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Capital	  Campaign	  Designed	  by	  

Almost	  Home	  Kids	  



intro	  

 

 

 

 

This campaign book was created for the representatives of Almost Home Kids from our public relations firm, Royal Public 

Relations. As students of Purdue University, this course, COM 353 Problems in Public Relations, gave us the opportunity to 

experience creating and designing a public relations campaign for a real world client. With the guidance of our instructor, 

Mr. William Page, our team has tailored a capital campaign that will allow Almost Home Kids to immediately implement and 

accomplish the goals we have set for the campaign. 
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meet	  the	  royal	  public	  rela3ons	  team	  
•  Jamie	  Howell	  –	  Account	  Execu3ve	  
•  Jamie	  is	  from	  Rensselaer,	  Ind.	  She	  is	  a	  senior	  majoring	  in	  Public	  Rela3ons	  with	  a	  minor	  in	  Sociology.	  She	  is	  treasurer	  

for	   PRSSA	   and	   an	   account	   execu3ve	   for	   Boiler	   Communica3on.	   She	   has	   been	   a	  member	   of	  Higher	  Ground	  Dance	  
Company.	  She	  also	  works	  as	  a	  server	  for	  Bruno’s	  Pizza,	  a	   job	  she	  enjoys	  because	  she	  gets	  to	  work	  with	  the	  public.	  
A]er	   gradua3ng	   in	   May,	   Jamie	   plans	   on	   working	   for	   a	   not	   for	   profit	   organiza3on	   such	   as	   the	   Make-‐A-‐Wish	  
founda3on.	  	  

	  

•  Jeremy	  Chance	  –	  Copy	  Director	  
•  Jeremy	   is	   a	   senior	   from	   Hammond,	   Ind.,	   and	   is	   studying	   Public	   Rela3ons	   and	   Adver3sing,	   as	   well	   as	   Mass	  

Communica3on.	  He	  will	  graduate	  in	  May	  of	  2010	  and	  plans	  to	  a`end	  graduate	  school	  in	  the	  fall	  of	  2010.	  Jeremy	  is	  a	  
member	  of	  the	  Purdue	  Varsity	  Glee	  Club	  and	  is	  also	  a	  member	  of	  the	  PurduSir	  organiza3on,	  a	  leadership	  honorary.	  
Jeremy	  is	  the	  Purdusir	  of	  Recruitment,	  the	  head	  of	  this	  commi`ee,	  within	  the	  Glee	  Club.	  

	  

•  Julia	  Ohaver	  –	  Crea3ve	  Director	  
•  Julia	  lives	  in	  Naperville,	  Ill.,	  and	  is	  in	  her	  final	  semester	  at	  Purdue.	  A	  Public	  Rela3ons	  and	  Adver3sing	  major,	  she	  has	  

minors	  in	  French	  and	  History.	  She	  has	  served	  on	  the	  execu3ve	  board	  for	  Phi	  Mu	  sorority	  and	  the	  board	  of	  directors	  
for	  the	  Panhellenic	  Council.	  Addi3onally,	  she	  has	  gained	  prac3cal	  experience	  through	  such	  campus	  organiza3ons	  as	  
Purdue	   University	   Dance	   Marathon,	   the	   Purdue	   Student	   Union	   Board,	   Boiler	   Gold	   Rush,	   and	   PRSSA,	   as	   well	   as	  
internships	  with	  the	  Chicago	  History	  Museum	  and	  Black	  Dog	  Group	  LLC.	  

	  
	  

•  Molly	  Meiners	  –	  Media	  &	  Promo3ons	  Director	  
•  Molly	   is	   from	   Indianapolis,	   Ind.	   She	   is	   a	   senior	  majoring	   in	   Adver3sing	   and	   Public	   Rela3ons.	   As	   a	  member	   of	   her	  

school’s	   PRSSA	   chapter,	   Molly	   has	   served	   as	   Homecoming	   Commi`ee	   Chair	   and	   Treasurer.	   She	   has	   also	   gained	  
experience	  through	  her	  internships	  with	  Bandy	  Carroll	  Hellige	  as	  a	  Public	  Rela3ons	  and	  Media	  Buying	  Intern,	  working	  
on	  accounts	  such	  as	  McDonald’s	  and	  Horse	  Shoe	  Casino.	  A]er	  gradua3on	   in	  December,	   she	  plans	  on	   taking	  post-‐	  
baccalaureate	  classes	  in	  business	  at	  the	  University	  of	  New	  South	  Wales	  in	  Sydney,	  Australia.	  	  
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execu3ve	  summary	  

Almost	  Home	  Kids	  is	  in	  the	  process	  of	  developing	  a	  new	  facility	  in	  downtown	  Chicago.	  It	  will	  house	  children	  that	  are	  deemed	  “medically	  

fragile.”	  A	  medically	   fragile	   child	   is	  one	  who	   is	  dependent	  on	  medical	   technology	   to	   thrive.	  A	  number	  of	   these	  children	  depend	  

primarily	  on	  a	  tracheostomy	  (breathing	  tube)	  or	  gastostomy	  (feeding	  tube).	  The	  most	  common	  diagnoses	  are	  spina	  bifida,	  cerebral	  

palsy,	  shaken	  baby	  syndrome,	  trauma3c	  brain	  or	  spine	  injuries,	  and/or	  complica3ons	  arising	  from	  premature	  birth.	  

The	   new	   facility	   will	   focus	   on	   the	   transi3onal	   care	   aspect	   for	   these	   children.	   This	   will	   allow	   parents	   to	   get	   proper	   training	   on	   the	  

equipment	  their	  children	  will	  need	  in	  order	  to	  stay	  at	  home	  and	  s3ll	  be	  treated	  for	  their	  medical	  issue.	  

Our	  agency	  has	  created	  a	  campaign	  which	  will	  run	  from	  January	  2010	  to	  January	  2012.	  During	  2010	  we	  will	  help	  AHK	  raise	  awareness	  of	  

the	  home	  in	  Naperville.	  We	  will	  make	  the	  transi3on	  at	  the	  end	  of	  the	  year	  and	  begin	  to	  promote	  the	  new	  site	  and	  the	  need	  for	  

funds	  to	  help	  make	  it	  happen.	  Our	  target	  audiences	  for	  our	  campaign	  will	  be	  the	  board	  members	  of	  AHK,	  the	  coun3es	  surrounding	  

Naperville,	  and	  the	  communi3es	  of	  the	  pa3ents	  using	  the	  facility.	  The	  primary	  goal	  of	  our	  campaign	  is	  to	  raise	  $1,000,000	  for	  the	  

new	  facility.	  

	  Our	  research	  focused	  on	  the	  communi3es	  surrounding	  Naperville.	  We	   iden3fied	  basic	  demographic	   informa3on,	  along	  with	  dona3on	  

trends	   in	   the	   area.	   The	   income	   of	   residents	   is	   high,	   so	  we	   believe	   they	   are	   a	   good	   target	   public.	  We	   are	   also	   focusing	   on	   the	  

communi3es	  of	  families	  that	  have	  u3lized	  the	  facility,	  believing	  people	  will	  want	  to	  donate	  to	  the	  place	  that	  has	  helped	  someone	  

they	  know.	  	  

The	  elements	  of	  our	  campaign	  will	  be	  communicated	  through	  various	  types	  of	  media.	  We	  will	  promote	  awareness	  and	  how	  to	  donate	  to	  

the	  organiza3on	  by	  using	  tradi3onal	  and	  social	  medias,	  adver3sements,	  and	  special	  events.	  

Royal	  Public	  Rela3ons	  believes	  our	  campaign’s	  focus	  on	  awareness	  will	  ul3mately	  in	  crease	  the	  dona3on	  rates	  to	  Almost	  Home	  Kids.	  We	  

also	  believe	  the	  elements	  of	  our	  campaign	  will	  give	  AHK	  the	  recogni3on	  it	  needs	  and	  secure	  dona3ons	  in	  the	  future.	  
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secondary	  research	  

For	  our	  secondary	  research,	  we	  referenced	  data	  on	  Cook,	  DuPage,	  and	  Will	  Coun3es.	  Our	  reasoning	  is	  the	  current	  Almost	  Home	  Kids	  site	  is	  

located	  in	  DuPage	  County	  in	  the	  city	  of	  Naperville,	  and	  the	  future	  site	  is	  located	  in	  Cook	  County	  in	  Chicago.	  Because	  Naperville	  also	  

extends	  southward	  into	  Will	  County,	  we	  conducted	  research	  in	  this	  county	  as	  well.	  	  

