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April 12, 2012

Dear Prevent Blindness Oklahoma,

 Thank you for the opportunity to work with you on this campaign. It has been an exciting experience, and we 
have been thrilled to have you as a client. We are very impressed with the work that your organization does, and we 
thank you for the opportunity to allow us to work on implementing new strategies for PBO. 

 For this campaign, we have prepared a plan that will increase awareness of PBO and its branding statewide.  
Our communication plan is designed to increase the level of knowledge and raise awareness among donors, 
parents, school administrators and students. We have created new avenues to raise money and increase social media 
connection using Facebook, Twitter and YouTube.   

 With the help of our campaign, we feel that PBO will gain more donors and increase awareness statewide. Feel 
free to contact us if you have any questions. Once again, thank you for giving us this opportunity to work with you to 
create this campaign. 

Sincerely,
Prestige Worldwide

______________________________   ______________________________
Lacy Lawmaster, Account Executive    Brittney Witt, Director of Strategy

______________________________   ______________________________
Ellen Thompson, Creative Director    Lezlie Zucker, Editorial Director

______________________________
Keonte Carter, Research Director
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 In order to implement an effective communications plan, secondary research was gathered from 
Prevent Blindness Oklahoma’s (PBO) website, news articles, PBO’s social media sites and The Children’s Vision 
Information Network. Primary research was conducted with several Oklahoma based corporations. A survey 
was created on QuestionPro.com and the link was emailed to chief financial officers and public relations 
coordinators.

 After obtaining the information, an analysis was formed. Three objectives were developed to target an 
array of audiences. The objectives include: 1) To increase participation and awareness of PBO on social media 
platforms to 50 percent by August 2013. This will be accomplished by adequately informing new potential 
donors about each of the services provided by PBO in their local communities, through quarterly emails, social 
media updates and developing a mutually beneficial relationship with current donors. This will be done by 
creating exclusive social events. 2) To involve students more readily in PBO’s school screenings to 60 percent 
by August 2013. Creating events and engaging students in creative communication, while offering incentive 
programs to create awareness, will accomplish this objective. 3) To raise awareness to 45 percent among internal 
and external factors, which include students’ families and school administrators. The services offered by PBO 
will have a positive impact on their school and children by the end of the 2012-2013 school year. This will be 
accomplished by engaging school nurses in a two-way symmetrical communication before vision screenings take 
place, and communicating to parents through various platforms. 

 To accomplish these specified objectives many tactics are recommended to reach different target markets. 
To communicate with target markets PBO can frequently update the organization’s social media and website. 
This should occur on a constant basis. PBO staff and interns should update the sites. Research results show an 
absence of awareness for PBO among members of the community.

 The awareness efforts have been strategically planned to achieve maximum exposure for a minimum 
cost.  These tactics include incentive programs for donors, students, families and administration. The donors’ 
incentives will include an awards banquet, as well as previously sponsored PBO events. Students’ incentives 
include drawing, door decorating contests and PBO’s new mascot (Hootie.) Family and administrative incentives 
include awareness and informational emails and fliers. We will be able to coordinate these incentives program 
with a budget of $11,976. 

 More information regarding the incentives and objectives can be found in the appendix.  We hope you 
view our incentive programs with as much enthusiasm as we do.  With this campaign we hope to mold PBO into 
one of the most successful and influential non-profit organizations in the state of Oklahoma.
 

Executive Summary
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Problem Statement 

 PBO is a nonprofit organization dedicated to fighting blindness and saving sight. PBO provides services 
in all 77 counties of Oklahoma.   Although PBO has provided over 260,000 children with vision screening tests, 
the organization is not well known. More than 80 percent of surveyed businesses are not aware of PBO. By 
applying public relations strategies and tactics, PBO has the opportunity to establish efficient and productive 
approaches in order to gain new donors and create awareness within the state.   

Goal & Objective

 The goal of Prestige Worldwide is to gain awareness for PBO and discover the characteristics that 
companies look for when selecting nonprofits to sponsor. Information for this campaign was attained through 
secondary and primary research. A survey that was sent out to local businesses which included questions about 
vision screening tests and the factors organizations consider when deciding what nonprofits to sponsor.  At the 
end of the survey, a short description of PBO and its mission was given.  The target audience for this survey was 
potential donors.  Results of this survey presented what businesses look for when donating to nonprofits. This 
information was used to gain insight of donors and their donating decisions.

 The objective is to increase the awareness of PBO so that the organization can gain more funding to 
successfully carry out its mission.   

Strategy / Creative Brief

 The strategy of this campaign is to involve donors in PBO’s current activities and give them full disclosure 
into what the organization is accomplishing.  The donors will be given complete transparency of the organization 
and will be involved in special events. This will, in turn, create more awareness and funding for PBO.

Problem Statement
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News Media

 PBO receives limited news coverage.  Limited news coverage can occur when communication between 
organizations and the media are lacking mutually beneficial relationships. PBO is featured in several articles, but 
they typically are features stories on its events and not the organization’s services. The majority of PBO’s media 
coverage showcases its events. “Sip for Sight” was featured in several Tulsa World articles from 2007 to 2011 
(Tulsa World, 2010).

 However, one story that did make the press was about a third grader named Matthew. He failed his PBO 
vision screening twice. His mother took him to an optometrist both times. At each of these visits, the doctor told 
her he did not need glasses. The third time PBO referred him to a doctor he was in sixth grade and his mother 
decided to take him to a different eye doctor. The doctor diagnosed cancer in one eye. St. Jude then diagnosed 
Coat’s Disease. Luckily, they were able to save the eye. This kind of story is something that PBO could use to its 
advantage (Miami OK, 2011).

 Due to PBO’s statewide generosity, the media should be more apt to cover the organization. The more the 
public is aware of PBO, the more donors it could gain.  A consistent flow of press releases should be sent to all 
media agencies throughout the state to ensure press coverage for the organization’s services and events.

Organizational Analysis

5



Programs and Products

 PBO is involved in several fundraising events throughout the year. The following programs are hosted by 
PBO, and typically held in Oklahoma City (OKC) and Tulsa metro areas:
	 •	Swing	for	Sight
	 •	Taste	for	Sight
	 •	Sip	for	Sight
	 •	The	Eye	Ball
	 •	Okmulgee	Charity	Trail	Ride
	 •	Flight	for	Sight

	 “Swing	for	Sight”	currently	takes	place	on	separate	dates	in	both	OKC	and	Tulsa.	Participants	are	asked	to	
donate in order to be placed on a team. The event is an 18-hole scramble, with longest drive, closest to the hole 
and putting contests. The OKC event is held at the Oak Tree National Country Club, while the Tulsa event takes 
place at Cherokee Hills Golf Club.

	 	“Taste	for	Sight”	and	“Sip	for	Sight”	are	food	and	wine	tasting	events.	“Taste	for	Sight”	is	held	in	OKC	
and	“Sip	for	Sight”	is	held	in	Tulsa.	The	events	are	sponsored	by	local	restaurants.	Guests	enjoy	trying	a	great	
variety	of	local	wines,	beers	and	food.	Festivities	also	include	a	silent	auction	and	dancing.

	 	“The	Eye	Ball”	is	hosted	by	the	Oklahoma	Academy	of	Ophthalmology.	It	is	a	black	tie,	formal	ball.	
Several	levels	of	sponsorships	ranging	from	$150-$5,000	are	available	for	this	event.	

	 The	Okmulgee	Charity	Trail	Ride	takes	place	in	September	and	attracts	families	from	across	Oklahoma.	
Since	2008,	PBO	has	been	chosen	as	the	beneficiary	charity	for	this	event.

Organizational Analysis
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Client Needs

 According to StarPupils.org, one in four school age children has a vision problem. These vision problems 
can cause permanent sight loss if left untreated. The most common eye problems seen in children are (StarPupils.
org, 2010):
	 •	Myopia	(nearsightedness)
	 •	Strabismus	(crossed	eyes)
	 •	Amblyopia	(lazy	eye)

 Without donors and sponsorships, those that need the most help will continue to go untreated due to 
lack of funding.

Current Communication

 PBO’s current communication strategy has many great opportunities for improvement. Because the 
organization	is	a	nonprofit,	funds	are	limited.	Even	though	PBO	has	attempted	to	use	social	media	platforms	
to	reach	the	community,	the	organization	is	not	utilizing	these	channels	to	the	best	of	its	ability.	The	last	
Facebook status update by PBO was posted on Nov. 29, 2011. Social media is a great way to connect PBO with its 
audiences,	and	to	connect	the	gap	between	the	organization	and	its	publics.

 Insuring the communication channel between PBO and its donors is extremely important. Currently, 
thank	you	notes	and	emails	are	sent	to	donors.	These	donors	are	essential	to	the	organization,	and	if	they	are	
unaware	of	how	their	money	is	being	utilized	they	will	be	less	likely	to	continue	donating	in	the	future.

Public Perception

 PBO is known in every school district in Oklahoma. However, outside of school
administrators,	very	little	is	known	about	the	organization.	PBO’s	goodwill	and	mission	to	preserve	sight	and	
prevent	blindness	allows	the	public	to	positively	perceive	the	organization.

Organizational Analysis
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Government Regulations

 To increase the success of Prevent Blindness Oklahoma (PBO,) the organization must first increase 
awareness among its publics. Although there are many federal regulations that control the amount of 
information that can be released to the general public, PBO should work closely with those in the community to 
increase their knowledge and perception of the organization.

 Currently, many government and federal regulations restrict elements of information that can be released 
to the general public.  Information regarding students’ health and welfare are included in these restricted 
regulations. The Health Insurance Portability and Accountability Act, otherwise known as HIPPA, is an in-direct 
competitor of PBO.

 According to the U.S. Department of Health’s website regarding HIPAA, the Office for Civil Rights 
enforces the HIPAA Security Rule, which sets national standards for the security of electronically protected 
health information. The protected information includes demographic data that relates to:
	 •The	individual’s	past,	present	or	future	physical	or	mental	health	or	condition,
	 •The	provision	of	health	care	to	the	individual,	or
	 •The	past,	present,	or	future	payment	for	the	provision	of	health	care	to	the
 individual (U.S. Department of Health, 2003).
 
