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Abstract

The purpose of the capstone project was to create, pitch, execute and evaluate a social media PR plan for
a national non-profit organization called WWomen in Fatherhood Inc. (WIFI), which advocates for positive fathering
in communities. The project was executed by conducting an extensive audit and analysis of WIFI's current social
media landscape, noting best practices from other fatherhood organizations, constructing a rigorously researched
social media plan, executing the plan, and evaluating its effectiveness. After the research was conducted, the three
strategies for WIFI were determined to be: to highlight WIFIs key messages throughout Facebook and Twitten,
promote fatherhood-related social media activities, and leverage parent pledge cards. Due to budget restraints,
the primary focus of the plan was to be placed on the Facebook front. The output of the plan was a completely
revamped Twitter page and Facebook page, which contained six customized tabs that set a platform for WIFI's
interaction with its followers and enlightened them with the work and research that they do. Within only two
months since the launch, the WIFI Facebook page had a 438% increase in Likes, 1600% increase in people talking
about the page, and a viral reach peak of 507 users. Moreover, their Twitter page had a 16/% increase in
Followers and increased two-way engagement between WIFI and their followers. The executed social media plan
provided the WIFI with the perfect foundation to build a following and engage their fans. The outcomes, as the

result show, exceeded one’s expectations and the expectations of the client.




Who 1s WIFI? A background.

Mission and Vision

Women in Fatherhood Inc. (WIFI) is a national not-for-profit organization founded and led by women who are dedicated in
advocating for positive fatherhood in communities through public awareness and education, policy advocacy and collaboration. They
seek to break down the societal, economical and legislative barriers that inhibit fathers from playing a significant role in the lives of
their children.

Their main cities of focus are in Baltimore and New Orleans, and their target audience is specific to African American families.

Premises from current findings coming into the project.

Early 201 | to present has been a significant rebranding period
for WIFI. During the last quarter of 201 |, WIFI engaged dozens

of women and men in a series of focus groups in both Baltimore

and New Orleans. In those groups, several things were tested

including the organization’s name, its images, messages, colors,
and WIFI's logo.

Here were some of the findings:

There was a true desire on the part of the women to
speak up for responsible fatherhood and to do whatever is
necessary to involve responsible fathers in the lives of their
children, regardless of the parent’s relationship status.
However, there was significant disappointment from the
women in the focus groups on the consistency and quality
of the father's involvement with their children.

Both mothers and fathers in the target audiences appealed
to the message of responsible fatherhood involvement to
better outcomes for their children.,

The “G.REA.T. Parent” Pledge cards, which affirm the joint
goals for mothers and fathers in the raising of healthy and
well-adjusted children, were well received in both New
Orleans and Baltimore and will play a central role in the
overall campaign.

Many men other than the biological father of the child act
as father figures in the lives of children — including
grandfathers, step-fathers, uncles, cousins, and friends —
especially in the lives of children whose mothers are single,
divorced, or widowed. Hence, it is not only biological
fathers that matter and create positive outcomes for
children, but also the wider circle of men that matter, and
whose importance must be recognized in the campaign.




Who 1s WIFI? A background.

Challenges |dentified:

e There was a great amount of confusion to the name Women in Fatherhood. The focus logo:
groups showed that the name created the impression that women were assuming the role
of fathers. However, the leadership board refused to change the name of their organization
to the suggested Women Invested in Fathers Inc. (still keeping the WIFI acronym) with the
argument that they were women in the fatherhood field.

* Following that were misinterpretations regarding WIFI's mission and purpose. There was a
significant amount of complicated and technical language in the WIFI marketing materials
that made it difficult the understand the message and purpose of WIFI.

*  WIF's logo was viewed as confusing and female-centric. Likewise, the colors used by WIFI
on the logo and website — baby blue and light yellow — were seen as too-female oriented.

tagline:

* There was a strong desire on both women and fathers to see more images and stories
about fathers engaging with children, as well as the need for resources for mothers and
fathers.

