Edelman: 8095 2.0 Survey 2012 
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secondary research when it was found that the top buyer personas in Oakville also enjoy 

participating in physical activities. Their lifestyles are on-the-go and involve a variety of exercise. An 

external analysis of how competitors and similar organization’s target young professionals proved 

that physical activities and sporting events are successful in engaging this audience. This was 

apparent when examining the numerous events that United Way’s GenNext and St. Michael’s 

Young Leaders programs hold.  

 Engagement trends 

Young professionals, specifically millennials, want to engage with organizations on a level that allows 

them to co-create, influence and collaborate. For example, United Way’s GenNext consists of young 

professionals who organize and execute events for the organization. This primary research 

complements the secondary research as it was found that the survey respondents said they would 

prefer to support an organization by getting involved (e.g. joining the organization’s board) as 

opposed to donating money. Secondary research into the giving practices of Canadians provided 

insight into how young professionals are often overlooked by fundraising efforts but remain an 

audience that wants to be engaged and are very eager to become philanthropic in ways other than by 

donating money. The group is willing to join an organization’s board and volunteer their time.  

 Values 

Making a difference is what motivates young professionals to contribute their time and effort. In 

addition to making a difference, transparency and open communication are important values for 

young professionals. This audience wants to know why funding is needed for the organization and 

what it is going to fund. Involvement is also essential to young professionals. They prefer to be 

involved with organizations both in-person and online. Although this demographic is digitally savvy, 

they value face-to-face communication.  

Crowdsourcing 

The secondary research proves that crowdsourcing is an effective method to engage the primary 

audience. Millennials are especially receptive to this method. St. Michael’s Young Leaders program 

has had tremendous success with holding numerous sporting events based on the premise of crowd 

funding. Secondary research into the relationship between crowdsourcing and Generation Y (or 

millennials) provides further proof that this method is the way to effectively target and engage young 

professionals.   
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Impact of results on the formation of the strategic plan 

The research will help to determine what type of tactics will be most successful in reaching the 

primary audience. The results will provide an idea of when and how often tactics should be 

implemented over the course of the four-year strategic communications plan and what information 

should be included in communications to this audience. The findings will also help to determine 

campaign themes (i.e. sports events, galas and dinners) and how crowdsourcing can be leveraged.  

 

Recommendations and considerations 

Recommendations 

Board of young professionals 

It is proposed that the Foundation establish a board of young professionals as the platform for 

executing events targeted for the primary audience. The enticement for this audience to join the 

board is that it will be beneficial to them as young professionals because it will provide them with 

the opportunity to network with like-minded peers. Young professionals will be able to build and 

foster successful and meaningful relationships that will help them throughout their careers. This 

board will provide the primary audience with the opportunity to gain valuable volunteer experience 

while developing new skills and supporting a good cause. A board such as this offers a unique 

platform for emerging leaders. For individuals looking to enter the non-profit sector, this serves as 

an excellent entry point. 

Crowdsourcing and events 

Note: This following will be detailed further in the four-year strategic communications plan.  

It is recommended that three events be held per year over the next four years as part of the strategic 

plan. The primary and secondary research supports the recommendation to host sports-related 

events and gala fundraisers to attract the primary audience as these events are sure to engage young 

professionals. A crowdsourcing strategy is recommended to engage a significant number of young 

professionals with the Foundation. A physical activity-based crowdfunding event would interest the 

target audience and help the Foundation achieve its goal. 

The Foundation can also benefit by tailoring content distributed on their social media channels to 

young professionals. Most young professionals are connected through social media and use it 

regularly. This can leverage donations and raise awareness about the Foundation. 
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Use of language 

The primary research reveals that young professionals are most likely to react to key messages that 

use the word “need”. Therefore, it is recommended that the Foundation’s key messages to the target 

audience are centred around this word and are focused on explaining why and where money is 

needed.  

Examples of key messages:  

• “The Oakville Hospital Foundation needs your donations to purchase essential medical equipment.”  

