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1.0 BUSINESS NEED
1.1 ORGANIZATION OVERVIEW
Big Brothers Big Sisters of Waterloo Region (BBBSWR) is a non-profit organization that provides
mentorship programs to children and youth ages six to 16 facing socioeconomic challenges relating to
relationship, social, and life skills.1 BBBSWR’s mission is to be a leader in providing youth with the
highest quality of volunteer-based mentoring programs.2 Through school-based and community-based
programs, BBBSWR serves over 1,300 youth in Waterloo Region with the help of over 550 volunteers.3

1.2 BUSINESS NEED
As a registered charity, BBBSWR relies on donors and volunteers to operate and to implement schooland community-based programming. BBBSWR is currently able to serve over 1,300 children and youth
in Waterloo Region with its current number of donors and volunteers, however, there are 203 children
and 27 schools that are waiting to participate.4 The extensive waitlist is indicative of a significant
problem: the demand for programming outweighs the financial and human resources available. To
overcome this obstacle, the organization needs to create ongoing partnerships with local businesses
and recruit more adult mentors. For organizational and situation analysis, refer to Annex A.

2.0 STAKEHOLDER ANALYSIS
2.1 PROSPECTIVE CORPORATE PARTNERS
Prospective corporate partners are small- to medium-sized businesses in Waterloo Region operating in
food, retail, or arts and culture services in and around urban centres. These organizations, on average,
donate a median value of $2,000 and engage in partnerships to help market the company’s brand.5
These businesses aim to provide support to non-profits on a small scale that does not require active
engagement or commitment such as employee engagement programs. Community involvement and
investment in these organizations are determined by the owners’ personal interests, and they are
more likely to support causes that are not directly aligned with business objectives.6 Owners will often
approve of philanthropic efforts that also serve as a form of public relations and/or advertising, in
which companies can promote and improve their image or brand through cause-related marketing.7

2.2 PROSPECTIVE VOLUNTEERS
Prospective volunteers for BBBSWR programs are aged 18 to 35, have a university degree, have a fulltime job, make over $40,000 a year, and have not yet started their own family.8 This group lives in
urban areas like uptown Waterloo and downtown Kitchener, has active social lives, and frequents
organic restaurants, cafes, arts and culture, and specialty activities.9 This group has a strong sense of
community and prefers to spend more time and money at local businesses as opposed to large
corporations and chains, and feel empowered when given an opportunity to give back to their
community.10 Prospective volunteers care about having an impact on their community and believe
that many social issues can be solved through community belonging.11 This group has volunteered
before, supporting causes that include child and youth welfare, community welfare, healthcare, and
education, and are proactively seeking opportunities through non-profit websites, social media
channels, and referrals from family and friends.
For additional stakeholder analysis, refer to Annex B.
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3.0 GOALS & OBJECTIVES
3.1 TASK MANAGEMENT GOAL
The goal of this strategic communications plan is to recruit additional BBBSWR corporate donors with
ongoing commitments and to recruit volunteers for community-based mentor programs.

3.2 MEASURABLE OBJECTIVES
The objectives of the proposed campaign are as follows:
1) To convert 30 per cent of identified prospective corporate donors into partners with a oneyear minimum financial commitment of $1,000 to $3,000 by January 2019, and 50 per cent
by June 2019.
2) To increase website traffic by ten per cent by the completion of the volunteer recruitment
component of the campaign.
3) To generate 75 new volunteer applications for community-based mentor programs by July
2019.

4.0 SOLUTION OVERVIEW
The proposed strategic communications plan is a proactive strategy designed to leverage BBBSWR’s
brand recognition and goodwill within Waterloo Region to capitalize on corporate giving trends in
small- to medium-sized businesses and sociocultural volunteering trends. As a non-profit organization,
BBBSWR will use an action strategy of sponsorship and audience participation to achieve its goal at
marginal cost. The proposed plan assesses local, service-oriented businesses and to identify those
best-suited to begin recruiting for mutually beneficial partnerships. As a partner, businesses will serve
as advocates for volunteer recruitment among their clients, acting as an alternative channel to attract
prospective volunteers to BBBSWR. To supplement existing online resources and proposed promotion
through partnerships, existing volunteers will also act as spokespeople for BBBSWR to attract
prospective volunteers by providing referrals and interpersonal interaction to promote mentorship
opportunities.
For a comprehensive solution overview, refer to Annex D.

4.1 TACTICS
1) Master Prospect Index: A master prospect index (MPI) guide and template using a weighted
system to assess prospective partners’ capacity, relationship, timing, philanthropic history, and
social media presence to rank organizations in order of importance will be created. This will
help the resource development manager identify prospective corporate partners, specifically
service-oriented businesses with a consumer base matching BBBSWR’s volunteer profile.
2) Partnership Invitation: A formal proposal letter template featuring BBBSWR branding and key
messages will be created. The template will allow BBBSWR to tailor messaging for each
prospective partner as part of its initial partnership pitch, and will address BBBSWR’s need for
funding and the benefits of a partnership for the targeted business. Completed letters will be
hand-delivered to prospective businesses to begin recruitment.
3) Pitch Packet: To help leverage the existing BBBSWR case for support, a specialized and
personalized pitch packet will be created to explain this unique partnership opportunity with
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prospective partners. The packet will include an overview of BBBSWR, information about
BBBSWR’s impact, campaign specific benefits of partnering with BBBSWR, and an outline of
partnership responsibilities, how they will be executed, and how they will help BBBSWR.
4) Partnership Announcement: A social media graphic template will be created for BBBSWR and
prospective donors to announce the partnership between the brands. The template will
feature the primary campaign key message, a drafted description of the partnership for the
post caption, and a hyperlink for more information.
5) Partner Profiles: The “Our Partners” page of BBBSWR’s website will be updated to include all
partners and to include a partner-approved description of the organization’s operations and
reason for supporting BBBSWR. This provides positive coverage for partners and increases
BBBSWR’s transparency about partners.
6) Promotional Materials: Print promotional materials will be created to be distributed by
service-oriented community partners that are multi-purpose: they will promote the
partnership by personalizing the campaign’s key message to represent each partner, will
provide information about volunteering with BBBSWR, and will supplement BBBSWR’s digital
resources by directing customers matching the desired demographic of prospective volunteers
to them for more information. Print materials will include a postcard to be included within
product packaging, a rack card, and a tent card.
7) Open Mentor Meetups: BBBSWR’s mentors will be invited via email to bring a plus-one they
believe would be interested in volunteering with BBBSWR to a regularly scheduled mentor
meetup event. Prospective volunteers will be able to interact with other volunteers, find out
more information about being a volunteer, and hear anecdotes about the experience.
8) Mentor Meetup Takeaways: A practical BBBSWR and campaign branded gift – an acrylic cup
with a straw – will be given to new attendees of mentor meetups. Within the gift will be a small
postcard featuring the campaign’s key message, a photo of a child or youth enrolled in
BBBSWR programming, and a handwritten description of how their mentor has impacted
them. Multiple variations of the postcard will be produced.

4.2 KEY MESSAGES
All communications tactics will include key messages that have been strategically developed for each
unique stakeholder. The primary key message that will be featured in all campaign collateral targeting
both stakeholders is, “Building our community, one _________ at a time.”
Prospective Volunteers

Prospective Donors

- BBBSWR mentors build our community, one
hour at a time.

- BBBSWR partners are building our
community, one dollar at a time.

- BBBSWR mentors are community builders
that contribute to community growth,
wellness, and belonging.

- BBBSWR partners care about the future
of our community and the future of our
youth.

- BBBSWR offers a flexible, rewarding,
and impactful volunteer opportunity
unlike any other in Waterloo Region.

- BBBSWR partners benefit from our brand
recognition and our status as a reputable,
trustworthy cause within the community.
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5.0 IMPLEMENTATION & CHALLENGES
5.1 SCHEDULE
A schedule has been created organizing the campaign’s planning, execution, and evaluation. The
proposed campaign will have a duration of 14 months; donor recruitment will begin in June 2018, and
volunteer recruitment will begin in January 2019 in alignment with National Mentoring Month.