Due to WIF/I’s limited resources, the primary foci of digital work were to be done on e Ve m’SS’0n
three media’: FacebOOk’TWitter and the WIFI WEbSite. Because I was in Charge of SOCiaI ) o e . —

media, my main focus in this capstone are on the Facebook and Twitter fronts.

about:

The findings and challenges
identified were kept in mind while
creating and executing the social
media plan.

Women In Fatherhood, Inc. (WIFI) is an organized voice of women with diverse
perspectives and experiences. We are a national 501¢3 comprised of
women with direct or indirect professional involvement in the responsible
fatherhood field. The mission of Women In Fatherhood is to contribute to
and advocate for family and community well-being through the support of
positive father involvement and healthy family relationships.




Capstone Objective

OBJECTIVE

The overarching objective of this Capstone project was to take the knowledge and skills that
attained at SOC and test them in the real world. The objective was to experience first-hand not
only planning, but also fully executing a strategic plan for an actual client, and see one's ideas come to

life.

More pertinent to the client, the objective was to conduct an analysis of WIFI's current social media
landscape, conceive and pitch a social media plan that will convey their message to the audience,
implement the plan, and evaluate the results two months after the official launch.

Through this project, valuable information will be gained about the realities of client work, the
extensiveness of planning, executing and follow up so as to see Public Communication in full circle.
During the course of this Capstone, some tangental material will be included from some crossover
work that accomplished for WIFI during the semester.




Analysis of Current Media Landscape

General Overview as of January 1, 2012

34 Likes

faCEOk ¢+ Two Facebook sites: a Page and a Private Group

P

| Person Talking about this

@VWmninfthrhood

| 55 Followers

only one image posted shared




Analysis of Current Media Landscape

STRENGTHS

facebook S

N/ Women In Fatherhood, Inc. (WIFI)
_ _ - CYomenep

Community Page about Responsible fatherhood - Washington, District of Columbia - # Edit
T e . o " p— ,A"“ Fatherhood ¥

' ! _
i =2 ! N =
| [ &2 wall \ ; Wy i ' Admins (10) See
| i . 2l e =0
!‘ & Info

&), Friend Activity (1) Wwall Women In Fatherhood, Inc.... - Everyone (Most Recent) g Use Facebook as Women In Fatherhood,

| / Insights _ Inc. (WIFI)
: Share: [ Status [§ Photo &) Link % Video & Question

* WIFl Facebook Page is frequently updated 4, @ oo oo i+

3 Twitter | i i |
- Write something... ¥ Promote with an Ad

(average of 3 posts daily) }‘ B8 i ol i

Info

et vamem Collertve omamem

About # Edit s Women In Fatherhood, Inc. (WIFI) 48 Invite Friends
. . .l\ WIFl is an organized voice of )‘hM”Eh A New Year, a new WIFI - Check it out!
ith di it i
. For Group FB page, different people posting  §  mmiies. Women nFtherhood n. WIF)Nw Years Vo snd o n Fthrho,n. W)
-t , t More WOMENIN  THERHOOD Length: 0:33 &0, Lisa Marah Nitsch likes this.
(no JUS One person) 65 u Sponsored Create an Ad
‘ Iike this 2 Like - Comment - Share - about an hour ago Washington 1-Day Deals

subscribe.livingsocial.com

iz 1 huge deal emailed
N daily. See today's deal!

| . Posts are appropriate to WIFI |

talking about this D = Women In Fatherhood, Inc. (WIFI)
| | IMEN Part of the Black Male Identity Project media campaign done by Sam
Likes See All latherhoos Holmes and Fanon Hill, Co-Directors of Baltimore's Art on Purpose. Please

[ ] Active | i n I< -to Face bo O I< Page fro m -th e Wl Fl E | . rack Star Project " look at Ih amazing work the do am".l provide for Baltimore!
| website
|
\

Brand New Townhomes!
ryansavings.com

Ryan Homes offers the
lowest-priced new 3-
level garage townhomes
in Glen Burnie. Close to
commuter routes -
97,100, 95 and 295.

