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Executive Summary 
The A.G. Gaston chapter was founded in 1966 by A.G. Gaston to fulfill his vision, "To 

inspire and enable young people in the Birmingham metro area, especially those from 

disadvantaged circumstances, to realize their full potential as productive, responsible and caring 

citizens."  

The AGGBGC possesses a multitude of strengths. The club is supported by "The Boys 

and Girls Club of America" national brand, as well as the "A.G. Gaston" name, it provides the 

organization with credibility and respect.  The strength of the organization lies in the programs 

and services that it provides, such as Passport To Manhood, Money Matters, Keystone Club, and 

Summer Camp. These programs teach leadership skills, integrity and community engagement. 

The organization also maintains a safe place for its members. 

AGGBGC also faces weaknesses. The location of the organization has presented some 

unique challenges. Secluded off the beaten path in a light industrial area limits the exposure the 

club receives. This obstacle, along with a lack of strong media presence, both controlled and 

broadcast, will require the organization to get creative in it’s efforts to overcome it. 

The objective is to create an effective public relations campaign by May 2015, to increase 

local, regional and national brand visibility of AGGBGC as one of the leading and iconic and 

exemplary Clubs of Boys & Girls Clubs of America. The budget for this campaign is $1,700. 
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Laying the Foundation 

Without a good foundation, everything else will fall apart. 

__________________________________________________________________ 

Background 

 The Boys and Girls Club of America was founded in 1860, in Hartford, Connecticut. 

Originally called "The Boys Club", its founders Mary and Alice Goodwin and Elizabeth 

Hammersly wanted to provide a safe outlet for boys who roamed the streets. Realizing that 

young girls should also be included in the effort, the club changed its name to The Boys and 

Girls Club of America in 1990. A.G. Gaston established the local chapter of The Boys and Girls 

Club in 1966. For over 40 years the club has been carrying out its mission within the community, 

“to inspire and enable young people in the Birmingham metro area, especially those from 

disadvantaged circumstances, to realize their full potential as productive, responsible and caring 

adults” (www.aggbgc.org). The organization provides many services such as summer camps, 

after school activities and after school pick-up. The club also offers enrichment programs that 

target character development, education and leadership skills, art, music and health and 

recreation. 

 The A.G. Gaston Boys and Girls Club cater to more than 1,000 kids ranging in ages 6 

through 18. The club has established a strong brand and positive reputation with the help of 

donors, employees, volunteers, parents/kids and the community. However, one consistent 

problem for the organization is gaining awareness on a larger scale. Location is one obstacle the 

club faces. “From a PR prospective, there is no drive-by advertising. You know, the guy 

spinning the wheel in front of Little Caesars, we don’t get to do that” (T. Reed, personal 

communication, March 25, 2014).  The club moved to its current West End location in 1992. The 
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new location is in an isolated area, which carries both advantages and disadvantages. Because the 

location is in a generally secluded location, the children are provided with a safe environment to 

learn. However, because the location is so far from public view, many community members are 

unaware of the organization. 

Funding the Build 

The A.G. Gaston Boys and Girls Club provide the blueprints. Donors make these plans possible. 

______________________________________________________________________________ 

Donors 

 Donors play a vital role in sustaining AGGBGC. AGGBGC relies on varying types of 

donors such as corporate donors, small businesses, community organizations and individual 

donors for financial support. The club has a relatively diverse revenue stream to support its 

mission. It relies primarily on the United Way for 43% of its total donations. Other major donors 

include Blue Cross/Blue Shield, Alabama Power, Protective Life, and Regions Bank. There's 

also a current campaign underway to encourage individual, small donors.  

 By providing the funds AGGBGC needs in order to survive, donors enable the 

organization. Donors are highly aware of the organization because they are well-informed and 

believe in the organization's mission enough to invest in it financially. Donors are only 

moderately aware of AGGBGC. Although donors provide funds to the organization, they are 

generally unable to donate other commodities such as time. AGGBGC reaches donors through 

the publicity model.  

Objective: Increase donations by 5% ($1.6 million to $1.67 million) by May 2015. 
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 Evaluation Method: The Future Foundation will track donations monthly. The Future 

 Foundation will view the annual report to identify previous donors. 