•  The	  first	  step	  in	  our	  secondary	  research	  was	  to	  go	  to	  the	  main	  source	  of	  data	  for	  county	  research:	  the	  U.S.	  Census	  Bureau	  Web	  site.	  

Once	  there,	  we	  obtained	  informa3on	  from	  the	  2006-‐2008	  Factsheets.	  Data	  from	  these	  factsheets	  that	  were	  per3nent	  to	  our	  research	  

included:	  per	   capita	   income	   (in	   2008	   infla3on-‐adjusted	  dollars),	  median	  household	   income	   (in	   2008	   infla3on-‐adjusted	  dollars)	   and	  

median	  family	  income	  (in	  2008	  infla3on-‐adjusted	  dollars).	  Household	  income	  counts	  the	  income	  of	  all	  residents	  over	  the	  age	  of	  18	  in	  a	  

household.	  When	  measuring	  household	  income,	  the	  U.S.	  Census	  Bureau	  does	  not	  require	  that	  residents	  of	  a	  household	  be	  related	  to	  

the	  head	  of	  the	  household	  for	  their	  earnings	  to	  be	  counted.	  Conversely,	  family	  income	  only	  accounts	  for	  households	  with	  two	  or	  more	  

18-‐or-‐older	  individuals	  related	  through	  blood,	  marriage	  or	  adop3on.	  Also,	  we	  researched	  median	  instead	  of	  mean	  incomes	  because	  

we	  believe	  median	  incomes	  to	  be	  more	  sta3s3cally	  correct	  as	  they	  are	  not	  skewed	  by	  sta3s3cally	  significant	  outliers.	  The	  following	  is	  

a	  table	  of	  our	  findings:	  

SOURCE:	  Factsheets	  2006-‐2008	  American	  Community	  Survey	  3-‐Year	  Es3mates,	  US	  Census	  Bureau 
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•  Note:	  Much	  of	  our	  findings	  also	  came	  from	  The	  Chronicle	  of	  Philanthropy,	  a	  bi-‐weekly	  newspaper	  based	  out	  of	  Washington,	  DC,	  for	  
the	  nonprofit	  world.	  According	  to	  their	  Web	  site,	  they	  are	  the	  “number	  one	  news	  source,	  in	  print	  and	  online,	  for	  charity	  leaders,	  fund	  
raisers,	  grant	  makers,	  and	  other	  people	  involved	  in	  the	  philanthropic	  enterprise.”	  

•  Finding	  1:	  There	  is	  a	  lack	  of	  informa9on	  on	  Almost	  Home	  Kids	  obtained	  when	  searching	  academic	  databases.	  	  

–  We	  searched	  ‘Almost	  Home	  Kids’	  through	  Lexis-‐Nexis,	  ProQuest,	  and	  EBSCOhost	  but	  could	  only	  find	  one	  ar3cle	  on	  them.	  The	  

ar3cle	  was	  pertaining	   to	   insurance	  company	  Aetna	  agreeing	   to	   cover	   the	   transi3on	  care	   services	  of	  Naperville’s	  AHK	   for	   its	  

members.	  This	  lack	  of	  informa3on	  is	  not	  the	  case	  with	  Google.	  	  

–  When	  using	  the	  search	  handle	  ‘Almost	  Home	  Kids,’	  we	  received	  80	  results.	  The	  first	  two	  hits	  were	  actually	  links	  to	  the	  official	  

AHK	  Web	  site.	  

•  Finding	  2:	  Of	  the	  three	  coun9es,	  Cook	  and	  DuPage	  coun9es	  donate	  the	  highest	  amount	  to	  chari9es	  on	  average.	  Although	  you	  can	  

see	  that	  DuPage	  county	  donated	  the	  lowest	  percent	  of	  their	   income	  to	  chari3es,	  their	   income	  was	  s3ll	  high	  enough	  that	  the	  actual	  

money	   amount	  was	   second	   highest.	   The	   following	   table,	  which	   is	   based	   on	   a	  Chronicle	   study	   of	   charitable	   giving	   by	   people	  who	  

earned	  at	  least	  $50,000	  annually	  and	  who	  itemized	  deduc3ons	  on	  their	  federal	  income	  tax	  returns,	  shows	  this.	  Therefore,	  Cook	  and	  

DuPage	  County	  are	  the	  two	  coun9es	  that	  we	  will	  concentrate	  our	  PR	  efforts.	  	  



secondary	  research	  cont.	  

•  Finding	  3:	  Chicagoans	  filed	  143,216	  itemized	  returns	  and	  had	  at	  their	  disposal	  an	  average	  discre9onary	  income	  of	  $62,176.	  Of	  this	  

discre9onary	   income,	   they	  donated	  7.7%	  or	  $4,790.	   Illinois	   as	   a	  whole	  donated	  6	   to	  6.9	  percent	  of	   their	  discre3onary	   income	   to	  

chari3es.	   These	  figures	  pertained	   to	   taxpayers	  with	  adjusted	  gross	   incomes	  of	  $50,000	  or	  more	  who	   itemized	  deduc3ons	  on	   their	  

federal	  tax	  returns	  (Chronicle).	  

•  Finding	  4:	  Chicago	  is	  #31	  when	  it	  comes	  to	  large	  urban	  areas	  and	  charitable	  giving,	  even	  though	  it	  is	  the	  third	  largest	  city	  in	  the	  U.S.	  

This	  shows	  that	  we	  will	  need	  to	  go	  above	  and	  beyond	  to	  develop	  a	  solid	  PR	  plan	  so	  that	  our	  dona3ons	  are	  not	  a	  reflec3on	  of	  the	  usual	  

giving	  pa`erns	  of	  Chicago	  and	  the	  Chicago	  area.	  	  

•  Finding	  5:The	  following	  table	  confirms	  what	  we	  already	  know:	  even	  though	  higher	  income	  brackets	  donate	  at	  a	  lower	  percentage,	  

they	  s9ll	  donate	  the	  most	  overall.	  	  

10 

PERCENTAGE	  OF	  DISCRETIONARY	  INCOME	  GIVEN	  TO	  CHARITY,	  BY	  INCOME	  (NATIONALLY)	  

Net	  Income	  	   Discre3onary	  Income	   Non-‐religious	  giving	  as	  a	  %	  of	  
discre3onary	  income	  

$30,000-‐$49,999	   $5,154	   2.0%	  

$50,000-‐$69,999	   $12,482	   1.3%	  

$70,000	  or	  more	  	   $38,585	   0.8%	  

	  SOURCE:	  Bureau	  of	  Labor	  Sta3s3cs 
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•  Finding	  6:	  Cook	  and	  DuPage	  Coun9es	  together	  account	  for	  half	  of	  the	  popula9on	  in	  the	  state	  of	  Illinois.	  Therefore,	  we	  will	  need	  to	  

have	  a	  higher	  than	  average	  volume	  of	  adver9sing	  and	  PR	  efforts	  to	  raise	  awareness	  and	  in	  effect,	  increase	  dona9ons	  to	  AHK.	  	  

–  Cook	  is	  the	  most	  populous	  county	  and	  DuPage	  is	  the	  second	  most	  populous	  county.	  

•  Finding	  7:	  The	  following	  pie	  charts	  show	  the	  inconsistency	  of	  dona9ng	  in	  the	  past	  three	  years:	  

11 
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•  Finding	  8:	  Average	  Household	  income	  per	  municipality	  in	  DuPage	  County	  is	  extremely	  high.	  	  

–  DuPage	  has	  a	  reputa3on	  for	  being	  one	  of	  the	  wealthiest	  coun3es	   in	  the	  na3on;	  their	  per	  capita	   income	  is	  the	  highest	   in	  the	  

Midwest.	  Nineteen	  of	  the	  towns	  within	  DuPage	  County	  have	  average	  household	  incomes	  of	  over	  $100,000	  (Wikipedia.org).	  The	  

following	  is	  a	  table	  of	  median	  house	  values	  and	  average	  household	  income	  for	  each	  of	  the	  municipali3es	  in	  DuPage	  County,	  as	  

of	  2008.	  The	  median	  house	  values	  are	  listed	  first	  and	  the	  median	  family	  incomes	  are	  listed	  in	  parenthesis.	  