W You Love Me, You
; . Love Me Not

The Corcoran Group

m Get the latest NYC food,
a shopping & nightlife

.. Twitter account is integrated on the WIF| J =m
Facebook Page }1 .

Note: the growth from 34-65 likes was due to the
release of a promotional video which will be
discussed later.




Analysis of Current Media Landscape

faCEOkm | Challenges and Negative Outcomes

Two FB pages exist, a closed group and public page (but good »  Not one centralized page, risks confusion and lack of cohesion

that Places page was changed to Pages recently) in reaching out to members

Ilgggo dimensions do not fit the square logo space provided by Does not identify organization as logo is only partially seen
""" Limited activiy / posts from other non-adrmins (e ies, -+ Gives impression of ck of populariy of WIFI (people follow

comments, wall posts etc.) : the crowd) .

Too much text on info area & posts Risk losing interest in the “click-happy” culture of internet users

Timing of posts could be better spread throughout the day as »  Gives appearance of being chaotic; risks less interest losing
opposed to during unholy hours of the day (3am and |0pm) . audience

Visitors can’t connect to further WIFI resources or click to
learn more about WIFI

No posts that encourage interactivity and engagement with .+ Does not engage audience in active discussion or personal
audience . investment of time




Analysis of Current Media Landscape

faCEOk } Challenges and Negative Outcomes

-+ Aesthetics could be improved using color scheme -

. &customized welcome page that encourages :+  Unstimulated audience will loss interest and click to another :
- interaction website .
-+ Does not reflect current (or potential) look and -+ Lack of consistency in “branding;” target audience will not

. feel of WIFI website . identify with WIFI easily

:*  Word choice and tone of some posts are too
- technical / use of jargon




Analysis of Current Media Landscape

faCEOk Recommendations to Challenges

+ Redesign logo dimensions to fit the square space provided by Facebook

+ Utllize only the Facebook Page, migrate users from Facebook Group to Facebook Page

+  Create posts that incite discussion about WIFl and desired fatherhood topics through
polls, guestions, ‘Father Moment of the Week” etc.

+  Create shorter posts; better to show rather than tell through photos & links

+ Dispersed time of posts throughout the day and limit to two a day for now (one in
morning and late afternoon). Postcron lets you schedule your Facebook posts http://
postcron.com/en/

* Include links to Twitter page and WIF website

* Improve aesthetics of the page, use Customizable Tabs to create a better welcome page.

+ Adjust word choice to be less technical and more colloguial

10


http://postcron.com/en/
http://postcron.com/en/
http://postcron.com/en/
http://postcron.com/en/

Analysis of Current Media Landscape

Ewitter |

| STRENGTHS:
» Constant updates; at least every day
* Link to WIF website included
* (Good use of hashtags, RTs and @s
*  Mostly relevant posts

*  Great taglinel "Women recognizing the
impact of positive fathering on our
children and communities. Essential
voices. Collective mission.”

*  Simple. Short. Clear.

;5[ - == Women In Fatherhood
R

"

1

.

A

'

¢

http://twitter.com/#!/wmninfthrhood

@WmninFthrhood Batmore/Washington DC
Waomen recognizing the impact of positive fathering on
our children and communities. Essential voices.
Collective mission.

nttp:/Awww. womeninfatherhood. org

| Follow n

Tweet to @WmninFthrhood

Tweets Favortes Following+ Followers © Lists ©

Homen:

WmninFthrhood VWomen In Fathemood
RT Zigoodmenproject: Male Teachers Are Vital by
“JulesAboutTown — She remembers a teacher who changed her

son’s life. ht.ly/816ew
16 Dec

WmninFthrhood Women In Fathermood

- RT Ziwashingtonpost: At Kmart stores, anonymous donors are

paying off strangers’ layaway accounts: wapo.stv7viCH
16 Dec

WmninFthrhood Women In Fatherhood

- RT ‘idadsdlife: There is nothing stronger than gentleness ~Anon

#dads, #fatherhood, #parenting. #moms
9 Dec

WmninFthrhood VWomen n Fathermood

- A sweet moment: President Barack Obama hugs First Lady

Michelle Obama in the Red Room of the White House while Senior
Advisor Valene...
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Analysis of Current Media Landscape

N

“WmninFtherhood” is not an ideal
twitter name.