5.2 BUDGET
The total budget allotted for this campaign is $5,000. Costs incurred during the execution of the plan
include the printing of donor recruitment materials, promotional materials, and purchasing of
incentives or gifts. A ten per cent contingency of $500 has been implemented for unpredicted costs.

5.3 CHALLENGES
As a non-profit organization, BBBSWR experiences limited financial and human resources. With an
annual marketing budget of $9,500, BBBSWR’s tactics should be low or no-cost. Additionally, as a 14person staff, BBBSWR does not have the human resources to execute a complicated, time-intensive
campaign. These challenges can be overcome by leveraging BBBSWR’s strengths and capitalizing on
trends using low-cost tactics.
For a detailed budget, schedule, and analysis of challenges and risks, refer to Annex E.

6.0 MEASUREMENT & EVALUATION
Objective

Measurement

Success Criteria

To convert 30 per cent of
identified prospective corporate
donors into partners with a oneyear minimum financial
commitment of $1,000 to
$3,000 by January 2019, and 50
per cent by June 2019.

Track the number of successful
financial commitments and
partnerships created with
businesses initially identified in
the Master Prospect Index.

Minimum of ten partnerships
created or in the process of
finalization by January 2019, and
minimum of 20 partnerships
created or in the process of
finalization by June 2019.

To increase website traffic by
ten per cent by the completion
of the volunteer recruitment
component of the campaign.

Use Google Analytics or another
visitor-tracking device to
monitor website traffic
beginning with the
implementation of the volunteer
recruitment plan.

Minimum of seven per cent
increase in website traffic
beginning in January 2019 and
ending in July 2019.

To generate 75 new volunteer
applications for communitybased mentor programs by July
2019.

Track the number of volunteer
applications for mentor
programs and track audience
feedback regarding how they
discovered the volunteer
opportunity.

Minimum of 50 new volunteer
applications with 25 per cent
referral through campaign
tactics.

For additional information about measurement and evaluation, refer to Annex F.
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ANNEX A: ORGANIZATION & SITUATION
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SITUATION ANALYSIS
BACKGROUND ON THE ISSUE
As a registered charity, BBBSWR primarily relies on donors and volunteers to operate and to
implement school- and community-based programming. The current support BBBSWR receives from
its donors and 550 volunteers allows the organization to serve over 1,300 children and youth within
Waterloo Region.12 However, as of January 2018, there are 203 children and 27 schools that are
waiting to participate in BBBSWR’s programming.13 The extensive waitlist is indicative of a significant
problem that is intrinsically connected: the demand for programming outweighs the financial and
human resources available. As such, BBBSWR needs to partner with local corporations to help support
its community programs and recruit more adult mentors to execute the programs. The organization’s
goal to overcome this obstacle is to create ongoing partnerships with coordinated efforts that can
raise $60,000 towards its mentoring programs.

CONSEQUENCES OF THE SITUATION
BBBSWR’s mission is to “be leaders in providing [Canada’s young people] with the highest quality,
volunteer based mentoring programs.”14 The increasing number of children and schools on the
program waitlist has a significant impact on BBBSWR’s ability to fulfill its mission, and recruiting the
required financial and human resources will help the organization overcome this obstacle. However,
this is not a unique issue; as BBBSWR continues to be able to serve more children and youth, more will
be added to the waitlist, and more funding and more volunteers will be needed on an ongoing basis.
Additionally, as children and youth wait for more funding and more volunteers, the longer they wait to
receive the benefits of having a mentor, and the less time they have to be eligible for BBBSWR
programming, which serves ages six to 16.

RESOLUTION OF THE SITUATION
Due to its mission of providing children and youth with mentoring programs, it is incredibly important
for BBBSWR to overcome this obstacle, and the organization is committed to finding additional funding
and volunteers to shorten its waitlist. There are two ways in which this situation can potentially be
resolved: first, more prospective corporate partners that align with BBBSWR’s values and mission need
to be identified and targeted. BBBSWR needs to better understand who these partners are and what
they perceive as being a mutually beneficial relationship. Second, BBBSWR needs to research
volunteers that fit its mentorship criteria, and find creative ways to engage and motivate them to
become mentors. In turn, this research can help BBBSWR develop a strategic and tailored approach in
reaching and persuading these publics to support the organization.
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ORGANIZATION ANALYSIS
PR AUDIT
Internal Factors

Niche

BBBSWR coordinates and provides mentorship programs to children ages six to 16,
who face socioeconomic challenges relating to relationship, social, and life skills.15
Participation in BBBSWR’s school-based and community-based mentorship
programs help reduce the risk that these societal barriers and adversities have on
children and youth.16 BBBSWR is the only organization of its kind in Waterloo
Region exclusively offering mentorship programs to children and youth.17

Performance

In 2016, BBBSWR served over 1,300 children and youth with the help of over 550
volunteers, donating 35,000 hours of their time. By putting the organization’s
volunteer application online, BBBSWR also accepted twice as many volunteers as
the year prior, totaling 105 new volunteers.18 This success allowed for 48 new
matches in the one-on-one program, with 118 children having a Big Brother or Big
Sister and 189 children being able to participate in Big Bunch.19

Structure

BBBSWR is a member agency of Big Brothers Big Sisters of Canada, a federation
that services more than 1,100 Canadian communities.20 BBBSWR operates under
the guidance of a seven-person board of directors, a 14-person staff, and over 550
volunteers.21 BBBSWR has a CEO, a resource development manager, a service
delivery manager, a marketing and communications specialist, a special events
coordinator, and nine program coordinators.22 In 2016, BBBSWR’s marketing
budget was $9,500, while $126,143 was allotted to management and
administration, and $22,851 was allotted to fundraising.23

Impediments

The limited number of BBBSWR staff in marketing, communications, and/or public
relations roles is an obstacle when attempting to create and execute an extensive,
multi-channel campaign. This is made even more difficult by the limited marketing
budget. To ensure a successful campaign, the tactics and scheduling of tactics must
require a reasonable time commitment, while also being low-cost.

Public Perception

Visibility

BBBSWR primarily depends on social media for visibility, with Facebook, Twitter,
and Instagram accounts; BBBSWR has 772 likes on Facebook, 2,391 followers on
Twitter, and 413 followers on Instagram.24 Since January 1, 2017, BBBSWR has
been featured in four articles, two by the Waterloo Region Record and two by the
Woolwich Observer, with stories covering fundraising initiatives and programs.

Reputation

All articles featuring BBBSWR contain a positive sentiment towards the
organization. In 2016, Big Brothers Big Sisters Canada was named as one of a
Financial Post’s Top 25 Charities and received a four-star rating from Charity
Intelligence, with an A- in donor accountability, and 85 cents of every dollar being
contributed to the cause.25,26
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External Factors

Supporters

BBBSWR receives support from hundreds of volunteers, independent donors, and
local companies that partner with the organization or sponsor events. Currently,
BBBSWR is supported by several corporate partners, primarily operating in retail,
insurance, automotive, and real estate industries.27 Two popular ways that past
corporate partners have provided support is through employee engagement and
event sponsorship. Employee engagement initiatives include volunteer hours,
barbecues, bake sales, dress down days, and matching donations. In addition,
corporate partners sponsor five signature BBBSWR fundraisers that take place
throughout the year: Bowl for Kids’ Sake, Chefs’ Gourmet Dinner, Swing Big Golf
Classic, Taps and Apps, and Online Holiday Auction.28 BBBSWR also receives
significant funding through government and community grants, and is supported
by foundations including United Way, Kitchener-Waterloo Community Foundation,
Best Friends of BBBS, Lyle S. Hallman Foundation, Ontario Trillium Foundation,
Astley Family Foundation, and Jumpstart.29

Competitors

As a registered charity, BBBSWR has to compete with other non-profits and
charities for donations and for volunteers. In Waterloo Region, there is also
another organization that offers mentorship services: Family and Children’s
Services of the Waterloo Region. FCAS’s mentorship program requires that
volunteers meet with a child or youth for two hours every week for a minimum of
six months, in which the mentor brings the child out into the community to bond
with them.30