 Because of this legality, PBO is restricted on the amount and types of information that are discharged 
to the community and donors. PBO has the responsibility to stay up-to-date on the rules and regulations that 
directly affect the consumers. It is extremely important for the organization to acknowledge and abide by the 
government’s policies, because just one mistake could tarnish the organization’s reputation for years. HIPPA 
allows for the government to take part in PBO’s offered services.

 Oklahoma statute 70-1210.284 requires the parent or guardian of each student enrolled in kindergarten 
in public school to prevent a certification to school personnel that the student passed a vision screening during 
the previous 12 months. Parents of students enrolled in first and third grade must present a certification 
to school personnel within 30 days of the beginning of the school year confirming that the student passed 
a vision screening during the previous 12 months. Students who do not pass a vision exam will receive a 
recommendation for a comprehensive eye examination. The ophthalmologists or optometrist shall forward a 
written report of the comprehensive eye exam to the school, parent or guardian and health care provider (State 
school healthy policy database, 2010).

Environmental Analysis
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Government Regulations Continued 

 Oklahoma Advisory Committee for Children consists of five members, who are appointed by the 
commissioner of Health of the Oklahoma State Department. The Advisory Committee is responsible for 
certifying applicants that are seeking to become a vision-screening provider. In Oklahoma, there are three 
different certifications that can be obtained. To become an approved provider the applicant must demonstrate 
training curriculum including:
 1. Common eye problems
 2. The screening process
 3. Required screening tools
 4. Screening special populations
 5. Basic anatomy and physiology of the eye

 To become an approved trainer of providers the applicant must demonstrate training
curriculum including:
 1. Common eye problems
 2. The screening process
 3. Required screening tools
 4. Screening special populations
 5. Basic anatomy and physiology of the eye
 6. Techniques for effective training of vision screening providers

 To become an approved trainer of trainers the applicant must demonstrate training
curriculum including:
 1. Common eye problems
 2. The screening process
 3. Required screening tools
 4. Screening special populations
 5. Basic anatomy and physiology of the eye.
 6. Techniques for effective training of vision screening providers
 7. Techniques for effective training for trainers of vision screening trainers

 This type of application and training process can be a deterrent for volunteers. This type of time 
constraint can hurt PBO when it comes to gaining screening volunteers.

Environmental Analysis
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Economic Conditions

 Prevent Blindness Oklahoma’s current environment has several factors that can affect how they are able 
to operate. PBO is one of many nonprofit organizations in Oklahoma that is consistently in competition for 
donors. PBO received $48,470 from private and public donors in 2011.

 The $48,470 was given during an economic recession. This plays a huge role for PBO financially. Due to 
potential local donors’ limited awareness, PBO does not currently gain the much needed attention they deserve. 
PBO suffers socially due to the unawareness of the organization’s services.
 
 “The ‘low’ number of unemployed is higher than we think. Nine percent of the population 14 million 
Americans want to work, but can’t find a job” (Ensinger, 2011).
 
 The economy ultimately impacts what PBO can do for children in the state of Oklahoma. Federal grants 
and donations have lessened over the past several years. This has become a large factor in allowing PBO to raise 
awareness for their organization on a state based level.

 The client base for PBO includes underprivileged youth and low income based families. PBO also 
provides services to private schools in Oklahoma. This clientele will create a contrasting spectrum for the 
organization. These families range from middle to high-class families who are seeking better educations for their 
children. With such a wide range in societal differences, it becomes even more challenging for PBO to meet the 
fundamental goal of becoming a well-known and recognizable non-profit organization in Oklahoma.

 Oklahoma’s rich native culture and improving economic conditions are positive societal trends that 
benefit the organization and aid in its growth.

Environmental Analysis
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Technology

 Advances in technology have allowed Prevent Blindness Oklahoma to test younger children more 
efficiently. The screeners use the Visual Acuity Test, which is a generic vision chart. The child is asked to cover 
one eye while reading a line of letters. If they are too young, they are asked to read arrows (NY Times, 2009).

 This chart is referred to as a Spellen Eye Chart. The chart is made up of letters, number or symbols with 
the largest size font on top and smallest size font on bottom. Normal vision is considered to be 20/20. The chart 
is placed 20 feet away from the individual being screened (Vision RX, 2005).

 Ocular Motility Assessments include holding a pencil and having a child follow it with their eyes. This 
test is very simple and can be used on infants (AAPOS, 2010). These infant tests have made it possible for 
doctors to catch a child’s vision problem and get it fixed before they begin school (Pediatrics, 2012).

 Color Vision Deficiency is the inability or decreased ability to see color. Up to 8 percent of males and 0.5 
percent of females develop color blindness, according to the American Optometric Association (Live Strong, 
2011). 

 Color blindness is typically genetic and can be detected by an Ishihara Plates Test. The test consists of 
different colored dots with a number of a different color hidden inside. A common test is used for younger 
children but shapes are hidden instead of numbers.

Environmental Analysis

An ophthalmoscope
Spellen Eye Chart Lshihara Plates Test
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Direct Competitors

 Other nonprofit organizations in Oklahoma set similar goals of gaining local and national donors. Most 
nonprofits compete for the same major donors, when it comes to funding their organization. This parallel goal 
leaves donors with a choice of who will receive funding or become a partner. If PBO can concentrate on building 
a mutually beneficial relationship with its donors, then ultimately more donors will be willing to choose PBO’s 
cause over its direct competitors.

March of Dimes (Oklahoma City, Okla.)
A nonprofit nationally based organization that helps to improve the 
health of mothers and their babies. Their mission is to improve the 
health of babies by preventing birth defects, premature birth and infant 
mortality. The March of Dimes was founded in 1983 and was established 
by Franklin D. Roosevelt to fight polio (March of Dimes, 2012).

Strengths: The organization has a national association and was founded by a popular former president. The 
organization has five divisional locations across the state, allowing them to reach a wider audience and allowing 
their volunteer base to remain sizeable.
Weakness: The March of Dimes focuses clearly on improving the health of babies, which limits target audiences.
Image: The March of Dimes prides itself on carrying out their mission through research,
community services, education and advocacy to save the lives of babies.

Big Brothers and Big Sisters (Tulsa, Okla.)
A nonprofit nationally based organization that helps children 
reach their potential through professional supported one-to-one 
relationships. BBBS has provided their mentoring work for more 
than 100 years (Big Brothers Big Sisters, 2012).

Strengths: The organization has offered services for a long span of time. BBBS reaches a wide variety of target 
markets including children (Littles) between the ages of 6 through
18. The target market also reaches the adult volunteers (Bigs) and the families on both sides affected by the 
program.
Weaknesses: BBBS’s limited enrollment of male mentors makes it difficult for the organization to generate 
enough mentors for the children entering the program.
Image: BBBS is a goodwill organization that helps mold children’s lives.

Environmental Analysis
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Direct Competitors Continued

Feed the Children (Oklahoma City, Okla.)
A nonprofit organization that provides hope and resources to 
those without life’s essentials. It has strong Christian values, and is 
devoted to its mission so that no child or family goes to bed hungry. 
Founded in 1979, Feed The Children is consistently ranked as one 
of the largest international charities in the U.S., based on private 
support (Feed The Children, 2012).

Strengths: Feed The Children delivers food, medicine, clothing and other necessities to individuals, children and 
families who lack these essentials due to famine, war, poverty or natural disasters. In 2010, Feed The Children 
distributed more than 133 million pounds of food and other essentials to children and their families in all 50 
states and internationally (Feed The Children, 2012).
Weaknesses: The organization has headquarters in Oklahoma City, but has several regional distribution centers 
across America. With six distribution centers spread throughout the United States, it can sometimes be difficult 
to correspond with one another.
Image: Feed The Children has a very positive Christian image, focusing on transparency.

 The main mission of PBO is to preserve sight and prevent blindness. The organization is the only 
nonprofit in the state of Oklahoma that focuses on eye health and safety. PBO accomplished five amazing things 
during the 2009-2010 school year (PBO):

	 •	Provided	260,939	children’s	vision	screenings
	 •	Referred	26,180	children	to	an	eye-care	professional
	 •	Provided	services	in	over	1,100	locations
	 •	Provided	free	doctor	exams	and	glasses	for	over	200	children
	 •	Identified	over	200	children	with	Amblyopia

Environmental Analysis
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Consumers/Target Market

 Although the children are the primary focus of PBO, to say they are the main consumer would be 
incorrect. Everyone is affected by just one child’s inability to see properly. Every aspect of a child’s life, both 
emotional and physical, can be affected because of difficulties with vision. Many children who fall behind do 
so because of vision and sight problems. The inability to see properly can hurt relationships with others, and 
sometimes many parents and teachers are not even aware that the reason for their child’s bad behavior is caused 
by poor eyesight.

 Statistically, 20 percent of school-aged children fight to keep from seeing what most consider normal. 
In fact, many of these children are often suspected of having learning disabilities, dyslexia, or attention deficits 
when the real culprit is their vision (Children’s Vision, 2012).
 
  PBO helps to stop these alarming statistics by providing services in over 1,100 locations throughout 
Oklahoma. The most influential decision makers associated with PBO are the donors. Without the generous 
contributions from the members of our communities, PBO would not be able to aid the children by offering free 
eye exams and referrals to doctors for further care.

 The Oklahoma Masonic Charity Foundation is PBO’s main partner and source of income. Since the 
partnership began in 1986, the Masonic Foundation has contributed over 2.6 million dollars so PBO can 
continue to provide services across Oklahoma (Prevent Blindness OK, 2008).

 A target market can include many different types of people and orientations. We want to focus on the 
one that seems the most beneficial to PBO, and that is the donors. Although the donors have a great influence on 
PBO, several other publics benefit the functionality of the organization.

 

Environmental Analysis
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Consumers/Target Market Continued

 The latent publics that are associated with PBO are the parents and teachers of the students with sight 
problems. These publics are affected by the organization, they are just not aware of it. Latent publics need to 
become aware of the organization. The benefit that can be offered to the latent public can be found by teaching 
each member how he/she is directly affected by the organization.