• “The Oakville Hospital Foundation needs your support at local events throughout the year.”  

• “The Oakville Hospital Foundation needs your assistance to raise awareness of OTMH’s financial needs.” 

It is recommended that all communications directed at the target audience include complete 

transparency when it comes to where money is going and why it is needed. It is important that the 

Foundation issue follow-up communications after donations have been made to inform donors 

where their monetary contribution has been spent and what they have helped to accomplish. 

Research shows that young professionals who are involved with a non-profit organization want to 

be continuously kept aware. 

To establish a personal connection between the Foundation and the target audience, it is beneficial 

to use storytelling techniques. Storytelling will effectively engage the audience and stimulate 

empathy. Primary research results confirmed that the majority of respondents are more willing to 

donate to an organization if they have a personal connection to the cause. 

Secondary research proves that it would be helpful for the Foundation to use simple and lively 

words when describing events to young professionals. An example would be, “do good while having 

fun.” It is imperative that the audience not feel like they are being advertised to. Instead, they should 

be encouraged to get involved. 

Considerations 

Areas of concern and elements to consider 

Primary research revealed that the target audience is not interested in receiving communications that 

focus on the good work a non-profit organization accomplishes or is looking to accomplish. Young 

professionals are aware that generally, all non-profit organizations are doing good work. It is 

recommended that the Foundation aims to communicate with transparency and openness regarding 

the allocation of donor funds. 
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The Foundation should not expect that the target audience will immediately turn over a large 

number of donations. Young professionals are an investment in the future and their continuous 

support and influence over the four-year period and beyond will be lucrative. Research indicates that 

this audience will be surpassing the baby boomers in the next year which will increase the value of 

their influence and future donating power. 
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Appendices 

Appendix A 

Oakville Hospital Foundation Survey 

This survey is being conducted on behalf of the Oakville Hospital Foundation for a school assignment by students of Sheridan College’s Public 
Relations – Corporate Communications program. 

This survey will take approximately two minutes to complete. All answers will be kept anonymous. 

Thank you for your help! 

1. What social events do you enjoy participating in? Select all that apply. 

• Going to the movies 
• Spending time with friends and family 
• Playing sports and other physical activities 
• Spending time outdoors 
• Attending community events 
• Eating out at restaurants/cafes 
• Other (please specify) 

2. Would you be interested in supporting a non-profit organization while participating in your favourite 
social activities? 

• Yes 
• No  
• Unsure 

3. Please complete the following sentence and select all that apply: “I am more likely to support a non-
profit organization that hosts events such as a…” 

• Gala 
• Themed dinner 
• Bake sale 
• Movie night outside 
• Dance-a-thon 
• Sports or physical activity event  
• Family picnic day 
• None of the above 
• Other (please specify) 

4. What motivates you to donate? Select all that apply. 

• To support the cause you're donating to 
• To feel like you did a good deed 
• To give back to the community 
• Having a personal connection to the organization or cause 
• Having organizations ask you to donate 
• The time of year  
• None of the above  
• Other (please specify) 

5. How do you most prefer to support an organization? Select one. 

• By volunteering your time 
• By getting involved in the organization (e.g. joining the organization’s board) 
• By donating money 
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• By suppling resources  
• Other (please specify) 

6. What information is important for you to know from an organization you are donating to? Select all 
that apply. 

• Transparency of funds (e.g. “Your money has gone towards purchasing an MRI machine”) 
• What level of commitment you have to make to the organization. 
• Education on why money is needed 
• None of the above 
• Other (please specify) 

7. Please complete the following sentence and select all that apply: “It is important to me that an 
organization I donate to…” 

• Explains where money is going 
• Explains where and why money is needed 
• Explains the organization's goals 
• Shows passion and enthusiasm for their cause 
• Shows appreciation for my support 
• Provides opportunities on more ways I can support the organization 

8. What type of donor appreciation tactics make you feel most rewarded for your contribution? Select all 
that apply. 

• Donor profiles on the organization’s website and on social media 
• Publicizing donor names on the organization's communications  
• Donor appreciation events (e.g. a gala or dinner) 
• None of the above 
• Other (please specify) 

9. Do you think donating to health care organizations is a priority for you right now? 

• Yes 
• No 
• Unsure 

10. The Oakville Trafalgar Memorial Hospital opened in December 2015. Do you think the hospital still 
has a need for donations? 

