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Executive Summary
Big Brothers Big Sisters (BBBS) is a long-standing national nonprofit organization that aims to give 
America’s youth the mentors they need to become confident and successful individuals. Through 
community mentorships with caring adults, the children who enter the BBBS programs become 
less likely to engage in risky behavior. Big Brothers Big Sisters of Oklahoma, Stillwater office gave 
the communications firm RacaLollus the opportunity to create an integrated communications 
campaign to:

• Increase overall donations for the Stillwater office.  

• Increase awareness among males 19-35 and couples in the Stillwater community.
 
• Increase the number of volunteers in the male 19-35 and couples demographics. 

Through primary and secondary research, RacaLollus discovered the target audience was aware of 
the national organization of BBBS, but they were unaware of the activities of the local Stillwater 
office. They understood the mission of the organization and the general programs, but they could 
not give specifics. Additionally, members of the target audience may not realize the need for 
mentors, especially for male mentors, within the Stillwater community because it does not fit the 
“mold” of a traditional urban philanthropy. 

We used the information gathered from our research to create communications strategies that 
would fill the gaps in public knowledge of the organization and make the target audience “Think 
BIG.” 

To accomplish this, we used communications resources such as blogging and YouTube to extend 
information to the target markets. By spreading information about BBBS’s need for donations and 
volunteers, the organization invites Stillwater males and couples to engage and spread the positive 
impact of the BBBS mission.

Using a $5,000 budget, we chose tactics that strategically communicate to men and couples. The 
goal is to encourage participation in volunteering and donating to support BBBS’s goal in mentoring 
the community’s children. With this campaign, we are certain we can raise awareness and inspire 
volunteers. Doing so will increase local BBBS resources, and establish the agency as one of 
Stillwater’s foremost nonprofits. 22 
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Who is Big Brothers Big 
Sisters? 
Vision

All children achieve success in life. 

Mission

Provide children facing adversity with strong and enduring, 
professionally supported one-to-one relationships that change their 
lives for the better, forever.

Big Brothers Big Sisters aspires to help children to overcome adverse 
situations and succeed in academics through mentorship. 

An adult, a Big, is partnered with a child, a Little. 

Big Brothers Big Sisters has several programs. The main programs are 
the Amachi program for children of incarcerated parents which includes 
community-based mentoring and school-based mentoring. 

Big Brothers Big Sisters of America’s (BBBSA) affiliation is centralized, 
meaning the operations of the nonprofit are disseminated from 
a central point that operates over smaller regional or geographic 
groupings of the organization. This campaign focuses on the Big 
Brothers Big Sisters of Oklahoma, Stillwater office. 

Problem Statement
Big Brothers Big Sisters seeks to provide every child a role model 
who invests in his or her life. 

Big Brothers Big Sisters of Oklahoma, Stillwater office does not 
have the number of volunteers necessary to meet the demand 
for mentors. The organization cites underrepresentation of men 
and couples interested in volunteering. Additionally, like most 
nonprofits, BBBS is in need of funding to provide its service to the 
communtiy. 

The “Big Idea” of this campaign is to use a communication plan to 
address this lack of interest in the program. 

Situational Analysis 

Collaborators
 Big Brothers Big Sisters of America and Oklahoma 
partners and collaborates with numerous entities 
including: 
• corporate alliances, 
• community partners, 
• government partners, 
• corporate foundations, 
• family foundations and 
• advocacy partners. 

Two prominent corporate alliances within Stillwater 
include American Eagle Outfitters and Arby’s 
restaurant. These national corporations have made 
BBBS of America their national philanthropies. Other 
Stillwater community benefactors include United Way 
of Stillwater, local banks and private donors. BBBS has 
room to grow with its relationships with the fraternities 
recognized as local and national partners. They include 
Alpha Sigma Pi, Kappa Sigma, Pi Kappa Alpha, Sigma 
Chi, Alpha Phi Alpha, Kappa Alpha Psi and Omega Psi 
Phi.  

Direct competitors
Habitat for Humanity is an organization devoted to elimating poverty housing. 

Payne County Youth Services Payne is “dedicated to providing free, quality services 
for the positive development and recovery of children, youth and families.”

Wings of Hope provides crisis services to families in pursuit of fighting poverty. 

Stillwater Family YMCA provides sports, childcare and fitness services to families of 
all ages. 