Impediments

Several social factors act as obstacles for any charity or non-profit that is seeking
support, with two significant factors being oversaturation of content and the
difficulty of thriving through digital media.31 Charities are often vying for the same
donors, and it is difficult to differentiate causes to the audience when they already
receive many messages throughout the day. Additionally, many charities are not
equipped with digital skills, which makes it difficult to stand out and connect
online.32
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SWOT ANALYSIS
Strengths

Weaknesses

Performance: BBBSWR is successful in fulfilling
its mission, serving over 1,300 children and
youth in Waterloo Region.
Awareness: In a survey of prospective
volunteers in Waterloo Region matching
BBBSWR’s desired demographic, 88.8 per cent
of respondents knew of the organization (see
Survey Summary).
Niche: BBBSWR is the only organization in
Waterloo Region whose operations exclusively
involve providing children and youth with access
to mentorship programs.
Goodwill: BBBSWR has a clean track record and
is partnered with organizations that have a
positive public perception. The Big Brothers Big
Sisters of Canada federation is also respected,
having been named a Top 25 Charity by Financial
Post and having received a four-star rating from
Charity Intelligence.33,34
Stories: Statistically, BBBSWR participants have
stronger social lives, live healthier lifestyles, and
show higher literacy rates. The organization also
has several success stories between “Bigs” and
“Littles” that it showcases through
“#MatchMonday” and “Mentor of the Month.”

Money: As a non-profit, BBBSWR does not have
an excessive amount of financial resources; the
annual marketing budget of the organization is
$9,500, and the allotted budget for volunteer
and donor recruitment is $5,000.35
Time: While there are no restrictions on a
timeline for the campaign, BBBSWR has a
significant need for volunteers in September and
January.
People: BBBSWR has limited staff to execute
communications and fundraising campaigns,
with the majority of employees executing
mentorship programs.
Vehicles: BBBSWR’s communications channels
and vehicles are primarily online, relying on the
website, social media channels, and email/enewsletters to communicate with publics.36 As a
donor recruitment method, cold-calling was
formerly a technique, while volunteer
recruitment is also executed at volunteer fairs.37
Resources: Detailed assessment tools to
determine the viability of a potential partnership
do not seem to exist.

Opportunities

Threats

Economic: Corporate giving trends suggest that
businesses are willing to provide non-profits with
financial support, with 76 per cent of Canadian
businesses giving to charity, with an average
median of $2,000.38

Technological: Many charities and non-profits
depend on the free channel of social media,
causing an oversaturation of content online and
making it difficult for organizations to establish
themselves against competitors and have their
information seen.40

Sociocultural: Individuals are proactively seeking
volunteer opportunities, and are looking for
opportunities to build careers, work with an
impactful organization, and have an impact on a
local level (see Survey Summary).
Demographic: Waterloo Region has a growing
population, with over 112,000 adults aged 18 to
35 meeting BBBSWR’s desired demographic
criteria.39

Sociocultural: A noted trend is that the desired
demographic of BBBSWR seeks out information
online about prospective volunteer
opportunities with organizations (see Survey
Summary); combined with the technological
trend of oversaturation, this is a threat.
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ANNEX B: STAKEHOLDER ANALYSIS
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STAKEHOLDERS
Stakeholders are any individual or group that may be potentially impacted by the missions, objectives,
or actions of an organization.41 Stakeholders may be divided into four categories for ease of
identification and consideration during campaign planning and execution: customers, producers,
limiters, and enablers.
Customers

Producers

- Children aged six to 16 living in Waterloo
Region are current customers of BBBSWR.

- The BBBSWR board of directors are
personnel.

- Elementary and middle schools within
Waterloo Region are secondary customers
of BBBSWR.

- BBBSWR paid staff are personnel.

- The families or guardians of children
participating in BBBSWR are a shadow
constituency.

- BBBSWR volunteer mentors are personnel.
- Community and government foundations
are financiers.
- Corporate partners are financiers.
- Individual donors are financiers.

Enablers

Limiters

- Local news outlets are media and potential
enablers.

- Family and Children’s Services of the
Waterloo Region is a competitor.

- Current volunteers are opinion leaders.
- Corporate partners are allies.
- Community foundations are allies.

CUSTOMERS
Current ‘customers’ of BBBSWR are children, male and female, living in Waterloo Region’s cities and
townships and are between the ages of six to 16. These children experience socioeconomic challenges
relating to relationship, social, and life skills that can be overcome through healthy relationships with
mentors.42 These children are eligible for both in-school and community mentorship initiatives.
Elementary and middle schools of both Waterloo Region District School Board and Waterloo Catholic
District School Board are secondary ‘customers’ of BBBSWR. These schools can apply for school
programming such as ‘Go Girl,’ ‘Game On,’ and in-school mentoring.43 Currently, 50 schools within
Waterloo Region participate, while 27 schools are waiting on additional resources to participate.44
The families and/or guardians of the children that participate in BBBSWR programming do not have a
direct link to the organization, however, they can affect the perception of the organization to the
public. In Waterloo Region, these families can be single parent households and are typically lowincome.45
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PRODUCERS
BBBSWR’s personnel is comprised of a board of directors, paid staff, and volunteers. The seven-person
board of directors represents organizations from various industries in the Region.46 BBBSWR’s 14person paid staff includes a chief executive officer, a resource development manager, a service
delivery manager, a marketing and communications specialist, a special events coordinator, and nine
program coordinators.47 There are also over 550 volunteer mentors representing the organization that
are vital to executing BBBSWR’s programs.48
BBBSWR depends on donors, corporate partners/sponsors, and foundations to support its initiatives as
financiers. BBBSWR has received community grants from numerous foundations, including KitchenerWaterloo Community Foundation, Lyle S. Hallman Foundation, Ontario Trillium Foundation, Astley
Family Foundation, and Jumpstart. BBBSWR has several corporate partners, with supporters primarily
operating in retail, insurance, automotive, and real estate industries.49 Personal donors also offer
significant financial support; donor goals include being able to give back to the community, to feel as if
they are changing someone’s life, and to maximize their tax return.50

LIMITERS
BBBSWR competes with non-profits and charities within Waterloo Region for both donations and
volunteers. The organization also has to compete with Family and Children’s Services of the Waterloo
Region, another registered charity and social services organization that also offers a one-on-one
mentorship program for children in the community.51 FCAS does not focus solely on mentorship
programs, however, as it also offers volunteer-run services such as child care, tutoring, and drivers.

ENABLERS
BBBSWR does not receive significant media attention, and has only been featured in four local articles
since January 1, 2017, with stories covering fundraising initiatives and program activities. The only two
outlets to cover BBBSWR initiatives were the Waterloo Region Record and the Woolwich Observer.
However, there are numerous media outlets within Waterloo Region, including the Waterloo Region
Record, Cambridge Times, Waterloo Chronicle, New Hamburg Independent, Woolwich Observer, CTV
Kitchener, RogersTV, 570 News, and various radio stations.
BBBSWR regularly uses volunteers as spokespeople to give testimonial to the benefits of mentorship
and of volunteering with the program through ‘#MatchMonday’ social media posts and ‘Mentor of the
Month’ profiles. For this reason, volunteer mentors are considered an opinion leader on behalf of
BBBSWR. In February 2018, Jay Shah of Velocity Incubator also spoke in support of BBBSWR and the
value of mentoring youth in the community, and the experience volunteers receive through the
mentoring program at the ‘Pitch In’ event in support of non-profits in the Region.52 Corporate partners
that support in employee engagement initiatives are also opinion leaders on behalf of BBBSWR.
Partnerships with notable foundations such as United Way, KWCF, Lyle S. Hallman Foundation, and
Ontario Trillium Foundation, among others, provides BBBSWR with important allies in the community.
Event sponsors and other corporate donors also act as allies, as they are represented on BBBSWR
materials and help promote events.
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AUDIENCES
Audiences include any individual that pays attention to a particular medium of communication and
receives messages through it.53 For this campaign, the primary audience includes customers of
prospective, service-oriented corporate partners, as they will be exposed to any campaign collateral
kept within the business they frequent. A secondary audience of the campaign includes social media
followers of service-oriented corporate partners, social media followers of BBBSWR, and website
traffic of BBBSWR, as they will see messaging and tactics during the execution of the campaign.

