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Background 
 
The Canadian Red Cross Society (CRCS) is a non-for-profit whose 
primary objectives are philanthropy and social well-being. 
 
Private donations and donations from Canadian Government departments 
are two sources of funding for CRCS. 
 
The programs offered by the Canadian Red Cross Society are: 

1. Assistance to Canadians experiencing an emergency or disaster. 
2. Community Health Services (Community Support Services, Health 

Equipment Loan Program, Home Care Services) 
3. Migrant and Refugee Services 
4. Safety, First Aid, and CPR 

History and Situation Analysis 
 
The organization was founded in the 1896 and led by George Ryerson. 
 
The Canadian Red Cross was legally established as the corporate body 
in Canada responsible for providing volunteer aid in accordance with 
the Geneva Conventions by the Canadian Red Cross Society Act (1909) 
 
More recently, the organization has launched campaigns to enhance their 
social media profiles. The #DigiVols campaign was aimed at participants 
who had demonstrated their support to the Canadian Red Cross by 
collaborating on special projects and by sharing important updates about 
the Red Cross to their social media networks. It focused on spreading 
awareness on social media, to creating content, to providing information 
during a disaster. Additionally, the Be Part of the Equation campaign was 
based on fan/follower acquisition targeting the millennials who would, in 
the future, become volunteers of the organization and serve humanity in 
their way possible. 

Purpose of The Campaign 
 
The primary purpose of the campaign is to drive donations for the 
organization, while improving the overall brand engagement for the 
Canadian Red Cross. We will reach the target of total 50,000 total 
engagements across the chosen social media platforms: Facebook, 
Twitter and Instagram. 
  

http://www.redcross.ca/
https://en.wikipedia.org/wiki/George_Ryerson
https://en.wikipedia.org/wiki/Geneva_Conventions
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S.M.A.R.T. Objective 
 
To generate 50,000 aggregated engagements on Social Media for the 
Canadian Red Cross Society with a $100,000 budget, between March 1 
and March 31, 2019. 
 
 
Specific. The objective focuses on generating a defined number of 
engagements for Canadian Red Cross Society. 
 
Measurable. The success of the campaign will be determined by tracking 
engagement through tools including Facebook & Instagram Insights, 
Twitter Analytics, and Socialbakers. 
 
Achievable. The objective can be achieved with our budget of $100,000, 
the pre-established fan base of the organization on Facebook, Twitter, 
and Instagram, and the one-month time frame to reach the target of 
50,000 engagements. 
 
Relevant. Our objective is relevant to the goal of the Canadian Red 
Cross: providing aid during times of need. By increasing engagement on 
the organization’s social media profile and encouraging donations, we will 
help the Canadian Red Cross generating the funding needed to fulfill their 
humanitarian mission. 
 
Time-bound. The campaign will start on March 1, 2019 and will end on 
March 31, 2019, a one-month timeframe. 
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Measurement Tools 
 
The performance of the campaign will be measured by Facebook & 
Instagram Insights, Twitter Analytics. These tools are free, transparent, 
and hosted on the social media platforms. 
 
In addition to these tools, Socialbakers will be used to manage the 
audience interactions and listen to their voice. It will aim on keeping the 
brand’s social media handles proactive and will help the brand to get into 
more conversations with their target audience. 
 
Hashtracking is the online tool that will help us track the performance of 
our hashtags. It also lets us know the number of people who have 
engaged with our hashtag, the reach, timeline deliveries of it and the total 
count of the hashtag use. 

Success Determination 
 
Through the response volume of audience engagement and target group 
interactions, we will figure out the success of the campaign. Reaching 
50,000 engagement will be the benchmark for our campaign. 
 

Corrective measures 
 
Through A/B testing, we will figure out the content that best works for the 
target audience. Depending upon the response of interactions, the 
frequency of the campaign content will be moderated. This will also 
determine the amount of the budget that will be allocated to promoting the 
social media content. 
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Current Strategy 
 
The social media strategy of the organization focuses on informing their 
audience about what is happening with the Canadian Red Cross and 

providing their followers with news about international disasters. 

The Canadian Red Cross maintains an online presence on six main 
platforms: 

1. The Canadian Red Cross website  
2. Facebook  
3. Instagram  
4. Twitter  
5. YouTube  

6. LinkedIn  

On each of these platforms, the message is scattered, but consistent: 
here are all of the things that the Canadian Red Cross does. There are no 
monthly themes, no cohesion regarding copy or imagery, no questions 
posed to followers, and few distinct calls to action on their posts. For 
example, during the month of November 2018 on the Canadian Red 
Cross Facebook profile (the organization’s social media profile with the 
largest following at 128K followers), post topics ranged from a video 
profile about of survivor of the 2017 British Columbia fires, to an alert 
about a free First Aid app for CPR month, to a link to a website article 
about the humanitarian crisis in Yemen. Visuals of this example are 
shown below: 

 

 
BC Fires post from Canadian Red Cross 
Facebook profile, November 2, 2018 

 
 

PR Month post from Canadian Red Cross 
Facebook profile, November 7, 2018. 
 

 

https://www.redcross.ca/
https://www.facebook.com/canadianredcross/
https://www.instagram.com/redcrosscanada/
https://twitter.com/redcrosscanada
https://www.youtube.com/user/canadianredcross
https://www.linkedin.com/company/canadian-red-cross/
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Almost none of these daily posts asked for users to donate or even 
showed how one could donate to the Canadian Red Cross, if that person 
were inclined to do so. Additionally, many of the comments made in 
response to these posts went unanswered and unacknowledged by the 
Canadian Red Cross Facebook profile, which does not promote 

engagement. 

The organization uses their online presence more as a disaster relief 
newsletter than as an opportunity for conversation. The Canadian Red 
Cross is delivering monologues to their audience, instead of encouraging 
dialogues between and among the organizations and their fans. 

 

 

 

  

Yemen humanitarian crisis post from Canadian Red 
Cross Facebook profile, November 18, 2018. 
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Proposed Strategy 
 

Answer the call. 

For the month of March 2019, we will engage and excite the Canadian 
Red Cross social media audience with our donation campaign focused on 
emergency preparedness. By encouraging our audience to be proactive, 
not reactive, we will show our users how their support now will help the 
Canadian Red Cross help sooner in future international and domestic 
crises. The purpose of the campaign is to build an undesignated fund 
through monetary gifts so the Canadian Red Cross can pre-plan how to 
respond to future disasters more quickly and efficiently.  

