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First Draft Strategic Plan: Push America

Ethics Statement

Push America is a philanthropy that is rated highly among philanthropies for its ethical practices and effective uses of all donated funds. Philanthropies are a very important aspect of our society today and it is important to have a philanthropy that uses good business ethics and provides the best service to the chosen cause. Push America also is a special philanthropy because it includes the involvement of college-aged students in its activities. It takes great pride as a non profit organization to be able to include fraternity men specifically and serve people with disabilities. Push America takes a lot of risks by working with fraternity men and has set in place a firm structure to ensure that college students are doing the job ethically.

· Situation:

Push America is a philanthropy that changes the way society views fraternities and people with disabilities. It is owned and operated by Pi Kappa Phi fraternity but is supported mostly by more passionate members of the fraternity. It established itself on Facebook with a “fan page” to increase awareness and to compete in Chase Community Giving on Facebook with other nonprofit organizations. The competition resulted in Push America being in the top 100 of small non-profit organizations by receiving about 4000 votes on Facebook.

Pi Kappa Phi has more than 9000 undergraduate members and tens of thousands of alumni. Many of these members have Facebook accounts and could have voted in the competition. There is a huge market for outreach to members of Pi Kappa Phi through social networking sites that Push America has yet to tap into.
· Objectives/Goals:

To gain more support from members of Pi Kappa Phi through the use of Facebook and other social networks.

· Also, to reach out to new publics and friends of members of Pi Kappa Phi through Facebook.

· To increase the efficiency of Push America’s awareness efforts by capitalizing on free and cheap methods and understanding how to better involve members of Pi Kappa Phi.

· To inspire members of Pi Kappa Phi to take pride in their philanthropy.
· Audience:

The audience of Push America is anyone that is available to donate time or money to the cause. The primary target of the fan page would be Internet users who have Facebook accounts, which are mostly younger people in college. Most undergrad members of Pi Kappa Phi will be in the audience of this strategic plan as well as their friends and constituents on Facebook.

· Internet users

· Ages 18-30

· Pi Kappa Phi’s
· Strategy
Push America encourages and enables involvement primarily from a large network of supporters in the college age group.
· Tactics
There are many ways to implement this strategic plan and change the way people view the Push America fan page. There are so many college undergrads that use Facebook and could join the group to be informed of Push America’s events. Recruiting members of Pi Kappa Phi to join the fan page on Facebook and have them invite members in their chapters to join. These key members could start inviting their friends and make the fan page go “viral” in the Facebook world.

It would be wise to get a member on the Push America staff to manage the Push America fan page and monitor other chapter’s involvement with Push America. This individual could keep tabs on how the fan page is being used and update it accordingly to make it easier for members in the organization to network. This staff member could promote “chapter pride” by highlighting any chapter’s accomplishments with a Facebook “status update” and also collaborate with other related non-profit organizations that serve people with disabilities already on Facebook.
· Calendar/Milestones
One of the opportunities Push America has through a Facebook fan page is the ability to constantly update its fans about the different milestones and events going on throughout the organization. This is key to getting people involved and recognizing different efforts of Push America. The Fan page could highlight major events such as summer cycling events beginning and ending or other important dates within the disability community. Push America could team up with Pi Kappa Phi by implementing an awareness campaign during fraternity recruitment in the beginning of the fall and spring to promote “philanthropic excellence” in the fraternal community.
· Budget
The only major cost with this plan would be the cost of someone on staff managing a profile for Push America on Facebook.  I’m not sure how much this would cost but it would most likely be the cost of staffing one individual paid by the hour for the duration of the strategic plan. Some other costs could be advertising on Facebook to get more members of the fan page. 
· Evaluation
The best way to know if this strategic plan helped Push America with its outreach efforts is to evaluate the results of the plan and the overall level of community service projects and compare it with results from before the plan was implemented; this can be done by asking questions that are both qualitative and quantitative in measure.  After analyzing the answers to these questions it will be easier to know if the strategic plan was an effective tool for solving the problem or if there are more changes to be made. If the plan didn’t work then we can go back and change the plan and try to solve the problem again.

Did we increase the number of fans on Facebook?

Did we raise more funds as a result?

Are more people participating or aware of Push America’s projects from being fans on Facebook?

Are more members of Pi Kappa Phi getting involved in local service events/ are more chapters getting involved because they want to be recognized?

What percentage of Pi Kappa Phi’s have a Facebook account and are fans of Push America?

Another way to tell if this campaign was a success is to use various measurement services offered on the web to track the effectiveness of the campaign. Google Analytics can be useful in measuring several components of the new PR campaign. It can track all sorts of data on the Facebook fan page that can allow us to better target our audience and organize our campaign. Google Analytics can monitor the traffic on the webpage. With this information we can find out how many visits people made to our page and how long they stayed on our page. We can also tell what information people needed by seeing where people go on our page. This technique could prove to be very effective in the evaluation process of our campaign and give us some insight on what can be done to improve the campaign.
