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Executive Summary 
 
Our plan is to increase the awareness of Boost's mission, which is “committed to 

eliminating abuse and violence in the lives of children, youth, and their families.” The key 

opportunity for the plan is social media, which will allow us to spread awareness about 

the organization to a large audience over various platforms for limited cost. The main 

challenge is the stigma that people have discussing child abuse, especially in public or 

online. Our main stakeholders are: parents, children aged 4-17, teachers and the media. 

The objectives of the plan will be to create awareness of Boost, increase donations to 

the organization, attendance in events and reverse the stigma attached to discussing 

child abuse. Using the social media platforms of Facebook, Twitter, YouTube as well as 

Boost's website, our plan intends to exploit these sites in order to accomplish our main 

objectives. Ultimately, we will measure the promotion of BOOST based on on-line 

presence and social media interactions. Things that will help to measure our objectives 

will be the amount of “likes”, followers and site visits on-line. 

 
Situational Analysis 
 
Boost is a not-for-profit foundation that promotes prevention and intervention of child 

abuse. Their goal is to work with prevention; intervention, assessment, treatment and 

child witness help programs. Boost has three specific activities they engage in: the Go 

Purple! month, the Butterfly Ball and the Caterpillar Crawl. Boost has a Facebook page, 

however Karen Kennedy, executive director of Boost, is the only one to administer it. 

 
SWOT Analysis 
 
Strengths 
    * Boost has an engaging website with useful information for both victims of child 

abuse and for supporters of victims 

    * The website is easy to navigate and engaging for users, encouraging them to create 

their own Boost Butterfly 

    * Boost has a Facebook page and Twitter account (@Boostforkids) 

    * Teaching materials can be bought online (books, pamphlets) to learn about how 

Boost helps kids with child abuse 

 

Weaknesses 
    * Boost only has 16 full time staff and only one person in charge of social media 



    * No engagement with social media. Boost only has 111 followers on Twitter and 118 

members on their Facebook page. 

    * Child abuse is a taboo subject, people tend to shy away from talking about it, getting 

people involved in the cause is a difficult task 

    * Since Boost is a not-for-profit organization all money is raised through fundraising 

which makes creating a budget and paying employees a difficult task 

    * Most events are run through volunteers 

Opportunities 

    * Go Purple! month started at the Humber campus. There is plenty of room for other 

colleges and universities to follow Humber‟s leadership and get involved as well. This 

will allow the spread of Boost‟s name and encourage other students to volunteer 

    * Boost's Caterpillar Crawl begins this year at Evergreen BrickWorks, a community 

environmental centre, allowing for increased awareness to the cause by involving 

communities in the GTA. This has allowed Boost reach out to children in a less formal 

situation 

    * Boost is currently working with the Toronto Maple Leafs in their Go Purple! 

Campaign. The Leafs are owned by the MLSE, who also own the Toronto Raptors, 

Toronto FC and the Toronto Marlies. This associates positive figures and role models 

with the Boost name  

 
Threats 
    * Child abuse is a taboo subject, which is usually uncomfortable for kids and adults to 

discuss. 

    * Children aged 4-15 are rarely involved in social media outside of Facebook. This 

age bracket generally observes rather than engage in the online conversation.  

 
Competitive Analysis 
 
1) Sick Kids Foundation 

Sick Kids Foundation is one of the most highly recognized foundations for children in 

Toronto. It employs over 100 people and operates under the University Health Network. 

Its social media strategies are particularly impressive. 

 

Website 

Its website is effective in achieving its main objective: Donations. In big letters on the 

home page it says “Donate Now”. The website also tells the story of the foundation, 



discusses events, news and media, and ways to get involved. The website has three 

handles: Twitter, Facebook and e-mail, allowing easy access to each site on the 

website. 

 

Twitter 

Sick Kids Foundation is also on Twitter. Their twitter name is @sickkids, which is easily 

located. They are following 3,600 people and 4,600 people are following them back. 