 The apathetic public is possible donors that are aware of the organization; they just simply do not have 
any interest. It could also be a parent who is aware of the vision problem of their child, and just does not have any 
desire in correcting it. A teacher could also be considered an apathetic public. Perhaps the teacher notices a child 
having difficulty reading the blackboard but does nothing to about it. Apathetic publics simply do not care about 
the organization. In order for the apathetic to care we must make them involved and interested in PBO. If we 
make them feel like the efforts of PBO directly affect them and society as a whole, they might be more persuaded 
to donate or volunteer their time. Because the apathetic public knows but does not care about the organization, it 
will be hard to change their negative attitudes and opinions concerning PBO. However, they could benefit from 
messages that indicate the necessity of vision checks and preventative care for children.

Environmental Analysis
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Opportunities

	 •	Legislation	that	all	elementary	school	children	must	be	screened	for	vision	problems
	 •	Partnerships	with	large	companies	can	increase	donations
	 •	Social	Media	(e.g.	Twitter	and	Facebook)	raise	awareness
	 •	Internships	can	provide	an	outsiders	view	using	no	funds
	 •	Automatic	donation	renewal	allows	continuous	funds
	 •	A	spokesperson	can	provide	a	face

                                                         

Threats

	 •	Health	Insurance	Portability	and	Accountability	Act	limits	students’	information	shared	
	 •	Bargain	Thrift	Store	uses	PBO’s	name	and	donors	aren’t	aware	they	aren’t	giving	to	them
	 •	Bargain	Thrift	Store	contributes	a	small	amount	of	its	proceeds	
	 •	Opposed	school	districts	make	it	difficult	to	screen	all	children
	 •	Other	non	profits	take	away	funds	
	 •	Sooner	Care	Insurance	is	funded	by	the	government	and	offers	free	eye	exams
	 •	Screenings	are	expensive	to	conduct
	 •	Unwilling	to	change	can	lead	to	outdated	ways	of	doing	businesses

 

External SWOT Analysis
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Strengths

	 •	Offers	vision	screenings	and	provides	financial	help	and	continued	doctor	visits	
	 •	Services	all	77	counties	in	Oklahoma
	 •	Successful	fundraisers	and	events
	 •	Affiliated	with	a	national	organization-	Prevent	Blindness	America
	 •	No	direct	competition	for	service	provided
	 •	Affects	every	person	in	Oklahoma
	 •	Partnership	with	Oklahoma	Masonic	Charity	Foundation

Weaknesses

	 •	Lacks	awareness	with	all	publics
	 •	Not	avidly	seeking	donors	or	sponsorships
	 •	Insufficient	funds
	 •	Fear	of	changing	and	trying	new	things
	 •	Not	engaging	in	social	media
	 •	Not	enough	local	news	and	press	releases
	 •	Gap	between	children	and	donors/sponsors
	 •	Void	of	communication	with	those	inside	and	outside	the	organization
	 •	Insufficient	staff
	 •	Responsibilities	are	not	equally	divided
	 •	Relies	heavily	on	volunteers
	 •	Low	demand	for	services
	 •	Unaware	of	internal	crisis

Internal SWOT Analysis
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Primary Research

Objective
 The goal of this research was to identify donor corporations and their plans involving nonprofit 
donations. Gaining a better understanding of potential donors and their awareness of Prevent Blindness 
Oklahoma is essential in determining the distinct issues that need to be addressed. Understanding why 
companies donate, and whom they donate to, is an important part of gaining new potential donors.

Methodology
 Online surveys were disseminated using the website Question Pro. To conduct this research, a blind 
calling technique was used. One-on-one interviews were also conducted over the phone with chief financial 
officers and community relations coordinators. These positions are the most knowledgeable about the 
organizations willingness and ability to donate. Personal emails were also sent out. Each one included a link to 
the online survey. The email contained a short summary of the research.

Sample
 Currently, 40 different Oklahoma based companies don’t donate to PBO.  Many of these organizations 
were contacted and interviewed. They ranged from Fortune 500 companies, to locally established businesses. Out 
of the 40 contacted, only 23 have completed the survey with a two percent dropout rate. The companies include:

	 •	Quick	Trip	Corp.
	 •	Public	Service	Co.	of	Oklahoma
	 •	Hiland	Dairy
	 •	River	Spirit	Casino
	 •	Hays	Companies
	 •	IMA
	 •	Mize	&	Co.	Inc.
	 •	The	Law	Company	Inc.
	 •	Koch	Industries

	 Due	to	some	companies	not	providing	the	name	of	the	organization	they	were	representing,	this	does	not		
include all of the businesses contacted. The representatives range in age from late 20’s to mid 60’s.

Research Findings
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Primary Research

Key Findings
 Although there were a variety of responses when asked about what types of nonprofits they donated 
to, most companies either donated to specific organizations or did not donate at all. A majority of the local 
companies that were contacted have been giving to the same organizations for many years. Only 10 percent of 
interviewed participants were aware of PBO and the services they offer. 

Secondary Research

 Through other groups’ primary research, the key findings include that locally based optometrist offices 
are unaware of the services PBO offers. Many doctors said they would be willing to donate if they had more 
information about PBO. Optometrist offices seemed willing to offer reduced pricing to low income families, but 
many do not receive referrals from PBO.  
 
 Although school nurses are not a target of our campaign, they are a beneficial part of our overall goal.  
Several nurses are supportive of PBO and have positive experiences with the screenings. Research found that 
many nurses and teachers are unaware of the law that states all students must be screened for vision problems. 
Informing them and providing everyone with more information regarding PBO is beneficial in creating 
awareness for the organization.    

Complete Research Findings

 The survey that was completed by the contacted organizations was assembled using Question Pro. By 
using this website, it was easy to compile the results into simple, reader friendly conclusions. The following pages 
are the exact questions and in-depth responses taken directly from Question Pro.

Research Findings
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Goal: 
To gain funding and increase awareness for PBO among current and potential donors, school administrators, 
parents and students.

Objective 1: 
To increase participation and awareness of PBO on social media platforms to 50 percent by Aug. 2013.

Strategy 1: 
Adequately informing new potential donors about each of the services provided by PBO in their local 
communities, through quarterly emails and social media updates.

Tactic 1: 
Hire a strategic communications intern to help PBO communicate with the potential donor market.  The intern 
will also be in charge of social media sites and company website updates on a daily basis.  This internship will be 
unpaid, but the student will receive academic credit [See Appendix A].
  
Time Frame: Aug. 13, 2012-May 13, 2012

Budget: $0.00

Special Requirements: Intern must be efficient in AP style writing, and a local college student. The student must 
have completed 60 credit hours to be eligible for the position.

Supervisor: Heather Porlier

Evaluation: The success of this tactic will be measured by the new quality of followers gained during the 
internship.  The number of likes and retweets will also be used as an evaluation tool.  The number of new 
potential donors who become active on PBO’s social media sites will also be measured. Website views will also be 
a great way to judge how many people are interacting with PBO online. 

Communications Plan
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Tactic 2: 
Directly involve the community online by using a Twitter account. Every day of the week will have a purpose. 
Media Look Monday involves creating a schedule of events to inform the media and encourage their attendance.  
Trivia Tuesday is a friendly PBO/vision trivia among followers.  The question will be given at 9 am and the 
winner will be announced via social media at 4 pm the same day.  A small prize, donated by a local business, can 
be earned. Who Spotted Hootie Wednesday requires that, during the week, followers take pictures of Hootie as 
they see him in schools and at events. They will upload these pictures to Twitter and winners will be chosen on 
Wednesdays.  Thankful Thursday will include a short story about a local donor and the contributions made to 
PBO. The work week is ended by giving a random, yet important, fact about eyesight or PBO. This will be called 
Factual Friday.  The intern will be in charge of updating these social media sites daily [See Appendix B]. 
    
Time Frame: Ongoing; starting Sept. 1, 2012.

Budget: $0.00

Special Requirements: This tactic will require the intern to efficiently and successfully update the various social 
media sights every day. The community must become involved by ‘liking’ or ‘following’ PBO. 

Supervisor: Heather Porlier

Evaluation: The success of this tactic will be based on the amount of feedback and reweets PBO’s Facebook and 
Twitter accounts receive.  The amount of sharing, commenting, retweets and photo uploads are the determining 
factor if this tactic works. 
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Tactic 3: 
Develop a YouTube page dedicated towards gaining awareness and catching potential donor’s interest.  These 
videos will be presented during potential donor presentations. It will include testimonial videos from students 
and families that have benefited from PBO’s services.  Current donors will also be included in the videos.  
Awareness videos of what PBO is doing locally and nationally will also be added, along with monthly office 
updates (Skype videos.)  The video will be cross-posted on PBO’s website and social media sites and also linked 
on emails sent to donors [See Appendix C].
 
Time Frame: Ongoing; starting Aug. 13, 2012; Video update at the end of every month stating what PBO has 
accomplished that month.

Budget: $0.00

Special Requirements: Being aware of the current events of the organization will be a must. The video designers 
must have a basic knowledge of video production and design.

Supervisor: Heather Porlier

Evaluation: The success of this tactic will be measured by the number of potential donors gained, and the views 
of each YouTube video.   

Communications Plan

22



 
Tactic 4:
 Design a scavenger hunt that will involve the community by using a Facebook account.  This scavenger hunt 
will be ongoing, and allow the donors to become involved in a friendly competition with the other donors 
participating. Fun treks will be created for special events and the winner will receive a shout-out on PBO’s 
Facebook page. Example hunts could range from requesting that the donor take a picture of a fun pair of 
eyeglasses, to asking what the donor’s favorite part of the event is that they are attending. This tactic is a way for 
donors to interact with one another and have some fun [See Appendix A]. 
 
Time Frame: Ongoing, beginning Sept. 1, 2012
 
Budget:$0.00

Special Requirements: Donors must actively participate for this to work.  

Supervisor: Heather Porlier

Evaluation: This tactic will be evaluated based upon the amount of donors who participate in the scavenger hunt 
and the feedback received.
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Strategy 2: 
Develop a mutually beneficial relationship with current donors by creating exclusive social events.
 