United Way of Stillwater is a prominent contributor to nonprofits in Stillwater. 
They raise thousands of dollars on a yearly basis to provide for other organizations. 
As they do ask for donors and volunteers, United Way of Stillwater is a potential 
competitor. However, BBBS of Oklahoma is a United Way agency and is restricted 
in fundraising during a “black out” period each fall. United Way of Stillwater has 
the unique dynamic with BBBS of Oklahoma, Stillwater office as being both a 
competitor and a benefactor. 

Indirect competitors
Babysitters and close family friends remain a “go to” for many families. 

Church programs serve as childcare and hold mentoring programs that are similar 
to Big Brothers Big Sisters. These programs are most similar to BBBS because they 
are not paid for and serve the youth.

School mentor programs serve the same purpose as Big Brothers Big Sisters. The 
difference with this program is that the mentees are not chosen on personal levels 
but are chosen on their year in school.
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reserach - Big Brothers Big Sisters  
Situational Analysis continued...

SWOT 

Target Analysis 

Target Audience 
BBBS’s target market is couples and males in Stillwater, Oklahoma.

The target market is responsible, diverse and dedicated. They are effective in managing their time 
and structuring a stable environment for the mentees. The target market must include motivated 
individuals who can sustain a relationship with mentees over an extended period of time.

Who is the target male volunteer or volunteering couple 
within Stillwater?*
• The target is likely to own a home and to have children.
• He is/they are upscale or slightly less affluent than upscale.
• The target is an adult man or a married couple with a desire to volunteer and/or to give back to 

the community.
• The target is in his/their mid-twenties to his/their mid-fifties in age; the male is likely married.
• He is/they are professionals with college degrees in white-collar jobs.
• He is/they are geared toward the outdoors, recreational purchases (like motorcycles, boats, etc.) 

or  his/their children.
• Affluent target members spend money on digital and wireless technology. They also purchase   

business and cultural media; the less affluent member watches cable networks targeted to 
children and teenagers.

*Source is Neilson’s PRIZM online resource, which can be found at http://www.claritas.com/
MyBestSegments/Default.jsp?ID=70&&pageName=Nielsen%20PRIZM&menuOption=learnmoreBi
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Strengths 
• Strong national brand recognition.
• Numerous sponsorships and partnerships.
• Transparent, ethical distribution of funding from 

donations received.
• Effective programs.
• Local control over programs and activities.

Weaknesses 
• Local agencies are not allowed social networking 

beyond event pages and not allowed to maintain a 
separate (BBBS of Oklahoma, Stillwater office) website. 

• Marketing doesn’t address awareness of target 
audiences beyond college-aged, white males in 
Stillwater and those already within the sphere of 
communication.  

• Organization is unable to meet the demands of the 
current waiting list. 

• Although a portion of financial support does come from 
the Oklahoma City and Tulsa, there is no emphasis on 
donations from the Stillwater community. Opportunities

• University supplies a consistent pool of college-aged 
volunteers

• Untapped potential for volunteering couples, males and 
older generations.

• University provides special occasions for Littles to 
interact with fraternal and campus organizations or to 
attend athletic events.

• Visible and ever-present need for mentorships; there 
will always be a child in need of a mentor.

• Evidence suggests that community members are willing 
to donate or volunteer if asked. 

Threats
• Competition from other nonprofits within Stillwater.
• The target audience members misunderstand the 

activities and needs of the BBBS of Oklahoma, 
Stillwater office. 
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Research Questions 
1. How does the current board connect with its target 

audiences, and in what ways can the communications 
improve? 

2. What factors influence the decisions for volunteering 
and donating among the target audiences? 

3. How do the target audiences prefer to communicate, 
and what media do they use to do so? 

4. How do the target audiences perceive the organization 
and its role within Stillwater? Are they aware of the 
need for Bigs? Do they know what is involved in the 
mentoring process? 

 

Primary Research Overview  
The objective of this research was to understand how BBBS of Oklahoma, 
Stillwater office communicates with its present and potential volunteers 
and donors.  Additionally, to understand how the target audience prefers 
to communicate with organizations and one another. Upon meeting with 
BBBS, the problem was retaining donors and volunteers and obtaining new 
volunteers and donors within our target audiences. This campaign focuses on 
volunteers and fundraising events.
 