They have made it on 317 lists. They also have over 2000 tweets. Sick Kids is effectively 

following the right people on twitter, some of them include Mount Sinai and Children‟s 

Wish Foundation. These Twitter accounts stay within the realm of  Sick Kid‟s main 

objectives. The twitter account also specifies that tweets are created by L Bradley which 

provides a personal touch to the tweets. (has point here i can‟t decipher it) 

 

Facebook 

Sick Kids Foundation has a page on Facebook. This page is updated daily by their 

Public Relations team. It has over 800 “likes”. This means that Sick Kids is able to reach 

out to 800 people on Facebook with every status update. 

 

Facebook users write on Sick Kids wall often. Some messages include: international 

postings, inquiries, testimonials, and willingness to get involved. When searching “Sick 

Kids” on the Facebook search engine, the results are associated with different events 

and hospital staff. Sick Kids Foundation also works in association with many other 

organizations, for example, McDonalds. 

 

YouTube 

When searching Sick Kids Foundation on YouTube, various results are available. Some 

videos are titled: “Sick Kids: Together we will”, “Sick Kids: Believe” and “Sick Kids 

Foundation”. Sick Kids Foundation has an effective presence on YouTube. 

 

2) Hedge Funds Care 
Hedge Funds Care is an international charity, supported largely by the hedge fund 

industry, whose sole mission is preventing and treating child abuse. HFC Canada was 

founded in 2004 by M. Corey Goldman, as a way to unite the Canadian hedge fund 

industry in support of HFC‟s global mission of treating and preventing child abuse. 



 

Website 

Their website is very detailed showcasing their pictures, corporate sponsors and mission 

statements. It also links to Facebook, Twitter, LinkedIn and an email list. It has a „Donate 

Now‟ link, which provides easy access to on-line donations. HFC is an international 

organization, and has only developed in Canada within the past six years. 

 

Facebook 

HFC‟s Facebook page contains 192 members and features over 10 albums from their 

various events and fundraisers. It contains an events page and their homepage is 

updated weekly and commented on by the various members of the group. 

 

Twitter 

HFC‟s Twitter page has 378 followers and tweets 4 times a week. The majority of their 

tweets focus on their events and fundraisers but do not tend to spread any other 

messages of child abuse. Their main objective is to spread awareness of their events 

and fundraisers in order to acquire donations. 

 

YouTube 

HFC shows past events on YouTube however it only features four videos. They do not 

have an effective YouTube page, but they do have a presence. 

 
Target Audiences 
Parents 
Parents serve as the most important role models in a child‟s life. As their source of 

guidance and protection, parents are an important audience to target. Parents allow for 

many messages and ideas to be spread throughout the school community and are most 

easily able to recognize abuse in their children from bullies at school or other adults. 

Children/Youth (4-17 years old) 
The mandate of Boost is to prevent child and youth abuse. This is the prime age where 

children are victims of abuse or are obliged to testify as witnesses of abuse. Children 

aged 4-17 are an important area to target because they are the prime age to be effected 

by child abuse. Children/Youth should be aware of what constitutes abuse and/or 

bullying. They should also know how to report abuse and who to report it to.  

 
Teachers in the Greater Toronto Area 



Teachers hold a unique and important position of power, influence and friendship in a 

child‟s life. Teachers, and other professionals working with children, often develop 

trusting relationships that allow insight into a child‟s life to which other adults and 

caregivers may not have access. Teachers can instruct children on how to recognize 

abuse and bullying and show them how to avoid and deal with it. Boost's message can 

be spread easily to teachers, who can then connect with children and share their 

knowledge and support. 

Media 
The media receives and gives information to a wide audience. By addressing them, 

Boost's message can be spread even further and on many platforms in order to increase 

the scope of their message and mission. Social media would be a major target, with 

tactics and strategies discussed below. Traditional media is still a valuable resource with 

news segments educating adults and children about Boost and child abuse. 

 
Influencers/Relevant Bloggers 
 
Annabelle Fell (annabellefell.com & http://twitter.com/annabellefell) 
Fell provides counseling services for individuals 8-25, parents and families. She offers 

programs that help kids, teens and young adults develop the skills they need to be self-

confident, self-aware and prepared to meet life challenges (at school, with friends etc). 