Our target audience includes the four following groups: 

1. Canadians who have volunteered with the Canadian Red Cross 
2. Canadians who have donated to the Canadian Red Cross 
3. Canadians who have previously volunteered with other Canadian 

charities 
4. Canadians who have previously donated to other Canadian charities 

Our Answer the Call campaign has roots in an existing initiative from the 
Canadian Red Cross. For Giving Tuesday 2018, the organization 
executed a 24-hour Answer the Call promotion from November 27 to 
November 28, on Facebook, Twitter, and Instagram, that led to a donation 
microsite: redcross.ca/answerthecall. During that time period, followers 
were asked to “Choose a life-changing gift such as a disaster relief pack, 
food and water relief, or a women's hygiene pack to help people in need 
this #GivingTuesday.” and help the Canadian Red Cross reach their goal 
of 500 gifts. 
(https://twitter.com/redcrosscanada/status/1067757864259895296) On 
the microsite, users could either build a survival kit to donate to a person 
in need or select a donation dollar amount, and the site would build a kit 
accordingly. The organization did reach their goal of 500 gifts in one day, 
and the promotion for the campaign ended on November 28, 2018.  
 
 
 

 

 
 
 
 

https://www.facebook.com/canadianredcross/videos/269660883738164/?__xts__%5B0%5D=68.ARAdnThr2AUBA4LdHDMv6qaFT4MRS6R4a7yzMu5oxWUtLtsx0fuvRROClQx_d9V-zcTkBHmULfwvG3WxokYo3CtQoYDW_7ZK0s5hIiKiRAp1NrN3Aq58nfjJORGcuFJYPGBFAxzo8_0O1lo1gDFo8k6MOR1sYa-DP_Qt8nF2rB2UkzZpgrvIyxgIwW4XqzxeeOGVFsUVaYV870kV885BMJKXfBO8IWd7fGeDgrdguey-2fHcxoy-0MRxWGffs31yWQ-shdWPNZJVXLnsmIXKCKihpW6h_Ilo6muHQZynwRyYmF6joR2igjpFnBUE6RMisofCa2R7C5o7iWVXsczNWcmNTRkEVeuT&__tn__=-R
https://twitter.com/redcrosscanada/status/1067757864259895296
https://www.instagram.com/p/Bqr3wLUFTvm/
https://www.redcross.ca/answerthecall/#help
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Existing Canadian Red Cross donation microsite, 
redcross.ca/answerthecall 
 

 

 

 

 

 

 

 
 

We’ve reached our goal tweet from 
Canadian Red Cross Twitter profile, 
November 28, 2018. 
 

 



 11 

 
 
 
 
   Answer the Call tweet from Canadian Red 

Cross Twitter profile, November 27, 2018. 
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Target Market and Buyer Personas 
 

We are focusing on philanthropic, employed, and involved Canadians, 
who range in age from 25 to 65, actively participate on at least one social 
media platform, and care about their neighbors at home and abroad. We 
have developed five audience personas representing these 
characteristics: 

• Zoe Bergeron: Engaged Commuter 

• Donna Martin-Silver: Heart of the Family  

• Angelo Leblanc: The Giver 

• Leonora Young: Community Beacon   

• Bill Jameson: Dedicated Donor 

Like our target audience, each of these personas has a connection to the 
Canadian Red Cross or to another humanitarian organization in Canada. 
And, as an Ipsos survey for the Canadian Red Cross found in 2017, 
“Nearly half of Canadians (44 per cent) want to help both those in need in 
Canada and in other parts of the world, while 52 per cent feel strongly 
about giving here at home.” (Canadian Red Cross, “Survey reveals a year 
of disasters has Canadians wanting to give back”, 
https://www.redcross.ca/about-us/media-news/news-releases/survey-

reveals-a-year-of-disasters-has-canadians-wanting-to-give-back)  
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Table of Buyer Personas 
 

 

 

  

 Name Segmentation Age Work Location Family Social Media 

Zoe 
Bergeron 

Engaged 
Commuter 

32 Gaming 
Software 
Engineer at 
Electronic 
Arts 

Vancouver, 
BC 

Divorced, no 
children, 
happily single, 
not mingling. 
Parents and 
siblings live 
nearby in 
Burnaby. 

Instagram to look 
at friends’ 
photographs, 
Facebook to make 
online sign-ups 
easier, Twitter to 
follow trends. 

Donna 
Martin-
Silver 

Heart of the 
Family 

45 Logistics 
Director for a 
manufacturing 
company 

Calgary, 
AB 

Married with 
three children, 
two aging 
parents, and 
one devoted 
husband. 

Facebook, 
Instagram, 
Goodreads, 
LinkedIn. She likes 
to stay connected, 
informed, and 
entertained. 

Angelo 
Leblanc 

The Giver 51 Director of 
Patient Care 
at Montreal 
Children’s 
Hospital 

Montreal, 
QC 

Lives with his 
husband, their 
twins in 
middle 
school, and 
their two 
dogs. 

Facebook for family 
updates, Twitter for 
news. 

Leonora 
Young 

Community 
Beacon 

58 Journalist for 
media outlets 
in the Greater 
Toronto Area 

Brampton, 
ON 

Lives with her 
partner, 
David. Her 
adult son lives 
in Brooklyn. 
Her parents 
live nearby in 
Mississauga, 
and her 
parents-in-law 
live in Milton. 

Twitter, to monitor 
trending news 
stories. 

Bill 
Jameson 

Dedicated 
Donor 

63 COO of a 
helicopter 
company 

St. Johns, 
NL 

Married with 
two grown 
children, three 
grandchildren, 
and one wife 
who 
volunteers for 
Habitat for 
Humanity. 

Facebook, to see 
pictures of his 
extended family. 



 14 

 Name Interests Personality Goals Frustrations 

Zoe 
Bergeron 

Recently volunteered 
for the Salvation Army, 
but wants to find a 
organization for a new 
experience with like-
minded individuals who 
better fit her 
humanitarian 
personality. Tried yoga 
this year to stay 
healthy and exercise. 

Cares for other 
people in need. 

Meet a new circle 
of friends who 
aren’t linked to her 
ex-husband, 
Harrison. 