Strategy: Increase the awareness of the programs, services, major accomplishments and the 

impact the club has in Birmingham and surrounding areas. 

Tactics:  

 Target potential donors: 100 Black Men, 100 Women Charitable Foundation, African-

American Sororities and Fraternities, The Links Foundation, Jack & Jill of America, 

local churches in the target area and small, individual donors. 

 Place advertisements in newsletters in places like schools and local churches 

 Contact organizations through phone calls 

 Personal Outreach 

 Online promotional events 

Research 

 Non-profit organizations rely on donations to provide services and accomplish its mission 

objectives. Donors are vital to an organization's success and therefore, the organization must 

discover what motivates donors. Ilona M. Bray writes in Effective Fundraising for Nonprofits: 

Real-World Strategies That Work, "The more links you can draw between a person's motivation 

and what your organization offers, the more likely that person is to give. Understanding this 

much about your supporters' motivations can help you devise ways to interact with them."  

 There are more factors to obtaining donors other than motivating them around an 

organization's cause. Julia Walker writes in Nonprofit Essentials: The Capital Campaign, "Your 

goal with donors in the capital campaign is not only to become committed to the campaign and 



 
 

4 
 

to make a gift, but to make a gift that will make a difference." By approaching donors, an 

organization shows that they are in need of something the potential donor has to offer. The 

organization must convince the donor that their contributions will make a difference. 

The Bullhorn 
Once you build it, someone has to tell them to come. 

__________________________________________________________________ 

Media 

 Traditional, electronic and controlled media are all necessary for AGGBGC to 

communicate and inform its publics. Through these various forms of media, AGGBGC is able to 

communicate with a wide variety of publics. 

  AGGBGC is connected to media representatives via a diffused linkage. Media 

representatives are slightly aware of the organization. As a small organization, AGGBGC is not 

typically at the forefront of media attention until a newsworthy cause presents itself. Since the 

media is used as a channel for the organization, degree of constraint is low. AGGBGC 

communicates with media representatives through a two-way symmetric model. 

Objective: To increase social media following by May 2015. Currently, the organization is 

present on Twitter, Facebook, YouTube and Instagram. The mean number of its followers spread 

across these websites is 165. The objective is to increase the mean to 500 by May 2015. 

 Evaluation Method: The Future Foundation will track the weekly number of social 

 media interactions by  recording how many people are exposed to the organization's 

 message and how many are directly interacting with it.  

Strategy: Increase social media presence by creating more posts and engaging publics via social 

media. 
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Tactics:  

 Posting information that is relevant and interesting to followers 

 Establishing contact with online communities 

 Creating consistency between all social media profiles 

Objective: Increase electronic media presence by increasing the frequency of PSAs and the 

number of appearances on public affairs shows by May 2015. 

 Evaluation Method: The Future Foundation will track the number of times the 

 AGGBGC appears on electronic media channels and compare that number to the 

 previous year.  

Strategy: Form relationships with media representatives and communicate regularly via phone 

calls, emails and newsletters. 

Tactics: 

 Approach media representatives with newsworthy content 

 Send news releases to local media outlets 

Objective: The club will increase the number of print media publications it appears in by May 

2015. 

 Evaluation Method: The Future Foundation will track the number of times the 

 AGGBGC appears in print media channels and compare that number to the 

 previous year. 

Strategy: Approaching and forming new relationships with diverse media outlets by speaking at 

schools, churches and nonprofit organizations. 

Tactics: 

 Utilize church and fraternity newsletters 
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 Specialized newspapers 

Research: 

 Media is necessary for an organization to reach its publics. By using various media 

channels, an organization is able to fulfill public relations goals. Tracy D. Connors writes in The 

Nonprofit Handbook, "A strategic approach to media relations may be defined as using media 

relations activities to achieve specific public relations goals. These goals, in turn, must support 

the organization's overall mission statement and communications strategy." Through the 

organization's interactions with various media outlets, AGGBGC can achieve its specific goals.  