Big Brothers Big Sisters of America has a long-standing and significant 
presence in the nonprofit sector of the country and the international 
community. Its name and its mission are generally known among a significant 
portion of the public. RacaLollus aims to research not the “whats” concerning 
BBBS but the “whys” involved in the reasons for volunteering and donating. 
For that reason, qualitative research was conducted. 

Methodology
The primary research was conducted through personal interviews with 
respondents. Two target audience groups were interviewed: current board 
members of BBBS of Oklahoma, Stillwater office and students at Oklahoma 
State University. Students were chosen to represent the young adult and 
couples population because they will soon transition into young professionals.

Donor/board member respondents were asked to describe: 
• BBBS values.
• Their perceptions of how they are communicating with stakeholders such as 

donors and volunteers. 
• How they gain new volunteers and donors. 
• Any shortcomings that may need to be addressed from a communications 

standpoint. 

Respondents representing the target population were asked to describe: 
• Their media habits. 
• Their volunteering histories and preferences. 
• Their knowledge of BBBS of America and BBBS of Oklahoma, Stillwater 

office. 
• The anticipation of their lifestyles and time commitments as young 

professionals. 

Sample
Respondents for the donor/board member interviews:
• Five females, all white. 
• Ages range from young adult to middle-aged. 
• All had jobs primarily in banking and education. 

Respondents for the student/young adult interviews: 
• 12 respondents, both male and female. 
• Ages low- to mid-twenties with one outlier at 45 years 

old and the majority in the 21-23-year-old range. 
• Chosen from researcher’s networking pool. Respondents 

were contacted via social networks and personal 
requests. 

• Ethnicities of respondents were black, white and 
Hispanic with the majority being white. 

• Respondent’s areas of study varied. 
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“I would continue to donate as long 
as it is showing positive significant 
results for the youth in the program.” 

- White, 21

“From my limited understanding they 
do mentoring of lower-income children. 
I guess inner-city, but I wouldn’t say 
Stillwater necessarily has an inner-city.” 

- White, 25 
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The major findings from the personal 
interviews with the board members/
donors:  

• BBBS gains its volunteers and donors 
through personal networking. 

• The donor networks extend to 
Oklahoma City and Tulsa, but BBBS 
of Oklahoma, Stillwater office does 
not appear to make much of an effort 
to bring in potential volunteers and 
donations. 

• Current volunteer marketing appears 
to lack a focus on women, older 
community members and couples. 
BBBS of Oklahoma recognizes the 
need for college-aged white males as 
mentors and markets toward them. 

Key findings 

The major findings from the personal interviews with university and young 
adults:

• Respondents are generally not aware of what Big Brothers Big Sisters does 
within Stillwater. They may have heard about the national organization and 
its structure, but nothing suggests any local connection or awareness. 

• When predicting their future obligations including work and family, some 
respondents expressed concern about a lack of time for volunteering. 

• Conversely, some respondents indicated that single marital status and no 
family could help them make more time for volunteering despite academic 
and career obligations. 

• Some respondents indicated a reliance on social media and portable 
electronic devices for communication. 

“If it’s interesting 
enough, I’ll look it up 
on the Internet. Word 
of mouth and Internet 
are my main source of 
news.”

- White, 24  

“I know that somehow they are placed with a child, and you 
have to spend time with them a few times or once a month. 
I’m not sure how often, but you’re committed to hang out 
with them and be a positive relationship in their life.”

 - White, 22 

“I have never received advertisement or correspondence asking me to donate. If they 
asked me, I would definitely consider it.” 

- White, 45

I hear from my sponsor regularly and I also keep in touch 
during the week with my Little and the organization. It’s 
effective also that they utilize email, which is easier since I 
am also a full-time student. 

- White, 21, BBBS volunteer 

“[T]here are probably more kids in Stillwater 
who need help than what is commonly known. 
People probably believe that since there is a 
university here that many people do it, but in 
reality not many people probably do.”

- White, 23 

Key findings continued...
Bi

g 
Br

ot
he

rs
 B

ig
 Si

st
er

s -
 r

es
ea

rc
h 

reserach - Big Brothers Big Sisters  

“I prefer a personal 
relationship [in 
volunteering]. I try to 
keep it consistent so 
that way I can build that 
relationship.”