© New twitter name would allow
people to find WIFl. WIFIncis |
currently avallable, for example.

Aesthetics can be improved |

© Research has shown that bright
yellow incites aversion
psychologically, will make people |
want to leave e.g. McDonalds

red and yellow colors (get food
and leave ASAP) |

©  Recent images are very scarce, could ;
be used better to highlight recent “
WIFI events and promotions |

- L e | N

Women In Fatherhood

)y @WmninFthrhood satmoreiashngion 0C

Waomen recognizing the impact of positive fathering on
our children and communities. Essential voices.
Collective mission.

nttp:/Awww. womeninfatherhood. org

Tweet to @WmninFthrhood y
7

Tweets Favortes Following+ Followers Lists

WmninFthrhood VWomen n Fatherhood

”P_“!E' RT Zigoodmenproject: Male Teachers Are Vital b
ZJulesAboutTown — She remembers a teachsff who changed her
son’s Ife. ht.ly/816ew
16 Dec

WI\WWOMM In Fathegfood
”9_1‘3' RT Ziwashingtonpost: At Kyt stores, anonymous donors are
paying off strangers’ layggfSy accounts: wapo.stiviviCH

16 Dec
WmninFthrhogd /omen n Fatherhood
/'/9_;,_;3* RT idadsigf: There is nothing stronger than gentleness ~Anon
iwdads, g#atherhood, #parenting. #moms
9 Deg

inFthrhood Women In Fatherood
- A sweet moment: President Barack Obama hugs First Lady

Michelle Obama in the Red Room of the White House while Senior

Advisor Valene...
8 Dec

WmninFthrhood VWomen In Fatherhood

)/9_._._93< AECF Pres. Patrick McCarthy participated in "Helping the Whole
Family" at the Opportunity Nation Summit. Full panel......
8 Dec

WmninFthrhood VWomen in Fatherhood
)/?..‘1‘.!!' "If we have no peace, it is because we have forgotten that we

= About @WmninFthmood

269 134 155
Tweets  Folowng  Followers

Recent images

You and @WmninFthmood
You both follow this account « viev

We are an empowering organ

! Daddyplace Daddyp ace.con
iDad pads Helping Dads with Fath

DadLinksTweets Dadl n«s -
Exploring fatherhood through

Following - view al

Cal
OdE - WEES -

About Help Blog Mobile Status
Privacy Shortcuts Advertisers
Developers Resources © 2011 Tw

,Il Cur .,_ I
M//IWIIIUI.LUIIW
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Best Practices on other handles

VERERre——— T——l

| National Fatherhood = R
Lo )

Simple, non-distracting, National Officil Tuterfod of Naronas Fthertood miiaive- | RENN |
“\ . \ Fat r
‘}L masculine bac|<ground, Initiative e e g Recent images - 3

| aimed at target audience
v E J e 2

You might also want to follow:

References to Facebook

",M band_of_sahd Follow

e You and @thefathe
p AmericanHusband Follow You both fo os\:mt']ese EY

. QYA

Thoroughly utilizes recent 1ok
images documenting | SN <0 S to Gthefathe
‘ AFathersAdvice
rece n-t eve n-tS and rela-ted ‘ Tweets Favorites Following Followers Lists . A slice of fatherly

fd{ band_of sahd ¢

weesm We call ourselvest

- thefatherfactor
patonal 5 Tips on building a sense of #courage in your #kids, inspired
mikaive” by ©'WeBoughtAZoo - a great #fatherhood movie bit.ly/sccKKu PRD ProActiveDads |