Tactic 1: 
Develop an awards banquet at the end of each year for donors. This event will offer awards and certificates, such 
as outstanding donor of the year.  Each donor will receive two tickets to the event. The banquet will be held at the 
Cowboy Hall of Fame. Local restaurants, such as Aunt Pitty Pat’s, will be called and asked to donate food for the 
event [See Appendix D]. 

Time Frame: April 13, 2013

Budget: $216

Special Requirements: The main requirement for PBO during this event will be to provide food. 

Supervisor: Mautra Jones

Evaluation: This tactic will be measured by the number of donors who attend the event.
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Tactic 2: 
Develop a pay-to-work campaign.  This plan will include asking people and companies to make donations in 
return for a position as part of a volunteer day.  Find a group of current donors who are willing to pay a reverse 
salary.  A minimum of $75 per volunteer is needed in order to be “Hootie’s Helper.”   If donors are wiling to 
donate over $200 they will be the “Sight Saver of the Day.”  Volunteers will be provided with t-shirts to wear 
during the day of the screening. Emails will be sent out to current donors inviting them to the event [See 
Appendix E]. 

Time Frame: Beginning Aug. 2012, during each school visit.  This campaign will take place all year long.

Budget: $0.00

Special requirements: Finding willing t-shirt printing companies to sponsor the event.

Supervisor: Cheryl Hightower

Evaluation: The success of this tactic will be measured by the increase of donations and the amount of time 
volunteered by donors.
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Tactic 3: 
Develop a charity poker event titled “Spades for Sight.” All current donors will be invited, and the event will be 
held at River Spirit Casino in Tulsa.  This event will offer donors a chance to meet other donors, and will also 
give incentives to draw a larger crowd.  Participants will be required to pay $400 entry fees to represent their 
organizations during the tournament. Donors can also have pledges requiring a minimum of $250 for the entry 
into the poker tournament.  The winners of the tournament will receive 20 percent of the profit gained during 
the fundraiser. Emails will be sent out to current donors inviting them to the event [See Appendix F].  

Time Frame: Oct. 20, 2012

Budget: $0.00 

Special Requirements: A casino must donate poker rooms to be used during the fundraiser.  

Supervisor: Mautra Jones

Evaluation: The success of this tactic will be measured by the amount of funds raised during this event, and how 
many players participated in this event.

Tactic 4: 
Create a fun participation possibility by engaging donors and students’ families in a “Hootie Hoot” Halloween 
costume contest.  The contest will involve participants creating their best Hootie look-alike Halloween costumes.  
Those who want to compete in the contest will upload a picture of themselves to PBO’s Facebook page.  The 
entries will be judged on November 3rd, and the winner will receive a special shout-out via Facebook. 

Time Frame: Oct. 26, 2012-Nov. 2, 2012

Budget: $0.00

Special Requirements: Participants must be willing to design and dress up as Hootie.  Each person must also 
be willing to take a picture and upload it on Facebook.  People must also be ‘like’ PBO on Facebook in order to 
upload their pictures. 

Evaluation: This tactic will be evaluated by the amount of entries received. The feedback from the participants of 
the contest will also determine its success. 
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Tactic 5: 
Expand the current “Eye Ball” to involve Oklahoma optometrists, as well as current donors.  Letters will be sent 
to approximately 43 doctors’ offices.  Each doctor will receive two tickets when they donate $200 to PBO.  This 
$200 will help cover the finances of printing the letters and tickets, supplying postage, and implementation of 
the program booklet. This event will be a black-tie affair, and will still take place at the Oklahoma City Golf 
& Country Club.  Corporate sponsors will be found to donate food, decorations and door prizes. They will be 
sent a letter of request, and their company name and logo will be on the event’s program. 100 small “Eye Ball” 
program booklets will be given to each couple at the ball.  It will include: information about PBO, ways to 
volunteer, how many children can be helped with a certain dollar amount donation, and at least one story of a 
child whose vision was saved because of vision screenings.  “The Eye Ball” will be a night full of music, food and 
great company [See Appendix G]. 

Time Frame: Invitation will be sent out to doctors’ offices by Sept. 1, 2012.  The ball will take place in Nov. 10, 
2012.

Budget: $270

Special Requirements: In order for this event to be a success there must be companies willing to donate to “The 
Eye Ball.”  Eye doctors and donors must also be willing to participate and donate to receive tickets. 
Supervisor: Mautra Jones

Evaluation: This tactic will be measured by the amount of doctors and donors who reserve their tickets and 
participate in the nights events.  The success will also be judged by the number of local companies that donate to 
the event.
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Tactic 6: 
Alternate “Swing for Sight” locations between OKC and Tulsa.  This change will open time slots and funding 
for more yearly events to occur.  When the two events are alternated, the supporters will come together in one 
location for a greater bonding experience.  Instead of separating Oklahoma, this one event will bring people 
together based on their passions. Light refreshments and a morning brunch will be held at the course, donated 
by the Cherokee Hills Golf Club. The current prices will remain the same: Four Man Scramble is $500 per team 
and $125 per individual.  The Tulsa location will still be at the Cherokee Hills Golf Club, and the Oklahoma City 
location will remain at Oak Tree National.  Hard Rock Hotel & Casino-Tulsa will continue to be the sponsor of 
the event.  Emails will be sent out to current donors with an official invite to the scramble [Appendix H]. 

Time Frame: Aug. 26, 2012

Budget: PBO discretion

Special Requirements: PBO must be willing to merge the two events into one spectacular one.  Depending on the 
location, donors might have to drive further for the event.  

Supervisor: Cheryl Hightower

Evaluation: Success for this tactic will be measured by how many donors and golfers attend the event.
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Tactic 7: 
Alternate the OKC “Taste for Sight” and the Tulsa “Sip for Sight.”  Each event will continue to take place in the 
same location and will still have the same title.  It will consist of the same sponsors and participating restaurants 
from the OKC and Tulsa areas.  The sponsors from the other city’s event will be given the chance to still 
participate in the other event if they choose.  The event will be business casual. Alternating these two events will 
allow for more opportunities for more successful fundraising events of a different nature.  Emails will be sent out 
to current donors and participants inviting them to the event [See Appendix I]. 

Time Frame: Sept. 15, 2012

Budget: PBO discretion

Special Requirements: PBO must be willing to alternate cities.  Donors from each city will have to drive further.  

Supervisor: Melanie Gamble

Evaluation: This tactic will be evaluated by the turn out of the event and the amount of sponsorships that are 
received. 
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Tactic 8: 
Partner with the Oklahoma Masonic Charity Foundation to create a holiday eyeglass drive called “Giving Sight 
Back.” It will be organized by the Masons, with PBO being the only benefactor from the drive. This event will 
involve the community and allow PBO to use and strengthen the relationship with the Masons.  Eyeglass drop-
offs will be placed in 12 locations throughout Oklahoma. Any person of any income will be able to participate in 
this event. A Press Release will be emailed to area news papers to notify the public of the event [See Appendix J]. 

Time Frame: Dec. 1-28, 2012

Budget: $0.00

Special Requirements: This drive will require the Oklahoma Masonic Charity Foundation to agree to work and 
actively participate in this event. The success of this event relies greatly on the Mason’s participation and the 
community’s involvement.  News releases will have to be sent out to the major newspapers in every county of 
Oklahoma in order to inform the community of the drive.  If they are not aware of the of the eyeglass drive, the 
event will not be successful. 

Supervisor: Cheryl Hightower

Evaluation: This tactic will be evaluated by the number of eyeglasses that are donated across the state. The 
success can also be evaluated based on the amount of publicity PBO receives for this event. 
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Objective 2:
 To involve students more readily in PBO’s school screenings to 60 percent by Aug. 2013.
 
Strategy 1: 
Creating events and engaging students in creative communication, while offering incentive programs to create 
awareness, will accomplish this objective.   

Tactic 1: 
Create a drawing at each school where 20 students who are screened will be randomly selected to receive a prize.  
At each school, 10 students will be given a silicone bracelet, and 10 will be given a Hootie the Owl temporary 
tattoo. Bracelet will read: “I have good looks” [See Appendix K]. 

Time Frame: Yearly; Aug. 2012-May 2013

Budget: $3,190

Special Requirements: Efficiently ordering bracelets and tattoos is important.  Also, the children must receive a 
screening and submit their names to be eligible for the drawing. 

Supervisor: Cheryl Hightower

Evaluation: This tactic will be evaluated by the reactions of students when chosen to receive a prize.  It can also 
be measured by the students’ enthusiasm and dedication toward wearing their bracelets and tattoos.
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Tactic 2: 
The day of screenings, a door-decorating contest will be held at each school. Designs will consist of the theme 
“How We In -‘Vision’ the Future.” The doors will be judged by PBO volunteers. The top three from each school 
will be sent to PBO’s corporate office. The top door winners will be added to the organizational website and 
social media. The general public will be able to vote for their favorite design. Each of the top 10 classrooms will 
receive a pizza party. Each winning classroom will be given three large pizzas[See Appendix K]. 

Time Frame: Aug. 2012-May 2013; Pizza Parties May 24, 2013

Budget: $300

Special Requirements: Volunteers must be willing to spend extra time to judge the door decorating contest. Also, 
teachers will have to allot time for students to decorate. 

Supervisor: Melanie Gamble

Evaluation: The success of this tactic will be evaluated by participation from the teachers and students. Also, The 
amount of votes that each classroom’s door gets via social media will also be considered. 
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Tactic 3: 
After each student completes his/her eye exam, a fun and interactive Hootie the Owl coloring and activity 
page will be handed out.  This tactic will introduce Hootie the Owl as PBO’s new mascot while introducing the 
importance of receiving vision screening.  The booklet will consist of one page, front and back. The front will 
have Hootie and his story and the back will have an easy word search involving eye-care terms.  The cost will be 
approximately two cents per each black and white copy [See Appendix L]. 

Time Frame: Aug. 2012-May 2013

Budget: $6,000

Special Requirements: Finding an efficient way to provide students with materials.

Supervisor: Melanie Gamble

Evaluation: This tactic will be measured by the children’s excitement and willingness to color their page.
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Objective 3: 
Raise awareness for internal and external factors, which include students’ families and school administrators.  To 
convince 45 percent of these factors that the services offered by PBO will have a positive impact on their school 
and children by the end of the 2012-2013 school year.