- Hispanic, 21 

“I don’t know anything 
about the [BBBS agency] 
in Stillwater. But I was 
on the advisory board for 
the one in the city.” 

- Black, 22 
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Implications from research
The researching team was aware of BBBS’s limitations in branding over social media. Research suggests there is 
disagreement among several board members as to what is necessary for communicating with its current and potential 
contributors. 

BBBS of Oklahoma, Stillwater office uses emails, events and limited social media. Information is disseminated on a 
state or national level. Personal accounts of the Stillwater office’s director and/or board members are also used. These 
methods appear to be underutilized but represent growth for the organization. The main implication for the campaign 
suggests BBBS of Oklahoma, Stillwater office needs to establish a creative communications plan to work around its 
limitations and establish consistency. If the organization desires to reach a technological and media savvy target group, 
a visible and perpetuated idea is necessary for reaching the campaign objectives. 

Themes
An unawareness of the local BBBS office in Stillwater exits. Knowledge of what BBBS is and what the organization does 
comes from long-term national awareness campaigns of its mentorship programs and social prevalance. 
Young adults may not know what BBBS expects of their Bigs. For example, these adults may not know the time 
commitment involved within a  mentorship. 

Members of the demographic generally use mobile devices and non-traditional media like Internet sources. The 
respondents use social networking sites such as Facebook and Twitter. Reaching this target group is to go where they go; 
they have the technology and the time invested within these technologies. 
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“I know that somehow they are placed with a child, and you have to spend time 
with them a few times or once a month. I’m not sure how often, but you’re commit-
ted to hang out with them and be a positive relationship in their life.”

- White, 22 

Goal and big idea - Big Brothers Big Sisters  

Goal and Big Idea 
The goal of this campaign is to increase the number of 
couples and young adult males volunteering with the 
organization by 30 percent and to increase overall donations 
through fundraising. The “Big Idea” is to diminish the 
waiting list of unmatched Littles by targeting underutilized 
demographics in Stillwater. By expanding the network of 
Bigs we also aim to expand the amount of personal contacts 
through which BBBS may seek donors. The big idea is to 
encourage these target groups to “Think Big.” 
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Objectives 

Males 
Objective 1: Increase awareness by 30 percent among Stillwater males ages 19 to 
35 of the importance and the opportunity to mentor to boys in the community. 

Objective 2: Increase male volunteers by 30 percent by the end of the new fiscal 
year following the campaign (July to June). 

Couples
Objective 1: Increase awareness by 30 percent among Stillwater couples of the 
importance and opportunity to mentor children in the community. 

Objective 2: Increase couple volunteers by 30 percent by the end of the new fiscal 
year following the campaign (July to June).

Strategies 
Males and Couples
 The “Big Idea” is to connect with members of the target 
group when and where they are most receptive. 

Strategy 1: Engage members of the target audience 
when they are most receptive to brand messaging. 

Strategy 2: Drive traffic to BBBS owned media. 

Strategy 3: Encourage retainment of existing volunteers. 

Strategy 4: Place BBBS news in papers and newsletters 
of Stillwater businesses, news media and other 
organizations through earned media. 

Strategy 5: Coordinate with local fraternities, 
organizations and businesses to develop fundraising 
competitions and events that raise awareness of BBBS 
within the community. 

tactics: Advertising 

Title: Call To Action
Client/Sponsor: Big Brothers Big Sisters of 
Oklahoma, Stillwater Office
Length: 30 seconds
Air Dates: August 15- December 15

SFX: Kids playing, laughter (Establish, then fade) 
NARRATOR:

Big Brothers Big Sisters of Stillwater is on a 
mission. To give every child an opportunity. The 
opportunity to learn. To grow. To feel cared for. 
Become a mentor today and give the children in 
your community a chance to flourish. Think big 
and provide a brighter future for at-risk youth in 
Stillwater. For more information visit B-B-B-S dot 
org or visit the Stillwater office of Big Brothers 
Big Sisters.

(Fade, out at :29)

###

Produce 30-second radio advertisements to run 
from 6 a.m. to 9 a.m. and from 3 p.m. to 6 p.m. 
targeted to audiences during the commute to 
and from work on the Stillwater Radio KOSU 91.7 
FM. 

Place messages about volunteering opportunities on bank and 
business marquees. 

