


 
 

Perception PR
104 Paul Miller Building
Oklahoma State University
Stillwater, OK 74078

Phone: 405-206-5187
Email: aubrey.raupe@okstate.edu

April 5, 2012 
 
Dear Prevent Blindness Oklahoma Board of Directors,

 Thank you for giving us the opportunity to work with your organization on this campaign. We 
have enjoyed the chance to work with such a unique non-profit company that provides quality eye 
care to Oklahoma children.  We are excited about your organization and the vision to preserve sight 
and prevent blindness.

 We have enjoyed the chance to create a campaign to further the mission of PBO, while 
creating awareness and developing opportunities to enhance the PBO brand.  We believe that PBO 
can become a leading healthcare non-profit organization in Oklahoma.

 We have created a campaign that will create awareness for PBO.  We have enjoyed working 
with you and creating tactics to meet your goals to further the organization.  We look forward to 
working with you in the future.

 Again, thank you for the opportunity to create this campaign for you.  If you have any 
questions, feel free to contact us. We will gladly help in anyway possible.

Thank you,

Aubrey Raupe, Andrew Rounds, Adam Wilson and Samantha Wilson
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Executive Summary:

The implementation of a new campaign for Prevent Blindness Oklahoma is essential to increasing 
awareness and funding for the organization. The Perception PR campaign is designed to generate more 
awareness and support from parents, school administrators and donors. 

Our primary research was conducted through a survey administered in elementary schools and through 
QuestionPro.com. From our research, we found that very few people knew about PBO and its mission, and 
even less participants knew about the signs of poor vision in children. These results guided the remainder 
of our campaign and allowed us to focus the biggest issue for PBO, which is the lack of awareness 
throughout the state. 
 
The goal of this campaign is to increase awareness and raise more monetary donations for Prevent 
Blindness Oklahoma. We have created five objectives that we believe we help PBO to achieve these goals. 
The objectives are 1) To increase donations to PBO by 10 percent; 2) To increase awareness of parents 
of school aged children; 3) To establish relationships with school administrators in Oklahoma and create 
positive awareness through events for elementary school children; 4) To establish a lasting presence on 
social media platforms; 5) Re-evaluate partnership with the thrift store to determine the effectiveness 
and benefits of the partnership.

To fulfill these objectives, we have developed tactics that will guide our campaign to accomplish our goals. 
These tactics include hosting a benefit concert, partnering with the OKC Zoo and Gilcrease Museum in 
Tulsa to host a scavenger event and having events for kids during halftime at basketball and football 
games. These tactics also include modifying the existing PBO website, holding a photography contest, 
setting up a Click & Pledge account for donations, and creating a more prominent social media presence 
through Facebook, Twitter and Flickr. 

Implementation of the campaign will begin in June 2012 with the redesign of the website and initiating 
social media efforts. Preparation for the halftime events will start in September 2012 for football and end 
in December 2012. The halftime events for basketball will start in November 2012 and end in February 
2013. Our tactics should be implemented through June 2013 at which point their effectiveness should be 
evaluated, in addition to the evaluation throughout the execution of these tactics. 

Most of the budget will be used for prizes for the children in the various contests held throughout the 
year. We believe PBO will be able to get in-kind donations for the remaining items for these events through 
partnerships that we will help develop. Our estimated budget is $500.00. 

We feel our campaign will generate more awareness and create more relationships resulting in an 
increased donation level for Prevent Blindness Oklahoma, while reflecting the values and spirit of the 
organization and furthering it’s mission.
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Problem Statement:
  
 Prevent Blindness Oklahoma is a nonprofit organization that is dedicated to providing in-school eye 
screenings and preventing blindness. PBO is lacking awareness in the state because they are a nonprofit 
with a limited budget for public relations and advertising efforts, which provides a challenge for creating 
awareness. Furthermore, PBO has to compete with other nonprofits for donations and funding with a 
downturn in the economy. PBO is not providing eye screenings to every school district, which plays an 
important factor when trying to reach their target audiences and contributes to the organization’s lack of 
awareness. PBO is relatively unknown, but they are the only nonprofit of their kind that provides eye care 
to children in all 77 counties in Oklahoma. With help from a communications campaign, PBO will be able 
to distinguish itself among other nonprofits, establish a positive reputation and generate awareness for 
children’s eye care in Oklahoma. 
 
Goal:
 
 To improve Prevent Blindness Oklahoma‘s awareness levels and reputation for parents, school 
administrators and potential corporate donors. 
 
Situation Analysis:
 
Governmental/Legal/Public Policy
 
  Oklahoma Statute §70-1210.284 states that all school-aged children in kindergarten, first grade 
and third grade must receive a vision screening. The statute was implemented during the 2007-2008 
school year, and it was amended in 2009 through SB 964. The bill became effective on July 1, 2009. The 
statute is part of the requirements from the State Department of Health (Paddack, Bass, Cox, & Billy, Bill 
No. 964, 2009). 

 This statute should be considered as a motivating factor to help Prevent Blindness Oklahoma 
reach more school districts and provide eye screenings to more children. Because all kindergarten, 
first grade and third grade students at public schools in Oklahoma are required to have passed a vision 
screening within the previous 12 months from the enrollment date, Prevent Blindness Oklahoma can use 
the statute to highlight the importance of children’s vision screenings and use the statute as motivation 
to convince school administrators to allow Prevent Blindness Oklahoma to administer vision screenings in 
their school district.

 The statute only provides more motivation for school administrators to allow PBO to administer 
screenings in their school. To comply with the statute, parents must provide documentation of the eye 
screenings. If all public schools allowed PBO into their school, this would cut down on the number of 
students seeking eye exams from outside sources. Providing in-school eye exams provides a convenient 
way for parents to comply with the statute that the school nurses have to screen so they can provide other 
care for hurt or sick children.
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Economic Conditions
 
 Lingering effects from the 2008 economic downturn still affect many Oklahoma families that 
have to decide where to spend the money they have. According to the Bureau of Labor Statistics (2012), 
the unemployment rate in Oklahoma steadily increased from 3.4 percent to 7.2 percent from the 
beginning of 2008 until the beginning of 2010. Although the unemployment rate has gradually improved 
since 2010, the unemployment rate in Oklahoma is still 6.1 percent, which is still a significant increase 
from the 3.4 percent unemployment rate at the start of 2008. 