PUBLICS
Publics are homogeneous groups that share similar interests and characteristics, share a common
interest with an organization, and set out to do something about it.54 For this campaign, two primary
publics have been identified: prospective corporate donors who are interested in giving back to the
community through mutually beneficial partnerships with a respected organization, and prospective
volunteers who are interested in volunteering for child and youth causes. To aid in execution of the
communication plan, current BBBSWR volunteers will be used as an intercessory public.

PROSPECTIVE CORPORATE DONORS
In Waterloo Region, businesses contributed to a gross domestic product (GDP) of $26.52 billion in
2016, which was the tenth highest among 28 Canadian cities analyzed in a study by the Conference
Board of Canada.55 Prominent industry sectors include: advanced manufacturing, aerospace,
automotive, business and financial services, food services, food processing, health and life sciences,
information and communication technology, logistics and transportation, retail services, start-ups, and
water technologies. In 2017, there were 3,250 retail businesses, 643 arts, entertainment and
recreation businesses, and 1,360 accommodation and food service businesses operating in Waterloo
Region.56
In Canada, corporate sponsorships, donations and grants contribute $3 billion of funding to the
charitable sector each year.57 Large corporations (those with revenues higher than $25 million)
represent a significant portion of this contribution, with 97 per cent of large corporations giving
funding to charities and non-profits. However, 76 per cent of all businesses donate an annual median
value of $2,000; businesses with revenue under $500,000 donate an average of $20,000 a year.58,59
There are several benefits that motivate businesses to form partnerships with non-profits, including:
1) It helps market the company’s brand.
2) Company success depends on a strong community.
3) A social license is needed to operate.
4) It improves the ability to recruit and retain employees.60
In addition to these motivators, philanthropic efforts are also used as a form of public relations and/or
advertising, in which companies can promote and improve their image or brand through cause-related
marketing and high-profile sponsorships.61
For small businesses, community involvement is tied to the owners’ or management’s personal
philanthropic interests, and owners make the decisions about their community involvement and
investment.62 While 90 per cent of small businesses planning to give to local non-profits, retail and
hospitality businesses are most likely to donate, with social services, healthcare, or sports and
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recreation being popular causes to support. 63,64,65 With primary focus on core business needs, owners
are not likely to make long-term partnerships with non-profits, but are more likely to support a wide
range of causes and are not as concerned with whether or not causes are aligned with business
objectives.66 This group is solicited frequently throughout the year, up to an average of 100 times, and
are motivated to give back when a cause is personally meaningful. When asked to support a nonprofit, small businesses prefer to be asked to contribute cash donations or goods, products, and
services.67 One area that small businesses are reluctant to participate in, however, are fundraising
efforts where cashiers have to ask for donations at checkout.68
Owners of small- to medium-sized service-oriented organizations that cater directly to consumers
know that making the decision to publicly support non-profits is good for business. By supporting nonprofits, businesses are able to generate a positive sentiment towards the business among customers;
millennials are typically more loyal to brands they feel are authentic, and appreciate businesses that
clearly support a cause. As such, community-minded millennials are more likely to support the
organization and refer it to others.69
Benefit Statement: BBBSWR can provide small, local businesses with an opportunity to benefit from a
high level of brand recognition and its status as a reputable non-profit, inspiring a sense of brand
loyalty and support among consumers.
The Ethical Entrepreneur Persona: Mark is the 45-year-old owner of a popular café and eatery in
Downtown Kitchener. As a resident of Waterloo Region his entire life, he has always wanted to
become an integral part of the community by being an entrepreneur. His café has become a frequent
stop for conscientious millennials that want to support authentic local brands; as such, Mark is
interested in any proposal that allows him to connect with customers and benefits his brand. While he
is not actively seeking opportunities – he spends most of his time and effort on his business – he is
open to hearing the stories of local non-profits and supporting those he feels will be a good fit, with
high brand awareness and a positive reputation. However, proposals can’t be too costly or require a
significant time commitment – simple and easy-to-implement are key qualities.

PROSPECTIVE VOLUNTEERS
The population of Waterloo Region, as of 2016, was 523,894.70 Of this number, over 112,000 residents
were between the ages of 18 and 34. In 2016, 73,026 students were enrolled at Wilfrid Laurier
University, University of Waterloo, or Conestoga College, while over 190,000 Waterloo Region
residents aged 25 and older had received formal post-secondary training.71 The median income of the
Region was $35,709, while the median income of one-person homes was significantly higher, at
$49,290. There were 49,290 one-person households in Waterloo Region, and 51,930 single-couple
households without children.72
Prospective volunteers for BBBSWR programs are aged 18 to 35, have a university degree, have a fulltime job, make over $40,000 a year, and have not yet started their own family.73 This group lives in
urban areas of the Region of Waterloo, have very active social lives, and frequent organic
restaurants/groceries, breweries, and arts and culture activities.74
This group has volunteered before, supporting causes that include child and youth welfare, community
welfare, healthcare, and education, and are looking for opportunities that relate to those causes. Their
current goals in seeking volunteer opportunities include being able to build their resume, make an
impact on a local level, and work with an impactful organization. However, obstacles stand in their
way, including finding flexible opportunities that accommodate their schedule, committing to one
VOLUNTEER & CORPORATE DONOR RECRUITMENT STRATEGY | 14

organization or cause, and being able to navigate the recruitment process with ease. Ideal
opportunities/organizations would require a time commitment of no more than five to eight hours a
month, would already have a relationship with their place of employment, and would allow them to
work directly with the people who benefit from their volunteering (see Survey Summary).
It is not common for prospective volunteers to receive messaging from non-profits about volunteering;
most volunteer opportunities have been created by proactively contacting an organization of interest
about opportunities, after interest has been generated through researching the non-profit’s website,
social media, and referrals from family and friends. Through this communication, prospective
volunteers would like to know details about their responsibilities as a volunteer, their required time
commitment, and the steps needed to become a volunteer. Brand recognition of BBBSWR among this
group is high, despite the majority having no prior volunteer experience with the organization (see
Survey Summary).
Upon securing a volunteer position, volunteers also want to be thanked by the organization and hear
about how their work is making a difference on an ongoing, informal basis. However, volunteers do
not want to be recognized in what is typically traditional for most non-profits and charities; their least
preferred forms of recognition include banquets, formal gatherings, or public acknowledgement via
traditional media channels.75
In addition to making a personal impact on their communities by volunteering, this group – and
consumers in general – also prefers to support businesses that are doing the same. This group is more
likely to buy a product or support a service when their purchase supports a cause, specifically causes
relating to the environment, the community, or social justice.76 This group wants and expects the
businesses they support to be invested in bettering society, solving social problems, and make an
impact on their community; they also want companies to be open about their pro-social efforts and
initiatives, and to involve them in the work.77
Benefit Statement: BBBSWR provides volunteers with the opportunity to build a community that
supports wellness, safety, and belonging through a flexible volunteer experience where impact can be
measured with every visit with a “Little.”
The Community-Minded Millennial Persona: Sophie is a 25-year-old Wilfrid Laurier University
alumnus that made Waterloo Region her permanent home following graduation. As a single woman
whose only time commitment is to her full-time job with a local start-up, she has lots of spare time.
When she’s not at work or scrolling through social media, she is being an active member of the
community by attending local events, buying local products, and supporting local businesses. As
someone who wants to live in Waterloo Region for a long time, she is actively looking for a flexible
volunteer opportunity where she feels as though she is helping build the future of Waterloo Region’s
growing community. While she has been searching online, she has yet to find an organization that fits
her criteria of being flexible, impactful, and meaningful, with a focus on youth in the community.