BABS [Dadsand their sup

pictures

W thefatherfactor Following - view all
x5 Tips on helping your #kids appreciate wildlife and care for -
ke animals, inspired by upcoming movie ©2WeBoughtaZoo: - di B‘l

bit.ly/srxsUg

About Help Blog Mobile
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Analysis of Current Media Landscape

Ewitter

*  Good background that
repeats the logo

* Has a collage of pictures on
the side for aesthetics

o NOT GOOD: the word
“Foundation” is cut-off

’ P
f “‘,/.
"

WwWearfIieR punn

warfIieR punn
FARILY FOUNPBATIEN

Best Practices on other handles

@WD_FF Atanta, Ga.

B © Rewarding economically disadvantaged single-parent
families for achieving first time home ownership

( WDunn Family Foundat |

through Homes for the Holidays.
nttp:/Awww.wd-ff.org

) Follow *  Text follow WD_FF to 40404 n the United States

Tweets Favorites Following Followers Lists

- WD_FF WDunn Family Foundat
(W) We love receiving Bed, Bath and Beyond coupons! If you would
© like to make this easy contribution to WD-FF please...
fb.me/1fyPOluts
14 Dec
WD_FF WDunn Family Foundat "
KW) Look around, you'll always find someone who has more than you
) and someone who has less. This holiday season, pay...
fb.me/AIHZEbqY
13 Dec

WD_FF WDunn Family Foundat
(W) Catch up with our Homes for the Holidays recipient family #111 to
’ see how they feel after receiving the gift of... fbo.me/11b5AdyD1
13 Dec

— WD_FF WDunn Family Foundat (@
KW) The Ingraham Family, Homes for the Holidays Recipient #111
; fb.me/1wYRwECED
12 Dec

WD_FF WDunn Family Foundat (@
(W? The Chaisson Family, Homes for the Holidays Recipient #110
y fb.me/14AdgjvbV
12 Dec

- WD_FF WDunn Family Foundat
KW} We are proud to announce our newest Homes for the Holidays

partnership with Lafayette Habitat for Humanity! To...
fb.me/1gpzh5Wpv
12 Dec
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Analysis of Current Media Landscape

faCEOk |  Best Practices on other sites

Current Fatherhood pages on Facebook did not display practices
that were worthy of endrosement. Many of them were under-
maintained and plain. Thus, best practices of pages from other
types of organizations were instead exemplified.

15



Analysis of Current Media Landscape

facebook |

Julie Laughlin-Tastefully Simple Independant Consultant
) Like [

Food /Beverages

Best Practices on other Pages

Example of an engaging Welcome
Page for Julie Laughlin

Eye-catching welcome
header

Good use of images

Interactive element:
Links could be clickable

hitp://www.facebook.com/pages/Julie-
Laughlin-Tastefully-Simple-Independant-
Consultant/252426961434473
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£ Welcome
¥ Twitter

8| Photos
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The Avon Lady < uke

T Westchester, New Yor

AVON - THE COMPANY FOR WOMEN

N

COME BROWSE FROM THE COMFORT OF YOUR OWN

HOME!

o "\a

}\vs v I\J‘ Here Is ho sasiest place 10 Place your Avon onders. Ask
me ©or 8 Teo shipping codel First Sme shoppers wih me
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Brand is reflected
in the aesthetics

of the
customized

pages

Messages are
clearly
communicated

Best Practices on other Pages

fab'rik

n Cet Started

]l m

9
&k Fr

al

fo

fend Activity

4 Welcome
¥ Twitter

(2] Photos

3,284

Add

Get Upx

> My Page's Favorites

jates via SMS

Cet Updates via RSS

Share

&) Like

fab'rik Atlanta

Atlanta, Ceorgla

R liko s

. e fingers on
With our ﬁf ag'}u{gﬁnéce‘feﬁew%,e

the pulse 0
andp around-town events,
! W is the place to find the hottest “who",
fab 1 lk "what" and of the moment.

ab'rik addict. ...
Beco“)}gf} ow you want to!