Strategy 1: 
The objective will be accomplished by engaging school nurses in a two-way symmetrical communication, before 
vision screenings take place.

Tactic 1: 
To inform school administration of PBO’s services at the first faculty meeting of the year. Many school nurses 
have expressed concern about PBO’s entrance into the schools.  This meeting will be an opportunity for PBO to 
communicate with school administrators during a planned meeting. PBO will show a video presentation at the 
meeting, and after the presentation an open Q&A session will be held.  A post presentation questionnaire will be 
handed out to evaluate the effectiveness of the presentation.  Faculty will complete the survey and turn it in to 
PBO before they leave [See Appendix M]. 
 
Time Frame: Aug. 15, 2012 (First faculty meeting of 2012 & 2013).

Budget: $0.00

Special Requirements: School administrators will have to attend the meeting in order to express their concern 
and see the presentation. 

Supervisor: Melanie Sherl

Evaluation: This tactic will be evaluated by interaction and participation between PBO and school 
administrators.  
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Strategy 2: 
This objective will be accomplished by communicating to parents through various platforms.
  
Tactic 1: 
Send home informational emails about PBO two months prior to their child’s screening.  This email will include 
links to PBO’s various communication platforms. This is designed to increase awareness and inform parents of 
PBO’s mission [See Appendix N].  

Time Frame: Beginning Aug. 20, 2012

Budget: $0.00 

Special Requirements: Parents must have an active email account to receive the information.  Emails must go to 
parents’ inbox, not spam. Every parent must have some form of email. 

Supervisor: Cheryl Hightower

Evaluation: The success of this tactic will be measured by the number of email receipts that we receive, the 
increase of views on the communication platforms and the decreased amount of students opting-out of the 
vision screening.
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Tactic 2: 
Engage more parents and families in the Okmulgee Trail Ride.  Using the school newsletters, emails and marquee 
signs, PBO and the schools will alert the community of the trail ride.  Press releases of the event will be written 
by the intern and sent to regional papers in order to remind families of the charitable event.  Encouraging 
families to attend is an important way to get them involved in PBO [See Appendix O].

Time Frame: Oct. 5, 6, 7, 2012

Budget: $0.00

Special Requirements: Parents must see the press releases. Schools without newsletters will have to rely more on 
word of mouth than ones with newsletters.

Supervisor: Anita Schlaht

Evaluation: The success of this tactic will be measured on the total amount of people, especially families, who 
attend this event. 
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Donor’s Initiative 
      Awards Banquet
Invitations Letters (400 at $0.09) $36
Postage for Invitations (400 at $0.45) $180
      The Eye Ball
Invitation Letters (400 at 0.09) $36
Postage for Invitations (400 at $0.45) $180
Program Booklet (200 at $0.27) $54
 
Student’s Initiative
        Screenings & Drawings
Silicone Bracelets (25,000 at $0.10) $2,500
Temporary Tattoos (10,000 at $0.07) $690
Coloring Pages B&W (60,000 at $0.10) $6,000 
       Door Decorating
Pizza (30 pizzas at $10) $300

Subtotal: $9,976
Contingency Fund: + $2,000 

Total: $11,976
           
Budget Sources:
•	 Award banquet invitations and tickets from http://bestvaluecopy.com/
•	 Silicone	Bracelets	fromhttp://24hourwristbands.com/wristbands/
•	 Temporary	Tattoos	from	http://24hourwristbands.com/tattoos/
•	 Pizza	from	Pizza	Hut	(pizzahut.com)
•	 Coloring	pages	from	http://bestvaluecopy.com/
•	 Take-Home	Fliers	from	http://bestvaluecopy.com/
•	 The Eye Ball invitations and programs from   http://bestvaluecopy.com/

Budget
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Objective 1
Social Media Awareness
Awards Banquet Awareness
Pay-to-work $30,000
     (200 Volunteers pay $150)
Spades for Sight $8,000
     (20 players attend at $400 entry fee)
The Eye Ball $5,926.07
Swing for Sight  $72,118.56
     (Tulsa and OKC)  
Taste and Sip for Sight  $51,477.90
     (Tulsa and OKC)
Giving Back Sight Community Service/Awareness
 
Objective 2
Screenings & Drawings Awareness
Door Decorating Awareness
Activity Page Awareness

Objective 3 
Faculty Meeting  Awareness
Informational Emails  Awareness
Okmulgee Trail Ride $1,100

Total Estimated Profit  $168,622.53
Prestige Worldwide Campaign   -$11,976
           

Total Earnings                  $156,646.53

Estimated Profit
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AUGUST 2012
8.1  Order Bracelets & Temporary Tattoos for Screening Drawing
8.1  Order Coloring & Activity Books
8.1  Send Informational Emails to Schools to be Disseminated to Parents 
8.1  Order “The Eye Ball” Invitations & Tickets
8.13  Launch YouTube Page, Introducing ‘Hootie the Owl’ 
8.13  Hire an Intern for the 2012-2013 School Year 
8.20  School Faculty Meeting
8.21   Send “Swing for Sight” Press Release
8.25  Door Decorating Contests Will Start 
8.25  Volunteer Pay-to-work Campaign Begins
8.25  Bracelet & Temporary Tattoo Drawings Start
8.26  “Swing for Sight” Event Held

SEPTEMBER 2012
9.1  Send Invitations for “The Eye Ball”
9.1  Scavenger Hunt Begins
9.1  Begin Daily Social Media Updates (Continue Every Day)
9.10  Send “Taste for Sight” Press Release
9.15  “Taste for Sight” Event Held
9.28  Update YouTube Channel 

OCTOBER 2012
10.1  Send Okmulgee Trail Ride Press Release 
10.5  Okmulgee Trail Ride
10.6  Okmulgee Trail Ride
10.7  Okmulgee Trail Ride
10.10  Send “Spades for Sight” Press Release
10.20  “Spades for Sight” Event Held
10.26  Hootie Halloween Costume Contest Begins
10.26  Update YouTube Channel

Timeline
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NOVEMBER 2012
11.2  Hootie Halloween Costume Contest Ends
11.3  Hootie Halloween Costume Contest Winner Announced
11.5  Send “The Eye Ball” Press Release
11.10  “The Eye Ball” Event Held
11.24  Send “Giving Back Sight” News Releases
11.30  Update YouTube Channel 

DECEMBER 2012
12.1  Distribute Eyeglass Drop-off Boxes
12.22  Update YouTube Channel 
12.28  Pickup Eyeglass Drop-off Boxes

JANUARY 2013
1.7  Send Press Release About “Giving Back Sight” Success
1.25  Update YouTube Channel

FEBUARY 2013
2.22  Update YouTube Channel

MARCH 2013
3.29  Update YouTube Channel

APRIL 2013
4.13  End-of-the-year Donors’ Awards Banquet Held
4.15  Send Press Release About Outcome of Awards Banquet 
4.26  Update YouTube Channel

MAY 2013
5.16  Staff Begins Taking Over Interns Tasks 
5.24  Pizza Party Held for Door Decorating Winners
5.31  Student Internship Ends
5.31  Update YouTube Channel

Timeline Continued
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JUNE 2013
6.28  Update YouTube Channel

JULY 2013
7.26  Update YouTube Channel

AUGUST 2013
8.1  Order Bracelets & Temporary Tattoos for Screening Drawing
8.1  Order Coloring & Activity Books
8.1  Send Informational Emails to Schools to be Disseminated 
8.1  Give Take-Home Fliers to Teachers for Students to Take Home 
8.1  Order “The Eye Ball” Invitations & Tickets
8.12  Launch YouTube Page, Introducing ‘Hootie the Owl’ 
8.12  Hire an Intern or the 2012-2013 School Year 
8.19  School Faculty Meeting
8.20   Send “Swing for Sight” Press Release
8.24  Door Decorating Contests Will Start 
8.24  Volunteer Pay-to-work Campaign Begins
8.24  Bracelet & Temporary Tattoo Drawings Start
8.25  “Spades for Sight” Event Held
8.31  Update YouTube Channel

SEPTEMBER 2013
9.1  Send Invitations for “The Eye Ball”
9.9  Send “Sip for Sight” Press Release
9.14  ”Sip for Sight” Event Held
9.22  Update YouTube Channel
9.30  Send Okmulgee Trail Ride Press Release 

OCTOBER 2013
10.4  Okmulgee Trail Ride
10.5  Okmulgee Trail Ride
10.6  Okmulgee Trail Ride

Timeline Continued
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OCTOBER (CONT.) 2013
10.14  Send “Spades for Sight” Press Release
10.19  “Spades for Sight” Event Held
10.26  Hootie Halloween Costume Contest Begins
10.26  Update YouTube Channel

NOVEMBER 2013
11.2   Hootie Halloween Costume Contest Ends
11.3  Hootie Halloween Costume Contest Winner Announced
11.4  Send “The Eye Ball” Press Release
11.9  “The Eye Ball” Event Held
11.23  Send out Giving Back Sight News Releases
11.30  Update YouTube Channel

DECEMBER 2013
12.1  Send “Giving Back Sight” Press Release
12.1  Distribute Eyeglass Drop-off Boxes
12.22  Update YouTube Channel 
12.28  Pickup Eyeglass Drop-off Boxes

Timeline Continued
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Timeline Gantt Chart

Social	  Media	  Updates 	  	  

Youtube	  Page
Pay-‐to-‐work	  Campaign
Swing	  for	  Sight
Taste	  for	  Sight
Spades	  for	  Sight
Okmulgee	  Trail	  Ride
The	  Eye	  Ball
Bracelet/Tattoo	  Drawing
Door	  Decorating	  Contest
Staff	  Internet	  Updates
Coloring	  &	  Activity	  Book
Introduce	  Hootie
School	  Faculty	  Meetings
Parent	  Informational	  Email	  
Halloween	  'Hootie	  Hoot'	  Contest
Giving	  Back	  Sight

Social	  Media	  Updates
Youtube	  Page
Donor	  Awards	  Banquet
Pay-‐to-‐work	  Campaign
Swing	  for	  Sight
Taste	  for	  Sight
Spades	  for	  Sight	  
Okmulgee	  Trail	  Ride
The	  Eye	  Ball
Bracelet/Tattoo	  Drawing
Door	  Decorating	  Contest
Pizza	  Party
Staff	  Internet	  Updates
Coloring	  &	  Activity	  Book
School	  Faculty	  Meetings
Parent	  Informational	  Email	  
Halloween	  'Hootie	  Hoot'	  Contest
Giving	  Back	  Sight

2013

2012
Aug.May Sept. Oct. Nov. Dec.Jan. Feb. March April June July
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PBO INTERNSHIP AGREEMENT 

Name: 

Email address:

Permanent address and telephone number: 

Mailing address, phone number, during internship: 
Address at which you will receive your personal mail and telephone number

Internship description: 
The intern in charge of informing new potential donors about each of the services provided by PBO in their local 
communities, through quarterly emails and social media updates. He/she will also be in charge of social media sites 
and company website updates on a daily basis.  This internship will be unpaid, but the student will receive 
academic credit.   