Seeing the same 
people at work every 
day. Parents pressuring 
her to get married 
again, so they can have 
more grandchildren. Donna 

Martin-
Silver 

Worked as a 
International Aid 
Delegate for the 
Canadian Red Cross 
after she graduated 
from the University of 
Alberta. Spends non-
work time shuttling her 
children to activities 
and her parents on 
their errands. 

Involved. Wants to make a 
difference in the 
world and make 
humanity better. 
Wants to provide 
the best life she 
can for her 
children. Wants to 
make time to see 
her old friends 
whom she lost 
touch with after 
they all had 
children. 

Doesn’t have time to 
volunteer like she used 
to, before her family 
grew. Struggles through 
long hours during busy 
times at work. 

Angelo 
Leblanc 

Was introduced to the 
Canadian Red Cross 
through aquatics and 
lifeguard training and 
certification. Previously 
taught swimming 
lessons and water 
safety for the Quebec 
City office. Volunteers 
occasionally at Ste. 
Anne's Hospital, 
providing guidance for 
younger veterans. 

Compassionate. Continue saving 
enough for his twin 
daughter and son 
to attend 
university. 
Generate more 
support for 
Canadian Forces 
veterans in 
Quebec. 

Bureaucracy at work. 
Wants to find more 
effective ways to give 
back to his community.  

Leonora 
Young 

Volunteers with the 
branch of the Canadian 
Red Cross nearest to 
her, the Halton and 
Peel Regional Office. 
Thinks about getting a 
dog at least once a 
week. 

Pensive about 
the changing 
world around her. 

Continue making a 
living in news 
media. Keep her 
aging parents and 
parents-in-law in 
good health. 

Not being able to help 
her global neighbors as 
much as she would like 
to, with the increasing 
number of disasters 
around the world. Cost 
of living keeps 
increasing, while her 
take-home pay remains 
stagnant. 

Bill 
Jameson 

Previously volunteered 
with the Canadian Red 
Cross throughout his 
youth. Enjoys playing 
golf and leads the Toys 
for Tots committee at 
his private club. 
Coaches his 
granddaughters when 
they practice hockey at 
the pond behind his 
home. 

Pragmatic in the 
boardroom, 
benevolent in the 
family room. 

Finding value in 
his work before he 
retires in a few 
years. Leaving a 
legacy with his 
philanthropic 
efforts. 

Seeing his colleagues 
complain about the 
state of the world but 
refuse to donate their 
time or money to make 
change. 
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Fantastic Influencers and Where to Find Them 
 
By using the Artificial Intelligence (AI) powered platform Socialbakers, we 
will search for influencers with high followings and engagement rates on 
Facebook, Twitter, and Instagram, who resonate with the segments of our 
target audience. Each influence will be compensated according to their 
respective reach and engagement rate. We will have each influencer 
repost our scheduled content throughout the month, as well as participate 
in our Canadian Red Cross Twitter chat, scheduled for Monday, March 11, 
2019. 
 
Examples of Influencers who will appeal to our audience of Canadian 
humanitarians with a relationship to the Canadian Red Cross are preppers 
and survivalists like Les Stroud or HGTV stars like Jillian Harris. We will 
also consider Canadian lifestyle bloggers and influential philanthropists. 

Social Media Channels and Communities 
 
For our campaign, we will focus on the Canadian Red Cross profiles on 
Twitter, Facebook, and Instagram. 
 
On the Canadian Red Cross Twitter profile, the organization has a high 
number (154K) of followers with low engagement. We will use Twitter to 
generate interest and guide user to our donation microsite. Also, we will 
host a Twitter chat the Monday after International Women’s Day to 
continue the conversation with Twitter users.   
 
Conversely, the Canadian Red Cross Facebook page has a lower number 
of followers (128K) with higher engagement. Since we expect the majority 
of campaign engagement is expected to occur on Facebook, we will 
heighten our visual efforts on this platform, including video post, an 
increasingly popular engagement method. Our calls to action will direct 
user to our donation microsite.  
 
Additionally, Instagram has the smallest audience of the three platforms 
for the Canadian Red Cross (17K) with the lowest engagement rate. The 
focus will be to increase the number of followers on the platform and 
encourage comments from followers by engaging them in conversation.  
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Platforms 
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Total Followers 

17.1k      

Average Change per Week 

+ 122.0 
Average Profile Posts per Week 

4.00 
Average Interactions per Post per Day 

187.4 
Average Profile Posts per Day 

0.59 
 
Source: www.socialbakers.com 
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Platforms - Takeaways  
 

• Approximately 300K total followers 
• 51% Twitter, 43% Facebook, 6% Instagram 
• Twitter - with Reactions removed - (55% of Interactions don’t count 

as engagement for campaign) 
o Retweets - 578 
o Replies - 33 
o Followers - -439. One day accounted for drop in followers. 

When this day is removed, 31 followers were added 
o Total monthly engagements – 642 

• Facebook -  with Reactions removed - (60% of Interactions don’t 
count as engagement for campaign) 

o Links - 465 
o Photos - 298 
o Video - 286 
o Fans added - 527 
o Total monthly engagements - 1,527 

• Instagram - with Reaction removed - (99% of Interactions don’t 
count as engagement for campaign) 

o Fans added - 518 
o 124 Interactions/day x 31 days = 3,844 Interactions 

o 1% countable engagements x 3,844 = 38 Interactions 

• Twitter has largest following, but slowest growth and lower 
engagement rate. 

• Facebook is less than 10% smaller than Twitter but has 3x the 
engagement rate. 

• Instagram has the smallest audience and a very low engagement 
rate but has HUGE potential for growth and market penetration, 
assuming it can gain similar audience size as Twitter and Facebook. 
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Campaign Hashtag 
 

The Canadian Red Cross has a Disaster Preparedness app called Be 
Ready: http://www.redcross.ca/how-we-help/emergencies-and-disasters-
in-canada/be-ready-app 

The organization also uses the hashtag #BeReady in Preparedness posts 
on their social media profiles. 

Therefore, the hashtag for our campaign is #RedCrossReady. We will 
also ask users to share their emergency kits in posts on Facebook, 
Twitter, and Instagram, by saying, “Show Us Your Kit.” 