Sneak peak of our new arrivals,
celeb faves, and all the exclusive
deals you can handle!
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Analysis of Current Media Landscape

facbok Best Practices on other Pages

aceboo

The Colbert Report & Uks
Wall info Xeep fearA. Video Fhotos Evemts »

Example of an Activity Page for
Colbert Report

MARCH TO
A LA

Pledge Badges are a clear way
to signify roles and allegiance to
things that matter in our lives.

This tab invites users to earn
a badge created by showing |
their commitment to the
march.
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Next Steps

S =

—_—— e

-
|

Determine look, feel and overall theme for WIFI |
© Including color palette, logo, photo selection )
©  This will largely drive the look of your Facebook Welcome Page and Twitter Page

Design square WIFI Logo for use on Facebook & Twitter Pages |

Determine theme / framework for Facebook & Twitter Welcome Pages |

Create Facebook & Twitter Welcome Pages

Merge Facebook Group into one WIFI Facebook Page I

Change WIFI Twitter name and cross-link with FB and vice-versa |

Link WIFI Facebook & Twitter Pages to WIFI website and vice-versa '

Finalize the tactics to utilize with WIFI’s Facebook & Twitter |

©  From there we will use social media tools to creatively execute selected activities, drive i
visitors to the WIFI Website, Facebook Page and Twitter Page, and create buzz around the |
WIFI*In the Words of Women" campaign ]

[

20



Investigating and Working with Messages

The tagline “Essential Voices. Collective Mission” was deemed not effective and other taglines were explored.

A series of taglines were tested in a national survey with participants of WIFI's target audience-- both men and women
of lower income, with children and living in urban areas including Baltimore and New Orleans.

The messages that were tested are as follows:

* Fvery minute a dad is born.
* \We see you.

* He makes a difference.

* He matters.

* She knows he matters,

The tagline “He Matters” emerged the clear winner across all categories including gender, race, marital status, and
income. Runner ups were she knows he matters and he makes a difference.

Though the campaign was to empower men to be good fathers through the “words and voices of women,” it was
concluded that emphasizing that fathers matter, and that “He matters” would be a great way to drive the campaign. It
was decided to create a “He matters” themed campaign to promote the WIFI movement.

Note: Shortly after the social media launch however, the board of WIFI wanted to change the tagline “VWomen who
know men matter.” Despite advice to take caution with the word choice and that the tagline can be misinterpreted to
be against families led by lesbian couples, the decision was final.
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L.ook and Feel of WIKI Brand: All in the logo

—

Womeney

Frvooral yunon Colaivae onrsuem

WOMEN 177
FATHERHOOD

In the midst of the social media campaign, contribution was made in part of the logo creation
process. Several concepts were created and the above logo in the end was the final chosen logo.

Instead of constructing an image for the logo, it was decided to stick to just the name of the
organization in order to avoid any misinterpretation of images. The acronym WIF| was used because
that was how the organization wanted to be identified as. The colors orange and blue were chosen
as they were the most gender neutral combination, and emphasis was placed on the font which
indicates a harmonious connection between the fonts characters-- almost like a “holding hands”
effect. The “f"" of WIFI was used to “dot” the “in" to hopefully create the subliminal emphasis that
women were in the fatherhood field.

Overall, the logo had a more modern and youthful feel-- a vast improvement from the last logo
which was outdated and poorly received.
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L.ook and Feel of WIKI Brand: All in the logo

Fatherhood

00000 wl ymaen Celairee vireen

WOMEN 171
FATHERHOOD

To generate excitement about the “new

WIFI" the footage and music of the WIFI
from New Year's video e-card that featured the
WOMEN IN FATHERHOOD I new logo were conceptualized and

i created. The e-card was posted on the

Facebook page and sent to all WIF
constituents. The video card captured the
excitement of WIFI's new stage of growth.