 Establishing relationships with media members is vital. While an organization has control 

over channels such as social media, an organization must work with journalists to enter into non-

controlled media. Clarke L. Caywood writes in The Handbook of Strategic Public Relations & 

Integrated Communications, "To develop relationships with the media, communications 

professionals should provide information designed and packaged to meet the needs of 

journalists... At the same time, cutbacks in media staff, contracting newspapers and less editorial 

space make it more difficult to get coverage. This requires you to "sell your story" by 

personalizing it to meet the journalists' needs." To reach members through other media channels, 

organizations must provide information to journalists that is helpful to both parties. 

The Construction Crew 
Somebody has to handle the dirty work. 

______________________________________________________________________________ 

  

Volunteers 

 Volunteers are necessary to AGGBGC. Volunteers share a functional input linkage with 

AGGBGC by providing services and time. Volunteers are highly aware of what is going on in 

the organization. They are not paid, but provide their services to the organization because they 
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believe in the organization's mission. They are highly involved, dedicating their time freely to 

supporting the A.G. Gaston chapter. They face a moderate degree of constraint; volunteers are 

held back by not receiving monetary compensation for their work and only have limited time to 

dedicate. AGGBGC reaches this public through the publicity model. 

Objective: Increase number of overall volunteers by 10% (800 to 960) by May 2015 

 Evaluation Method: The Future Foundation will monitor and record all volunteer 

participation. The numbers will be used to compare volunteer participation of the current year to 

the previous year. 

Strategy: Direct potential volunteers’ attention to the needs of underprivileged children and how 

volunteering can enrich lives and the community as a whole. 

Tactics: 

 Broadcast PSAs focusing on the work the organization does with children and teens 

 Promote volunteer opportunities through various media outlets, speeches and releases 

 Offer special incentives for working with AGGBGC 

Research: 

 Volunteers are a necessity for nonprofit organizations. Author Joan Pynes writes in 

Human Resources Management for Public and Nonprofit Organizations, "Volunteers are an 

attractive resource for agencies because they cost little, they can give detailed attention to people 

for whom paid employees do not always have the time, they often provide specialized skills, they 

provide an expansion of staff in emergencies and peak load periods, they enable agencies to 

expand levels of service despite budgetary limitations, and they are good for public relations." 

Volunteers provide skills that the A.G. Gaston Boys and Girls Club would otherwise be unable 
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to fill. By reaching more volunteers and creating a mutually beneficial relationship between the 

organization and its volunteers, the organization becomes more effective. 

Moving In 
The A.G. Gaston Boys and Girls Club builds a better future. Families get to enjoy the finished 

product. 

______________________________________________________________________________ 

 

Families 

 The mission of the AGGBGC is reaching families and getting both children and their 

parents involved in the organization. Families share a functional output linkage with the 

AGGBGC. Families are moderately aware of the organization. Families are moderately involved 

with the organization. While families pay dues and send their children, many parents do not 

participate with the AGGBGC. Held back by social and time issues, families face a moderate 

degree of constraint.  The AGGBGC reaches families through a public-information model. 

Objective: Increase club membership by 10% (1,200 to 1,320) by May 2015 

 Evaluation Method: The Future Foundation will evaluate the number of weekly 

 participants and the number of on-record members. 

Strategy: Increase involvement with families by creating more family-oriented programs. 

Tactics: 

 Open houses provide a look into the organization and allow families to see first-hand the 

opportunities and benefits yielded by the programs offered through the organization. 

 Host Parent/Child events that allow families to participate alongside their children. 

 Send newsletters home with children for the families. 

Research: 

 Youth are not the only family members the A.G. Gaston Boys and Girls Club want to get 

involved. Parents are an important public to the AGGBGC as well. In the article titled, 
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Importance of Family Involvement, S.K. Adams and J. Baronberg write "Parents and families 

have the most direct and lasting impact on children's learning and development of social 

competence. When parents are involved, students achieve more, exhibit more positive attitudes 

and behavior and feel more comfortable in new settings." By including parents, the AGGBGC 

can create an environment that has a lasting impact on the youth involved.  

Supporting Pillars 
Nobody can do it all on their own. Schools provide the support the A.G. Gaston Boys and Girls 

Club needs. 