 The current economic situation in the state of Oklahoma and throughout the nation may continue 
to be an obstacle to many families who may not have the financial means to take their children to 
receive proper eye care. Even after the child is screened at school and receives a referral, many lower-
income families or families who suffered from a layoff due to the economic instability in the last five 
years may choose not to seek further help if their financial situation does not allow them to pay for 
services, especially if they are unaware of the benefits they may qualify for from Prevent Blindness 
Oklahoma. Without knowing the risks of not providing eye care for children, families may see other 
health care issues as more pressing or important in times when money is tight. According to “Patients 
Cut Preventative Care in a Poor Economy,” a study conducted by the National Association of Insurance 
Commissioners found that 22 percent of those surveyed cut back on doctor’s visits and preventative 
care in order to save money (Sounart, n.d.).

 In addition to the financial stress that Oklahoma families may suffer from, like unemployment 
or salary cuts, many Oklahoma businesses are also facing financial difficulties due to the economy.  
Companies are asked to donate or sponsor many events and non-profit organizations throughout the 
year, and with the financial stress many companies are facing, they are forced to pick which companies 
they can and cannot afford to make a monetary contribution to.  According to “Nonprofit Groups Hit 
by Slow Economic Recovery” (2011), 59 percent of nonprofits reported that their donation level is the 
same or lower than the 2010 level and 41 percent of nonprofits saw an increase in donations in the 
year 2011, but many of the smaller nonprofits with less than $3 million in spending saw a decrease in 
monetary donations again in 2011.

Society and Culture
 
 In society today, children may not realize the importance of eye care. Some children may not 
think glasses or contacts are “cool” or “in style” so they may choose not to tell their parents about the 
eye screening or take the referral home to their parents. 

 According to a study administered by Ohio State University, children who wore contact lenses 
felt more socially accepted by their peers and more confident in their athletic ability than children 
who wore glasses. This study showed that children overall felt more confident and more accepted by 
their peers if they wore contact lenses instead of glasses. This study shows that glasses can carry a 
negative connotation for many children and children who wear glasses feel like their peers think of them 
differently when wearing glasses. The study was conducted with children as young as eight (“Kids With 
Contact Lenses Like Theirs Looks Better Than Kids With Glasses,” 2009).  
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 In another study conducted by Ohio State University, children in fact did not have a negative 
attitude about other students who wore glasses. Eighty students were shown a series of 24 pairs of 
pictures for the survey participants to compare. Those surveyed were all children between the age of 
six and 10. This study found that those students surveyed thought that students who wore glasses 
appeared to be smarter and more honest than other students who did not wear glasses (“Kids Think 
Eyeglasses Make Other Kids Look Smart,” 2008).
 
 Many people would not list eye problems as one of the most important medical issues faced 
in America today. With diseases like cancer, many people choose to ignore the smaller problems and 
focus on those life threatening diseases that cause more traumatic damage and have worse side-effects 
such as, brain damage, loss of mobility, loss of speech and death. Although vision problems do affect 
children’s behavior and ability to accomplish some tasks, eye health is not the primary concern of many 
parents and children when facing larger issues and diseases like cancer, Down’s syndrome, meningitis 
and other life threatening or altering diseases.
 
Competition

     Direct
 Prevent Blindness Oklahoma is the only non-profit of its kind in the state of Oklahoma. PBO is 
the only company to offer in-school eye screenings. Because PBO has no direct competition, they have a 
monopoly on the in-school eye screenings in the state and should be able to eventually provide eye care 
to all schools in the state.

     Indirect
 The main indirect competition for PBO is other non-profit organizations. All non-profit 
organizations have to compete with each other for donations and sponsorships. Due to the limited 
amount of funds right now, many companies have to choose who to donate to, and because PBO is not 
as well-known as other non-profits, they have to work harder and put up a better fight to secure these 
corporate sponsorships and partnerships. Because Prevent Blindness Oklahoma does not receive 
any funding from the United Way, all of the organizations that do benefit from the United Way are 
indirect competitors. The United Way is a well-know fundraising outlet for many non-profits and many 
communities, such as Stillwater, have drives and fundraisers to benefit those organizations supported 
by the United Way.  According to the Oklahoma State University United Way site, the OSU campaign 
for the United Way alone raised more than $200,000 last year (www.unitedway.okstate.edu). Some of 
the organizations that benefit from the United Way include Big Brothers, Big Sisters of Oklahoma, Girl 
Scouts, Salvation Army and the YMCA (www.unitedwayokc.org/partner-agencies).



 The partnership with the thrift store is also indirect competition for Prevent Blindness 
Oklahoma. According to members of the PBO staff, many people call in regard to the thrift store and 
there is a disconnect with many Oklahomans not understanding the partnership with the thrift store or 
thinking that Prevent Blindness Oklahoma is the name of the thrift store instead of a partner with the 
store.

 School nurses may also pose as indirect competition because many nurses feel it is their job to 
provide medical care to students at the school.  Nurses may feel that PBO is taking away part of their 
job responsibilities by providing eye screenings at school.
 

Publics/Target Market
 
 The target markets of Prevent Blindness Oklahoma are parents, donators and schools. 

 1. Parents are responsible for ensuring that their children receive the proper healthcare. By 
targeting parents, PBO can ensure that these decision makers are informed and can make educated 
decisions regarding their children’s eye health. By increasing parents’ awareness, PBO can help provide 
more eye care to children and parents will know about the risks of poor eye care and be more likely to 
get eye care for their children. 
 Parents have an impact because they will be the ones to take their child to the eye doctor and 
buy the glasses for their children. They are also the ones who will receive the referral. If it is a lower 
income family, it is the parents’ job to contact PBO on how they can receive free glasses or surgery 
for their child. Parents do this to take care of their children’s eye health and to make sure there aren’t 
other eye problems. Parents affect the organization because they are the primary care givers of their 
children and are the ones to make the final decisions concerning their health care. 

 2. Donors are a key element to providing eye care to Oklahoma children. By increasing 
awareness about PBO’s mission, donors will understand the importance of the services provided by 
PBO, and they will be more likely to donate to the organization. The money donated to PBO provides the 
eye screenings to children.The donors have an impact on PBO because they help fund the organization 
and provided services.  They impact the organization by donating money or eye equipment. Donators 
give money because they want to give back to the community in some sort of way. They affect the 
organization by donating the money needed for PBO to succeed in making sure every child gets the 
proper eye care they deserve. 