Worksite supervisor:

Heather Porlier, Executive Assistant
Prevent Blindness Oklahoma
6 NE 63rd Street, Suite 150

Oklahoma City, OK 73105

405-848-7123
heater-pbo@coxinet.net 

Faculty sponsor:

Academic advisor:

Number of credits: 

Dates of employment: 
As close to the exact dates as possible 

Number of work hours: 
____ number of hours per week x ____ number of weeks = ____ total hours. 
(Example: 30 hours per week x 8 weeks = 240 hour)

If over 40 hrs per week please list daily work hours.

Personal learning goals: 
List the goals you hope to achieve by the end of the internship. Work with your faculty sponsor to 
develop challenging learning goals that are specific, measurable, achievable, and relevant..

Appendix A

College degree and expected graduation date: Please include your anticipated graduation date

Preparation 
List applicable courses taken including rubric #; relevant work/volunteer experience or training.  

Report or project description: (For 6 or 12 credit internships) 
Please describe your major report or project which contains original work and is an outgrowth of the 
internship experience.

Communication with faculty sponsor:
Describe briefly the arrangements you and your faculty sponsor have made for communication during 
your internship.

Final due date: 
Specific date when all evaluative material will be submitted to your Faculty Sponsor. Presentations 
must be completed by this date as well.
_____________________________ 
 

___________________________________ 
Signature of Student 

To: The Internship Committee

I agree to serve as the faculty sponsor for this internship. I have contacted the site supervisor, 
reviewed this draft internship agreement with the student.

_____________________________________
Signature of Faculty Sponsor
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Narration: Each month Prevent Blindness Oklahoma showcases a 
child and family who has benefited from our services.

Narration: This month’s testimonial features 9 year-old Matthew 
Smith from Tulsa, Okla. Matthew is a student at Wright Elementa-
ry. During PBO’s eye screening test, it was discovered that he might 
be color blind. We referred him to a local optometrist for further 
testing and the results showed that he was in fact color blind!

Narration: Prevent Blindness Oklahoma is the state’s leading 
volunteer eye health and safety organization, established in 1965, 
dedicated to fighting blindness and saving sight. Prevent Blind-
ness Oklahoma has screened more than 2 million children in all 77 
counties of Oklahoma and is continuing it’s efforts to screen every 
child in Oklahoma who is in need of glasses.

Testimonial Sample Video
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Narration: This month at Prevent Blindness Oklahoma, we are busy 
planning our Spades for Sight tournament.

Narration: Spades for Sight is our upcoming Poker Tournament on 
October 20, 2012 in the Riverspirit Casino.

Narration: To claim your spot at the table call 405-848-7123. It 
costs $400 donation to Prevent Blindness Oklahoma to reserve 
your seat at the table. Pledges starting at $250 can also reserve a 
table. The grand prize winner will take home 20 percent of the 
money earned during the tournament.

Monthly Office Sample Video

	  

	  

	   Narration: Prevent Blindness Oklahoma is the state’s leading 
volunteer eye health and safety organization, established in 1965, 
dedicated to fighting blindness and saving sight. Prevent Blind-
ness Oklahoma has screened more than 2 million children in all 77 
counties of Oklahoma and is continuing it’s efforts to screen every 
child in Oklahoma who is in need of glasses. 
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Narration: Each month Prevent Blindness Oklahoma selects a 
donor of the month.  April’s donor of the month is Keonte Carter 
from Tulsa, Okla.

Narration: Keonte donated $2,500 to our Spades for Sight. Spades 
for Sight is a poker tournament at the Riversidespirit Casino on 
October 20, 2012.

Narration: Keonte will receive a Hootie’s Helper t-shirt for his gen-
erous donations to the PBO

Donor Sample Video

Narration: Prevent Blindness Oklahoma is the state’s leading 
volunteer eye health and safety organization, established in 1965, 
dedicated to fighting blindness and saving sight. Prevent Blind-
ness Oklahoma has screened more than 2 million children in all 77 
counties of Oklahoma and is continuing it’s efforts to screen every 
child in Oklahoma who is in need of glasses.
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Appendix D

FOR IMMEDIATE RELEASE   Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: mautra-pbo@coxinet.net 

 

DONOR AWARDS BANQUET A SUCCESS 
Prevent Blindness Oklahoma honors donors with banquet and recognition 

 
OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) celebrated with its 

donors and volunteers this past Saturday. All guests were treated to a complementary 

meal donated by [INSERT DONATOR HERE.]  

 PBO would like to take the time to thank the following sponsors, without them 

this event would not have been possible: [INSERT THE SPONSORS OF THE 

BANQUET.]   

 The following donors and volunteers received special recognition during the 

banquet: [INSERT ALL DONORS AND VOLUNTEERS WHO RECEIVEED 

AWARDS.]  

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For more information about PBO and to learn how you can help, log on to 

www.preventblindessok.org. 

### 
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AWARDS BANQUET THANK YOU LETTER TEMPLATE  

Dear [INSERT NAME OF DONOR, SPONSOR, VOLUNTEER OR ORGANIZATION], 

Thank you for participating in our recent event, the awards banquet. Because of your 
participation, we were able to earn over [INSERT $ AMOUNT EARNED.]  

We enjoyed seeing you [AND YOUR ORGANIZATION, IF APPLICABLE] at [INSERT 
LOCATION OF EVENT,] and we hope to see you again soon.  

Thank you once again, 

 

______________________________ 

Dianna L. Bonfiglio 

President/CEO 
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FOR RELEASE ON OCTOBER 10, 2012  Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: mautra-pbo@coxinet.net 

CHARITY POKER EVENT COMES TO TULSA 
Prevent Blindness Oklahoma and River Spirit Casino host a Vegas style poker 

tournament 
 
OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) is teaming up with 

River Spirit Casino to host a Las Vegas style poker tournament titled “Spades for Sight.”  

The event will take place on October 20, 2012. All current donors, as well as the general 

public, are invited to attend. 

 Participants of the event will be required to pay $400 entry fees to represent their 

organizations during the tournament. Pledges can also be made, requiring a minimum of 

$250 for the entry into the poker tournament.  The winners of the tournament will receive 

20 percent of the profit gained during the fundraiser.  

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations.  

 For questions about the event, contact Mautra Jones at 405-848-7123 or email at   

mautra-pbo@coxinet.net.  For more information about PBO and how you can donate, log 

on to www.preventblindessok.org.  To learn more about River Spirit Casino, log on to 

www.riverspirittulsa.com.   

### 
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Prevent Blindness Oklahoma 
Spades for Sight 
Donation Form 

 
Please fill out the spaces below with the correct information to be to participate in Spades 
for Sight. The entry fee is $400 to represent your organization.  
 
Your Name           
 
Company Name          
(If Applicable) 
 
Phone Number          
 
T-Shirt Size ($15)       
(Can purchase a Spades for Sight t-shirt at the event) 
 
Donation Amount      
(Minimum of $400 for the entry into the poker tournament. The winner will receive 20 
percent of the profit gained during the fundraiser) 
 
Donate the full amount your organization winnings?  ☐yes           ☐no (See next 
question) ☐ do not want to donate 
 
How much would you like to donate?         
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DONATIONS  JAR

Prevent  Blindness  

Oklahoma

Spades  For  Sight
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FOR IMMEDIATE RELEASE    Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: mautra-pbo@coxinet.net 

 
CHARITY POKER TOURNAMENT A HUGE SUCCESS 

Prevent Blindness Oklahoma’s “Spades for Sight” raises [INSERT $ AMOUNT 
RAISED] 

 
OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) and River Spirit 

Casino would like to thank all those who came out and supported the Vegas style charity 

poker event, “Spades for Sight.” The winner of the tournament was [INSERT NAME OF 

WINNER], and [INSERT $ AMOUNT RAISED] was raised. 

 PBO would like to thank the following people and organizations for helping make 

this event a success: [INSERT NAMES OF SPONSORS AND VOLUNTEERS.]  

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For more information about PBO and to learn how you can help, log on to 

www.preventblindessok.org. 

### 
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SPADES FOR SIGHT THANK YOU LETTER TEMPLATE  

Dear [INSERT NAME OF DONOR, SPONSOR, VOLUNTEER OR ORGANIZATION], 

Thank you for participating in our recent event, Spades for Sight. Because of your participation, 
we were able to earn over [INSERT $ AMOUNT EARNED.]  

We enjoyed seeing you [AND YOUR ORGANIZATION, IF APPLICABLE] at [INSERT 
LOCATION OF EVENT,] and we hope to see you again soon.  

Thank you once again, 

 

______________________________ 

Dianna L. Bonfiglio 

President/CEO 
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FOR RELEASE ON NOVEMBER 5, 2012  Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: mautra-pbo@coxinet.net 

HAVE A BALL AT THE EYE BALL 
The Oklahoma Academy of Ophthalmology hosts event benefiting Prevent Blindness 

Oklahoma 
 

OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) and The Oklahoma 

Academy of Ophthalmology will be hosting the annual “Eye Ball” on November 10, 

2012 at 7pm. 

 Eye doctors across Oklahoma are invited to attend the event. Donors will receive 

two tickets per every $200 they give to PBO for this event. It will take place at the 

Oklahoma City Golf & Country Club. The “Eye Ball” will be a black-tie affair and dinner 

with drinks will be provided. There will also be live entertainment for guests to enjoy.   