CURRENT VOLUNTEERS
For this campaign, current volunteers will act as an intercessory public – an influential bridge between
an organization and an identified public.78 Current volunteers share similar qualities as prospective
volunteers: they are 18 to 35, have a university degree, have a full-time job, make over $40,000 a year,
and have not yet started their own family. They also volunteer with goals of being able to build their
resume, make an impact on a local level, and work with an impactful organization.79 This public will
already be a supporter of BBBSWR, will have access to like-minded people, and will be able to testify
on behalf of the organization to the benefits and impact of being a mentor.
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SURVEY SUMMARY
In March 2018, a study of 128 individuals matching the desired demographic of prospective volunteers
for BBBSWR was conducted through an online survey. The survey aimed to assess volunteer
experience and popular communication channels of individuals within this demographic to verify
existing secondary research, identify any gaps in information, and guide communication strategy.
Respondents were primarily female within the age range of 18 to 25. On average, these respondents
had completed some college or university at minimum, were single, and were employed full-time.

VOLUNTEER EXPERIENCE
Approximately all respondents had volunteered in some capacity, with a quarter of respondents
currently being volunteers. Popular causes that respondents previously volunteered for include
community welfare, child and youth, healthcare, and education respectively; in the future, volunteers
would like to support organizations focusing on children and youth, animal rights, community welfare,
or healthcare.
In the past, respondents have volunteered because they supported a cause, they wanted to give back
to the community, and the opportunity fit into their schedule. For those currently seeking volunteer
opportunities, there are several qualities they are looking for, including: being flexible for when they
have free time, relating to causes they care about, and having a reasonable time commitment. Over
half of respondents have between four and eight hours to commit to volunteering a month, however,
the biggest obstacle is finding an opportunity that has a reasonable time commitment. With these
criteria in mind, respondents want to receive related information about volunteer opportunities, with
most popular details what responsibilities as a volunteer are, if the time commitment is flexible or
scheduled, how much time is needed to commit to an opportunity, and the steps to become a
volunteer.

COMMUNICATION CHANNELS
Over one third of respondents have never received volunteer-specific messaging, while nearly one
quarter of respondents had received volunteer-specific messaging within the last week. It can be
inferred that there may potentially be a gap in the effectiveness of channels being used to distribute
key messages. For those that have received volunteer-specific messaging, the most frequent channels
it is distributed through are social media, email, and the non-profit’s website. For those that are
actively seeking information about non-profits, the most popular channels include the non-profit’s
website, the non-profit’s social media channels, and through referrals from family and friends. Key
details that respondents would like to receive as non-profit message recipients include upcoming
events or fundraisers, the impact a donation has on the non-profit, and information about how to
volunteer with the organization.

BBBSWR SPECIFIC RESULTS
88.8 per cent of respondents stated that they were aware of BBBSWR, indicating a high level of brand
awareness and recognition. While the majority of the respondents have never volunteered with the
organization, nearly two-thirds would be interested in the opportunity.
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ANNEX C: GOALS & OBJECTIVES
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GOALS & OBJECTIVES
CAMPAIGN GOAL
The goal of this strategic communication plan is one of task management: to recruit additional
corporate donors with ongoing commitments and to recruit volunteers for community-based mentor
programs.
Achieving this goal would allow BBBSWR to successfully address current business needs. By recruiting
new corporate donors through ongoing partnerships, BBBSWR will receive financial contributions
towards the $60,000 required to allow more children/youth and schools to participate in mentorship
programming. Additionally, by recruiting more volunteer mentors, children on the waitlist for
community-based mentor program will be able to be matched with a mentor and begin benefitting
from BBBSWR’s services.

CAMPAIGN OBJECTIVES
The objectives of the proposed campaign are as follows:
1) To convert 30 per cent of identified prospective corporate donors into partners with a oneyear minimum financial commitment of $1,000 to $3,000 by January 2019, and 50 per cent
by June 2019.
2) To increase website traffic by ten per cent by the completion of the volunteer recruitment
component of the campaign.
3) To generate 75 new volunteer applications for community-based mentor programs by July
2019.
These objectives are intended to guide BBBSWR through the execution of the communication plan;
ideal criteria and timelines are indicated to ensure that the campaign is measurable and is executed on
time.
The first objective is action-oriented: prospective corporate donors will have to be proactively
approached and pitched to in order to be converted into partners. Since the ideal corporate donor for
this campaign are small- to mid-sized businesses, smaller donation goals from a variety of prospective
partners are recommended.
The second objective is awareness-oriented: messaging and collateral targeting prospective volunteers
should supplement digital resources available on BBBSWR’s website for volunteering information, and
increased web traffic during the execution of the campaign would indicate that this has occurred.
The third objective is action-oriented: new volunteer applications would suggest that prospective
volunteers have received volunteer-specific messaging and have felt encouraged to apply to be a big
brother or big sister.
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ANNEX D: SOLUTION OVERVIEW
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ACTION STRATEGY
The campaign is based on a proactive strategy that is designed to leverage BBBSWR’s brand
recognition and goodwill to capitalize on corporate giving trends in small- to mid-sized businesses and
sociocultural volunteering trends within Waterloo Region.

ACTION STRATEGY
The action strategy that is recommended to guide this campaign is sponsorship and audience
engagement. Sponsorship is a strategy that allows a sponsored charity or non-profit to receive
financial, personnel, and other resources, while the sponsoring organization gains visibility and respect
among their own publics.80 With the goal of recruiting more ongoing corporate donors and partners,
sponsorship is at the heart of BBBSWR’s campaign. Through creating partnerships with serviceoriented businesses whose consumer base matches the desired demographic for BBBSWR’s
prospective volunteers, sponsorships will be mutually beneficial: sponsors will benefit from being
affiliated with a reputable and well-known brand, and BBBSWR will benefit from financial support and
an alternative channel to access prospective volunteers.
Audience engagement, which involves engaging audiences and publics in communication activities, will
be used by encouraging audience interest among both primary publics and audience participation
among BBBSWR volunteers.81 To inspire action amongst prospective donors and volunteers, audience
interest can be generated by answering “What’s in it for me?” and going beyond simply citing the need
for funding and volunteers. Instead, BBBSWR should identify the value created through support. For
audience participation, the intercessory public of current BBSBWR will be encouraged to participate as
a brand ambassador, representing BBBSWR and promoting its volunteer opportunities to generate
interest and applications among prospective volunteers.

COMMUNICATION STRATEGY
The recommended communication strategy is transparent communication, which includes efforts that
are open, honest, and help publics understand the organization and support its actions.82 Using
transparent communication will help prospective corporate donors understand the expectations and
benefits of partnering with BBBSWR, help prospective volunteers understand the commitment and
impact of mentorship, and help current BBBSWR volunteers understand the importance and impact of
acting as a brand ambassador.

MESSAGE STRATEGY
COMMUNICATION PROCESS
In order to achieve the campaign’s goal, it is important to use the persuasion model, which attempts
to influence people using ethical means.83 This model will support the goal of persuading prospective
corporate donors to partner with BBBSWR, persuading prospective volunteers to apply to mentorship
programs, and persuade BBBSWR volunteers to act as brand ambassadors.