 3. School Administrators are the decision makers. It is important to target this group and 
increase awareness because they ultimately make the decision whether or not PBO can come to their 
school district to provide eye screenings. By increasing awareness with this group PBO can extend their 
reach to more Oklahoma schools and increase the number of students they refer each year.

 The most influential of these are the schools because Prevent Blindness Oklahoma does 
vision screenings at schools statewide. The schools impact PBO because they allow for them to reach 
hundreds of children by giving free eye exams. Their reason for doing this is to ensure that the students 
receive the proper eye care. Furthermore, schools affect the organization because without them it 
would be hard for PBO to provide its unique service to as many children as possible.
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Organizational Analysis
 
 Like many other non-profit organizations, PBO employees are responsible for many tasks and 
their duties overlap at times.  It seems that Prevent Blindness Oklahoma has become accustomed to 
the usual duties that are performed each year.  

 However, a greater sense of enthusiasm or urgency could be of great importance.  When people 
are passionate about their endeavors it shows and is attractive.  This could help the organization to be 
better organized and unified.  Teachers, especially in elementary grades, plan each school day down 
to the minute.  If PBO and its volunteers aren’t on schedule it can portray a negative image to schools 
and teachers.  Also, more signs or displays both inside and outside screenings could help PBO develop 
a better identity in consumers’ minds. Many people are visual learners and with the current lack of 
awareness for PBO, increasing the visibility of the organization’s logo will increase the familiarity of the 
brand and services they provide.
 
 The events and fundraisers PBO hosts work well for the organization.  Swing for Sight and other 
events have catchy names and, when scheduled regularly, are a great way to become familiar to donors 
and the community.  However, there are not many events involving or focusing on kids.  While children 
may not be a source of funds for PBO they are the focus of its cause.  Events involving children, such 
as carnivals, are a great way to show the organization making a positive impact on children’s lives, and 
this can also have a good impact on parents as they witness their children enjoying themselves.
 
 Prevent Blindness Oklahoma meets the needs of the children of Oklahoma well.  The screenings 
PBO provides are a great outreach to children, but the success rate of referrals issued to optometrist 
appointments scheduled needs to improve.  While this may not be completely measurable due to 
regulations, more needs to be done to ensure parents receive the referrals given to their children. 
Prevent Blindness Oklahoma is present in all 77 counties in Oklahoma and they reach a significant 
number of children each year, but an increased effort to become present in all Oklahoma school 
districts should be made.
 
 PBO can improve in regard to communicationing with their target audiences.  Nonprofit 
organizations thrive on relationships and top of mind awareness in the public eye.  Advertising and 
awareness may not be cheap, but when there is any sort of avenue open for communication, PBO 
needs to make a memorable and profound statement that resonates in the mind of the recipient.    
 



 Finally, Prevent Blindness Oklahoma has an identifiable mission with many Oklahomans 
because vision problems are common with many adults and children throughout the state and country. 
Because of this, the organization should be able to relate to a wide range of people.   Therefore, the 
public perception of PBO is mostly positive when people are exposed to it. However, many people are 
largely unaware of PBO and its cause, so more people need to be introduced to it.  

Primary Research

 The main goal in conducting primary research is to measure the level of familiarity and 
awareness PBO possesses across Oklahoma. Realizing the nature of the organizations visibility will 
allow us to pinpoint its strengths and weaknesses and will most importantly aid in determining the 
effectiveness of current communication and connections with different audiences across the state.  

 The survey was administered online, in-person and also through community service groups 
throughout the area, we aimed to gain insight into the perception of PBO from a sample of Oklahoma 
residents. The survey questions pertained to PBO awareness and personal attitude toward eye care, 
and the survey also inquired the frequency of volunteering and the rationale behind volunteer habits. 

Key Findings*

The survey was viewed by 319 people. Two hundred and twenty-two people started the survey but only 
201 completed the survey. This gave us an overall completion rate of 90.54 percent. 

Survey results showed 74.92 percent of participates had never heard of Prevent Blindness Oklahoma. 

Twenty people heard about PBO through school systems. Following behind this was family and friends 
at 16.
 
The prominence of PBO was said to be neutral of those who knew about the organization.  

• This data indicates the importance of creating positive awareness and reputation for PBO. 

Survey results showed 53.68 percent of those surveyed volunteered at other nonprofit organizations.

Out of the 53.68 percent, 25.23 percent worked with children, 23.83 percent worked with religious 
organizations, and 17.17 percent worked at animal shelters. 

• This data indicates that there is a strong connection people have with non-profits that work 
with children and to showcase the work that PBO does to benefit children.

Overall, participates said they would be somewhat likely to volunteer at a nonprofit that helps children.

The survey results showed that 50.26 percent said children’s eye care was very important to them.
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Survey results showed that 61.62 percent said they did not know the signs of poor vision in children. 

• This data indicates that there should be an increase in the education provided to Oklahomans 
and parents about the importance of children’s eye care.

The results were that 52.58 percent said they wore glasses or contacts.

The survey found that 83.15 percent received eye screenings in elementary and middle school.

The survey found that 85.52 percent of those surveyed who received vision screenings as children 
responded that they had not heard of PBO. 

• This data indicates the importance of educating children that receive eye care about PBO, so 
later, when they are adults, they would already have a knowledge base about PBO.

*Full research findings can be found on included CD. 

Secondary Research

Company
  
 According to the Prevent Blindness Oklahoma website, the company is in its 45th year of service to 
Oklahoma. Prevent Blindness Oklahoma provides eye screenings for school-aged children in Oklahoma. 
The organization provides eye screenings to more than 260,000 Oklahoma children from 2009-2010 
and these eye screenings resulted in more than 26,000 children being referred to eye doctors through 
the school screenings (www.preventblindnessoklahoma.org, 2008). According to the website (2008), PBO 
provided more than 278,000 eye screenings to children in Oklahoma, and more than 32,000 of those 
screenings resulted in referrals to eye specialists.
 
 The PBO website provides statistics about the importance of their organization’s mission.  
According to the website (2008), one in four elementary school-age children has a vision problem, one in 
every 20 preschool children has a vision problem, and eye sight problems can cause harmful effects to a 
child’s personality, learning ability and adjustment in school. 
  