Benchmarks 

Our benchmarks are followers, reactions, comments and shares from the 
Canadian Red Cross Twitter, Facebook and Instagram profiles. 
Measurements using the Socialbakers dashboard on Feb. 28, 2019 will 

establish the benchmark for social platforms. 

Additional benchmarks are donations from March 2018 and total 
donations from the previous campaign. 

Metrics 
 

 Google Ads Facebook Twitter Instagram Donations 

Clicks Increase in 
followers 

Increase in 
followers 

Increase in 
followers 

Increase in 
dollars 

Click Through 
Rate (CTR) 

Comments Replies Comments Increase in 
donors 

Average 
Cost/Click 

(CPC) 

Shares Retweets   Dollars/donor 
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Measurement Tools 
 

Socialbakers will be the main method of measurement since it has a 
number of social media monitoring tools available in one place, on one 
dashboard.    
 
Google Ads will be used to measure the success of the ad campaign. It 
will also measure the traffic to the microsite and allow for real-time 
adjustments. It will be necessary to consult with Finance, to access 
physical accounting records of previous donation records to compare with 
the level of donations made at the end of March. 

Budget and Resources Required 

 

Before the campaign begins, the microsite needs to be created and the ad 
campaigns setup to go. Since the design and development are not 
ongoing, it has been outsourced. Community engagement and ad 
performance monitoring is ongoing and should be handled in house. 

When considering the ad spend, we kept a significant portion unassigned, 
to allow for boosting the most effective content and unexpected events. 

Overall, we wanted to keep staff costs much lower than ad spend, to 
remain in line with best in class charity spending. The lower the 
administration costs, the more can be used to help those in need. Staff 

spending is 16% of overall budget. 
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Stakeholders 
 
According to Investopedia, “A stakeholder is a party that has an interest in 
a company and can either affect or be affected by the business. The 
primary stakeholders in a typical corporation are its investors, employees, 
customers and suppliers.” (Investopedia, “Stakeholder”, 
https://www.investopedia.com/terms/s/stakeholder.asp) 
 
The stakeholders in the Canadian Red Cross’s current social media 
marketing include the following: 

• Canadian Red Cross employees 
• Canadian Red Cross board members 
• Individuals and families who have received aid from the Canadian 

Red Cross 
• Canadians who have participated in a Canadian Red Cross 

workshop 
• Canadians who have donated to the Canadian Red Cross 
• Canadians who have volunteered for the Canadian Red Cross 

 
The current approach used to engage with the social media audience of 
the Canadian Red Cross is to inform the public with general news about 
what the organization is doing at the present time. There is no consistent 
theme or message through the social media posts, and there is rarely any 
call to action. For example, on the organization’s Twitter profile 
(https://twitter.com/redcrosscanada) for the week of November 19-25, 
2018, the topics ranged from “4 tips to keep you safe on winter roads” to 
coping with sad memories of the British Columbia wildfires to how a 
program supported by Development Canada can “help the Honduran Red 
Cross prepare to respond to disasters and emergencies.” 
 
This approach is informative but not targeted. With no cohesive theme 
and no defined calls to action, users who may want to donate to the 
Canadian Red Cross or volunteer with the organization or take a training 
course or learn how to prepare for an emergency are left to take the 
initiative on their own. They must subsequently search through the 
crowded website of the Canadian Red Cross to discover how someone 
with their needs can get involved. 
 
 
 
 
 

  

https://www.investopedia.com/terms/s/stakeholder.asp
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Social Media Persona of the Canadian Red Cross 
 
Canadian Red Cross: Global Humanitarian 
 

Age: 122 (founded 1896) 

Work: Emergency Responder 

Location: Ottawa, ON (National Office) 

Family: The people of Canada 

Social Media: Facebook (128.5K followers), Twitter (154K followers), 

Instagram (17.2K followers) 

Interests: Responding to domestic and international emergencies, 
Generating donations, Recruiting volunteers, Educating Canadians about 
safety and preparedness, Promoting physical and mental health 
awareness, Providing news on domestic and international disaster relief, 
Preventing violence and bullying, Conducting training and certification 
courses, Helping seniors in need, Aiding migrants and refugees. The 
Canadian Red Cross has many interests and shares them consistently but 

without focus. 

Personality: Principled.  

“All Red Cross programs and activities are guided by the Fundamental 
Principles of Humanity, Impartiality, Neutrality, Independence, Voluntary 
Service, Unity and Universality. These principles allow us to provide help 
immediately to whoever needs it, wherever they are, whatever their race, 
political beliefs, religion, social status, or culture.” (Canadian Red Cross, 
“Red Cross Fundamental Principles”, https://www.redcross.ca/about-

us/about-the-canadian-red-cross/red-cross-fundamental-principles)  

Goals: Helping when help is most needed, in Canada and abroad. 

Educating the public about health, safety, and preparedness. 

Frustrations: Generating the resources necessary to provide sufficient 
help to the people who need it. Fostering consistent engagement on 

Facebook, Twitter, and Instagram profiles.  
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Target Groups 
 

The target groups we would expand are Canadians who have volunteered 
with the Canadian Red Cross and Canadians who have donated to the 
Canadian Red Cross. We would also seek to attract Canadians who have 
previously volunteered with and donated to other charitable organizations, 
but are now searching for a more fulfilling experience as a return on their 

investment of time and/or money. 

The groups are directly relevant to our original objective: achieve 50,000 
instances of aggregated social media engagement--comments, shares, 
bookmarks, follows, donations, and subscriptions--for the Canadian Red 
Cross. Canadians who have a connection to the Canadian Red Cross, or 
who have already donated to or volunteered for a not-for-profit, are 
already inclined to hear the message of the Canadian Red Cross and 
want to get engaged with the organization’s philanthropic goals. They are 
open to seeing social media themes that evoke the seven Fundamental 
Principles of the Red Cross: Humanity, Impartiality, Neutrality, 
Independence, Voluntary Service, Unity and Universality. (Canadian Red 
Cross, “Red Cross Fundamental Principles, 
https://www.redcross.ca/about-us/about-the-canadian-red-cross/red-

cross-fundamental-principles)  

Since they are a warmer, more focused audience than the general 
population of Canada, these groups are more likely to respond to our 
March 2019 campaign. They understand the purpose of the Canadian 
Red Cross, they have an affinity for at least one of the seven Principles, 
and since a portion of them have a prior relationship with the 
organizations, they will be motivated to share their own experiences 

around what the Canadian Red Cross means to them.  