______________________________________________________________________________ 

 

Schools 

 Schools share a normative linkage with the AGGBGC. Both schools and the organization 

are dedicated to the enrichment and growth of youth. The AGGBGC hosts its "A Center for a 

New Generation" program at Hayes K-8 School in the Woodlawn community. This program is 

the product of a strong partnership between AGGBGC and Birmingham city schools. Schools 

face a low degree of constraint. Schools are moderately aware of the AGGBGC. The AGGBGC 

communicates with schools through the two-way symmetric method. 

Objective: Increase the number of schools that benefit from the outreach programs from one to 

four by May 2015 

 Evaluation Method: The Future Foundation will record each new school that hosts 

 AGGBGC programs. 

Strategy: Find skilled volunteers, such as retired teachers or graduate students to lead each CNG 

program. 

Tactics: 

 Reach out to graduate associations  

 Contact members of local public school retirement systems 



 
 

10 
 

 Posts advertisements addressing the need of skilled volunteers. 

Research: 

 Schools and The A.G. Gaston Boys and Girls Club both share a similar mission. Both 

organizations are focused on the enrichment and education of youth. While schools provide a 

foundation for students, organizations like the AGGBGC continue to build on that foundation. 

Because AGGBGC works with underprivileged youth, it is able to provide a service not seen 

outside of schools for many of its members. In The Nonprofit Sector: A Research Handbook, 

Steinberg, Richard, Powell and Walter write "For some young people growing up in poor urban 

communities, through neighborhood nonprofit organizations negotiate these institutional gaps 

and provide access to the tools, attitudes, competencies and connections essential to healthy 

development." 

Increasing Home Equity 
The A.G. Gaston Boys and Girls Club makes the Birmingham community better than it found it. 

______________________________________________________________________________ 

 

Community 

 While the A.G. Gaston name provides credibility to AGGBGC, the local community is 

largely unaware of the organization. Because of its secluded location, many are simply unaware 

of its existence. The community is linked to AGGBGC through a diffused linkage. Community 

members are not very involved with the organization. Members of the community have a high 

degree of constraint. Community members create constraints for themselves. The organization 

communicates with this public through a two-way symmetric model.  

Objective: Increase community survey response by 80% (21 to 200) by May 2015. 

 Evaluation method: The Future Foundation will track the number of surveys distributed 

 and then evaluate surveys that are returned.  
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Strategy: Increase the amount of surveys sent to parents and members of the community. 

Tactics: 

 Make surveys mandatory for the membership renewal process 

 Create shorter surveys 

 Use simpler questions in surveys 

 Distribute surveys both physically and digitally 

 Mail surveys to members of the community, if a survey is not sent back within 4 weeks, 

send a reminder postcard. If after 6 weeks, a response survey is not sent, mail another 

survey.  

Research: 

 Questionnaires are an effective method on polling community opinion and when written 

efficiently, questionnaires can provide useful data. In Research Methods for Sports Studies, Chris 

Gratton and Ian Jones write "Questionnaires are appropriate in a variety of contexts, where 

relatively simple, generally quantitative information is required from a large sample group. This 

data can be summarized through the use of tables or charts, or analyzed statistically to answer a 

research question."  By using questionnaires and distributing them to a large group of community 

members in both physical and digital formats, AGGBGC would receive useful data that gauges 

public opinion on the organization 

Hard Hat Required  
It's always wise to exercise caution. With an in-depth crisis communication plan, the A.G. 

Gaston Boys and Girls Club will be prepared to enter hazard zones. 

______________________________________________________________________________ 

 

Crisis Communication Plan 

 Without an effective crisis communication plan, an organization is inviting hazard. The 

Future Foundation will meet with board members and directors to establish what a crisis would 
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be, who would comprise the AGGBGC crisis communication team and how to communicate 

most effectively in the midst of a crisis. Once the crisis communication plan is established, the 

team will meet once a month to discuss crisis preparation. The members of the team will list the 

ten worst potential things that could happen to the organization, then create a plan for these 

scenarios. Having this plan in place will ensure that when crises occur AGGBGC will be 

prepared. 