She also provides treatment for anxiety and depression in teenagers and young adults. 

She is currently a Board Member at Northmount School and uses her website and 

Twitter page to promote her service. 

 
Child Abuse Awareness Blog (http://child-abuse-blog.blogspot.com/) 
This blog was created to bring to the forefront the sad reality of child abuse throughout 

the world. It collects information regarding the subject of child abuse. The information is 

presented in blog form. Every blog is cited in referenced to where the original information 

existed. 

 
Safe Kids Canada Blog (www.safekidscanada.ca & http://twitter.com/safekidscanada) 
Safe Kids Canada‟s mission is to lead and inspire a culture of safety across the country 

in order to reduce unintentional injuries, the leading cause of death among children and 

youth in Canada. As a national leader, Safe Kids Canada uses a collaborative and 

innovative approach to develop partnerships and conduct research. It also educates and 

advocates the prevention of serious injuries among children, youth and their families. 

Objectives 



 
Awareness 
 

 To make Boost a nationally-recognized organization by using social media such 
as Facebook, Twitter, Blogs and websites to connect it around the world. 

 To increase awareness of the “I‟m a Great Kid” program by 25 per cent with 
teachers and their students.  

We understand within the first year a 50 per cent target was not reasonable target. 
Therefore we cut it in half, which is a reasonable target for the first year. 
 
Attitudinal 
 

 Many people feel uncomfortable when discussing child abuse. They prefer to 
ignore it rather than to engage in it. We aim to abolish this perspective around 
abuse by encouraging kids to and adults to engage with Boost both online and 
offline.   

Abuse is a hard subject for kids and adults to discuss. We want to rid the topic of the 
negative connotations. 
 
Behavioral 
 

 To increase attendance at Butterfly Ball from adults between the ages 30-65. 
The reason for this is because tickets are $500 and it is very unlikely for a younger age 
demographic to be able to afford this. 
 

 Raise 10 per cent more than the $320,000 raised last year. 
Ten per cent is a reasonable goal but we will want this to increase every year. 
 

 To increase involvement in Go Purple month 

 To increase involvement in the Caterpillar Crawl 
Make the Boost organization more visually available to kids who are being abused or 
having problems. 
 
Strategies & Tactics 
 
1) Build relationships between Boost and schools and faculty members so that we 
can educate them on how to identify and report child abuse. 
 

 A YouTube video titled “How Do You Boost?” will be created and uploaded onto 

the Boost YouTube account. The video will feature various Humber PR students 

encouraging people to get involved by asking “How Do You Boost?” This video 

will also contain handles linking our viewers to twitter, Facebook, and website 

links. In addition to YouTube, the video will be posted on Facebook, Twitter and 

the Butterfly Blog. 

 Another YouTube video titled “Metamorphosis” will be created and uploaded 

onto the Boost Youtube account. The video will feature a cartoon caterpillar 



whose legs get damaged stunting its growth. It will then be compared to another 

caterpillar that flourishes into a beautiful butterfly. The contrast shows the effects 

of child abuse and how it stunts the growth of a child. The video will end with 

Boost‟s logo and a link to their social media tags advising viewers to donate.  

 
2) Develop social media campaigns that promote Boost with Facebook, Twitter, 
YouTube and Wordpress. These campaigns will be focused on the slogan “How 
Do You Boost?” 
Rationale: The GTA will be a starting point for the campaign. We hope that Boost is able 
to achieve provincial and national communication in years to come 
 

 Through following and “liking” on Twitter and Facebook, Boost will encourage 

traffic to its website. On Twitter, we will encourage using the hashtag #gopurple 

during the month of October and #Boost4kids throughout the rest of the year. 

 During the month of October, specifically Oct. 19, we encourage people to 

create their own butterfly, using a custom link, which we‟ve created, and insert 

them as their profile pictures on Facebook and Twitter. This is to promote Boost 

and the Go Purple! campaign for child abuse awareness. This year, people 

have attempted to promote child abuse awareness by uploading a picture of 

their favourite childhood cartoon as their profile picture. Although this is helpful, 

a Butterfly with Boost‟s logo at the bottom and a separate link where this 

Butterfly will be created will not only promote child abuse awareness but also 

lead users to the Boost site where they can learn about the organization and 

actually donate to the cause. 