We will motivate this audience through cultural and psychological factors, 
showing how the Canadian Red Cross has helped other Canadians like 
them recover from unexpected disasters across the nation. We will also 
show how Canadians like them continue to donate to the organization to 
aid survivors across the world. We will inspire the benevolent, empathetic 
nature of the Canadian Red Cross community on social media to give the 
gift of recovery after disaster to those in need. 
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Engagement Methods 
 

To engage with this audience and keep up a conversation, the concept 
and methods we would employ are building the existing communities 
following the Canadian Red Cross’s social profiles and developing these 
current users as advocates for the organization to draw new users to the 
communities. By fostering the goodwill and encouraging relationships 
within these existing social communities, we will warm this audience to 
start donating to the Canadian Red Cross through our Answer the Call 
campaign. Once engagement of the audience has increased during the 
month of March, the Canadian Red Cross can continue the conversation 
with these users in future campaigns, by encouraging them to keep 
donating and increase their donations. The organization can also share 
opportunities for monthly donations and provide information for users to 
make planned donations through their estates. 

Facebook, Twitter, and Instagram are the three social media platforms we 
will use to converse with our audience. Looking at the photos of the 
volunteers and staff of the organization posted on these profiles, the 
demographic of individuals who have relationships with the Canadian Red 
Cross appears to be more mature and slightly more female. The presence 
of women already connected to the organization will also help with the 
campaign being set in March, which includes International Women's Day 
on March 8, 2019. Additionally, the organization already has active 

profiles and followers on each of those platforms:  

• Facebook - 128.5K followers  
• Twitter - 154K followers  
• Instagram - 17.2K followers 

Furthermore, the most popular social media networks in Canada include 
Facebook (#1), Twitter (#4), and Instagram (#6), and 79% of Canadians 
on Facebook use the platform daily. (Canadian’s Internet, “2018 Report: 
Canadian Social Media Use Statistics”, 
https://canadiansinternet.com/2018-report-canadian-social-media-use-
statistics/) Therefore, centering our campaign on Facebook, Twitter, and 
Instagram would make more sense than employing other platforms--like 
LinkedIn, Pinterest, or Snapchat--which would have less of an impact on 

our target audience and generate fewer engagements. 

One example of engagement that we have planned, beyond simple social 
posts, is a Twitter chat, scheduled for Monday, March 11, 2018, at 4:00 
pm EST.  This date falls after our initial big push for donations on 
International Women’s Day on Friday, March 8, 2018. Additionally, the 
choice of date and time is based on our Socialbakers research, showing 
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that the Canadian Red Cross Twitter profile receive some of its highest 
engagement on Mondays at 4:00 pm EST.  We will use the campaign 
hashtag #RedCrossReady for users to engage in our conversation about 
emergency preparedness. During the chat, we will ask users to share how 
they have prepared for emergencies in their area and encourage them to 
help their less fortunate neighbours in Canada and worldwide by making a 
donation to the Canadian Red Cross through our Answer the Call 
microsite. To boost engagement, we will enlist our campaign influencers 
as special guests in the Twitter chat. The presence of these influencers 
will attract users from their respective audiences and increase our reach 

beyond followers of the Canadian Red Cross Twitter profile. 

 

Targeting Promoted Posts 
 

For our promoted posts on Facebook, Twitter, and Instagram, a segment 
of our ads will be geo-targeted to the country of Canada. Additionally, our 
Audience Features on Twitter will include Follower look-alikes based on 
the Canadian Red Cross Twitter profile, meaning our Twitter ads will 
target people with interests similar to people who follow the Canadian Red 
Cross. We will also set a similar scope on the ad platform that services 
both Facebook and Instagram by using Detailed Targeting to include 
people who list an interest in the Canadian Red Cross. To reach our 
expanded target audience--Canadians who have previously volunteered 
with and donated to charitable organizations other than the Canadian Red 
Cross--we will include similar ad groups for each platform, centered on 
users’ interests in competitors to the Canadian Red Cross, including 
March of Dimes, St. John Ambulance, and United Way Centraide Canada. 

 

Discovery through Hashtags 
 
To encourage discovery from social media users who may not be reached 
by the demographic of our promoted posts, but have an interest in 
volunteering for or donating to Canadian not-for-profit organizations, our 
Instagram and Twitter posts will include hashtags that are appropriate for 
each platform. Some of the hashtags we will incorporate in our campaign 
posts are #beready, #community, #donate, #humanitarian, and 
#volunteer. 
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Continuing the Conversation 
 

We also commit to responding to every comment on our campaign posts, 
often by including open-ended questions in our responses. 
Correspondingly, we encourage the current Canadian Red Cross social 
media team to do the same. By initiating and continuing the conversation 
on Facebook, Twitter, and Instagram, we will increase the engagement of 
the individuals who contribute to the organization’s social media 
communities. This engagement will increase their connection to the 
Canadian Red Cross, thereby making these communities more inclined to 
donate to the organization when called to action in our posts. 
 

Ethical Issues 
 

The ethical issues that the charity should be aware of are knowledge of 
where the user’s donation is going and confidence that the user’s 
information will remain secure. Across the world, social media users have 
growing concerns about the information they share on platforms, 
especially on Facebook, with the company’s controversial partnership with 
Cambridge Analytica. (Pew Research Center, “Americans’ complicated 
feelings about social media in an era of privacy concerns”, 
http://www.pewresearch.org/fact-tank/2018/03/27/americans-complicated-
feelings-about-social-media-in-an-era-of-privacy-concerns/) 

Our team will address these concerns by showing the user how their 
donation will be used and directing the user to our donation microsite, 
which is separate from Facebook, Instagram, or Twitter. Though 
Facebook does provide the opportunity to create fundraisers for charities 
in Canada, our audience may feel more secure making their donations 
directly on the website for the Canadian Red Cross, whom they trust, 
rather than on Facebook, which has experienced multiple years of bad 
press around information security. (Facebook Help Center, “Charitable 
Fundraisers and Donations”, 
https://www.facebook.com/help/356680401435429/?helpref=hc_fnav) 
Therefore, our Call to Action links on our Facebook, Instagram, and 
Twitter posts will lead to our microsite, which will indicate that donations 

go directly to the Canadian Red Cross. 