 Prevent Blindness Oklahoma screens children at Oklahoma elementary schools. PBO refers many 
children for further eye tests based on the initial eye screenings at school. These referrals are the main 
goal of the organization. If a family cannot afford eye care for their child, PBO offers a voucher program 
to provide the eye care for the child free to the parents if the family meets the requirements to qualify for 
help paying for eye care (www.preventblindnessoklahoma.org, 2008).
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 Statistics found in a press release on the PBO website are a valuable secondary resources 
to our understanding children’s eye care needs.  In the release found at, a sixth grade child’s story 
is shared. This child received a referral from PBO through an in-school eye exam. The boy had been 
referred to an eye doctor in the past, but no glasses had been prescribed. After seeing another doctor, 
the boy was diagnosed with a form of cancer in one eye, and due to the referral by PBO, the doctors 
were able to save his eye and heal the cancer.  This is one example of the powerful effect that PBO 
has on children and the importance of the mission that PBO is trying to accomplish.  Testimonials like 
this should be used to further the mission of the organization and show the importance of the issue 
of children’s eye problems. 
 
Consumer
 
 This section of the research focuses on the two main consumers that Prevent Blindness 
Oklahoma should target –children and parents. These are important consumers for Prevent 
Blindness Oklahoma because they aim to give children proper eye care in all families, regardless of 
their financial situation. 
 
 According to Gustin (2009), from the research gathered, studies have shown that one-third of 
all children have never visited the optometrist.  Furthermore, 20 percent of American children have 
a vision problem (Basch, Bogan, et al). In fact, over 10 million children in the United States have 
eye problems that have been undetected. Although these children may take part in vision tests, it 
is important to know that the traditional vision test only measures the child’s eye sight from 20 feet 
away, thus making the test inefficient (Gustin, 2009). Furthermore, these tests do not identify all of 
the potential problems children may face with their vision, and parents do not know the symptoms to 
look for to show their child may need glasses or surgery (Gustin, 2009). Because of these reasons, 
many children’s bad eye sight will remain untreated, which can lead to misbehavior in school and at 
home (Basch, Bogan, et al, 2010).  

 The results of the study, done by Basch and his colleagues (2010), show the need for efficient 
vision screening for low-income children. Out of the 102 low-income children they discovered 84.3 
percent needed glasses and 9.3 percent had advanced eye problems, which was twice as big as the 
national average (Basch, Bogan, et al, 2010).  Furthermore, these findings suggest that academic 
problems can occur, such as failing a class or not understanding the assigned work (Basch, Bogan, 
et al, 2010). One thing this study does not represent is the amount of low-income families who do not 
know that organizations like Prevent Blindness Oklahoma exist.

Competition
  
 According to David La Piana and Michaela Hayes (2005), there are three main types of 
competition for sustainable nonprofit organizations.  The first type is direct competitors.  These are 
others providing the same service to the same target in the same general location.  Luckily, this is not 
an issue for Prevent Blindness Oklahoma.  In addition, PBO does not have an issue with the second 
type of competitor either.  This being substitutable competition – when another organization meets 
the same needs but in a different manner.  However, the third type of competition is the main struggle 
PBO faces.  These are indirect competitors who compete not for the same customers but for the same 
resources.
 12



 The main indirect competitors PBO has are other nonprofit organizations in Oklahoma.  The 
Oklahoma Center for Nonprofits recognizes over 450 different nonprofit organizations as members 
(Oklahoma Center for Nonprofits, 2012).  This means that PBO must compete with all these 
organizations for resources like funding from corporations and donors, volunteers, spokespeople and 
advocates, and general awareness.  As Heather Porlier mentioned in class, some organizations like 
Chesapeake may only donate to a certain number of organizations before they reach the budgeted 
limit.  With so many organizations requesting donations it is important to have a well-recognized, 
attractive cause.  A cycle exists because funding allows for growth and more awareness, but 
awareness is a key to gaining donations, volunteers and other valuable resources.  PBO needs to 
stand out past the other nonprofit organizations in the state and develop solid brand awareness and 
a familiar, recognizable message. 

Current Environment

 The environment surrounding non-profit organizations is as competitive as ever and continues 
to evolve as the economy fluctuates, and social and political trends influence donations and weigh 
in on philanthropic activity. Recent studies suggest that the non-profit job market expanded for the 
10 years that positions in the general workforce shrunk, and the growth during that period made 
non-profits the largest employer behind retail and manufacturing (“Jobs Up, Market Share Down At 
Nonprofits,” 2012). In any sector of the business realm, economic factors play a vital role in how 
organizations are able to operate and succeed. As the population in the country ages, service driven 
organizations such as non-profits are becoming increasingly necessary. According to Fanburg (2012), 
while the economy rose from the pit falls it experienced during the recession, some non-profits 
gradually saw giving levels similar to those pre-recession. Fanburg (2012) said that consequently, as 
job growth increased nationwide, the market share for non-profits decreased. 

 According to the Prevent Blindness Oklahoma website, non-profit success and efficiency relies 
greatly on organizational transparency, and government policies and regulations like the Sarabanes-
Oxley act of 2002 aid in shaping the culture of ethics and accountability within the non-profit 
environment (“Children’s’ Vision Screening,” 2011). Prevent Blindness Oklahoma states, the IRS 
also offers a Sample Conflict-of-Interest Policy that is to be adopted by organizations that do not rely 
on a similarly effective policy of their own (“Prevent Blindness Oklahoma Public Health Documents,” 
2011). 

 Non-profits still remain a strong and necessary entity. New opportunities to strengthen 
fundraising arise as confidence in online transactions continues to grow. Because the economy 
weighs heavily on all Americans, Prevent Blindness Oklahoma holds a unique position for the 
underprivileged in that vision problems can be diagnosed in young children at no cost through their 
in-school vision screening programs 
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SWOT Analysis

Strengths
• Prevent Blindness Oklahoma is a unique company because it is the only one in the state who helps  

 children with vision problems.
• Many children in Oklahoma have vision problems, which means that PBO has the capability to help  

 as many children as possible because they are the only organization with the specific purpose to  
 help children see better. 

• PBO visits all the counties in Oklahoma, which helps them to give vision tests to as many children  
 as possible. 

• They have a wide impact range and have screened over 2 million children for vision problems. 
• The partnership with the Masons helps PBO because they donate and volunteer at the   

 organization, as well as help give PBO a good reputation. 
• PBO has four events each year in Oklahoma City and Tulsa. This helps PBO raise money and   

 awareness for the organization. 