Produce 15-second video advertisements to be run on YouTube, 
selecting demographic information for both males and couples but 
primarily males. 

Purchase A-frame advertising through Oklahoma State Physical 
Plant Services. Foot traffic is high in certain areas on Oklahoma 
State’s Stillwater campus, BBBS of Oklahoma. Set for two 2-week 
periods, A-frames will be on campus during the beginning of classes 
in the fall semester and before the school year’s winter break. The 
best locations for placement are by the Student Union and by the 
library. Bi
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tactics: online media 
Use Wordpress.com to create a regularly updated blog site for the 
Stillwater office of BBBS of Oklahoma. The blog will serve as a 
centralized hub for the following: 

• Contact information for the office.
• Links to official BBBS websites and social media pages on 

Facebook, YouTube and Twitter. 
• Featured video and creative content such as podcasts and photo 

galleries. 
• Event pages for the Stillwater and state offices. 
• Featured articles on current matches so donors, Bigs and potential 

contributors may remain updated on Stillwater activities and 
program benefits. These may be stories about local matches within 
Stillwater and must be different from the “Real Life Stories” on 
every BBBS website to emphasize a local connection and impact. 

• Monthly [e]newsletter. BBBS of Oklahoma, Stillwater office 
will provide donors and email subscribers a link with email 
communications to the newsletter page on the the blog site.  

• Advice and tips on mentoring relationships and activities. Special 
focus may be given to men and couples as mentors. 

• General data that tracks program growth, donations, etc., offered 
twice per year in late December and toward the end of the fiscal 
year in June. This encourages transparency and trust of BBBS.  

• Current literature such as studies and statistical information 
addressing the issues youth experience and the benefits of 
mentorship programs.

 Go to bbbsok.org and learn how 
you can donate your time or 

money to benefit the at-risk youth 
in your community. You can help a 
child reach his or her full potential 

because when you THINK BIG, 
Big things can happen.

The children in your community 
need your support to            

help them grow.

Stillwater males and couples are 
now needed to ensure every 

deserving child has the             
support of a mentor.

Feature existing volunteers 
in advertisements and other 
produced media, paid and 
owned. 

 Go to bbbsok.org and learn how 
you can donate your time or 

money to benefit the at-risk youth 
in your community. You can help a 
child reach his or her full potential 

because when you THINK BIG, 
Big things can happen.

The children in your community 
need your support to            

help them grow.

Stillwater couples and males are 
now needed to ensure every 

deserving child has the             
support of a mentor.

tactics: Advertising 
continued...
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Tactics: Special Events and other Public Relations continued...
• Lights on Stillwater booths.
• Table tents at locally owned restaurants such as Shortcakes, Hideaway Pizza and Eskimo Joe’s that 

allow community members to donate directly to BBBS of Oklahoma. 
• BBBS board members, Bigs and other representatives will speak at the meetings of community 

organizations, such as student government association and city council, and Oklahoma State Greek 
chapters. A BBBS board member or Big will promote the organization at the monthly meetings of 
Young Professionals of Stillwater.

• Contact local churches to see whether they would allow a visitation to their Sunday school classes or 
fellowship/Bible study groups. Request area churches place inserts with post card detachment into 
their bulletins. Building relationships is important to recruiting donors and volunteers, and meeting 
face-to-face with potential volunteers and donors will allow for BBBS to be connected with the 
community.  

• Deliver pitches to Stillwater NewsPress, the Daily O’Collegian and organizations within Stillwater 
with published media so these organizations may include news stories about BBBS matches and 
events within their publications. 

• CORD (Creating Opportunies for Responsible Development) Partnership: Oklahoma State offers 
special recognition to graduates who complete 400 hours of community service during their college 
career. BBBS will request CORD participants to volunteer and “Think Big.” Students wanting to apply 
for CORD will find that mentoring a Little will be especially beneficial for those requirements. 

• American Eagle Cause Marketing: Have American Eagle do a storewide cause marketing event. 
$1.00 from each purchase to go to BBBS of Oklahoma, Stillwater office. American Eagle’s national 
philanthropy is BBBS.

Tactics: Special Events and other Public Relations

Competition among Greek Fraternities and Sororities 

An annual dodgeball event will take place in April at a local gym. The partnered fraternities will host Oklahoma Greek community teams. 
Those participating will pay an entrance fee to compete, and those wanting to attend the tournament’s final match[es] must purchase 
tickets. 