• Yes 
• No  
• Unsure 

11. Have you previously donated to the Oakville Hospital Foundation? 

• Yes 
• No 
• Unsure 
12. If yes, how did you hear about donating opportunities?  
• By visiting the hospital  
• Social media 
• Through the hospital’s website 
• Word of mouth 
• Through communications sent from the hospital (e.g. newsletter, brochures, direct mail) 
• Other (please specify)  

13. Have you ever been to a fundraising event put on by the Oakville Hospital Foundation? 

• Yes 
• No 
• Unsure 
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14. If yes, specify what event: 

15. Which of the following phrases would make you more inclined to donate to an organization? 
Select one. 

• “The Oakville Hospital Foundation needs your support to fund essential medical equipment." 
• “The Oakville Hospital Foundation would like your support to fund essential medical equipment." 
• “The Oakville Hospital Foundation wants to provide you with the opportunity to fund essential medical equipment." 

16. What is your age? 

• Under 18 
• 19-24 
• 25-30 
• 31-36 
• 37-42 
• 43-49 
• 50-64 
• 65+ 

17. What is your gender?  

• Male 
• Female 
• Other 
• Prefer not to say 

18. Where do you live? 

• Oakville 
• Burlington 
• Hamilton 
• Mississauga 
• Toronto 
• Other (please specify) 

19. If you live in Oakville, where specifically?  

• Bronte 
• Bronte Creek 
• College Park 
• Downtown Oakville 
• Falgarwood 
• Glen Abbey 
• Joshua Creek/Wedgewood Creek 
• Lakeshore Woods 
• Oak Park 
• Old Oakville 
• River Oaks 
• Sherwood Heights 
• Southeast Oakville 
• Southwest Oakville 
• West Oakville 
• West Oak Trails 
• Other (please specify) 

 

Thank you for taking the time to complete this survey. Your input is valued and very much appreciated! 
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Appendix B 
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Appendix C 

 

Question 1: What social events do you enjoy 
participating in? Select all that apply. 

 

 

 

 

 

 

 

 

 

Appendix D 

 

Question 3: Please complete the following 
sentence and select all that apply: “I am more 
likely to support a non-profit organization that 
hosts events such as a…” 
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Appendix E 

 

 

Question 5: How do you 
most prefer to support an 
organization? Select one. 
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Appendix F 

Oakville Hospital Foundation 

Initial meeting 

Monday, January 30, 2017 at 1:30 p.m. 

 

• December 2015 – new hospital 
• Government doesn’t fund medical equipment 
• A need to fundraise – strictly for equipment 
• 15 employees at the Foundation 
• Events portfolio (signature events and community events – 60 community partners) 
• Communications team  

o Julia’s role – writing, articles, annual report, design and creative materials 

Ideas: 

• Event: Sunset Cinema 
o Spreading awareness, raising funds 
o June or July 

• Target young professionals (25-40 years) 
o St. Michael’s Foundation (young leaders program) 
o Research on this demographic 
o What’s important about non-profit 

• There seems to be a perception that because the hospital is new, it doesn’t need more donations. 
o But there still is a huge need 

• Current tactic: Press release right now about the need for money 
• Ad campaign in Oakville beaver 
• Newsletter to 12,000 people 
• Direct mail pieces 
• Grow social media followers 
• Biggest competitors: United Way and Oakville Community Foundation 

Gala 

• For the elite of Oakville 

Sunset Cinema 

• Anyone and everyone: Family 

Golf 

• Corporate business professionals 
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Appendix G 

Survey data 
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Appendix H 
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Appendix I 
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Appendix J 
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Appendix K 
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