Weaknesses
• Despite the partnership with the Masons, PBO has almost no reputation due to the public’s lack of  

 awareness and lack of promotional events.
• The thrift store damages what little reputation PBO has because people don’t understand its  

 purpose and will count donating clothing as a donation to PBO.  In reality, PBO receives little   
 money from the thrift store itself, which means it is not useful for the organization.

• PBO has no social media presence. This is important in today’s world because of its prevalence  
 and ability to connect with thousands of different people.

•The website is unclear about PBO’s mission and does not give enough information. It also needs to  
 be updated more often, so donors and volunteers know what is happening in the organization.

• PBO has a lack of promotional materials like fliers and pamphlets as well as a logo and mascot  
 that are barely used in the organization. 

• PBO has a lack of funds and no real donation system, which makes it harder for people to donate  
 money. This also means that PBO is not making as much money as it possibly can for their   
 organization itself.

• Due to financial concerns, PBO has no advertising and limited public relations work done for the  
 organization. 

• PBO does not communicate with the public and the media. This means not as many people are  
 aware of the organization. 
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Opportunities 

• By using social media, PBO would be able to connect better with its target audiences parents,  
 donors, and school administrators in a faster way, as well as spread interest about the   
 organization and its mission.

• Partnerships or sponsorships with eye doctors would allow PBO to possibly receive free   
 advertising, as well as more support and attention for the organization.

• PBO can have internships available for college students in the public relations and advertising  
 fields, as well as internships for those people interested in becoming optometrists.

• If PBO is able to get into more private and public schools, they will be able to help more children in  
 Oklahoma.

• A spokesperson will help show the importance of donating to PBO and will explain why the   
 organization is important to Oklahoma.

• More corporate donors will help PBO raise funds which would mean PBO will be able to have a  
 higher budget for their promotional materials, advertising and events. In addition, corporate   
 donors will also be able to receive a tax deductible for donating to the organization. 
 
Threats

• Other nonprofits are threats because donors would be giving their money to them instead of PBO.  
 In addition, they could potentially take away any media coverage from PBO.

• The economy acts as a threat because it means PBO has to watch its budget, and may mean  
 making budget cuts. Therefore, sponsors and donors might not be able to donate as much money  
 due to financial strains.

• The thrift store acts as a threat too because it could damage the reputation that PBO is trying to  
 establish in Oklahoma.

• The lack of awareness in Oklahoma about PBO acts as a threat because it makes it harder for the  
 organization to build a reputation and become prevalent in Oklahoma. 

• School nurses are a threat because they sometimes won’t allow PBO in their school and would  
 rather do the eye screenings themselves. 
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Objectives, Strategies and Tactics

Objective 1: To increase the amount of donations given to PBO 10 percent in the next year.

Strategy: This campaign will encourage donors to provide monetary contributions to PBO that will provide 
funding to the organization because PBO is committed to serving all children in Oklahoma and preventing 
their vision problems.

Tactic 1: Partner with a sorority chapter at Oklahoma State University to host a benefit concert/talent show 
for Prevent Blindness Oklahoma during the spring 2013 semester. Alpha Omicron Pi is a newly colonized 
sorority at OSU and they are looking for a non-profit organization for their local philanthropy. The sorority 
chapter will host the benefit at their chapter house. T-shirt sales will be available to fraternities on campus 
and the t-shirt sales will be a competition among the fraternity chapters. All proceeds from t-shirt and ticket 
sales will directly benefit Prevent Blindness Oklahoma. Tickets will be sold at Chi O clock the week before 
and the week of the show. Members of AOII will also be required to sell five tickets each. Each sorority is 
required to have a performer in the show, but the show is also open to the non-Greek community too. The 
winning talent show participants will receive a gift card of their choice. Volunteer judges will be selected 
from campus life, the campus music department and the theater department.  The benefit concert will 
start at 7:30 p.m. and end at 10 p.m. The estimated amount of donations raised from the benefit is 
$4,000. This has the potential to be implemented at all universities in Oklahoma. By partnering with a 
sorority at OSU first, the relationship can be fostered to expand to the same chapter at other campuses.  
 
Most sororities have a consistent philanthropy from university to university. The details and planning will be 
similar to the planning and coordination used to host the concert at OSU.
  
 Timeframe:  March 25, 2013-April 26, 2013, actual benefit concert on April 26
 Cost: $150 for talent show prizes and $50 to print tickets all other expenses will be free of charge
 Special Requirements: The sorority will rent sound equipment from the Student Government   
  Association, free of charge. The sorority will also provide a stage and space for the benefit. 
 Evaluation: Success will be measured by the number of tickets sold, attendance at the talent 
 show and amount of money raised for Prevent Blindness Oklahoma.
  
Tactic 2: Use Click & Pledge online/mobile donation system to increase online donations. By having a Click 
& Pledge account, PBO will be able to attract more donors. Click & Pledge allows for money to be donated 
through the Internet or through text messages. This would allow PBO to have multiple ways for donations to 
be made, while being able to track them at the same time. Furthermore, PBO will be able to customize its 
own donation page and run financial reports pertaining to the donations. PBO will also be able to link their 
Click & Pledge account on their Twitter and Facebook pages, which will allow for more people to donate to 
the organization. Click & Pledge also allows videos to be posted that explain the purpose for the donations, 
as well as offer videos of its own to help new users get started.
  
 Timeframe: Create a Click & Pledge account in June 4, 2012, this should be an ongoing effort
 Cost: A one-time set up fee of $50 for the standard version and a 4.5 percent processing fee  
 Evaluation: The effectiveness of the Click & Pledge account will be evaluated through the  
 percentage of donations PBO receives through the system. This should be done on a  
 month-to-month basis to spot trends and to see how much money is raised 
 per month.
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Objective 2: To increase awareness of parents of school aged children in Oklahoma about PBO and 
the importance of children’s eye care (40 percent of parents in six months).

Strategy: This campaign will convince parents of school aged children in Oklahoma that PBO will 
provide the best quality in-school eye screenings for their children because they have the proper 
training and technology to administer these exams and are dedicated to children’s eye health. 
 