 

  

http://www.pewresearch.org/fact-tank/2018/03/27/americans-complicated-feelings-about-social-media-in-an-era-of-privacy-concerns/
http://www.pewresearch.org/fact-tank/2018/03/27/americans-complicated-feelings-about-social-media-in-an-era-of-privacy-concerns/
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Keyword Rationale 
 
Segmentation reveals 2 ad group categories, to centre around 
“Donations” & “Preparations” segments.  Keywords associated with charity 
name also included. 
 

  
  

Donations Preparations Red Cross 

Volume 2.9K - 4.3K 0-10 2.9K - 4.3K 

CTR 58% 41% 11% 

Difficulty 47 56 73 

Priority 65 15 40 

 

Keywords 
 

Keywords surrounding “Donations” have moderate traffic, relatively high 
Click Thru Rate (CTR), lowest difficulty and highest priority of the three 
most relevant keywords to our campaign. We will get most traffic with 

these keywords, but with less relevancy. 

Keywords surrounding “Preparations” have minor traffic, moderate CTR, a 
fairly easy difficulty rating, and a low priority. These Keywords will best be 
used in long-tail search terms. 

We will incorporate Keywords using “Red Cross” in both Ad Groups to 

boost relevancy. 
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Keywords - Donations Ad Group 
 

  
Keyword Relevancy Traffic 

Donation high 2.9K - 4.3K 

Kickstarter med 70.8k - 118K 

Salvation Army low 30.3K - 70.8K 

Goodwill low 11.5K - 30.3K 

Fund Raising Ideas med 6.5K - 9.3K 

Redcross high 2.9K - 4.3K 

Red Cross Canada high 11.5K - 30.3K 

Red Crescent high 11.5K - 30.3K 

Red Cross high 11.5K - 30.3K 

Fund Raising Ideas med 6.5K - 9.3K 

Redcross high 2.9K - 4.3K 

Red Cross Canada high 11.5K - 30.3K 

Red Crescent high 11.5K - 30.3K 

Red Cross high 11.5K - 30.3K 

Disaster prep high 0-10 

Disaster prep kit high 0-10 

Emergency preparedness high 201 - 500 

How to prepare for 
disaster survival high - 

Prepare high 851 - 1.7K 
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Disaster management med 201 - 500 

Survival kit list med 201 - 500 

Be prepared med 201 - 500 

Emergency supplies high 101 - 200 

For emergencies med 101 - 200 

Be ready med 101 - 200 

 

Keywords - Negative Keywords 

Negative Keywords 
Blue 
Shield 
Blue Cross 
Blue Cross Blue Shield 
Medical 
Insurance 
Blood 
American 
Ribbon 
Redtube 
Red Tube 
Red Nose 
Rudolph the Red Nosed Reindeer 
Rudolph 
Reindeer 
Red Indian 
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Ad Campaign 
 

Ad Campaign - Negative Keywords 

 

Ad Groups 
 

Ad group 1 - Donations 
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Ad Group 2 – Preparedness 
 

 
 

 

Ads 
 

Ad 1 – Donations 
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Ad 2 – Preparedness 

 

 

Ad Campaign – Measuring Success 
 

Google Ads will be the primary method of tracking success, in addition to 

physical accounting records of previous donation campaigns. 

We are less concerned with impressions, since they don’t directly 

contribute to the engagement goal and more concerned with clicks, as 

they count towards the success of the overall campaign. 

To measure the success of the ads, Click-through ratio (CTR) and 

Average Cost per Click (CPC) will also be tracked.  This will allow for real 

time adjustments to the ads, if one outperforms.  The data is also 

important for comparing past and future campaigns.  

 

 

  



 39 

Website Objective 
 

The website is the last stop of our engagement funnel. The primary 

objective of the website is to raise donations.  

Website URL 
 

http://canadianredcross.onlinesocialeyes.com 

Website Home page 
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UX Strategy 

Objectives 

 

The objective for the landing page is to facilitate the maximum amount of 

donations. Donations are an important element of the measurable metrics 

and are the ultimate engagement we are seeking. 

Landing page recommendations: 

• Reflect the look and feel of the main website’s design and layout 

• Reference overarching principles of Canadian Red Cross Society 

• Maintain brand standard in logo and colour usage 

• Satisfy the user’s desire to donate simply and quickly 

 

Competitors’ comparisons 
 

1. March of Dimes Canada 

Social Media Presence: 
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Audience: 

• Canadians who are already donating or volunteering for March of 
Dimes. 

• People who are donating for other non-profit organization. 
• Corporate Officials 
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Past Campaigns or initiatives: 

• Community Canvass Campaign -March of Dimes Door-to-Door 
Community Canvass Campaign is the longest running fundraiser of 
its kind in North America. For over sixty-five years March of Dimes 
has depended on the kindness and generosity of Canadians who 
open their doors, heart and wallets during our annual Door-to-Door 

Campaign. 

 

References: 

• https://www.marchofdimes.ca/EN/AboutUs/about%20modc/history/P
ages/History.aspx 

 

2. St. John Ambulance 

Social Media Presence: 

 

https://www.marchofdimes.ca/EN/AboutUs/about%20modc/history/Pages/History.aspx
https://www.marchofdimes.ca/EN/AboutUs/about%20modc/history/Pages/History.aspx
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Audience: 

• Canadians who are already donating or volunteering for St. John 
Ambulance. 

• People who are donating for other non-profit organization. 
• Supporters of philanthropy 

Past Campaigns or initiatives: 

• First Aid Campaigns - St John Ambulance-Increasing access to first 
aid knowledge 

• St John Ambulance "celebrate like a hero" by Recipe 

 

References: 

• https://www.campaignlive.co.uk/article/st-john-ambulance-celebrate-
hero-recipe/1311808 

• https://www.sja.ca/English/Pages/default.aspx 

 

  

https://www.campaignlive.co.uk/article/st-john-ambulance-celebrate-hero-recipe/1311808
https://www.campaignlive.co.uk/article/st-john-ambulance-celebrate-hero-recipe/1311808
https://www.sja.ca/English/Pages/default.aspx
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User Journey 
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Desktop wireframe 
 

 
     
 

Logo: This section has a clickable logo of the Canadian Red Cross which 

navigates to the Home page of website. 

 

Navigation Bar: The menu has the following tabs: 

• About Us 
• #RedCrossReady 

• Donate 

Slideshow of images: A collection of photos highlighting the work of the 
Canadian Red Cross. 