14 
SOURCE:	  DuPage	  County,	  IL,	  Wikipedia 
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•  Finding	  9:	  DuPage	  is	  the	  loca9on	  of	  the	  Illinois	  Technology	  &	  Research	  Corridor	  and	  is	  home	  to	  many	  large	  companies	  that	  could	  

help	  the	  Almost	  Home	  Kids	  cause.	  These	  companies	  include:	  Ace	  Hardware	  (Oakbrook),	  Nicor	  (a	  Fortune	  500	  company	  in	  Naperville),	  

OfficeMax	  (a	  Fortune	  500	  company	  in	  Naperville),	  Sara	  Lee	  Corpora3on	  (a	  Fortune	  500	  company	  in	  Downers	  Grove),	  and	  Ty	  Warner	  

(Westmont).	  We	  can	  use	  this	   informa3on	  for	  our	  campaign	  by	  staging	  specific	  PR	  efforts	  towards	  these	  companies.	  Possible	  tac3cs	  

include	   matching	   dona3ons	   from	   the	   companies	   themselves	   or	   employee	   gi]-‐giving	   incen3ves.	   As	   well	   as	   monetary	   dona3ons,	  

companies	  such	  as	  Ty	  Warner,	  the	  maker	  of	  Beanie	  Babies,	  can	  make	  in-‐kind	  dona3ons.	  

	  

•  Finding	  10:	  Malls	  are	  a	  great	  place	  for	  adver9sing	  and	  are	  plen9ful	  in	  Cook,	  DuPage,	  and	  Will	  Coun9es.	  Malls	  a`ract	  a	  diverse	  group	  

of	  people,	  can	  help	  increase	  name	  recogni3on	  of	  AHK	  and	  increase	  interest	  in	  giving	  to	  AHK.	  There	  are	  numerous	  places	  to	  adver3se	  

in	   the	  mall	   such	  as	   kiosks	  or	   scrolling	  ad-‐banners	  on	   the	   side	  of	  digital	  mall	  directories.	  Also,	   there	   is	   the	  possibility	  of	  holding	  an	  

Almost	  Home	  Kids	  event	  with	  a	  walk-‐through	  exhibit	  telling	  mall	  patrons	  about	  AHK,	  their	  mission,	  and	  future	  expansion	  plans.	  Malls	  

in	  DuPage	  County	   include:	  Oakbrook	  Center,	  Wessield	   Fox	  Valley,	   Yorktown	  Center,	   Town	  Square	  Wheaton,	   and	   Strasord	   Square	  

Mall.	  Malls	  in	  Cook	  County	  are:	  Water	  Tower	  Place,	  900	  North	  Michigan,	  Lincoln	  Mall,	  and	  Woodfield	  Mall.	  Finally,	  Orland	  Square	  Mall	  

should	  also	  be	  considered	  for	  our	  PR	  efforts	  in	  Will	  County.	  
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primary	  research	  

•  Board	  Member	  Survey:	  

–  Purpose:	  

•  To	   gather	   demographic	   and	   giving	   data	   about	   the	   current	   board	  members	   in	   hopes	   of	   finding	   similar	   high	   net	  worth	  

individuals	  to	  donate	  to	  Almost	  Home	  Kids	  as	  well	  as	  increase	  the	  current	  donors	  giving	  amount.	  

–  Methodology	  

•  All	   16	   board	   members	   were	   given	   a	   link	   to	   our	   survey.	   This	   survey	   was	   hosted	   through	   the	   third	   party	   Web	   site,	  

SurveyMonkey.com.	  

–  Survey	  Data:	  N=11	  (11	  respondents)	  

•  10	  current	  and	  1	  former	  board	  member	  

–  Findings:	  

•  Even	  though	  Almost-‐Home-‐Kids	  is	  located	  in	  DuPage	  County,	  out	  of	  those	  who	  took	  our	  survey,	  only	  5	  board	  members	  

live	  in	  DuPage	  County	  and	  6	  live	  in	  Cook	  County.	  

•  The	  average	  board	  member	  is	  40-‐49	  years	  old.	  

•  The	  total	  household	   income	   in	  2008	   from	  all	  wages,	   salary,	  and	   investments	  before	   taxes	   is	  $100,000	  to	  $200,000	   for	  

most	  respondents.	  	  

•  Average	  dona3ons	  to	  AHK	  varied	  greatly	  



primary	  research	  cont.	  

•  The	  most	  common	  types	  of	   in-‐kind	  gi]s	  were:	  3me	  spent	  at	  AHK,	  organizing	  events	   for	  AHK,	  and	  fundraising	  for	  AHK.	  

Medical	  supplies	  were	  donated	  by	  3	  respondents	  as	  well.	  	  

–  Difficul3es	  

•  5	  of	  the	  16	  board	  members	  did	  not	  take	  our	  survey.	  	  

•  We	  were	  only	  able	  to	  distribute	  this	  survey	  to	  board	  members	  and	  not	  past	  donors	  to	  AHK	  which	  did	  not	  give	  us	  as	  a	  

thorough	  of	  a	  data	  pool	  as	  we	  would	  have	  liked.	  
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primary	  research	  cont.	  	  

•  Important	  notes	  from	  client	  mee3ng	  on	  Friday,	  September	  11,	  2009	  

–  There	  will	  be	  a	  new	  Almost	  Home	  Kids	  site	  at	  211	  East	  Grand	  St.	  in	  downtown	  Chicago	  that	  will	  open	  in	  April	  of	  2012.	  

–  The	  client	  wants	  us	  to	  develop	  a	  dual-‐phased	  capital	  campaign,	  focusing	  on	  raising	  money	  for	  the	  new	  facility	  downtown.	  

–  AHK	  is	  unique	  because	   it	  offers	  both	  transi3onal	  care	  and	  respite	  care,	  and	  the	  client	  wants	  the	  facility	  to	  be	  a	  “home	  away	  

from	  home”	  for	  the	  pa3ents.	  

•  The	  new	  site	  will	  func3on	  more	  as	  a	  transi3onal	  facility.	  

–  The	  client	  wanted	  us	  to	  target	  high-‐end	  donors	  who	  could	  donate	  $5,000.	  

•  Specifically	  the	  client	  wants	  us	  to	  target	  40	  and	  50	  year	  olds	  with	  disposable	  income.	  

•  AHK	  also	  wants	  us	  to	  try	  and	  hit	  the	  25	  to	  40	  age	  range	  with	  disposable	  income.	  

–  AHK	  would	  like	  us	  find	  250	  new	  donors.	  

–  The	  average	  board	  of	  director	  donates	  $250.	  	  

–  Our	  client	  has	  a	  unique	  service	  and	  a	  unique	  story,	  and	  in	  any	  publica3ons,	  would	  like	  us	  to	  focus	  on	  the	  kids	  and	  their	  story.	  

–  The	  ini3al	  goal	  from	  our	  client	  is	  to	  create	  a	  capital	  campaign	  to	  raise	  $5,000,000.	  	  
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•  Based	  on	  our	  survey	  of	  the	  board,	  we	  learned	  the	  majority	  were	  40-‐49	  years	  old,	  and	  the	  next	  highest	  group	  were	  50-‐59	  years	  of	  

age.	   We	   found	   two	   of	   our	   three	   coun3es,	   Cook	   and	   DuPage,	   had	   the	   first	   and	   second	   highest	   average	   charitable	   dona3ons,	  

respec3vely.	  Based	  on	  this	  informa3on,	  we	  want	  to	  concentrate	  our	  media	  and	  PR	  efforts	  heavily	  in	  DuPage	  and	  Cook	  County.	  A]er	  

analyzing	  our	  research,	  we	  decided	  to	  not	  focus	  on	  Will	  County	  in	  our	  adver3sing	  efforts	  because	  it	  was	  the	  third	  county	  with	  the	  

highest	  average	  charitable	  income	  and	  the	  driving	  distance	  from	  the	  majority	  of	  the	  county	  to	  either	  AHK	  loca3on	  will	  make	  in-‐kind	  

gi]	  giving	  or	  site	  visits	  difficult.	  Also	  affec3ng	  our	  decision	  was	  the	  fact	  that	  all	  the	  current	  board	  members	  live	  in	  either	  Cook	  or	  

DuPage	  County.	  	  