 Also in the month of October, through promotions on YouTube, Facebook and 

Twitter, people will be encouraged to change their Twitter pages to a purple 

background to promote Go Purple! month and child abuse awareness. 

 Employees at Boost will also create a blog, titled the Butterfly Blog. Once a 

week there will be a blog post with content about child abuse. It will also provide 

good news stories, space for discussion, and promote events. Ways to survive 

abuse, how to talk to kids and adults about abuse, signs of abuse and ways to 

prevent it will all be topics in blogs. 

3) Use social media to increase attendance at Boost's events and as a result gain 
higher attendance rates 
 

 Through Boost's Facebook and Twitter pages, they will provide information 

about the Butterfly Ball and Caterpillar Crawl. On Facebook they will create 



specific event pages for each and one for the entire month of October to 

promote Go Purple! month. 

 Also, to increase identification of the Boost name and logo all fonts and 

graphics will be consistent on each outlet.  

4) To speak freely of and engage people with child abuse online in order to 
abolish the taboo surrounding the sensitive topic 
 

 A discussion forum will be created on the website. Boost employees will monitor 

the forum. We want kids and adults to have a place to freely talk about their 

own experience or get advice on how to deal with someone they know that has 

experienced abuse. 

 Putting the Boost logo and name on gaming sites online like World of Warcraft 

and Mini Clip. This is a common place for kids to spend their time. The majority 

of youth are unaware that organizations like Boost exist so it will familiarize 

them will the organization and its initiatives.  

Evaluation 
How we intend to measure the success of our online activity: 
 
1)    Facebook 
a.      Measured by the amount of “likes” Boost has on its organization page 
b.  Measured by the amount of people who change their profile pictures to butterflys 

on Oct. 19 to promote child abuse.  
 
An organization page will be created for Boost. The best way to measure the success of 

the Facebook page is by the amount of people who “likes” the site. It is also important to 

analyze who is “liking” the site. K.D Paine suggests that it is important to target the right 

people on-line. We intend on keeping in accordance with this theory. We will do this by 

targeting figures such as politicians and people prominent within the social media 

network. We will also measure the success by how many people change their profile 

pictures to a butterfly on Oct. 19 to promote awareness of child abuse. This is important 

because it shows that people are not only aware of Boost, but engaging with promoting 

their cause. 

 
 
 
 
 
 
 
 



2)    Twitter 
a. Measured by Boost's Klout score. If we achieve over 20 we will know Boost is    

being productive on twitter. 
b.      Measured by the amount of followers, mentions and retweets. 
 
The Klout score will be able to show Boost how productive its Twitter page is online. 

Followers, mentions and retweets are also important to be measured because it portrays 

how many Twitter users are engaging with the cause. 

3)    Blog 
a.     Measured by comments 
 
Comments will allow us to measure how effective the “Boost Butterfly Blog” is online. 

The amount of comments will tell us how many people are not only reading, but 

engaging with Boost's Butterfly Blog. It will also allow us to measure if the right people 

are reading our blog. The quality of the comments will also be important. We hope to see 

effective engagement from people who have an interest in child abuse prevention, or 

learning about child abuse. 

4)    Website 
a.     Measured by Google Analytics 
 
Google Analytics is an application online that will allow us to measure how many hits the 

Boost website gets per day. It has mobile tracking, average time spent on the site and 

compares it to its activity history. You have to download this application and it is free. 

5)    YouTube Channel 
a.     Measured by the amount of views 
b.     Measured by comments. 
 
The amount of views as well as comment on Boost's YouTube channel can help us 

measure how many people are viewing and are affected the online videos. For our 

YouTube channel, the quality of the comments is also important. In this way we can 

perceive who is engaging with our project and how they are doing so. We can also 

connect these viewers to our twitter or website in order for them to contact us directly.  

 

 