Football-themed Business Competition

Modeled after BBBS of New York City’s Gridiron Games fundraising event, this day will be fun for Bigs and Littles as well as local businesses, 
community groups and churches. The event will take place on a Saturday at Boone Pickens Stadium during the offseason. Littles will have 
the opportunity to run drills in a safe environment and meet with university football players. After a lunch provided by Chick-fil-A, 10-16 
community group teams will compete in flag football. To play, a group must pay an entrance fee. 

Athletic games booth

Before one or several home football games, volunteers will sell raffle tickets to fans. There will be one or two booths set up (one by the north 
side and one one the west side). Fans may purchase raffle tickets at a booth or from volunteers making rounds within the tailgating area. 
Fans who purchase two or more tickets receive BBBS branded items with the “Think Big” logo. The winning fans will receive notification of 
the prize drawings by email. 
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Budget
 

$604 amount YouTube ad

$160 – A-Frame
• August – October           

Radio
• KSPI 93.7 FM – top-40
• With its massive signal and reach, including the OKC metro audience, 

HOT 93.7 is a must buy for Stillwater and North Central Oklahoma
• Target demo music programming: 18-44; 60% female/40% male
• Target demo sports programmming: 18-64; 70% male/30% female
• Two news announcements per day (during Hot Mornigns with Ryan 

Keith, 6-10 a.m., and The Afternoon Kruze, 3-7 p.m.) for 4 weeks 
(Monday-Friday)

• During beginning of fall semester in August
• 20 days = $1,000

Google Ads
• $50 per day – 2 weeks in August (starting at the beginning of the fall 

semester)
• 2 weeks before the end of the fall semester
• 28 days = $1400

$800 - T-shirts
• S,M,L,XL – 20 each 

$300 – 1,500 fliers

$264 – 2,000 postcards 

$360 – O’Colly quarter page ad – 2 weeks

$32 – Word Press ownership for a year

$80 – condenser mic for podcast

Budget Breakdown 

Total: $5,000

Big Brothers Big Sisters
2014 Media Plan

Monday (Broadcast Dates)

MEDIA
 Males 19-35
 Adult Couples

RADIO

 :30 Spot

ONLINE

 Youtube Ads

 Blog

 Google Ads

PRINT

 O’Colly

OUTDOOR

 A-Frame

 Fliers

4 11 18 125 10 17 24 1 8 158 15 22 29 6 13 20 27 3
August September October November December

Timeline 

40.08%

30.48%

20%

7.2%

1.6%
0.64%

Online Advertising (YouTube, Google)  $2.004

Physical Advertising (A-Frames, fliers, t-shirts, cards)  $1,524

Radio Advertising (KSPI 93.7 FM)  $1,000

Print Advertising (The Daily O’Collegian)  $360

Other (Condenser mic for podcasts)  $80

Online Media (Blog)  $32
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Evaluation
Objectives
1. Increase awareness among Stillwater males and couples by 30 percent.

2. Increase the number of male and couple volunteers by 30 percent 

evaluation techniques
1. Website traffic, surveys and interviews.

2. BBBS volunteer database and waiting list for Littles. 

Results
1. An increase in the number of visits to Big Brothers Big Sisters sites, especially sites concerning the BBBS of Oklahoma, Stillwater office.

2. A larger number of volunteers with the organization to meet the demand of potential Littles. 

Preliminary, concurrent and post-testing will be conducted to assess the tactics used during the campaign. Testing will occur every three 
months during the campaign to measure the level of awareness of BBBS in the Stillwater community. This testing will include email interviews, 
surveys and in-person interviews. 

Website traffic will be monitored to provide empirical evidence of the effectiveness of the campaign. The BBBS database that contains the 
names of current Bigs and Littles will be a reference to track the number of volunteers and the amount of Littles remaining on the waiting list.

Post-testing will be conducted following the conclusion of the campaign. The campaign will be assessed quantitatively regarding the amount 
of new volunteers. Qualitative data will be collected to assess the impact of the campaign on local awareness.  

Team 

RacaLollus Agency:  

Account Executive 

Emily (Bryant) Thompson 

Copy Editor 

Jessica Torres

StrategY and Research 

Erin West

Art Director 

Alex Geis

Media Relations

Joya Rutland 
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