MESSAGE SOURCE AND APPEAL
To develop BBBSWR’s message strategy, a combination of ethos, logos, and pathos will be used
dependent on the public being communicated with.
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Ethos, or communication effectiveness based on the character of the speaker and the common ground
shared by speakers/audiences, is an important component of the campaign.84 To give credibility to the
campaign, it is important to have the resource development manager oversee and implement key
aspects, including communicating with prospective corporate partners to outline expectations and
form partnerships. The resource development manager is a credible member of the BBBSWR that has
significant control due to her status as a manager, and is equipped to act on behalf of the organization
as a whole.
Pathos, or the appeal to sentiment, is to be used in tactics that aim to recruit volunteers.85 BBBSWR
currently has a significant impact on youth within Waterloo Region and is helping build the future of
the community by creating healthier and happier children. Because volunteers want to know the
impact they will have by volunteering, and audiences respond well to pleasant messaging, it is crucial
to use a positive emotional appeal. For this component of the campaign, it is recommended to use a
virtue appeal, which is based on something “good.” The two subcategories of virtue appeal that should
be used are altruism (focusing on generosity, charity, and kindness) and improvement (focusing on
progress, social advancement, and making the world a better place). Altruism messaging will be used
to target prospective volunteers’ desire to do good, and improvement messaging will be used to show
prospective volunteers how they will make a difference in Waterloo Region.
Logos, or an appeal to logic and reason, will be vital to the success of assessing and attracting
corporate donors that will advocate on BBBSWR’s behalf.86 It is recommended that communications
with corporate donors include factual propositions, such as provable evidence, and value propositions
that show the merits of partnering in order to persuade prospective donors to agree to be partners.
For example, factual propositions can include how many children and youth are helped through
BBBSWR programming, how many are waiting to participate, and how much funding the organization
needs to receive to support that growth. For virtue propositions, communication can highlight how an
organization will benefit from a partnership by describing the benefits of being associated with a
notable and respected organization.

MESSAGE STRUCTURE
Encouraging partnerships with businesses and encouraging individuals to volunteer would be
supported by using reiteration, or internal repetition of the main ideas with a persuasive message. The
campaign key message “Building our community, one _________ at a time” will be repeated across all
communications to ensure that it is remembered.

MESSAGE CONTENT
Clarity and power words should be included in message content. It is also important to keep the
content short to ensure understanding and to allow publics to retain the message. The primary key
message of the campaign, which is used for every public, will combine clarity and power: “Building our
community, one _________ at a time.” This message is clear with simple, low-syllable words that can
be understood by any audience. However, the phrase “building our community” is specifically selected
for the target publics, by immediately identifying the impact a public has by supporting BBBSWR. The
available space within the key message is also strategic: by leaving an open space, an applicable word
can be included in the spot, making the key message adaptable to any tactic and able to be
personalized to any public.
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In addition to an overarching key campaign message, other messages have been developed that are
specific to volunteers and to donors. These messages will address areas of interest among both publics
to persuade them to support BBBSWR and become a volunteer or corporate donor.
For prospective volunteers, this includes messaging that highlights how mentors are community
builders that are contributing to community growth, wellness, and belonging by helping children
become their best selves. It also includes highlighting the personal benefits of volunteering with
BBBSWR, including having a flexible opportunity that is both rewarding and impactful. For prospective
donors, messaging will highlight how partners are helping to build the future of the community by
helping youth achieve their potential. Messaging will also highlight the benefits a corporate donor
receives by being a BBBSWR partner, including brand recognition and affiliation with a reputable and
trustworthy cause.

KEY MESSAGES
Prospective Volunteers

Prospective Donors

- BBBSWR mentors build our community, one
hour at a time.

- BBBSWR partners are building our
community, one dollar at a time.

- BBBSWR mentors are community builders
that contribute to community growth,
wellness, and belonging.

- BBBSWR partners care about the future
of our community and the future of our
youth.

- BBBSWR offers a flexible, rewarding,
and impactful volunteer opportunity
unlike any other in Waterloo Region.

- BBBSWR partners benefit from our brand
recognition and our status as a reputable,
trustworthy cause within the community.

VISUAL COMMUNICATION
The visuals presented throughout this campaign are important. Across all collateral, BBBSWR’s logo
will be featured. However, visuals and collateral design will be campaign-specific, and will deviate from
traditional BBBSWR branding. Campaign branding will use minimalist design that can be easily altered
and personalized for specific publics, and will prominently feature the key campaign message. The
campaign message will be primarily written in sans serif font, with the personalized word being written
with a crayon font to enhance brand recognition and the relation to children. The primary colour will
be BBBSWR purple to ensure brand recognition among publics when combined with the BBBSWR logo.
If needed, BBBSWR accent colours (orange, green, and blue) will be used.

COMMUNICATION TACTICS
The recommended tactics primarily target prospective corporate donors, working to create a
partnership with them prior to targeting volunteers. Using a three-step approach of “assess, advocate,
and attract,” the proposed tactics are intended to:
1) Assess local, service-oriented businesses and identify those that are best-suited to begin
recruiting for mutually beneficial partnerships.
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2) Advocate for BBBSWR to prospective volunteers by using service-oriented partners’ brand
and access to the desired demographic as an alternative communications channel.
3) Attract prospective volunteers to BBBSWR and encourage them to become volunteers by
using current volunteers as spokespeople and directing those interested to online
resources.
For this plan, the proposed tactics include a master prospect index, a partnership invitation, a pitch
packet, partnership announcements, partnership profiles, promotional materials, open mentor
meetups, and mentor meetup takeaways.

MASTER PROSPECT INDEX
A master prospect index (MPI) guide and template will use a weighted system to assess prospective
partners in a number of categories, including:
1) Capacity: This is the prospect’s capacity to make a major gift. The amount selected for this
category should not be an indication of what you think the prospect will invest in your
organization, but instead is an indication of what you think the prospect could give. What
constitutes as a major gift varies from organization to organization, but for the purpose of
this campaign, $500 will be considered the lowest major gift (1), while $3,000 will be
considered the highest (5).
2) Relationship: This is indicative of the prospect’s relationship to the organization or cause.
If there is a direct connection, such as an organization’s employee being on your board,
being a volunteer, being a program alumnus, or being a previous donor, then the rating
should be a five (5). If there is no connection but the organization has supported similar
causes (i.e., child and youth causes), then the rating should be a three (3). If there is no
relationship, then the rating should be a one (1).
3) Timing: This category assesses whether the timing to recruit a prospect to give is
appropriate. Generally, timing is always a five (5) unless you have specific knowledge to
prove otherwise.
4) Philanthropic History: This category measures the prospect’s willingness to give. Has the
organization supported other non-profits or causes? Organizations with an evident history
of giving should receive a rating of five (5), while those without should receive a rating of
one (1).
5) Social Media Presence: This measures the number of social media followers a prospect
has on Facebook, Twitter, and Instagram combined. If the prospect has over 5,000
followers, they should receive a rating of five (5). If the prospect has under 1,000 followers,
they should receive a rating of one (1).
Using the weighted system’s template, the organization can rate prospective corporate donors and
create a list of 50 prospects in descending order of importance. Once completed, the resource
development manager can begin targeting the top 30 prospects and recruit them to become
corporate partners.

PARTNERSHIP INVITATION
A formal proposal letter – or partnership invitation – will be created for each prospective corporate
donor as part of the initial partnership pitch. The partnership invitation will act as a precursor to
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further discussions, allowing prospective donors to better understand BBBSWR and consider their
desire to become a partner before a formal meeting. As such, partnership invitation will be tailored for
each prospective donor, and will include a variation of the key message of “Building our community,
one ______ at a time,” with the space being filled by a word that is relevant to the organization’s
operations. The partnership invitation will also contain high level details about a partnership with
BBBSWR and the benefits an organization receives, with special focus on BBBSWR’s need for funding
and local success. Information should be factual, relying on statistics, concrete plans and benefits, and
clear language to communicate the proposed partnership to prospective donors. The partnership
invitation will be hand-delivered to owners and/or managers of prospective donors to initiate a
connection.
This tactic is a key component in recruiting corporate donors – this tactic can begin being implemented
following the completion of the MPI, with ideally three invitations being delivered each day to the top
30 prospective corporate partners.

PITCH PACKET
Following the partnership invitation, a personalized pitch packet will be prepared for each formal
meeting with prospective corporate partners. The pitch packet will help leverage BBBSWR’s current
case for support, which currently addresses BBBSWR’s impact and programs, community needs, the
benefits of its program, the benefits of partnership, the levels of partnership, unique ways to get
involved, and testimonials.
The proposed pitch packet will be brief, and reiterate several key case for support points while also
explaining the unique partnership opportunity created by this campaign. As such, the four-page
document should be branded to this specific campaign, featuring key messages, and include an
overview of BBBSWR, information about BBBSWR’s impact, benefits of the partnership and the
campaign specific to the targeted organization, and an outline of partnership responsibilities. This
document will be simple, short, and streamlined, helping to ensure a clear understanding of the
proposed partnership without potentially overwhelming the small-business owner or manager. This
document can also be left behind for further review at the conclusion of the meeting.