Tactic 1: Modify existing Prevent Blindness Oklahoma website into a more user-friendly website 
providing valuable information about the organization and children’s eye care.  The redesigned 
website will include a calendar feature that provides the dates and times PBO will visit schools. A 
new feature will be a blog that the screeners can use to tell stories about their experiences while 
volunteering, whether that is a funny story or testimonial about the importance of the screenings. 
Another new feature will be a map that will track the path of screening in Oklahoma schools. This 
map will show where the screeners have been and when they will be at their next schools. The News 
tab will be utilized for news regarding children’s eye research and other prominent topics that relate 
to the PBO mission. The About Us tab will be updated to include current financials and updated 
information about the success of PBO during the previous fiscal year, including the number of 
children screened and referred.  
 The Programs tab will be updated and include a “What to Expect” video for children to watch 
at school before they are screened. This will help reduce the amount of confusion and uncertainty 
children have about eye screenings. The Resources tab will be reorganized to include categories 
for the information provided, and the glossary will be removed. The Events tabs will be expanded 
to include a description of the event and how much money has been raised at each event in 
previous years. The Volunteer tab will be expanded to include the various volunteer opportunities 
for screeners.  The Mason Partnership tab will be combined with the Volunteer tab. The website will 
be enhanced with photos of children that PBO has screened that received glasses from the referral. 
Pictures of screeners administering eye exams will also be included on the website. 

 Timeframe: June 1, 2012- Aug. 1, 2012 (redesign), ongoing effort to maintain     
 website and keep it up-to-date
 Cost: Free. The redesign will only take time.
 Special Requirements: The PBO web developer will have to maintain the website with  
 the new features and update the site weekly.
 Evaluation: Awareness will be monitored by the number of visitors to the site,     
 which will be monitored using Google Analytics.



Tactic 2: Create a PSA aimed at parents that will provide information about children’s eye care and the 
importance of vision screenings. The PSA will feature Oklahoma children and screeners. The focus of the 
PSA will be about PBO and the impact they have made on children in Oklahoma. Statistics will be used in 
the PSA to show the impact. Actual vision screenings will be used in the PSA to provide visual examples of 
the work that PBO does with children. Statistics will be used in the PSA to show the impact. Actual vision 
screenings will be used in the PSA to provide visual examples of the work that PBO does with children. 
The focus of the message of the video will be positive and will focus on the care that PBO provides to 
children rather than using scare tactics. By focusing the video on the positive aspects of PBO, awareness 
will increase and when donors see the video, they will be more likely to donate based on the statistics 
provided and positive message the video shares. This PSA will be posted to YouTube and will be linked 
to via the website, as well as social media avenues. Brandon Kobs, a strategic communications student 
at Oklahoma State University, will shoot the PSA free of charge to PBO.  Kobs has all the equipment 
necessary to shoot the PSA and will provide guidance on shooting technique and creative elements for 
PBO.

 Timeframe: Finalize video concept with Brandon Kobs on Sept. 1, shoot PSA Sept. 14,  
 have edited version from Brandon Kobs on Sept. 28 and post video to website and YouTube 
 on Oct. 1
 Cost: Free
 Evaluation: The PSA will be monitored through the number of views on YouTube. PBO can  
 also monitor the comments from YouTube users as a way to evaluate the success of the PSA. 

Objective 3: To establish relationships with school administrators in Oklahoma and create positive 
awareness through events for elementary school children.

Strategy: This campaign will establish a mutually beneficial relationship with school board administrators 
and Prevent Blindness Oklahoma while creating awareness for PBO and engaging children in events.

Tactic 1: Host a scavenger hunt at the Oklahoma City Zoo during the fall semester and host another 
scavenger hunt at the Thomas Gilcrease Museum in Tulsa during the spring semester.  The scavenger 
hunt will be sponsored by Prevent Blindness Oklahoma. Schools participating in the scavenger hunt 
events will receive discounted admission to the facilities as part of a field trip discount. The scavenger 
hunt will encourage children to use their eyes to find different things at the facilities. Schools will compete 
throughout the semester. The school with the highest percentage of participants will win school supplies 
that PBO will collect at Sip for Sight and Swing for Sight events. At those events, attendees will bring 
school supplies or make a donation to buy supplies in order to play in the tournament or be admitted to 
the gala in addition to their original donation to PBO.
 
 Timeframe: One scavenger hunt will be in the fall (Sept. 1- Sept. 30) and one will be in 
 the spring (April 1-April 30). Awards will be presented within 15 days of the end of the  
 scavenger hunt event. These events will be continued every year. 
 Cost: This event will not cost PBO any money. The prize for schools will be collected as  
 donations at other PBO events. 
 Special Requirements: PBO will coordinate with the facilities to arrange items on the scavenger  
 hunt list.
 Evaluation: PBO will evaluate the scavenger hunt based on the participation by the    
 schools and the feedback provided from the facilities and teachers.  
 The goal is to get participation from 20 percent of Oklahoma elementary schools.
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Tactic 2:  Partner with local Oklahoma news stations, such as KOCO, for “Game of the Week.”  These 
games usually attract the kind of local attention PBO is seeking.  Partnering with a news station to 
participate at weekly games is a great opportunity.  At each game, PBO can place donation buckets 
at the entry gates.  In addition, PBO can conduct a raffle for a chance to compete in a Punt, Pass and 
Kick Challenge at halftime.  This challenge begins at one goal line.  First, the contestant punts the 
football as far as possible.  Then, from the point the punt landed they pass the ball down the field.  
Finally, from the landing point of the pass, the contestant has the opportunity to kick a field goal to win 
a prize.
  
 Timeframe:  Football games begin each fall. This weekly event will start Aug. 1  
 and end Dec. 7.  The event will be repeated each week at the high school  
 “Game of the Week.”  This can continue until the end of each season in the winter. 
 Cost:  PBO will need to supply prizes each week for the winner of the Punt, Pass and Kick   
 competition. Free admission to the rest the game for the season should be the prize. PBO  
 could possibly get the schools to donate this prize as a  pass for the child that wins. Most   
 football games only cost $5 for admission, and kids will come with their parents so the schools  
 will still make money because of the parents’ admission fees. 
 Special Requirements:  PBO will need to develop a relationship with the news station and   
 school districts.  Even if PBO’s monetary proceeds are not extremely large, it is important to   
 remember that PBO will be getting free publicity to many Oklahoma parents and    
 making money at the same time. Publicity can also result from news coverage of a notable   
 performance by a contestant.
 Evaluation:  Results can be evaluated by analyzing weekly attendance, funds     
 raised at each game, feedback from school administrators and the relationships    
 that result from this weekly event.