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations.  

 For questions about the event, contact Mautra Jones at 405-848-7123 or email at   

mautra-pbo@coxinet.net.  For more information about PBO and how you can donate, log 

on to www.preventblindessok.org.   

### 
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EYE BALL THANK YOU LETTER TEMPLATE  

Dear [INSERT NAME OF DONOR, SPONSOR, VOLUNTEER OR ORGANIZATION], 

Thank you for participating in our recent event, Eye Ball. Because of your participation, we were 
able to earn over [INSERT $ AMOUNT EARNED.]  

We enjoyed seeing you [AND YOUR ORGANIZATION, IF APPLICABLE] at [INSERT 
LOCATION OF EVENT,] and we hope to see you again soon.  

Thank you once again, 

 

______________________________ 

Dianna L. Bonfiglio 

President/CEO 
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FOR RELEASE ON AUGUST 21, 2012  Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123  
       Email: cheryl-pbo@coxinet.net 
 

LOCAL NONPROFIT HOSTS GOLF EVENT 
Prevent Blindness Oklahoma and Oak Tree National will be hosting the annual “Swing 
for Sight” golf tournament 
 
OKLAHOMA CITY, OKLA.  – Prevent Blindness Oklahoma (PBO) and Oak Tree 

National Country Club will be teaming up once again this Saturday for the 38th annual 

“Swing for Sight” golf tournament.  

 “Swing for Sight” will be held Saturday, August 26, 2012.  Registration begins at 

7:15 am and includes brunch, green fees and cart fees.  The event will be an 18-hole 

scramble format. Prices for the event are: four-man scramble $500 per team, and $125 

per individual.	  	   

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For questions about the event, contact Cheryl Hightower at 405-848-7123 or 

email at cheryl-pbo@coxinet.net.  For more information about PBO and how you can 

donate, log on to www.preventblindessok.org.  

### 
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SWING FOR SIGHT THANK YOU LETTER TEMPLATE  

Dear [INSERT NAME OF DONOR, SPONSOR, VOLUNTEER OR ORGANIZATION], 

Thank you for participating in our recent event, Swing for Sight. Because of your participation, 
we were able to earn over [INSERT $ AMOUNT EARNED.]  

We enjoyed seeing you [AND YOUR ORGANIZATION, IF APPLICABLE] at [INSERT 
LOCATION OF EVENT,] and we hope to see you again soon.  

Thank you once again, 

 

______________________________ 

Dianna L. Bonfiglio 

President/CEO 
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TASTE FOR SIGHT THANK YOU LETTER TEMPLATE  

Dear [INSERT NAME OF DONOR, SPONSOR, VOLUNTEER OR ORGANIZATION], 

Thank you for participating in our recent event, Taste for Sight. Because of your participation, 
we were able to earn over [INSERT $ AMOUNT EARNED.]  

We enjoyed seeing you [AND YOUR ORGANIZATION, IF APPLICABLE] at [INSERT 
LOCATION OF EVENT,] and we hope to see you again soon.  

Thank you once again, 

 

______________________________ 

Dianna L. Bonfiglio 

President/CEO 
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FOR RELEASE ON SEPTEMBER 10, 2012 Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: melgamble-pbo@coxinet.net 

TASTE FOR SIGHT RETURNS TO OKC 
Prevent Blindness Oklahoma hosts the annual event to raise money and thank its donors. 

OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) will be hosting the 

“Taste for Sight” event on September 15, 2012 at The Greens Country Club in Oklahoma 

City, Okla. 

 Guests will enjoy fine wines, premium beers and food from many of Oklahoma 

City's finest restaurants. There will be dancing and fun times. “Taste for Sight” begins at 

7pm and participants are asked to dress in cocktail attire. The cost of attending is $75 per 

person. All proceeds benefit PBO and its mission.  

      PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For questions about the event, contact Melanie Gamble at 405-848-7123 or email 

at melgamble-pbo@coxinet.net.  For more information about PBO and how you can 

donate, log on to www.preventblindessok.org. 

### 
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FOR RELEASE ON NOVEMBER 24, 2012  Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: cheryl-pbo@coxinet.net 
 

GIVE SIGHT TO THOSE LESS FORTUNATE THAN YOU THIS HOLIDAY  
Prevent Blindness Oklahoma and the Oklahoma Masons collect old eyeglasses 

 
OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) will be partnering 

with the Oklahoma Masonic Foundation to bring sight to those less fortunate this holiday 

season.  

 The eyeglass drive, “Giving Back Sight,” will take place across the state of 

Oklahoma. Drop-off locations will in 12 different cities starting December 1, 2012. The 

boxes will remain in place throughout the holidays and will be picked up December 28, 

2012. All glasses collected will be distributed by PBO to under-privileged families 

throughout Oklahoma.   

   PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For questions about the eyeglass drop-off locations, contact Cheryl Hightower at 

405-848-7123 or email at cheryl-pbo@coxinet.net.  For more information about PBO and 

how you can donate, log on to www.preventblindessok.org. 

### 
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FOR IMMEDIATE RELEASE   Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: cheryl-pbo@coxinet.net 

 

EYEGLASS DRIVE A HUGE SUCCESS 
[INSERT NUMBER OF GLASSES COLLECTED HERE] eyeglasses were collected 

throughout Oklahoma during the holiday season 
 

OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) and the Oklahoma 

Masonic Foundation would like to thank all those who donated with old glasses and 

helped make operation “Giving Back Sight” a success.  

 The following people made this event a success by donating their time and 

services: [INSERT THOSE WHO HELPED DISTRIBUTE BOXES, VOLUNTEERED 

TIME AND ETC.]   

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations. 

 For more information about PBO and to learn how you can help, log on to 

www.preventblindessok.org. 

### 
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Silicone Braclets

Hootie Tattoo

Appendix K

  *I’ve Got Good Looks *
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Appendix K

Prevent Blindness Oklahoma 
Door Decorating Contest 2012! 

 
It’s Door Decorating time! Prevent Blindness Oklahoma welcome you to join in our Door 
Decorating Competition! Students, faculty, and staff are welcome to decorate a door in the 
contest for the chance to win a pizza party each month! The Door Decorating competition adds 
fun and festivity to the schools, and also promotes friendly competition. 
 
Attached you will find the rules and sign up form. Sign-ups are due a week before PBO visits 
your school and all decorating must be completed by the day PBO screens the students . 
Judging will occur on this day as well. Winners will be each month on our Facebook page 
(www.facebook.com/preventblindnessoklahoma).  
 
C 

 
RULES & REGULATIONS 
1. Decorations need to be related to eye sight or Hootie 
2. Doors for adoption will be distributed on a first come, first served basis. All adopted doors 

must have the sponsoring organization’s name listed on the door. 
3. Nothing installed may mark or damage doors. No nails, tacks, or staples may be put into 

the door and all adhesives used must be fully removable. The following adhesives have 
been tested on doors: 3M Command Adhesive, Scotch Magic tape, Scotch double –coated 
tape, Poster putty, and blue tack. Please test your adhesive before using it! 

4. Door handles MUST remain visible and operational. Door decorations may not impede the 
usage of the door, compromise ADA compliance, or pose a safety hazard. Decorations 
must be fire retardant. 

5. No glitter, confetti, or other small particulate items may be used.  
6. Nothing that makes noise or requires the use of electricity may be used.  
7. No departmental or organizational funds may be spent on this project. It is a volunteer 

effort by participants!  
8. Door décor must be removed from doors within a week of PBO’s visit. All décor left on 

doors after this date will be disposed of.  
9. PBO will not be responsible for loss, theft, or damage of the door decorations.  
10. PBO reserves the right to remove and or disqualify any entries that are inappropriate.  
11. All participants will be respectful of other entries, and will behave appropriately. Any 

group/organization caught damaging or defacing another entry will be disqualified and 
barred from future participation.  

12. Be creative and HAVE FUN! 
 
YES, SIGN US UP FOR THE DOOR DECORATING CONTEST!!!! 
Teacher Name: _______________________________________________________________________  
Contact Name: _______________________________  Email Address: ____________________________  
Phone Number:___________________________________________ 
Please rate how important each category is to your group/door on a scale of 1-4 (1 being highest) ___ Best 
Application of Diversity ___ Most Artistic/Creative ___ Best Theme ___ Most Resourceful 
I have read these rules & regulations and my group/organization agrees to adhere to them: *Groups must consist 
of at least 5 people in order to be eligible* 
___________________________________ _____________________________________________________ 
Printed Name of Group/Organization Rep. Signature Date 
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2012 PBO Door Decorating Contest 
 

Class/Department Name______________________________________ 
 
Location_____________ Contact Person_______________________ 
 
 

Judging Criteria 
4-High 3-Moderate   2-Low  0-None 

 
I.  Quality of Construction 
To what extent does the door show considerable attention to construction?  
The items are neatly placed.  All items are carefully and securely attached to 
the backing.   
 
4 3 2 0 
 
II. Creativity 
To what extent do several of the graphics or objects used on the door reflect 
an exceptional degree of creativity in theme and /or display? 
4 3 2 0 
 
III.  Design 
To what extent are graphics appropriately sized and arranged well?  Has care 
been taken to balance the objects across the door? 
4 3 2 0 
 
IV. Attention to Theme 
To what extent does the door promote an awareness of eye vision or Hootie? 
4 3 2 0 
 
 

Total Score ___________/16  
 
Judge’s Signature________________________________________ 
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Appendix K

FOR IMMEDIATE RELEASE     Prevent Blindness Oklahoma 
        6 NE 63rd St, Suite 150 
        Oklahoma City, OK 73105  
        Office: 405-848-7123   
        Email: melgamble-pbo@coxinet.net 

 
STUDENTS HONORED FOR CREATIVE ABILITY 

Prevent Blindness Oklahoma asks local students how they in“VISION” the future 
 

OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) recently asked local school 

children to create door decorations describing how they in“VISION” the future. Over [INSERT 

NUMBER OF PARTICIPANTS] homerooms from across Oklahoma participated in this creative 

event.  