•  IU’s	  Center	  for	  Philanthropy	  helped	  us	  narrow	  down	  our	  target	  market	  even	  more.	  	  

–  We	  discovered	  those	  with	  a	  higher	  income	  give	  a	  lower	  percentage	  of	  their	  discre3onary	  income	  to	  chari3es,	  and	  the	  actual	  

amount	   is	   s3ll	   larger	   the	  higher	   the	   income	  bracket.	  Therefore,	  our	   target	   income	  range	   is	  $100,000	  +.	  The	  second	  target	  

income	  range	  is	  $50,000	  to	  $99,999.	  	  

–  We	  also	  learned	  of	  a	  correla3on	  between	  age	  and	  the	  amount	  donated	  to	  secular	  gi]	  giving.	  The	  46-‐	  63	  age	  group	  donates	  

the	  most,	  followed	  by	  the	  64-‐80	  age	  group.	  

•  Based	  on	  our	  research,	  our	  primary	  targets	  are	  adults	  age	  40-‐49	  in	  Cook	  and	  DuPage	  Coun3es	  who	  make	  $100,000	  or	  above,	  and	  

our	  secondary	   targets	  are	  adults	  age	  50-‐63	   in	  Cook	  and	  DuPage	  Coun3es	  who	  make	  $100,000	  or	  above.	  While	  we	  would	  prefer	  

dona3ons	  from	  the	  $100,000	  +	   income	  bracket,	  we	  s3ll	  want	  to	  appeal	  to	  the	  $50,000-‐	  $90,000	  income	  bracket	  and	  make	  them	  

aware	  of	  Almost	  Home	  Kids	  as	  well.	  
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key	  publics 	  	  

•  The	  primary	  publics	  relevant	  to	  the	  Almost	  Home	  Kids	  campaign	  include	  board	  members	  and	  poten3al	  donors.	  

–  The	  board	  members	  of	  AHK	  are	  important	  because	  without	  their	  dona3ons	  the	  organiza3on	  does	  not	  have	  a	  strong	  financial	  

founda3on.	  The	  board	  needs	  to	  put	  their	  monetary	  dona3ons	  into	  the	  organiza3on	  before	  we	  can	  ask	  others	  to	  do	  the	  same.	  

–  Poten3al	  donors	  are	  also	  important.	  If	  we	  con3nue	  to	  ask	  for	  dona3ons	  from	  the	  same	  people	  that	  already	  donate,	  we	  will	  be	  

limi3ng	  the	  chance	  for	  a	  new	  and	  ul3mately	  stronger	  donor	  base.	  

	  

•  Our	  secondary	  publics	  are	  the	  coun3es	  surrounding	  the	  AHK	  site	  in	  Naperville,	  college	  campuses	  in	  Illinois	  and	  pa3ents’	  communi3es.	  

–  The	   specific	   coun3es	  we	  will	   focus	   on	   are	   Cook	   and	  DuPage.	   These	   coun3es	   have	   high	   income	   rates	   and	   can	   provide	   large	  

dona3ons	  to	  the	  organiza3on.	  

–  Nearby	   college	   campuses	   are	   beneficial	   because	   sorori3es,	   fraterni3es,	   or	   other	   campus	   organiza3ons	   can	   adopt	   AHK	   as	   a	  

charity	  and	  provide	  means	  for	  raising	  money.	  This	  would	  save	  AHK	  the	  3me	  and	  resources	  necessary	  to	  put	  on	  events	  and	  also	  

raise	  awareness	  of	  the	  home	  and	  gain	  donors.	  

–  The	  communi3es	  of	  pa3ents	  are	  also	   important	  because	  of	   the	  personal	  connec3on	  the	  community	  will	  have	  to	  AHK.	  When	  

people	  see	  the	  posi3ve	  affect	  AHK	  has	  had	  on	  a	  family,	  the	  emo3onal	  appeal	  will	  be	  greater	  and	  will	  lead	  to	  them	  to	  want	  to	  

help,	  financially	  or	  otherwise.	  
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plans,	  goals,	  &	  objec3ves	  

•  Introduc3on/Overview	  

–  Our	  primary	  goal	  working	  with	  Almost	  Home	  Kids	  is	  to	  raise	  money	  for	  a	  new	  facility	  that	  will	  be	  built	  in	  downtown	  Chicago.	  

The	   new	   facility	   will	   focus	   primarily	   on	   transi3onal	   care,	   one	   of	   the	   two	   programs	   offered	   at	   AHK’s	   current	   facility	   in	  

Naperville,	  Ill.	  However,	  we	  have	  determined	  through	  our	  mee3ngs	  with	  the	  organiza3on	  as	  well	  as	  through	  other	  research	  

that	   in	   order	   to	   raise	   the	   amount	   needed,	   we	   need	   to	   increase	   overall	   awareness	   of	   AHK.	   The	   organiza3on	   has	   gone	  

through	   a	   number	   of	   name	   changes	   since	   it	  was	   founded	   in	   1999.	   From	  “Respite	   Care”	   to	  “CoACH	  Care	   Center”	   to	   its	  

current	  name,	  Almost	  Home	  Kids	  has	  struggled	  to	  keep	  a	  constant	  donor	  base,	  let	  alone	  increase	  it	  enough	  to	  allow	  for	  the	  

funding	  of	  a	  new	  facility	  to	  take	  place.	  Our	  campaign	  is	  a	  24-‐month,	  dual-‐phased	  campaign.	  The	  first	  phase	  of	  the	  campaign	  

will	  focus	  on	  the	  current	  facility	  and	  raising	  awareness	  of	  the	  services	  AHK	  offers,	  the	  good	  work	  it	  does	  and	  how	  beneficial	  

the	  services	  are	  to	  the	  community.	  The	  goal	  of	  this	  phase	  is	  increase	  the	  overall	  awareness,	  which	  will	  aid	  the	  second	  phase	  

of	   the	   campaign.	  The	   second	  phase	  of	   the	   campaign	  will	   focus	  on	   the	  new	   facility	   in	  downtown	  Chicago	  and	   raising	   the	  

funds	  to	  develop	  the	  new	  facility.	  

–  We	  have	  also	  determined	  our	  key	  targets	  in	  our	  campaign	  will	  be	  current	  donors,	  with	  a	  heavy	  emphasis	  on	  AHK’s	  board	  of	  

directors,	  and	  poten3al	  donors,	  specifically	  high	  net	  wealth	  individuals	  capable	  of	  making	  a	  gi]	  of	  $5000	  or	  more.	  We	  have	  

discovered	   the	   16-‐member	   board	   of	   directors,	   on	   average,	   donates	   only	   $250	   annually	   per	   person,	   and	   our	   goal	   is	   to	  

significantly	  raise	  that	  average.	  As	  we	  raise	  awareness	  of	  AHK,	  it	  is	  our	  goal	  to	  a`ain	  new	  donors	  who	  will	  give	  a	  gi]	  for	  the	  

new	  facility,	  as	  well	  as	  donate	  to	  the	  organiza3on	  on	  an	  annual	  basis.	  Because	  the	  goal	  for	  funds	  raised	  is	  so	  high,	  we	  are	  

targe3ng	  individuals	  who	  are	  capable	  of	  dona3ng	  large	  sums	  and	  on	  a	  consistent	  basis.	  	  



plans,	  goals,	  &	  objec3ves	  cont.	  

•  Statement	  of	  Policy	  and	  Intent	  

–  Our	  dual-‐phased	  campaign	  is	  designed	  to	  both	  raise	  awareness	  of	  the	  organiza3on	  and	  raise	  funds	  for	  the	  future	  facility.	  We	  

will	  accomplish	  through	  a	  number	  of	  different	  means.	  

•  In	   the	   first	   phase	   of	   the	   campaign,	   we	   will	   increase	   awareness	   in	   the	   Naperville	   area,	   as	   well	   as	   the	   surrounding	  

Chicago	  suburbs.	  We	  will	  have	  a	  “Community	  Day	   in	  Naperville.”	  On	  this	  day	  we	  will	  coordinate	   local	  businesses	  to	  

donate	  a	  percentage	  of	  their	  daily	  earnings	  to	  AHK.	  There	  will	  also	  be	  a	  free	  concert	  in	  town	  to	  support	  the	  cause.	  We	  

will	  also	  be	  raising	  awareness	  through	  tradi3onal	  methods,	  such	  as	  press	  releases,	  newsle`ers,	   interviews	  and	  news	  

stories,	  and	  nontradi3onal	  methods,	  including	  Facebook,	  Twi`er	  and	  a	  blog.	  We	  will	  con3nue	  to	  host	  the	  “par3es	  with	  

a	  purpose”	  and	  the	  black-‐3e	  affair	  event	  to	  keep	  the	  keep	  the	  current	  donors	  involved	  and	  informed.	  