PARTNERSHIP ANNOUNCEMENT
When a prospective corporate donor commits to becoming a corporate partner of BBBSWR, a
personalized social media graphic will be provided to the partner to be posted on their social media
channels and shared with their followers during peak engagement times for the organization. The post
will then be shared by BBBSWR if posted on Facebook or Twitter, and ‘liked’ by BBBSWR’s account if
posted on Instagram. The social media graphic will include a variation of the key message “Building our
community, one ______ at a time,” and will be personalized to the new partner, featuring a word and
image alongside the text that are relevant to the new partner’s operations.
The partnership announcement will also feature a pre-drafted description of the partnership to be
included in the post caption, and will include a hyperlink leading to more information about
volunteering with BBBSWR, with a message encouraging followers to also do their part in supporting
BBBSWR.

PARTNER PROFILES
The BBBSWR website currently has a web page dedicated to its partners, which highlights United Way
of Waterloo Communities, The Kitchener-Waterloo Community Foundation, Setman Group, Best
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Friends of Big Brothers Big Sisters, Lyle S. Hallman Foundation, Ontario Trillium Foundation, Astley
Family Foundation, Jumpstart, and Strassburger Windows and Doors. These partners are represented
under categories detailing the amount they have donated, with those in the “Legacy Builders” category
receiving a brief description alongside their logo. However, this list is not comprehensive and does not
include many partners included within the internal “Our Partners” list.
For this communications plan, it is proposed that the “Our Partners” page of BBBSWR’s website be
updated to include all partners, and constantly updated with the addition of new partners. Alongside
the logo of the organization, a partner-approved description should be provided that details the
organization’s operations, their reason for supporting BBBSWR, and a hyperlink to the organization’s
website. This will act as another incentive for organizations to consider partnering with BBBSWR, as it
is another channel in which the organization can positively promote themselves to new customers and
solidify its brand with existing customers. This also increases BBBSWR’s transparency about partners,
and guarantees due diligence in ensuring that prospective partners are appropriate and will not harm
BBBSWR’s reputation.

PROMOTIONAL MATERIALS
Following the formation of successful, mutually beneficial partnerships with service-oriented corporate
partners, a series of personalized print promotional materials will be created and provided to the
partners. Promotional materials will include a 6" by 4" postcard that can be included in product
packaging (when appropriate), a 4" by 9" rack card that can be displayed at a common point of contact
(i.e., a cash register) and taken by corporate partner customers, and a 7" by 5" tent card that can be
displayed on tables by corporate partners that offer seated areas for customers.
These materials are multi-purpose: they will promote the partnership through the personalization of
the key message “Building our community, one ______ at a time,” on the front of the piece, and will
provide information about volunteering with BBBSWR for the reader on the back of the piece. The
promotional materials will also supplement existing digital resources of BBBSWR by directing
customers matching the desired demographic of prospective volunteers to those resources for more
information.
Promotional material mock-ups should be created prior to the formal meeting to discuss potential
partnerships, and should be finalized alongside the partnership. For partners recruited between June
and December 2018, materials should be provided for display by January 2019, in alignment with
National Mentoring Month. As new partners are recruited, providing them with materials will be an
ongoing process.

OPEN MENTOR MEETUPS
BBBSWR currently hosts mentor meetups, which are events for mentors to attend free of cost, with
food, drinks, and activities provided as a method of volunteer appreciation. Currently, these meetups
are exclusive to existing volunteers. However, it is proposed that one-on-one community-based
mentors be invited to bring a plus-one that they believe would be interested in volunteering with
BBBSWR. Two mentor meetups will be planned, with a goal of 50 plus-ones in attendance at each
event. To notify mentors of the opportunity of bringing a plus-one, an email invitation will be sent out
two weeks prior to the scheduled event. The email should highlight the need for additional volunteers
and provide volunteers with an incentive to participate. To act as an incentive, volunteers that bring a
plus-one will be entered to win a $100 prize. Mentors will be prompted to notify BBBSWR if they are
bringing a plus-one to ensure attendees are accounted for.
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While in attendance, prospective volunteers are able to interact with current volunteers, an
intercessory public, and are able to find out more information about being a volunteer, hear about
first-hand experiences, and fulfill their desire to be referred to volunteer opportunities.

MENTOR MEETUP TAKEAWAYS
To enhance the experience of attending a mentor meetup and learning more about volunteering with
BBBSWR, a takeaway will be produced and given to prospective volunteers at the end of the event.
This gift should be practical – the takeaway should be something a prospective volunteer feels inclined
to keep. For this campaign, given what is known about the psychographics of prospective volunteers, it
is recommended that an acrylic cup with a straw (or alternatively a travel mug) be created. The cup or
mug must be branded to the “Building Our Community” campaign, and feature BBBSWR’s logo
prominently. To increase the effectiveness of this takeaway, a 6" by 4" post card will be placed within
the takeaway. The postcard will feature a volunteer-specific version of the campaign’s key message on
the front; on the back, there will be a photo of a child or youth that is enrolled in BBBSWR
programming, with a handwritten description from the “Little” about how their “Big” has impacted
them or improved their life. Variations of the postcard will be produced to ensure authenticity of the
messages from children.
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ANNEX E: IMPLEMENTATION
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SCHEDULE
The proposed schedule organizes the campaign’s planning, execution, and evaluation. The proposed
campaign will have a duration of 14 months. The donor recruitment component of the campaign will
begin in June 2018, with the objective of converting 30 per cent of prospects into partners by January
2019, when promotional materials will be distributed to aid in volunteer recruitment. As such,
volunteer recruitment will begin in January 2019 in alignment with National Mentoring Month. The
campaign will end in July 2019 to allow for the average 45-day volunteer recruitment time span to be
completed following the final open Mentor Meetup and before September, when BBBSWR needs
another influx of volunteers.
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BUDGET
The proposed budget is an estimate based on the anticipated amount of each material that needs to
be produced. New corporate partners may require more of one specific material, and the budget may
be adjusted accordingly. All costs were calculated using estimates from Vistaprint and CostHelper, and
lower cost alternatives may be available. Costs for tactics such as partnership invitations and pitch
packets were not calculated as they may be printed using internal resources. A ten per cent
contingency has been accounted for in the event of unforeseen or emergency costs.
Tactic

Calculation

Cost

Rack Card

50 cards per partner @ 30 partners
1,500 cards @ $0.10 per card

$155.00

Tent Card

10 cards per partner @ 30 partners
300 cards @ $1.18 per card

$355.00

Partners Postcard

250 cards per partner @ 30 partners
7,500 cards @ $0.02 per card

$150.00

Volunteer Prize

2 prizes @ $100 per prize

Mentor Plus-One

100 plus-ones @ $25 per plus-one

Event Takeaway

1 cup per attendee @ 100 attendees
100 cups @ $2.11 per cup

Takeaway Postcard
Contingency Cost

1 card per attendee @ 100 attendees
100 attendees @ $0.02 per card
10% contingency @ $5,000 budget

$200.00
$2,500.00
$211.00
$2.00
$500.00
$4,073.00

CHALLENGES & RISKS
As a non-profit organization, BBBSWR has limited financial and human resources. With an annual
marketing budget of $9,500, BBBSWR’s tactics should be low or no-cost to account for other expenses
and activities that exist apart from this campaign. However, subsidized costs for each tactic may exist
as part of non-profit programs for companies, and to ensure BBBSWR is receiving the best available
pricing, these options should be inquired about.
BBBSWR also does not have an abundance of human resources available to execute a complicated or
time-intensive plan. BBBSWR has a 14-person staff, with only three being directly involved in resource
development, marketing, and fundraising – as such, the campaign has been created to be
implemented by one to three people with generous time frames to complete each task.
For this specific campaign, there are also multiple risks to be aware of, including: new partners being
poorly received, new partners being scrutinized in the media, materials being misprinted or not
arriving on time, and events being poorly attended or over capacity. To account for this, extended
planning and preparation times have been allotted to minimize risk.
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ANNEX F: MEASUREMENT & EVALUATION
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MEASUREMENT
OBJECTIVE 1
The first objective, converting 30 per cent of prospective corporate donors into partners by January
2019 and 50 per cent by June 2019, can be measured by tracking the number of successful
commitments that were created with businesses originally identified on the Master Prospect Index.
Using this measurement, 15 prospects from the MPI must be converted into an ongoing financial
commitment by January 2019, and 25 commitments by June 2019.