 

  

Logo Navigation Bar 

Slideshow Of Images 
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Mobile wireframe 
 

 

 
 

 

 

 

 

Logo: This section has a clickable logo of the Canadian Red Cross which 
navigates to the Home page of website. 

Navigation Bar: The menu has the following tabs: 

• About Us 
• #RedCrossReady 

• Donate 

Slideshow of images: A collection of photos highlighting the work of the 

Canadian Red Cross. 

  

Logo Menu 

Slideshow of Images 



 47 

Content Calendar 
 

 

 
 

Image 1 
 

 
 
Image 2 
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Image 3 
 

 
 
Image 4 
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Image 5 
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Audience summary 
 

We are focusing on altruistic, involved Canadians, who range in age from 
25 to 65, and care about their neighbours at home and abroad: 

• Canadians who have volunteered with the Canadian Red Cross 
• Canadians who have donated to the Canadian Red Cross 
• Canadians who have recently volunteered with other Canadian 

foundations 
• Canadians who have recently given to other Canadian foundations 

·  

Platform Summary 

Platform Rationale  
 
We will use Facebook, Twitter, and Instagram as our three social media 
platforms. 
 
Facebook is the largest social media platform, has the second largest 
audience amongst Canadian Red Cross’ social media pages and is the 
most sophisticated in terms of ad platforms of all the social media sites.  
Additionally, the Canadian Red Cross Facebook page has the highest 
level of engagement of the three profiles. 
 
On the Canadian Red Cross Twitter profile, the organization has a high 
number (154K) of followers with lower engagement that the Facebook 
profile. And although the organization’s Instagram profile has the smallest 
audience of the three platforms for the Canadian Red Cross (17K) with the 
lowest engagement rate, we will increase the number of followers and the 
engagement level on that platform. 
 
Donate Now is our Call to Action. We have created aesthetic visuals to 
reach out to the audience and make them want to be a part of the Red 
Cross Initiative using the Twitter and Instagram hashtag, 
#RedCrossReady  

We will encourage people to engage (comment and share) on the three 
social media platforms, which will increase our potential for donations as a 
result of increased reach.  

For each platform, day, and time, we have incorporated the best posting 
times, according to Hubspot, Buzz & Co-schedule.  
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Content Summary 
 

The main call to action for the content is to drive donations. Therefore, the 
content is divided into 3 major themes:  

• Introduce fear 
• Help them decide to join the community of donors  
• Drive donations 

The voice and tone of the content is professional yet serious. Graphics 
have been designed to either cause fear, encourage users to join the 
cause, or drive emotions to donate for a cause. 

The timings of the posts have been set according to the analytics obtained 
through Socialbakers. The main campaign hashtag #RedCrossReady 
appears consistently throughout the content created. Additionally, the 
content leading the International Women's Day activity will be curated and 
shared on the Facebook, Twitter, and Instagram profiles for the Canadian 

Red Cross. 
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Promotion Strategy 

Segmentation summary 
 

In this campaign, we are more focusing on a specific age group from 25 to 
65, who previously donated or volunteered with Canadian Red Cross or 

any other Canadian foundation. 

In this market segmentation for charities, five market segments have been 
identified, using a broad psychographic form of segmentation. These five 
market segments are: 

·       Effectively ORGANIZED 
·       Enormous FISH 
·       Socially aware 
·       Not today, thanks 
·       Alright, AS YOU ASKED NICELY 
 
EFFECTIVELY ORGANIZED 

 
These donors are generous with their philanthropic gifts and will often give to 
multiple charities. 

 
Their selected charities usually are located close to home.  They may have 
had previous interactions, either themselves directly, or indirectly through a 
relative or colleague. 

 
 
ENORMOUS FISH 

 
Enormous fish comprise of wealthy donors or corporate officials. They are a 
traditional focus for all charities because they have a greater capacity to give. 
 
This segment often has variable brand loyalty and as a consequence, can be 
charity switchers.  Switchers are a challenge to land but are still attractive 
targets due to the size of their donations.  Since they are not regular sources 
of revenue, they require considerable advertising to attract. 

 
 
SOCIALLY AWARE 

 
This socially mindful donor group are more insightful supporters, yet are still 
impulsive. 
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When attracted through direct showcasing programs, they consider the 
benefits of the charity and can be won over with thoughtful, timely, relevant 
strategies and promotions. 

 
 
NOT TODAY, THANKS 

 
This segment usually won't donate to charities because of monetary 
restrictions or their personal beliefs of charity in general.  Therefore, they are 
difficult, but not impossible, to influence. 
 

 
ALL RIGHT, SINCE YOU ASKED NICELY 

 
These donors would prefer not to give but can be swayed by a persuasive, 
emotional appeal.  When approached in a straightforward manner, especially 
in a social setting, they have difficulty saying no and will often make a small 
gift. 
 
 
Effectively engaging the NOT TODAY and SINCE YOU ASKED segments 
will be a key to the success of lower order engagements we seek, such as 
comments or shares. 
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Content Marketing and Advertising Concepts 
 

Display – Leaderboard 
 
 

 
 
 

Display - Medium Rectangle 
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Facebook 
 
We will use Facebook Pixel to track conversions for retargeting as 
campaign progresses. We will also incorporate video into our Facebook 
campaign. 

Facebook Ad 
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Twitter Ad 
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Instagram Ad 

 

Instagram 

 

We will use Instagram Stories for maximum follows, and we will save the 
videos to the Canadian Red Cross profile for additional impressions and 
engagement. In addition to our Socialbakers tracking, we will use 
Instagram Insights to track Impressions, Reach, Replies and Exits for 

the14 days after the story is published. 
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Summary 
 

Since 1896, the non-profit Canadian Red Cross Society has provided 
assistance to Canadians experiencing an emergency or a disaster, and 
offering community programs such as Safety, First Aid, CPR and Home 
Care. They also offer response in the forms of personnel and supplies 
worldwide in the event of humanitarian crises and natural disasters. 

Their major form of receiving donations has been through private 
donations and from the Canadian government. 

Until recently, the primary method of receiving donations has been 
reactionary. A domestic or international disaster occurs, the public reacts 
by sending in donations, and the Red Cross puts the money to work, but it 
is earmarked only for that disaster. In the past, there have been 
mismatches between the amount of funds raised, and the actual amount 
required to meet the needs of that particular disaster. 