	  

•  In	  the	  second	  phase	  of	  the	  campaign,	  we	  will	  raise	  $1,000,000,	  our	  fundraising	  goal	  for	  the	  campaign.	  We	  believe	  once	  

awareness	  has	  been	  increased,	  people	  will	  be	  more	  likely	  to	  donate	  to	  AHK,	  allowing	  us	  to	  achieve	  our	  goal.	  We	  will	  

address	   the	   board	   of	   directors	   and	   his	   or	   her	   financial	   dona3ons	   to	   the	   organiza3on.	   If	   necessary,	   we	   intend	   to	  

restructure	  the	  handbook	  and	  bylaws	  that	  will	  require	  them	  to	  be	  substan3ally	  financially	  responsible	  from	  this	  point	  

forward.	  
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plans,	  goals,	  &	  objec3ves	  cont.	  

•  Contribu3on	  to	  Organiza3onal	  Goals	  

–  The	  mission	  of	  Almost	  Home	  Kids	   is	   to	  enhance	   the	   lives	  of	   children	   facing	   serious	  and	  ongoing	  medical	   challenges.	  Our	  

campaign	  will	  only	  enhance	  the	  mission	  of	  the	  organiza3on.	  By	  raising	  awareness	  we	  will	  inform	  those	  who	  are	  unfamiliar	  

with	  AHK	  of	  the	  services	  they	  offer.	  We	  believe	  once	  people	  are	  more	  adequately	  aware	  of	  our	  client,	  the	  dona3ons,	  both	  

financially	  and	  in-‐kind,	  will	  come	  almost	  instantaneously,	  which	  will	  give	  the	  organiza3on	  more	  resources.	  
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plans,	  goals,	  &	  objec3ves	  cont.	  

•  Statement	  of	  Objec3ves	  

–  Gain	  250	  new	  donors	  for	  Almost	  Home	  Kids	  

•  Impact	  Objec3ves:	  Increase	  knowledge	  about	  the	  organiza3on	  (Informa3onal);	  get	  poten3al	  donors	  to	  have	  gain	  a	  

posi3ve	  avtude	  about	  the	  organiza3on	  (avtudinal);	  and	  get	  individuals	  to	  donate	  money	  (behavioral)	  

•  Output	  Objec3ves:	  Raise	  awareness	   in	   the	   community	  by	  using	  both	   tradi3onal	   (press	   releases,	  events,	  etc.)	   and	  

nontradi3onal	  methods	  (Facebook,	  Twi`er,	  blog,	  etc.)	  

•  Ou`ake	  Objec3ves:	  Gain	  250	  new	  donors	  before	  the	  end	  of	  the	  campaign,	  January	  2012	  

•  Outcome	  Objec3ves:	  Find	  250	  new	  donors	  capable	  of	  dona3ng	  $5000	  that	  will	  con3nue	  donate	  to	  the	  organiza3on	  

for	  many	  years	  

–  Raise	  $1,000,000	  for	  a	  facility	  in	  downtown	  Chicago	  by	  January	  2012	  

•  Impact	  Objec3ves:	  Get	  donors	  to	  donate	  money	  (behavioral)	  

•  Output	  Objec3ves:	  Increase	  awareness	  and	  stress	  the	  benefits	  of	  the	  new	  facility	  

•  Ou`ake	  Objec3ves:	  Raise	  $1,000,000	  by	   January	  2012	   to	   fund	   the	  new	   facility	   that	  will	   be	   located	   in	  downtown	  

Chicago	  

•  Outcome	  Objec3ves:	  Have	  board	  members,	  current	  and	  poten3al	  donors	  give	  financial	  gi]s	  to	  the	  new	  facility	  and	  

stay	  associated	  with	  AHK	  
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strategic	  programming	  
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messages	  

•  Almost	   Home	   Kid’s	   primary	   message	   is	   “to	   enhance	   the	   lives	   of	   children	   facing	   serious	   and	   ongoing	   medical	   challenges.”	   The	  

secondary	  message	  is,	  “a	  haven	  of	  hope.”	  The	  slogan	  for	  AHK	  is,	  “Share	  the	  Care.”	  

	  

•  These	  messages	  and	  slogans	  provide	  specific	  appeals	  that	  can	  affect	  each	  target	  audience.	  

–  “To	  enhance	  the	  lives	  of	  children	  facing	  serious	  and	  ongoing	  medical	  challenges,”	  has	  a	  ra3onal	  and	  emo3onal	  appeal.	  It	  tells	  

an	   audience	   exactly	  what	   AHK	   does	   for	   the	   children.	   At	   the	   same	   3me,	   by	   using	   the	  words	   “serious”	   and	   “challenges,”	   it	  

demonstrates	  how	  important	  the	  organiza3on	  is	  to	  these	  children.	  

–  “A	  haven	  of	  hope,”	  has	  an	  emo3onal	  appeal.	  It	  shows	  the	  audiences	  that	  this	  home	  is	  important	  to	  children	  and	  families	  that	  

need	  the	  home.	  Using	  the	  word	  “hope”	  explains	  that	  it	  is	  an	  op3mis3c,	  happy	  place	  for	  a	  child	  and	  can	  be	  a	  gateway	  to	  a	  be`er	  

life	  for	  those	  with	  medical	  challenges.	  

–  “Share	  the	  care”	  has	  a	  ra3onal	  and	  emo3onal	  appeal.	  In	  three	  simple	  words,	  it	  actually	  tells	  the	  audience	  what	  it	  does.	  It	  helps	  

families	   with	   the	   demand	   of	   care	   that	   a	  medically	   fragile	   child	   needs.	   Also,	   it	   tells	   an	   audience	   although	   they	  may	   not	   be	  

physically	  helping	   these	  children,	   they	  can	  s3ll	  help	  by	  providing	   funds	   to	   the	  organiza3on	   that	  would	  help	   them	  obtain	   the	  

resources	  necessary	  to	  keep	  the	  home	  going.	  	  
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tac3cs	  

•  Our	  first	  objec3ve	  is	  to	  gain	  250	  new	  donors	  for	  Almost	  Home	  Kids.	  We	  will	  do	  this	  by	  increasing	  awareness	  of	  the	  AHK	  organiza3on	  

throughout	  Naperville,	   Chicago,	   and	   the	   surrounding	   suburbs;	   improving	  poten3al	  donors’	   avtudes	   toward	  our	  organiza3on;	   and	  

persuading	  individuals	  to	  donate	  financially	  to	  AHK.	  

•  For	  the	  following	  tac3cs	  to	  be	  implemented,	  a	  small	  team	  will	  be	  necessary,	  comprising	  an	  account	  execu3ve	  to	  serve	  as	  overarching	  

coordinator	  and	  communica3ons	  liaison,	  two	  copy	  and	  crea3ve	  directors	  to	  write	  and	  design	  the	  tac3cs,	  a	  media	  director	  to	  buy	  and	  

coordinate	  media,	  and	  a	  financial	  director	  to	  manage	  the	  budget.	  

–  The	  first	  awareness-‐genera3ng	  tac3c	  will	  be	  a	  Community	  Day	  each	  year	  in	  August	  to	  benefit	  the	  Naperville	  facility.	  On	  this	  day	  

selected	  local	  businesses	  will	  offer	  a	  discount	  or	  provide	  a	  dona3on	  to	  AHK	  based	  on	  purchases	  made	  on	  behalf	  of	  AHK.	  Flyers	  

promo3ng	  Community	  Day,	  featuring	  an	  explana3on	  of	  the	  organiza3on	  and	  par3cipa3ng	  businesses,	  will	  be	  handed	  out	  prior	  

to	   the	   event	   taking	   place,	   as	   well	   as	   be	   posted	   at	   the	   par3cipa3ng	   businesses.	   There	   will	   also	   be	   a	   free	   evening	   concert	  

featuring	  the	  Naperville	  Municipal	  Band	  with	  dona3ons	  going	  to	  AHK’s	  Naperville	  loca3on.	  Before	  the	  concert	  there	  will	  be	  a	  

brief	  introduc3on	  of	  the	  organiza3on	  and	  an	  explana3on	  of	  what	  the	  future	  holds	  for	  AHK.	  