Research: 

 Peter Frans Anthonissen writes in Crisis Communication: Practical PR Strategies for 

Reputation Management and Company Survival, "The name of the game is control. Your 

proactive crisis communication plan is developed to protect the reputation of your organization 

by communicating the right message, at the right time, to the right people." By establishing an 

effective crisis communications plan, an organization will be able to respond with the right 

message, respond expediently and send  it to the people who need it most.  
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Conclusion: End Road Work 

 Although the road ahead for The A.G. Gaston Boys and Girls Club is filled with 

opportunities, there are also speed bumps along the way. In order to overcome these obstacles, 

the organization must keep its focus on its values and completing its objectives. These objectives 

are only possible with its key publics: donors, media, volunteers, families, schools and the 

Birmingham community. By focusing on these publics, AGGBGC can accomplish its mission of 

inspiring Birmingham youth to become productive, responsible and caring citizens. Each public 

contributes to the goals set by AGGBGC to accomplish this mission. 
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Appendix A 

Budget 

 

Total “Building a Better Future” Campaign Budget: $1,580 

  

Item Use Quantity Company Cost Funding 

Catering Opening 

Event 

100 people Little Caesars 

Pizza 

$162 Sponsorship / 

Donations 

Flowers / 

Decorations 

Opening 

Event 

12 Pieces Norton’s 

Florist  

$420 Donations 

Signs / 

Directional 

Event Signs / 

Directions to 

Facility 

4 Banners Rocket 

Banner 

$120 Company 

Donations 

Pamphlets AGGBGC 

Info and 

History 

250 Fast Color 

Printer 

$90 Company 

Donations 

Post Cards Event 

Reminders / 

Thank You 

Notes 

200 Amazon / 

Post Office 

$115 Company 

Donations 

Snacks / 

Drinks 

Programs / 

Meetings 

80 People Sam’s Club $75 Donations 

Design Work Posters / 

Pamphlets 

4 Pieces In house staff FREE Volunteer 

Work 

Posters / 

Fliers 

Opening 

Event 

200 UPrinting $98 Company 

Donations 

Silent 

Auction 

Opening 

Event 

20 Pieces Various Local 

Companies 

FREE Vendor 

Donations 

Safety Budget Unexpected 

Events 

N/A N/A $500 Donations 

Survey / 

Questionnaire 

Poll / 

Community 

200 In house staff FREE Volunteer 
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Little Caesars Pizza (September 29, 2014) Opening Event Catering Estimate 

http://www.littlecaesars.com/ 

Norton’s Florist (September 29, 2014) Opening Event Floral Estimate 

http://www.nortonsflorist.biz/category.asp?rcid=3584 

Rocket Banner (September 29, 2014) Opening Event Signage Estimate 

http://www.rocketbanner.com/ 

Sam’s Club (September 29, 2014) Programs & Event Snack Estimate 

http://www.samsclub.com/sams/candy-
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Fast Color Print (September 29, 2014) AGGBGC Info and History Pamphlet Estimate.  
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YfuYxXjwYPgqumJKM8ptrGn2rjAxoCBazw_wcB 

Amazon (September 29, 2014) Post Card Estimate 

http://www.amazon.com/Wilton-100-Pack-Basic-Thank-Cards/dp/B00KHWQ8IE 

Up Printing  (September 29, 2014) Event Posters / Fliers Estimate 

http://www.uprinting.com/business-flyers-printing.html?nav=new  

http://www.littlecaesars.com/
http://www.nortonsflorist.biz/category.asp?rcid=3584
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http://www.amazon.com/Wilton-100-Pack-Basic-Thank-Cards/dp/B00KHWQ8IE
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Appendix B 

Calendar 

October 2014 – May 2015 

October 2014 

- Assign a social media specialist 

- Plan social media re-launch campaign to become more active on Facebook/ 

Instagram/Twitter/YouTube 

 

November 2014 

- Create crisis communication plan 

 

December 2014  

- Create 2015 event calendar 

-  Create parent survey  

 

January 2015 

- Mail out AGGBGC calendar of events 

- Mail out parent survey 

- Mail out newsletter 

- Update social media with upcoming months events 

 

February 2015 

- Mail out newsletter 

- Update social media with upcoming months events 

 

March 2015 

- Mail out newsletter 
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- Update social media with upcoming months events 

April 2015 

- Mail out newsletter 

- Update social media with upcoming months events 

May 2015 

- Mail out newsletter 

- Update social media with upcoming months events 

- Review results from parent survey 
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Appendix C 
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1. Adams, F. (2014, March 25). Personal Interview. 