Moving forward, the Canadian Red Cross is transitioning to a more 
proactive approach. They are actively seeking donations to an 
“Undesignated Fund” that can be utilized more quickly, and without 
restrictions, to be used for a specific disaster. However, it is more difficult 
to “sell” donors on this type of approach, as it lacks the empathy and 
immediacy associated with the current disaster unfolding on news 
channels and in newspapers. 

The purpose of our campaign “Answer the Call” using the hashtag 
#RedCrossReady, is to generate interest by the public to ”pre-fund” 
upcoming disasters, even though no one knows when or where they will 
occur. Because it is difficult to arouse interest in, and encourage 
donations to, an undesignated fund, we are creating “kits” people can 
make donations toward that are representative of the actual supplies the 
Red Cross would stock in advance to be able to immediately deploy them 
when needed. 

These kits provide a means for the public to visualize the actual supplies 
to be used, and to feel like their donations went to something concrete to 
help someone in need, rather than to a general fund. Additionally, our 
campaign is showing the public the importance of emergency 
preparedness on a personal level as well. This dual approach of “Help 
Others, Help Yourself” will benefit the Canadian Red Cross’s future ability 
to mobilize their resources more quickly for disaster victims, while 
reinforcing their educational goal of helping Canadians improve self-

preparedness through stocking and maintaining their own emergency kits. 
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The objective of our campaign is to generate 50,000 aggregated 
engagements on social media based on a $100,000 budget between 
March 1 and March 31, 2019. Campaign success will be measured 
through tracking engagement through tools such as Facebook and 
Instagram insights, Twitter Analytics, Socialbakers and Hashtracking. This 
objective is attainable with the $100,000 budget, the month-long 
campaign timeframe, and our advertising posts on chosen platforms 

spread by influencers. 

We expect to reach our benchmark of 50,000 engagements through a 
combination of donations, shares, retweets, follows, and comments. This 
will aid the Canadian Red Cross to expand both their social media 
audience and their donor base to continue their humanitarian efforts, and 
to simultaneously educate the public about personal emergency 
preparedness. 

Through our campaign, we will help the Red Cross transition from their 
current scattered website message to a more focused, proactive approach 
to increase their monetary donations, their number of followers, and 

improve their response time and engagement with those followers. 

The target audience includes Canadians who have volunteered with or 
donated to Red Cross or other charities. Our personas include Canadians 
who are philanthropic, employed, involved in their communities, and are 
active on social media. 

The influencers we will partner with are active on social media with high 
engagements, and are part of the survivalist, celebrity HGTV star, lifestyle 
blogger and influential philanthropist communities. 

The platforms we will utilize include Twitter, Facebook and Instagram 
which are already being used by the Canadian Red Cross. The hashtag 
for our campaign is #RedCrossReady. 

Metrics we will track include Clicks, CTR, and CPC on Google Ads, 
increased followers, comments and shares on Facebook, increased 
followers, replies and retweets on Twitter, increased followers and 
comments on Instagram, and increased dollars and donors for Red Cross 
donations. 

Socialbakers will be our main method of measurement and Google Ads 
will measure the campaign’s success. 

We broke out our $100,000 budget across pre-campaign, campaign 
duration, and post-campaign periods and amounts. 
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We will realize full success of the campaign upon reaching the aggregate 
50,000 engagements through comments, shares, bookmarks, follows, 

donations, and subscriptions. 

 

 

 

 

 

 

 

 

 

 

  



 61 

Appendix 

Website Imagery 

Video 1: 
 

 

URL: https://www.youtube.com/watch?v=yEBZebbY1G4 

 

Video 2: 
 

 

URL: https://youtu.be/EpeQFiONHJQ 

 

https://www.youtube.com/watch?v=yEBZebbY1G4&fbclid=IwAR2884TVaoUJahN22zmPbn4ePx8l-Su8rGPrUmoNPOfdN44ivXBuUWhKKV4
https://youtu.be/EpeQFiONHJQ?fbclid=IwAR1wvQ4-qzIpuwkFPSugzVdn0Em1apcA0bciAy47LR-rp1exyWd30jiodB4
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Infographic 1 
 

 

 

Infographic 2: 
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Data Visualization: 
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Images 
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Image 3 
 

 

 

 

Image 4 
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Image 5 
 

 

 

 

 

 

Image 6 
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Static Image 7: CC Imagery 
 

 

Source: Flickr 

Attribution: 2.0 Generic (CC BY 2.0) 

 

 
  

https://www.flickr.com/photos/nithiclicks/
https://creativecommons.org/licenses/by/2.0/
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Personas 
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Personas Research 
 

Canadian Red Cross, “Volunteer”, https://www.redcross.ca/volunteer 

Canadian Red Cross, “In Your Community”, https://www.redcross.ca/in-
your-community 

Canadian Red Cross, “International Aid Delegates”, 
https://www.redcross.ca/about-us/jobs/who-is-needed/international-aid-
delegates 

Canadian Red Cross, “Survey reveals a year of disasters has Canadians 
wanting to give back”, https://www.redcross.ca/about-us/media-
news/news-releases/survey-reveals-a-year-of-disasters-has-canadians-

wanting-to-give-back 

Canadian Red Cross / Croix-Rouge canadienne, “Volunteering at the 
Canadian Red Cross”, 
https://www.youtube.com/watch?v=tkkkAxbOjns&list=PLh2KDU8ZxgnNW
hFDzWqG7gkIzv8Up7y_X 

Global News, “Canadian Red Cross looking for volunteers”, 
https://globalnews.ca/video/4037850/canadian-red-cross-looking-for-
volunteers 

ShawTVSSM, “Where You Live: Canadian Red Cross Volunteer 
Opportunities”, https://www.youtube.com/watch?v=XbS20NuXg-w 

Volunteer Alberta, “What does volunteering mean to Canadians?”, 
http://volunteeralberta.ab.ca/blog/volunteering-mean-canadians/ 

 

All pictures are Creative Commons photos, sourced from Pexels.com and 

Unsplash.com. 
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Website Modifications 
 

Template used: GivingPress Lite 

 

Before/After view of the CSS code modifications: 

 

Before 
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After 

 

Code: 
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Google Analytics code: 
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