–  General	   awareness	   of	   AHK	   will	   also	   be	   increased	   through	   tradi3onal	   methods	   such	   as	   press	   releases,	   interviews	   on	   local	  

television	  and	  radio	  sta3ons	  such	  as	  WGN	  or	  WBEZ	  (NPR’s	  Chicago	  affiliate),	  print	  and	  online	  newsle`ers,	  and	  news	  stories.	  

Addi3onally,	  nontradi3onal	  methods	  will	  be	  implemented,	  such	  as	  a	  Facebook	  page,	  a	  Twi`er	  account,	  and	  a	  WordPress	  blog.	  

Finally,	  bumper	  s3ckers	  will	  be	  created	  to	  be	  mailed	  to	  donors	  and	  to	  be	  handed	  out	  so	  AHK	  can	  do	  some	  guerilla	  marke3ng	  in	  

the	  community.	  



tac3cs	  cont.	  

–  In	  order	  to	  improve	  poten3al	  donors’	  avtudes	  toward	  Almost	  Home	  Kids,	  a	  variety	  of	  events	  will	  be	  held	  throughout	  the	  year.	  

In	  addi3on	   to	   the	  Par3es	  with	  a	  Purpose	   (detailed	  below),	   there	  will	  be	  an	  annual	  Black	  Tie	  Affair	  and	  silent	  auc3on,	  a	  gala	  

event	   to	  which	   community	  members	   and	   donors	   alike	  will	   be	   invited	   and	  where	   funds	  will	   be	   raised	   for	   AHK	   through	   the	  

expensive	  silent	  auc3on	  pieces	  and	  cost	  of	  the	  event.	  Addi3onally,	  the	  spring	  Easter	  egg	  hunt	  and	  the	  summer	  golf	  ou3ng	  are	  

two	  ways	  that	  will	  con3nue	  to	  bolster	  support	  from	  the	  poten3al	  donors,	  If	  they	  associate	  fun	  and	  entertaining	  events	  with	  the	  

organiza3on,	  they	  will	  be	  more	  inclined	  to	  donate.	  

•  The	  Par3es	  with	  a	  Purpose	  are	  events	  hosted	  and	  planned	  by	  members	  of	  the	  board	  of	  directors,	  donors,	  and	  friends	  of	  

AHK,	   where	   the	   host	   invites	   friends	   and	   neighbors	   to	   their	   home	   for	   a	   soirée	   to	   raise	   awareness	   and	   funds	   for	   the	  

organiza3on.	  
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tac3cs	  cont.	  

•  Our	  second	  objec3ve	  is	  to	  raise	  $1	  million	  for	  the	  new	  Almost	  Home	  Kids	  high-‐rise	  facility	  in	  downtown	  Chicago	  by	  January	  2012.	  This	  

objec3ve	  is	  behavioral;	  our	  focus	  is	  primarily	  to	  persuade	  individuals	  to	  donate	  money	  for	  the	  new	  facility.	  

•  For	  the	  following	  tac3cs	  to	  be	  implemented,	  a	  small	  team	  will	  be	  necessary,	  comprising	  an	  account	  execu3ve	  to	  serve	  as	  overarching	  

coordinator	  and	  communica3ons	  liaison,	  two	  copy	  and	  crea3ve	  directors	  to	  write	  and	  design	  the	  tac3cs,	  a	  media	  director	  to	  buy	  and	  

coordinate	  media,	  and	  a	  financial	  director	  to	  manage	  the	  budget	  and	  all	  costs	  and	  expenses.	  

•  Samples	  of	  all	  of	  the	  methods	  listed	  below	  can	  be	  found	  in	  the	  “crea3ve	  work”	  sec3on	  located	  on	  page	  52.	  

•  In	  order	  to	  accomplish	  this	  objec3ve,	  the	  task	  of	  increasing	  awareness	  will	  revolve	  around	  the	  new	  building	  rather	  than	  

simply	  the	  organiza3on	  in	  general.	  For	  this	  reason,	  the	  2011	  Par3es	  with	  a	  Purpose	  will	  focus	  on	  the	  Chicago	  facility	  and	  

raising	   funds	   for	   the	   project.	   Money	   raised	   from	   the	   2011	   Black	   Tie	   Affair	   and	   silent	   auc3on,	   the	   golf	   ou3ng,	   and	  

Community	  Day	  will	  go	  to	  both	  the	  Naperville	  loca3on	  and	  the	  Chicago	  loca3on;	  fees	  for	  that	  year’s	  events	  and	  goals	  for	  

the	  amounts	  raised	  will	  be	  increased	  slightly	  for	  that	  reason.	  A	  new	  series	  of	  events	  that	  will	  be	  implemented	  that	  year	  

are	  Dance	  Marathons	  at	  local	  high	  schools.	  These	  are	  fun	  and	  memorable	  overnight	  fundraisers	  where	  the	  students	  must	  

be	   on	   their	   feet	   for	   an	   extended	   period	   of	   3me	   (typically	   18-‐36	   hours);	   these	  Dance	  Marathons	   include	  music,	   food,	  

games,	  dancing,	  and	  chances	  for	  families	  impacted	  by	  AHK	  to	  share	  their	  stories.	  All	  money	  raised	  by	  Dance	  Marathons	  

will	  go	  directly	  to	  the	  Chicago	  loca3on.	  
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tac3cs	  cont.	  

–  There	   are	   also	   several	  Web	   site	   changes	   that	  would	  make	   the	   site	  more	  user-‐friendly	   and	  make	  dona3ons	  quick,	   easy,	   and	  

secure.	  These	  changes	  include	  adding	  a	  PayPal	  bu`on,	  upda3ng	  some	  of	  the	  links	  and	  sec3ons,	  and	  adding	  social	  media	  to	  the	  

site.	  

–  Holiday	  cards	  will	  be	  sent	  out	  to	  current	  and	  poten3al	  donors,	  the	  board	  of	  directors,	  businesses	  who	  par3cipated	  in	  or	  will	  be	  

par3cipa3ng	  in	  Community	  Day,	  hosts	  of	  Par3es	  with	  a	  Purpose,	  friends	  of	  AHK,	  and	  families	  of	  the	  medically	  fragile	  children.	  

These	  will	   build	   a	   sense	   of	   family	   associated	  with	  AHK	   and	  be	   a	   simple	   reminder	   to	   keep	  AHK	   in	   their	   thoughts	   during	   the	  

holiday	  season	  and	  in	  planning	  their	  financial	  dona3ons	  for	  the	  next	  year.	  

–  AHK	   and	   its	   new	   Chicago	   facility	  will	   be	   publicized	   in	   the	   city	   as	  well.	   By	   puvng	   ads	   on	   benches,	   in	   “L”	   trains	   and	   at	   “L”	  

sta3ons,	  bus	  wraps	  and	  bus	  depots,	  and	  the	  tops	  of	  taxi	  cabs,	  the	  message	  about	  AHK	  and	  its	  new	  downtown	  building	  will	  be	  

promoted	  across	  the	  city.	  Addi3onally,	  ads	  will	  be	  placed	  on	  the	  motorized	  adver3sing	  kiosks	  and	  the	  back	  of	  the	  large	  maps	  at	  

the	   shopping	  areas	   in	  downtown	  Chicago.	  The	  ads	  will	   include	   the	  Web	  address	   for	  dona3ng	   to	   the	  Chicago	   facility.	   Finally,	  

there	   will	   be	   a	   large	   sign	   at	   the	   new	   site	   which	   will	   feature	   a	   large	   thermometer-‐shaped	   graphic	   to	   show	   the	   fundraising	  

progress,	  a	  monthly	  countdown	  un3l	   the	   facility	  opens,	  and	  some	   images/descrip3ons	  so	   the	  community	  will	  get	  a	   sense	  of	  

what	  is	  to	  come.	  
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tac3cs	  cont.	  