Tactic 3: Sponsor a weekly PBO Elementary School Student of the Week contest at high school 
basketball games. PBO should partner with a news station that is shown throughout Oklahoma. In 
addition to this, PBO should go to one district per week in Oklahoma to film this segment so that 
parents in remote or small towns will be aware of the organization and its purpose. Students will be 
entered by either their school principal or teacher based on their performance in the classroom. Each 
name will be put into a bowl and someone will randomly draw from it. Participates should be between 
eight and 11 years old. Two students will be picked and compete against each other to make shots 
at from the post area, the free throw line and the 3 pt. line. Whoever makes the goals first within a 
minute wins the title and a gift certificate to a local restaurant. Both children will be shown before the 
segment because of their achievements in education. 
  
 Timeframe: Nov. 1, 2012 - Feb. 1, 2013.
 Cost: PBO will need to provide prizes to the student that wins the competition. The    
 prizes can be gift card donations from movie theaters and restaurants in Oklahoma City, 
 Enid, Weatherford, Woodward and Tulsa.
 Special Requirements: PBO will need to coordinate with the school administrator    
 about the visit and the participants the week before they visit the school for the    
 basketball game. 
 Evaluation: PBO will evaluate the successfulness based on the media coverage
 they receive from the event and any requests they received from schools wanting to    
 participate.
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Tactic 4: Sponsor a statewide photo contest for elementary school children to show the importance of eye 
care through photography. These photos should include the child wearing glasses and showing how the 
glasses have helped them. This will get parents and children involved in the organization, as well as help 
spread awareness about the organization. There should be one first place winner who will receive a season 
pass to both Frontier City and White Water Bay. The second and third place winners will receive a one 
day pass/ticket to either Frontier City or White Water Bay. This can be held once or twice throughout the 
year, depending on the success of the first contest. These photos will also be beneficial to PBO to develop 
content for the website. All photos should be uploaded to the PBO Flickr account to help organize the 
submissions and be available for future use by PBO.
  
 Timeframe:  Nov. 1- Nov. 30 
 Cost: The double park pass for the first place winner will cost $65.99 plus tax and a     
 five dollars processing fee. The second and third place prizes will cost $26.99 plus 
  tax per ticket.
 Evaluation: This will be evaluated by how many children participate 
 in the contest because that will determine the overall success 
 of this tactic. 

Objective 4: To establish a presence on social media platforms (Facebook and Twitter). 

Strategy: This campaign will help PBO to connect with parents, school administrators and potential donors. 
This will help PBO to build a favorable reputation, as well as establish a social media presence so that they 
can inform their audiences in a quick and easy manner of any news or events.

Tactic 1: Increase PBO’s social media presence through Facebook and Twitter.  The accounts will be 
updated at least one time per week. The accounts will need to be updated to reflect the schools that PBO 
will be at each week. These accounts will provide information on what PBO is doing, as well as link back 
to the website for testimonials or stories. In addition to these features, the accounts will provide tips on 
how to tell if a child is suffering from vision problems and how PBO is helping as many children as possible 
through their ongoing efforts. In addition to the PBO accounts, PBO will post tips and information on 
schools’ Facebook pages letting parents and know they will be screening children at the school. Sample 
 
Tweets include:  
“We’ve screened more than 4,000 children this month. Will your children be next? View our full calendar 
at: www.preventblindnessok.org/calendar”   

“One in four school age children has a vision problem. Check when we are visiting your kids’ school here: 
www.preventblindnessok.org.” 

Facebook posts include:
“New study links behavior problems to vision problems. Read more about these side effects of poor vision 
here: (include link to research article.”

“Parents, we are coming to Redrock Elementary School tomorrow to provide vision screening for your 
children. Help them feel at easeby showing them our video of a vision screening here 
 (link to video on website).”
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 Timeframe: Beginning June, 1 2012, this should be an ongoing effort. 
 Cost: Free
 Special Requirements: An intern may need to be hired to fulfill this position or      
 another member of PBO’s public relations teams. Internships that can be done to  
 complete course credit are not required to be paid positions, and PBO can capitalize    
 on this by hiring an intern for course credit instead of pay.
 Evaluation: Social media’s impact will be measured by the number of people 
  who like PBO’s page on Facebook and the number of followers on Twitter,  
 as well as the  times they are re-tweeted by people.

Tactic 2: Create a Flickr account to promote the PBO fundraising events and benefit concert. The Flickr 
account will be managed by PBO and all pictures taken at events can be accessed through the account. 
Having a Flickr account will allow PBO to publicize any upcoming fundraising events through the other social 
media platforms by linking to the Flickr album from the previous event or the event from the previous year. 
Flickr albums will also allow PBO to manage their photo content on their website more easily. The photos 
from Flickr will help PBO manage their website photos and update the website regularly. The Flickr albums 
can even be expanded in the future to include albums of children, given the necessary permission. PBO 
can promote their Flickr account by including their account tags on the programs for different events and 
people who attend the events can use the tag and PBO can use other users content for their albums as 
well. 
  
 Timeframe: Create account in June 1, 2012, update continuously after each fundraising event
 Cost: Free
 Evaluation: The effectiveness of the Flickr account will be measure by the number of     
 pictures uploaded by PBO and people who attend the fundraising events. The value of the  
 account will me more easily seen when updating the website and seeing whether     
 or not fresh content is available.
 
Objective 5: Re-evaluate partnership with the thrift store to determine the effectiveness and benefits of the 
partnership.

Strategy: By re-evaluating the partnership with the thrift store, PBO will be able to see how they benefit from 
the thrift store. This will also allow the organization to see how being partners with the thrift store affects its 
reputation. 

Tactic 1: Re-evaluate PBO’s partnership with the thrift store. This will help to see if PBO is earning a profit 
through the thrift store, as well as show the relationship between the two companies. In addition to this, 
PBO should look into how the thrift store affects its current reputation by asking current and potential 
donors, school administrators, volunteers and parents about how they view this relationship. 
 
 Timeframe: July 2, 2012- Nov. 6, 2012. PBO should look over the past   
 five years of how the thrift store has helped or hindered the organization.   
 Furthermore, PBO should continue to evaluate for the next six months  
 to see how the organization is being affected by the thrift store partnership.
 Cost: Free, this will only cost PBO time
 Evaluation: The relationship section will be done through a survey given to current  
 donors,school administrators, volunteers and parents. The profits gained from  
 the thrift store will be done by either volunteers or workers. 