 Discussed the history and general overview of the club with Frank Adams. 

2. Walker, R. (2014, March 25). Personal Interview. 

 This interview with Rose Walker was about the importance of donor disbursement. 

3. Tipton, S. (2014, March 25). Personal Interview. 

 Discussed programs and services for the AGGBGC with Susan Tipton. 

4. Bailey, C. (2014, March 25). Personal Interview 

 This interview with Carl Bailey consisted of general information about the 

 organization. 

5. Williams-Reed, T. (2014, March 25). Personal Interview 

 This interview out-reach efforts and challenges faced by the club were discussed  in this 

 interview with Ty Williams-Reed. 

6. Meet Maryah Sullivan, 2014-15 National Youth of the Year!. (2014, March 25). Boys & Girls 

 Clubs of America. Retrieved September 29, 2014, from http://www.bgca.org 

 This website provided the history and origins of the national organization. 

6. home. (n.d.). home. Retrieved September 30, 2014, from http://www.aggbgc.org 

http://www.bibme.org/website
http://www.bibme.org/website
http://www.bibme.org/other
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 This website provided information about the local Birmingham chapter 
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 Article about Frank Adams becoming president and CPO 

11. Career Launch (n.d.). Get Ready..your tools, your future, your success. Retrieved from 

 www.careerlaunch.net   

 An affiliated website sponsored by Gap Inc. that teaches the kids job readiness,  college 

 prep, and career exploration. 

12. Money Matters..make it count (n.d.). Money Matters: It's you money, make it count. 

 Retrieved from www.moneymattersmakeitcount.com 

http://www.moneymattersmakeitcount.com/
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 This is a third-party website that teaches members how to save, manage and invest 

 money 

13. Alabama Department of Public Health (n.d.). All Kids. Retrieved from www.adph.org 

 Responsible I Am is a joint program between ADPH & UAB. It targets youth ages 

 13-19 who are at high risk for pregnancy and STI’s 

14. Anthonissen, P. (2008). PR Strategies for Reputation Management and Company Survival (p. 

 43). 

 The information from this book provides research on crisis communication  and 

 how an organization should handle a crisis. 
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 The information from this book provides research on motivating donors to give to 
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 The information from this book provides research on making donors feel as though 
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17. Connors, T. (2001). The Nonprofit Handbook (p. 245). 

 The information from this book provides research on using media relations to attain 

 public relations goals. 
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18. Caywood, C. (1997). The Handbook of Strategic Public Relations & Integrated 
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 relationships with journalists and media representatives. 

19. Pynes, J. (2004). Human Resources Management for Public and Nonprofit Organizations. 

 (p.122) 

 The information from this book provides research on the importance of volunteers 

 to nonprofit organizations. 
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21. Steinberg, Richard, Powell, & Walter. (2006). The Nonprofit Sector: A Research 
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22. Gratton, Chris, & Ian. (2010). Research Methods for Sports Studies (pp. 127-128). 

 The information from this book provides research on questionnaires and their 

 effectiveness in terms of answering research questions.  
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Appendix E 

Group Meetings 

 

September 8, 2014 

3:00pm-5:00pm 

Group Meeting 

 

September 10, 2014 

3:30-7:00pm 

Group Meeting 

 

September 15, 2014 

3:00pm-5:00pm 

Group Meeting 

 

September 16, 2014 

8:30pm-10:45pm 

Group Meeting 

 

September 17, 2014 

2:30PM-4:00PM 

Client Meeting 

 

September 17, 2017 

6:00pm-12:00pm 



 
 

23 
 

Group Meeting 

 

September 22, 2014 

3:00pm-5:30pm 

Group Meeting 

 

September 24, 2014 

7:30pm-12:00am 

Group Meeting 

 

September 27, 2014 

4:45pm-8:00pm 

Group Meeting 

 

September 28, 2014 

1:30pm-6:45pm 

Group Meeting 

 

September 28, 2014 

10:30pm-1:00am 

Group Meeting 

 

September 29, 2014 

8:00pm-2:00am 

Group Meeting 