–  The	   restructuring	   of	   the	   Board	   of	   Directors’	   handbook	   will	   force	   the	   current	   Board	   members	   to	   meet	   specific	   financial	  

requirements,	  and	  each	  year’s	  events	  will	   lead	  current	  and	  poten3al	  donors	  to	  give	  financial	  gi]s	  first	  to	  the	  exis3ng	  facility	  

and	  then	  to	  the	  new	  facility,	  and	  they	  will	  want	  to	  stay	  associated	  with	  Almost	  Home	  Kids	  for	  years	  to	  come.	  A	  small	  team	  will	  

be	   responsible	   for	   revamping	   the	   handbook	   for	   the	   Board	   of	   Directors.	   They	   will	   need	   to	   come	   up	   with	   changes	   and	  

advancements	  to	  make	  the	  board	  more	  effec3ve,	  inform	  current	  and	  poten3al	  donors	  of	  the	  changes	  through	  the	  newsle`ers	  

and	  online	  media,	  and	  finally	  procure	  any	  television	  or	  radio	  interviews	  to	  announce	  changes	  and	  increase	  awareness.	  
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3meline	  

•  Year	  2010	  
–  January	  

•  Revamp	  the	  board	  handbook	  
•  Party	  with	  a	  Purpose	  
•  Launch	  Facebook	  page,	  Twi`er,	  and	  blog	  
•  Revamp	  the	  Web	  site	  and	  add	  a	  virtual	  tour	  with	  feature	  that	  allows	  a	  person	  to	  mouse	  over	  semi-‐invisible/	  

watermarked	  items	  that	  become	  solid	  to	  see	  what	  s3ll	  needs	  to	  be	  purchased	  and	  what	  a	  $	  ____	  dona3on	  could	  buy	  for	  
the	  new	  facility	  

–  February	  
•  Board	  contribu3ons	  

–  March	  
•  Board	  contribu3ons	  
•  Party	  with	  a	  Purpose	  

–  April	  	  
•  Easter	  Egg	  Hunt	  on	  ground	  of	  the	  home	  in	  Naperville	  
•  Deadline	  for	  board	  contribu3ons	  

–  May	  
•  Party	  with	  a	  Purpose	  

–  June	  
•  Annual	  Golf	  Ou3ng	  

–  July	  
•  Party	  with	  a	  Purpose	  



3meline	  cont.	  

–  August	  
•  Community	  Day	  

–  September	  
•  Party	  with	  a	  Purpose	  

–  October	  
•  Black	  Tie	  Affair	  with	  silent	  auc3on	  

–  November	  
•  Party	  with	  a	  Purpose	  

–  December	  
•  Begin	  awareness	  of	  new	  site	  downtown	  Chicago	  
•  Host	  Christmas	  party	  at	  AHK	  home	  or	  at	  the	  Santa	  House	  at	  the	  Riverwalk.	  

	  
•  Year	  2011	  

–  January	  
•  Party	  with	  a	  Purpose	  

–  February	  
•  Check	  progress	  of	  social	  media:	  #	  of	  Facebook	  fans,	  Twi`er	  followers,	  blog	  posts	  

–  March	  
•  Party	  with	  a	  Purpose	  

–  April	  
•  Easter	  Egg	  Hunt	  on	  ground	  of	  the	  home	  in	  Naperville	  

–  May	  
•  Party	  with	  a	  Purpose	  
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3meline	  cont.	  

–  June	  
•  Annual	  Golf	  Ou3ng	  

–  July	  
•  Party	  with	  a	  Purpose	  

–  August	  
•  Community	  Day	  

–  September	  
•  Party	  with	  a	  Purpose	  

–  October	  
•  Black	  Tie	  Affair	  with	  silent	  auc3on	  

–  November	  
•  Party	  with	  a	  Purpose	  

–  December	  
•  Host	  Christmas	  party	  at	  AHK	  home	  or	  at	  the	  Santa	  House	  at	  the	  Riverwalk.	  	  

	  
	  	  	  	  *Ribbon	  cuvng	  ceremony	  for	  the	  beginning	  development	  of	  the	  new	  site	  in	  downtown	  Chicago.	  	  
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budget,	  resources,	  &	  staffing	  

•  Introduc3on:	  

–  As	  stated	  before,	  phase	  one	  of	  our	  campaign	  is	  to	  raise	  awareness	  of	  Almost	  Home	  Kids	  and	  phase	  two	  will	  be	  promote	  

the	  new	  Almost	  Home	  Kids	  site	  in	  downtown	  Chicago.	  The	  total	  budgeted	  costs	  for	  our	  campaign	  will	  be	  roughly	  $155,350.	  

48.	  	  

–  Part	   of	   our	   plan	   includes	   guest	   radio	   and	   television	   appearances.	  We	   chose	  which	   radio	   sta3ons	   that	   we	  wanted	   our	  

client’s	   representa3ves	   to	   appear	  on,	   by	   looking	  first	   at	   the	  2009	  Arbitron	   ra3ngs	   (Arbitron.com).	   The	   following	   is	   the	  

Arbitron	  list	  of	  the	  top	  five	  sta3ons	  in	  the	  Chicago	  market	  from	  August	  to	  October	  2009,	  ranked	  by	  shares.	  Out	  of	  these	  5	  

sta3ons,	  we	  would	  want	  Debbie	  to	  appear	  on	  WBBM-‐AM,	  WGN-‐AM,	  and	  WLS-‐AM	  because	  the	  format	  of	  news	  talk	  radio	  

historically	  a`racts	  listeners	  in	  the	  35+	  demographic	  (Ad	  Buying	  Secrets).	  	  

–  In	  addi3on	  to	  appearing	  on	  TV	  and	  radio,	  we	  want	  to	  pitch	  certain	  stories	  to	  these	  media	  outlets	  in	  hopes	  that	  they	  will	  

come	  to	  the	  actual	  events	  and	  consequently	  feature	  news	  stories	  or	  ar3cles	  about	  the	  happenings.	  We	  hope	  to	  pitch	  and	  

a`ract	  media	   for	   the	   dance	  marathons,	   golf	   ou3ngs,	   Easter	   egg	   hunt,	   Community	   day,	   and	   Christmas	   par3es	   because	  

these	  events	  all	  have	  visual	  elements	  that	  would	  make	  for	  great	  photo	  opportuni3es.	  	  

–  We	   chose	   out-‐of-‐home	   (mall	   and	   CTA	   adver3sements)	   instead	   of	   in-‐home	   adver3sements	   (with	   the	   excep3on	   of	   two	  

newspaper	  buys)	  for	  our	  campaign	  because	  we	  feel	  that	  it	  would	  be	  more	  effec3ve.	  People	  are	  reading	  less	  and	  watching	  

less	   TV	   and	  we	   feel	   that	   out	   of	   home	   adver3sing	   is	  most	   cost	   effec3ve	   per	   1,000	   viewers.	  Malls	   are	   a	   great	   place	   to	  

adver3se	  because	  people	  who	  frequent	  malls	  sta3s3cally	  tend	  to	  have	  a	  higher	  disposable	  income	  and	  thus	  have	  a	  greater	  

possibility	   of	   being	   in	   our	   target	   income.	  We	   choose	   the	   CTA	   to	   adver3se	  with	   through	  because	  many	  of	   those	   in	   our	  

target	  demographic	  commute	  to	  Chicago	  for	  their	  jobs.	  



budget,	  resources,	  &	  staffing	  cont.	  

	  

•  Develop	  a	  presence	  in	  the	  social	  networking	  world	  (Facebook,	  Twi`er,	  and	  AHK	  blog)	  

–  Staffing:	  

•  Two	  staff	  members	  will	  be	  responsible	  for	  the	  crea3on	  and	  maintenance	  of	  these	  sites.	  	  

–  Costs:	  	  

•  Normal	  staff	  pay	  for	  3me	  spent	  crea3ng	  the	  Facebook	  and	  Twi`er	  accounts	  and	  upda3ng	  them	  weekly.	  

•  Normal	  staff	  pay	  for	  3me	  spent	  wri3ng	  the	  blog	  for	  approximately	  two	  hours	  a	  month.	  

–  Materials:	  

•  Computer	  with	  an	  internet	  connec3on	  

•  Newspaper	  adver3sement	  

–  Staffing	  

•  One	  staff	  member	  to	  create	  the	  copy	  for	  the	  ads	  and	  purchase	  the	  buys.	  	  