 The winners were rewarded yesterday with a pizza party. The following teachers’ 

homerooms were selected as winners of the door decorating contest: [INSERT THE WINNING 

TEACHERS NAMES.]  

 PBO would also like to thank the following sponsors and volunteers: [INSERT NAME 

OF SPONSORS AND VOLUNTEERS.] Without them, the contest would not have been a 

success.  

 PBO is the state's leading volunteer eye health and safety organization. Established in 

1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting blindness and saving 

sight. The organization is supported by contributions, memorial gifts, bequests and legacies. 

Since opening its doors 45 years ago, over 2 million children have received a vision screening 

and benefited from the services offered by PBO. The organization relies strictly on volunteers 

and donations. 

 For more information about PBO and to learn how you can help, log on to 

www.preventblindessok.org. 

### 
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Hootie is an owl.  Owls 
have better night vision 
than any other animal.  
Hootie could not see as 
well as his friends. He 
went to the eye doctor 
and got glasses.  Now 
he can see just like his 
friends.  Color Hootie in 
your favorite colors so 
he stand out just like 
you!

D P S D I H E V P O R S M B Z S R
Words:

R V I S I O N L I O P T I C I A N
VISION

B N G B T R K O L B A S H O B H L SIGHT
GLASSES

K O H L O E M L E N S E O N C F V PUPIL
RETINA

R E T I N A E N A O P R O T A S F CONTACTS
EYES

B L I N D P Y E C H A R T A L L P OPTICIAN
LENS

L A N K D I M L O B O P I C D E C COLOR
CHART

B O O R P U P I L H R M E T S Y R BLIND
BLINK

N I L M L R P T O A G L A S S E S OKLAHOMA
HOOTIE

R A P L C B M D R I O L E R V S N

PBO	  WORD	  SEARCH
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Narration: Prevent Blindness Oklahoma is the state’s leading 
volunteer eye health and safety organization, established in 1965, 
dedicated to fighting blindness and saving sight. Prevent Blind-
ness Oklahoma has screened more than 2 million children in all 77 
counties of Oklahoma

Narration: In the 2010-2011 school year Prevent Blindness Okla-
homa screen 278,698 children and referred 32,090 for further care 
with an eye care professional.

Narration: We provided free eye exams and glasses for over 200 
children during the 2009-2010 school year.  We identified over 
200 children as a direct result of our screening with amblyopia as 
reported to us from their health care providers.

Teacher Sample Video

Narration: For more updates on Prevent Blindness like us on Face-
book and follow us on Twitter.
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POST-PRESENTATION SURVEY 
Please	  check	  all	  boxes	  that	  apply:	  
	  
1.	  Do	  you	  feel	  that	  the	  information	  presented	  today:	  
q Made you feel more comfortable about PBO’s mission 
q Helped you better understand PBO’s mission 
q Confused you about PBO’s mission 
q Will change the way you feel about PBO 
q Didn‘t change the way you feel about PBO 
 
2.	  The	  presenter’s	  knowledge	  of	  PBO	  was:	  
q Very knowledgeable 
q Great, it increased your knowledge of PBO  
q Fun to listen to 
q Confusing  
q Hard to understand 
 
3.	  If	  you	  feel	  you	  didn’t	  learn	  more	  information	  about	  PBO’s	  mission	  it	  was	  
because:	  
q You were confused by the information presented 
q The presentation was not helpful 
q You’d prefer not to have PBO come to your school 
q You’d rather conduct the vision screenings yourself 
q The presentation took too much time 
q Other________________________________________________ 

 

4. Did the presentation meet your expectations? 
q Yes 
 If yes, what was your favorite part?  
q No 
 If no, why? ____________ 
 

5. Please list anything else you feel we could do to improve our future 
presentations. 

________________________________________________________  

 

THANK YOU FOR YOUR FEEDBACK!	  
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Appendix N

EMAIL DESIGN TEMPLATE FOR PARENTS 

Dear Parents and Guardians, 

Prevent Blindness Oklahoma (PBO) will be coming to [INSERT NAME OF SCHOOL HERE] 
on [INSERT DATE HERE.] It is highly encouraged that your child gets his/her vision screened 
this day. If for some reason you would not like your child screened, an opt-out letter is attached 
to this email. Please send it to school with your child before the screening date. 

PBO is the state's leading volunteer eye health and safety organization. Established in 1965, PBO 
is the only nonprofit agency in Oklahoma dedicated to fighting blindness and saving sight. The 
organization is supported by contributions, memorial gifts, bequests and legacies. Since opening 
its doors 45 years ago, over 2 million children have received a vision screening and benefited 
from the services offered by PBO. The organization relies strictly on volunteers and donations. 
 

To learn more about PBO and the vision screenings, log on to www.preventblindnessok.org.  

 

Thank You, 

 

____________________ 

[INSERT SCHOOL PRINCIPAL’S NAME HERE] 

Principal  
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Appendix O

FOR RELEASE ON OCTOBER 1, 2012  Prevent Blindness Oklahoma 
       6 NE 63rd St, Suite 150 
       Oklahoma City, OK 73105  
       Office: 405-848-7123   
       Email: melgamblepbo@coxinet.net 

OKMULGEE CHARITY TRAIL RIDE IS FUN FOR THE WHOLE FAMILY 
Prevent Blindness Oklahoma is this year’s beneficiary of the event 

 
OKLAHOMA CITY, OKLA. – Prevent Blindness Oklahoma (PBO) has been chosen as 

this year’s beneficiary of the Okmulgee Charity Trail Ride. The event takes place at 

Okmulgee State Park during the weekend of October 5, 6, and 7, 2012. 

 The Okmulgee Charity Trail Ride attracts families from across the state of 

Oklahoma. This event is a great way for those who love the outdoors to give back to the 

community. Costs for the event are $35 for adults and children under 18 years old must 

pay $10. There is free camping for riders, and minors must be under adult supervision at 

all times. Okmulgee State Park is located five miles west of Okmulgee on Highway 56.  

 PBO is the state's leading volunteer eye health and safety organization. 

Established in 1965, PBO is the only nonprofit agency in Oklahoma dedicated to fighting 

blindness and saving sight. The organization is supported by contributions, memorial 

gifts, bequests and legacies. Since opening its doors 45 years ago, over 2 million children 

have received a vision screening and benefited from the services offered by PBO. The 

organization relies strictly on volunteers and donations.  

	   For questions about the event, contact Melanie Gamble at 405-848-7123 or email 

at melgamble-pbo@coxinet.net.  For more information about PBO and how you can 

donate, log on to www.preventblindessok.org.  To learn more about the Okmulgee 

Charity Ride, log on to www.okmulgeecharitytrailride.com.    

### 
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(2003). RETRIEVED FROM
 HTTP://WWW.HHS.GOV/OCR/PRIVACY/

(2005). RETRIEVED FROM
 HTTP://WWW.VISIONRX.COM/LIBRARY/ENC/ENC_SNELLEN.ASP

(2007). RETRIEVED FROM 
 HTTP://WWW.TULSAWORLD.COM/SITE/PRINTERFRIENDLYSTORY.ASPX?ARTICLEID=070919_4_D2_   
 SPANC10720 

(2008). RETRIEVED FROM 
 HTTP://WWW.PREVENTBLINDNESSOK.ORG/

(2008). RETRIEVED FROM
 HTTP://WWW.PREVENTBLINDNESSOK.ORG/MASONPARTNERSHIP.ASPX

(2009). RETRIEVED FROM
 HTTP://HEALTH.NYTIMES.COM/HEALTH/GUIDES/TEST/OPHTHALMOSCOPY/OVERVIEW.HTML

(2010). RETRIEVED FROM
 HTTP://WWW.AAPOS.ORG/TERMS/CONDITIONS/131

(2010). RETRIEVED FROM 
 HTTP://WWW.CHILDRENSVISION.COM/

(2010). RETRIEVED FROM

 HTTP://NASBE.ORG/HEALTHY_SCHOOLS/HS/BYTOPICS.PHP?TOPICID=4100&CATEXPAND=ACDNBTM_CATD

(2010). RETRIEVED FROM 
 HTTP://WWW.STARPUPILS.ORG. 

(2011) RETRIEVED FROM
 HTTP://ECONOMYINCRISIS.ORG/

(2010). RETRIEVED FROM
 HTTP://WWW.TULSAWORLD.COM/SITE/PRINTERFRIENDLYSTORY.ASPX?ARTICLEID=20100913_209_D2_  

 ULNSRA319981&PRINTCOMMENTS=1

Sources
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(2010). RETRIEVED FROM
 HTTP://WWW.TULSAWORLD.COM/SCENE/ARTICLE.ASPX?SUBJECTID=209&ARTICLEID=20100325_209_D2_  
 STEPHA47456&ARCHIVE=YES

(2011). RETRIEVED FROM 
 HTTP://WWW.LIVESTRONG.COM/ARTICLE/208586-A-COLOR-BLINDNESS-TEST-FOR-CHILDREN/

(2011). RETRIEVED FROM
 HTTP://WWW.MIAMIOK.COM/SCHOOLS/ARTICLE_D9541C66-FDA1-11E0-86B1-001CC4C002E0.HTML 

(2012). RETRIEVED FROM
 HTTP://WWW.BBBSOK.ORG/SITE/C.BKLTKBOSLLK6E/B.6301573/K.EF37/HOME_PAGE.HTM

(2012). RETRIEVED FROM
 HTTP://WWW.CHILDRENSVISION.COM/

(2012). RETRIEVED FROM 
 HTTP://WWW.EYES.ORG/EDUCATORS/DETAIL.CFM?PARENT=60&ARTICLE=61&LIST=61,71,72,73,74,75,76,78

(2012). RETRIEVED FROM
 HTTP://WWW.FEEDTHECHILDREN.ORG/SITE/PAGESERVER?PAGENAME=DOTORG_HOMEPAGE

(2012). RETRIEVED FROM
 HTTP://WWW.MARCHOFDIMES.COM/

(2012).RETRIEVED FROM 
 HTTP://WWW.MIAMIOK.COM/SCHOOLS/ARTICLE_D9541C66-FDA1-11E0-86B1-001CC4C002E0.HTML 

Sources
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Remember
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