 
Timeline

May 2012
May 15: Begin campaign created by Perception PR

June 2012
June 1: Begin re-design of Prevent Blindness Oklahoma website
June 1: Begin updated social media efforts (continuous)
June 1: Create a Flickr account (continuous)
June 4: Create a Click & Pledge account

July 2012
July 2: Begin re-evaluating partnership with thrift store

August 2012
August 1: Launch the re-design of the Prevent Blindness Oklahoma website
August 1: Begin publicizing to schools about scavenger hunt
August 1: Begin partnership for the Punt, Pass and Kick Challenge at halftime at the High School 
Game of the Week  (challenge each Friday throughout football season)
l
September 2012
September 1: Finalize PSA concept with Brandon Kobs
September 1: Start scavenger hunt at Oklahoma City Zoo for children
September 14: Shoot PSA with Brandon Kobs
September 28: Deadline for edited PSA (video should be fully edited by Brandon Kobs)
September 30: End scavenger hunt opportunity at OKC Zoo 

October 2012
October 1: Post PSA video to YouTube and the Prevent Blindness Oklahoma website
October 15: Award prizes to winning schools of OKC Zoo scavenger hunt
October 15: Start advertising for photo contest

November 2012
November 1: Begin photo contest for children
November 1: Begin PBO Student of the Week at high school basketball games
November 6: End re-evaluation of thrift store
November 30: End photo contest

December 2012
December 7: Determine winners of the photo contest
December 7: Wrap up partnership for Punt, Pass and Kick Challenge 
December 10: Award prizes for photo contest 22



 
February 2013
February 1: End PBO Student of the Week contest

March 2013
March 1: Start publicizing for scavenger hunt at the Gilcrease Museum in Tulsa for children
March 25: Begin publicizing about a benefit concert at Oklahoma State University

April  2013
April 1: Begin scavenger hunt opportunity at Gilcrease Museum in Tulsa
April 26: Host benefit concert at Oklahoma State University through a partnership with a sorority
April 30: End scavenger hunt opportunity at the Gilcrease Museum

May 2013
May 15: Award prizes to winning schools of Gilcrease Scavenger Hunt
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Estimated Campaign Length

24



Budget

Sing for Sight Benefit Concert
Prizes for talent show $150.00
Printing charge for tickets and fliers $25.00
Campus A-Frames (Campus Life Graphic Design) $25.00     
Total cost for PBO Talent Show $200.00  
  
Click & Pledge Donation System    
Click & Pledge Account $50.00  
Total cost for Click & Pledge $50.00  
  
Website Redesign
Website $0.00     
Google Analytics for monitoring $0.00  
Google Maps for tracking $0.00 
Total Cost for Websiter Redesign $0.00 

Scavenger Hunt/Punt, Pass & Kick and Photo Contest   
Scavenger Hunt Prizes for schools $102.98 
Punt, Pass Kick Prizes- Donations $0.00  
Photo Contest Prizes- Donations $0.00  
Total Cost for Contests $102.98

PSA
Videographer $0.00 
Talent $0.00  
Public Service Announcement Filming  $0.00

PBO Student of the Week
Student of the Week events $0.00

Social Media Outreach
Facebook, Twitter and Flickr  $0.00
   
              
Total Cost for Sing for Sight $200.00
Total Cost for Click & Pledge $50.00
Total Cost for Contests $102.98
Contingency Fund $35.29
   
 Grand Total: $388.27
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Appendix A:
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Alpha Omicron Pi
Contact Info:
Tracie Ottey 
Philanthropy Adviser
tottey@alphaomicronpi.org
615-767-0982 
 
Tracie Dickerson
AOPi Member
traciemd@okstate.edu 

Ticket Design for Sing for Sight
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Sing for Sight Flier



Sing for Sight Poster
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Concert T-shirt
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Appendix B:

PSA Contact Information 
Brandon Kobs 

website: bkobsproductions.com 

email: braondon.kobs@okstate.edu

PSA Story Board 
 
Page 1
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Page 2
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PSA Script 
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Prevent Blindness Oklahoma PSA Script

Prevent Blindness Oklahoma is the state’s only non-profit organization, leading volunteer 
eye health and safety organization dedicated to fighting blindness and saving sight.  PBO 
provides free eye screenings to elementary school students in all 77 counties.

We have provided 260,939 children’s vision screenings in the state of Oklahoma.  These 
eye screenings are dependent upon the donations received from our sponsors and other 
individual donors.  

Through our services, we are able to fight the increase in eye care issues for children. 
Today, one in four elementary school-age children has a vision problem.  If they remain 
undiscovered, these problems can harmfully affect a child’s personality, his learning ability 
and his entire adjustment in school.

Help us fight the growing number of children affected with vision problems by donating to 
PBO or becoming a volunteer today. With your help we can screen more Oklahoma chil-
dren and prevent blindness in our children.

For more information about Prevent Blindness Oklahoma, 
visit www.preventblindnessok.org.  
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Facebook
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Twitter
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Flickr
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Appendix D:

Scavenger Hunt Track at OKC ZOO

PBO should coordinate with the OKC Zoo to determine spots for the scavenger hunt. 
The Zoo may have new exhibits they would like to feature. 
Sample Questions:
“This animal is said to be “king of the jungle.” Go see his mane and hear him roar.
“This animal has black stripes... Or are they really white?”
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Letter to Administrators

Mr. Bill Denton
Administration Building 
600 Maple Street,
Yukon, OK 73099

Dear Mr. Denton,

I am writing to tell you about the scavenger hunt that Prevent Blindness 
Oklahoma will be hosting at the Oklahoma City Zoo this September. This is a 
great opportunity for your school district.  The scavenger hunt will encourage 
students to use their eyes to find different things at the zoo.  The school with the 
highest participation percentage will win school supplies collected by PBO at our 
fundraising events.

The Oklahoma City Zoo is allowing a discounted admission price for all faculty 
members and students in your school district. The event will last all throughout 
September and the winner will be announced in early October. The only 
requirement to participate is to contact the Oklahoma City Zoo and arrange your 
school’s field trip. When scheduling the field trip tell them you are interested in 
participating in the scavenger hunt sponsored by Prevent Blindness Oklahoma.

This is a great opportunity for your school district. The scavenger hunt provides 
a fun leaning experience for students of all ages. If you would like more 
information, please call me at 405-848-7123 or e-mail me at dianna-pbo@
coxinet.net. Thank you for your time and consideration.

Sincerely,

Dianna Bonfiglio 
CEO-President
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