–  Costs	  

•  $700/	  4	  weeks	  for	  Chicago	  Tribune	  Chicago-‐land	  Extra	  Frequency	   Impact	  Package	  (includes	  online	  and	   in	  paper)	  per	  

zone	  

•  $4,200	  total	  adver3sements	  

–  Materials:	  

•  Computer	  with	  internet	  connec3on	  to	  submit	  adver3sement	  to	  newspaper.	  	  
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budget,	  resources,	  &	  staffing	  cont.	  

•  Mall	  adver3sement	  

–  Staffing:	  

•  One	  staff	  member	  to	  create	  the	  copy	  for	  the	  ad	  and	  purchase	  the	  buy.	  	  

–  Costs:	  

•  One	  panel	  at	  $16,662.50	  x	  5	  malls=	  $83,312.50,	  One	  panel	  at	  $10,000.04=	  $	  76,650.04.	  

•  Five	  bonus	  panels	  for	  free	  (see	  deal	  term	  sheet	  in	  appendix).	  	  

–  Materials:	  

•  $499	  Photoshop	  so]ware	  to	  create	  adver3sement	  for	  the	  mall	  display.	  	  

•  Chicago	  Transit	  Authority	  Adver3sements	  	  

–  Staffing:	  

•  One	  staff	  member	  to	  create	  the	  copy	  for	  the	  ad	  and	  purchase	  the	  buy.	  	  

–  Costs:	  

•  One	  46"h	  x	  60"w	  2	  sheet	  rail	  posters	  at	  $591/4	  weeks	  near	  new	  AHK	  site	  x	  12	  months=	  $7,092.	  	  

•  $100	  to	  change	  sign	  every	  four	  weeks	  to	  reflect	  current	  dona3on	  level=	  $1,200.	  	  

•  Five	  bus	  shelters	  at	  $589/4	  weeks	  at	  downtown	  Chicago	  bus	  stops=	  $2,945	  x	  10	  months=	  $29,450.	  

•  Thirty	  11"	  h	  x	  46.5"	  w	  Interior	  Train	  Cards	  at	  $49/4	  weeks=	  $1,470	  x	  24	  months=	  $35,280.	  

•  Normal	  staff	  pay	  for	  3me	  spent	  designing	  adver3sement	  for	  approximately	  three	  hours	  .	  

–  Materials:	  

•  $499	  Photoshop	  so]ware	  to	  create	  adver3sement	  for	  CTA.	  	  
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budget,	  resources,	  &	  staffing	  cont.	  

•  Appearances	  on	  morning	  TV	  news	  &	  radio	  show	  

–  Staffing:	  

•  Assist	  with	  scheduling	  and	  appearances.	  

–  Costs:	  

•  There	  will	  be	  no	  costs	  for	  appearing	  on	  the	  shows.	  

–  Materials:	  

•  There	  will	  be	  no	  materials	  needed.	  

•  Send	  press	  releases	  and	  le`ers	  to	  the	  editor	  to	  newspapers	  

–  Staffing:	  

•  One	  staff	  member	  to	  write	  and	  send	  press	  releases	  to	  newspapers.	  	  

–  Costs:	  

•  Normal	  staff	  pay	  for	  the	  3me	  taken	  to	  write	  the	  press	  releases.	  	  

–  Materials: 	  	  

•  Computer	  with	  an	  Internet	  connec3on	  to	  send	  press	  releases	  to	  reporters.	  

•  Microso]	  Suite	  So]ware	  

•  Create	  flyers	  for	  Community	  Day	  

–  Staffing:	  

•  One	  staff	  member	  to	  design	  a	  flyer	  in	  Microso]	  Word	  (1/2	  page	  flyer=	  2	  per	  page)	  

43 



budget,	  resources,	  &	  staffing	  cont.	  	  

–  Costs	  

•  Normal	  staff	  pay	  for	  the	  3me	  taken	  to	  design	  the	  flyers.	  

•  Approx.	  $79.44	  to	  print	  flyers	  at	  Kinko's.	  

–  Materials:	  

•  Copies	  to	  hand	  out:	  8.5	  x	  11	  –	  2	  flyers	  per	  page,	  500	  black-‐and-‐white	  copies	  on	  colored	  paper	  x	  $.07	  =	  $35	  x	  2	  

Community	  Days	  =	  $70	  

•  Copies	  to	  hang	  in	  businesses:	  8.5	  x	  11-‐	  1	  flyer	  per	  page,	  8	  color	  copies	  x	  $.59=	  $4.72	  x	  2	  Community	  Days=	  $9.44	  

•  Microso]	  Suite	  So]ware.	  

•  Host	  the	  annual	  Community	  Day	  

–  Staffing:	  

•  One	  person	  to	  serve	  as	  coordinator	  and	  communica3ons	  liaison.	  

•  Two	  staff	  members	  planning	  the	  individual	  details	  of	  the	  events	  (i.e.	  contac3ng	  local	  businesses	  to	  donate	  food,	  etc).	  

•  One	  staff	  member	  to	  create	  the	  media	  adver3sing	  the	  Community	  Day.	  

–  Costs:	  

•  No	  costs	  other	  than	  the	  aforemen3oned	  costs	  of	  running	  ads	  in	  the	  newspaper	  as	  well	  as	  flyers.	  

–  Materials:	  

•  $499	  Photoshop	  so]ware	  to	  create	  adver3sement	  

•  Microso]	  Suite	  So]ware	  to	  write	  a	  press	  release	  
44 



budget,	  resources,	  &	  staffing	  

•  Host	  two	  Christmas	  Par3es	  at	  Riverwalk	  

–  Staffing:	  	  

•  One	  person	  to	  serve	  as	  coordinator	  and	  communica3ons	  liaison.	  

•  Two	  staff	  members	  planning	  the	  individual	  details	  of	  the	  events.	  

–  Costs:	  TBD	  

–  Materials:	  TBD	  

•  Host	  two	  Easter	  egg	  hunts	  	  

–  Staffing:	  

•  One	  staff	  member	  to	  serve	  as	  coordinator	  and	  communica3on	  liaison.	  

•  One	  staff	  member	  planning	  the	  individual	  details	  of	  the	  event	  and	  purchase	  supplies.	  	  

–  Costs:	  

•  $450	  worth	  of	  plas3c	  Easter	  eggs	  and	  candy	  x	  2	  events=	  $900	  
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budget,	  resources,	  &	  staffing	  cont.	  	  

–  Materials:	  

•  Plas3c	  Easter	  eggs	  for	  the	  Easter	  egg	  hunt.	  

•  Candy	  to	  fill	  the	  plas3c	  Easter	  eggs	  with.	  

•  Host	  two	  black	  3e	  affairs	  *	  

•  Host	  12	  par3es	  with	  a	  purpose	  *	  

•  Host	  two	  golf	  ou3ngs	  *	  
	  
•  *Please	  note	  that	  the	  costs	  and	  staffing	  for	  the	  golf	  ou3ngs	  and	  black	  3e	  affairs	  are	  not	  included	  as	  these	  are	  ac3vi3es	  that	  AHK	  has	  

implemented	  in	  the	  past	  and	  are	  not	  included	  in	  our	  budget,	  resources,	  &	  staffing	  breakdown	  (Par3es	  with	  a	  Purpose	  is	  a	  previous	  
idea	  as	  well,	  but	  does	  not	  bear	  any	  costs	  on	  AHK).	  
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proposed	  budget	  	  

•  Social	  media………………………………………….………………………………………………… 	  $0	  
•  Newspaper	  adver3sements	  ……………………………………………………………………. 	  $4,200	  
•  Mall	  Adver3sements……………………………………………………………………………….. 	  $76,650.04	  
•  46"h	  x	  60"w	  two	  sheet	  rail	  sign	  ………………………………………………………………. 	  $8,292	  	  
•  Bus	  shelters……………………………………………………...…………………………………….. 	  $29,450	  
•  Interior	  Train	  Cards………………………………………………………………………………….. 	  $35,280	  
•  Flyers……………………………………………………………………………………………………….. 	  $79.44	  
•  Photoshop	  so]ware…………………………………………………………………………………. 	  $499	  
•  Plas3c	  Easter	  eggs	  and	  candy……………………………………………………………………. 	  $900	  
•  Christmas	  par3es	  at	  Riverwalk………………………………………………………………….. 	  TBD	  
	  

	   	   	   	   	   	   	   	   	   	  
	   	   	   	   	   	   	   	  	  	  	  	  	  

TOTAL	   	   	   	   	   	   	   	   	  155,350.	  48	  
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adver3sing	  3metable	  
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