OBJECTIVE 2
The second objective, increasing website traffic by ten per cent, can be measured throughout the
volunteer recruitment component of the campaign using Google Analytics or any other visitor-tracking
device that monitors website traffic. A conclusive analysis can be conducted at the end of the
campaign. Key indicators that should be assessed includes visitation that begins on the page indicated
in hyperlink on materials and visitation that is directed to the BBBSWR website via social media.

OBJECTIVE 3
The third objective, to generate 75 new volunteer applications for community-based mentor
programs, can be measured by tracking the number of new applications submitted for mentor
programs during the campaign. Further insights can be generated and measured by prompting
applicants to explain how they heard of the opportunity, and to track the number of applicants who
indicate finding the opportunity through service-oriented partners or through mentor meetups.

SUCCESS CRITERIA
OBJECTIVE 1
This objective output indicates that 15 prospects from the MPI must be converted into an ongoing
financial commitment by January 2019, and 25 commitments must be created by June 2019. However,
a successful outcome would include a minimum of ten partnerships by January 2019, and a minimum
of 20 partnerships by June 2019.

OBJECTIVE 2
The intended output of this objective is to increase BBBSWR website traffic by ten per cent, however,
an increase of seven per cent between January 2019 and July 2019 will be considered a success.

OBJECTIVE 3
The final objective output aims to generate 75 new volunteer applications for community-based
mentor programs, however, a minimum of 50 new volunteer applications will be considered a success.
To further assess the success of the campaign, a minimum of 25 per cent of applications should be
generated through referrals from mentor meetups tactics.
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ANNEX G: WORK SAMPLES
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Big Brothers Big Sisters of Waterloo Region
Master Prospect Index Guideline
It’s simple and powerful: a weighted system that allows you to rate your top prospects. Each prospect
is rated from one to five, with five being the highest; each category is subsequently added together
and divided by five, with organizations being ranked by their final number in descending order of
importance. In the case of a tie between some prospects, prospects should be ordered alphabetically.
Before beginning, three questions should be answered: is the business local? Is the business serviceoriented and operating in the retail or hospitality sector? Finally, would a partnership with this
company be free from conflict of interest or image issues associated with this business? If answers to
these questions are “yes,” then proceed with assessing the organization using the following criteria:
1) Capacity: This is the prospect’s capacity to make a major gift. What constitutes as a major
gift varies from organization to organization, but for Big Brothers Big Sisters of Waterloo
Region, $500 will be considered the lowest major gift (1), while $3,000 will be considered
the highest (5).
2) Relationship: This is the prospect’s relationship to the organization or cause. If there is a
direct connection, such as an organization’s employee being on your board, being a
volunteer, being a program alumnus, or being a previous donor, then the rating should be
a five (5). If there is no connection but the organization has supported similar causes (i.e.,
child and youth causes), then the rating should be a three (3). If there is no relationship,
then the rating should be a one (1).
3) Timing: This category assesses whether the timing to recruit a prospect to give is
appropriate. Generally, timing is always a five (5) unless you have specific knowledge to
prove otherwise.
4) Philanthropic History: This category measures the prospect’s willingness to give. Has the
organization supported other non-profits or causes? Organizations with an evident history
of giving should receive a rating of five (5), while those without should receive a rating of
one (1).
5) Social Media Presence: If the prospect has over 5,000 followers, they should receive a
rating of five (5). If the prospect has under 1,000 followers, they should receive a rating of
one (1).
Once completed, you can begin working on recruiting your top 30 prospects!

VOLUNTEER & CORPORATE DONOR RECRUITMENT STRATEGY | 33

Big Brothers Big Sisters of Waterloo Region
Master Prospect Index Template
Prospect

Capacity

Relationship

Timing

Philanthropy

Social
Media

Total

1

Settlement Co

5

3

5

5

5

4.6

2

Social Art

5

3

5

5

5

4.6

3

Apollo Cinema

5

1

5

5

5

4.2

4

Ctrl V

4

3

5

5

4

4.2

5

Debrodnik’s Donuts

5

1

5

5

5

4.2

6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
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Dear [Business Owner’s Name],
At Big Brothers Big Sisters of Waterloo Region, our goal is to help children within our community
overcome obstacles in their daily lives through a healthy relationship with a mentor they look up to. In
2016, we were able to help over 1,300 children and youth within our community be matched with a
mentor.
But we need your help.
Since 2018, we have had 203 children and youth and 27 schools counting on us to recruit more
volunteer mentors so that they can participate in our programs. With your contribution, we can do just
that.
An annual commitment of $3,000 will allow three more children within our community to bond with a
big brother or sister through our one-to-one mentoring program. In turn, our kids will have stronger
social relationships, live healthier lives, perform better in school, and will be more likely to give back to
the community in the future.
Becoming a partner of Big Brothers Big Sisters of Waterloo Region also has its benefits.
When you become a partner of our Building Our Community campaign, you will be showing your
valued customers that you care about the future of our community and the future of our youth. And
we’ll help you promote our partnership by personalizing our partnership promotional material to
represent your business.
As a result, you will benefit from our brand recognition within our community and our status as a
reputable, trustworthy charity. Aligning with our brand also gains favour among millennial consumers,
who are more likely to purchase your product or service when you make it clear that you support a
cause within your community.
Will you help build our community, one [product noun] at a time?
Sincerely,
Mallory Boyer
Resource Development Manager
Big Brothers Big Sisters of Waterloo Region

info@bbbswr.org | bbbswr.org | (519) 745-0180
30 Duke Street West, Unit 302
Kitchener, Ontario
N2H 3W5
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PARTNERSHIP ANNOUNCEMENT 1
Instagram partnership announcement prepared for prospective partner Social Art:
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PARTNERSHIP ANNOUNCEMENT 2
Facebook partnership announcement prepared for prospective partner Ctrl V:
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PROMOTIONAL MATERIAL 1
Postcard for product packaging prepared for prospective partner Debrodnik’s Donuts:
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PROMOTIONAL MATERIAL 2
Tent card for prepared for prospective partner Settlement Co.:
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PROMOTIONAL MATERIAL 3
Rack card for prepared for prospective partner Apollo Cinema:
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MENTOR MEETUP EMAIL
To: Mentor Name
From: Big Brothers Big Sisters of Waterloo Region
Subject: Mentor Meetup + 1
Dear [Mentor Name],
This year, you made an amazing impact as one of our valued volunteers that helped build our
community by being a mentor. But we have 203 more Littles waiting patiently for more people like
you to sign up to be their Big.
So we need your help.
We’re hosting an extra special mentor meetup, and as a [big brother/big sister] and brand
ambassador of Big Brothers Big Sisters of Waterloo Region, we’re asking you to invite a friend who
is interested in being a Big. Your plus-one is invited to the event free of charge, and if you
participate, you will be entered to win a $100 Visa gift card!
By participating in this special mentor meetup on [date], you’ll be helping others make the
rewarding decision to become a Big. In doing so, you’ll help 200 more kids just like your Little
achieve a future of wellness and belonging.
With your help, we’ll be able to continue to build a community of wellness and belonging, and
impact even more children than we ever have.
Please let me know if you and a friend are interested in attending by [date]. I look forward to
hearing back from you!
Sincerely,
Mallory Boyer
Resource Development Manager
Big Brothers Big Sisters of Waterloo Region
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MENTOR MEETUP TAKEAWAYS
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