Within the day of the launch of the e-card
(Jan 5,2012),the number of Likes on

WIFI's Facebook page grew more than
doubled from 34 to 69 Likes.

23


http://www.facebook.com/photo.php?v=10151128259385414&set=vb.101911239902686&type=2&theater
http://www.facebook.com/photo.php?v=10151128259385414&set=vb.101911239902686&type=2&theater

Social Media Strategy and Tactics

At this point the look and feel of WIFI was established with the video and logo. The key message and theme
that WIFI wanted to convey was “He matters.” The Facebook groups were merged to a single page, and the
logos on both the Twitter and Facebook accounts changed. The posts on Twitter and Facebook improved
significantly in timing, content and language.

All efforts were asked to be channeled on to the Facebook Page in order to generate more interest and
provide WIFI with the perfect medium to engage with their fans. This was particularly important because the
outcomes of the Facebook Page would drive the look and feel of the new WIF| website.

After identifying the weaknesses of WIFI's current Facebook, seeing the potential activities that Facebook page
could have through customizable tabs (now called Apps), and taking note of the messages and research
compiled about the target audience, several ideas were conceptualized to best mobilize the following strategies:

|. Highlight WIFI’s two key messages: to say the fathers matter, and to say them in the words of women.

2. Promote fatherhood related social media activities (to satisfy the strong desire on both women and fathers
to see more images and stories about fathers engaging with children, as well as the need for resources for
mothers and fathers.)

3. Leverage the G.R.E.A.T. parent pledge cards that were positively received by focus groups

All while staying true to the look and feel of WIFI.

After conducting rigorous research on Facebook pages and social media behavior, the following Facebook
tactics were proposed to WIFI including a rationale.
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Social Media Tacties Proposal: Summary

Facebook Tactics

The Facebook pages illustrated utilize an enhanced Facebook skin, allowing the page to look and feel more like a traditional
website. As with any Facebook page, four (4) standard tabs will exist: WIFI's Wall, Info, Friend Activity, and Photos.
However; unlike a traditional Facebook page, visitors will first interact with the site through a special “Welcome Page” which
they will “like” to access to the full WIFI Facebook site. The full Facebook site will include the following pages as follows:

1. Welcome Page for Non-Fans. This is the first page viewers will see if they have not “liked” the WIFI Facebook site. This
page provides a teaser that encourages viewers to “like"” the WIFI Facebook page to go further into the site. Having a
Welcome Page that generates a “like” is a proven technique to move social media campaigns forward quickly and easily
as “likes” are instantly featured on Facebook users’ walls, and are seen by their network of friends.

2. Welcome Page for Fans.: "He Matters” This is the page viewers will see after they have “liked” the new WIFI Facebook
site. He Matters will serve as the primary WIFI Facebook page for the “He Matters” media campaign. The page will
feature real quotes about why “He Matters” and will encourage visitors to post quotes about why “He Matters' to them.

3. Capture The Moment. This page compliments the “He Matters” page, showcasing real pictures and videos “capturing the
moments” between children and their dad and/or mom.

4. The Real Deal. This page features compelling facts that give visitors a better understanding of the importance of
responsible fatherhood and why they should care.

5. Be GREAT: Take the Pledge. This page features a printable pledge badge, wallet card and poster for mothers and
fathers encouraging them to be “"G.REA.T”” moms and dads.

6. Partners & Resources. This page highlights WIFI partners and resources and provides links to these partners and
resources for visitors.
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Facebook lacties Proposal

Welcome Page for Non-Fans

In creating the Facebook mock-ups, it was important to create a “Like

Gate,” which is a tab that invites users to “Like” the page in order to see its
contents. Having fans to spend two seconds “Liking" the WIFI page is a
simple yet invaluable tactic that will effortlessly increase fan base and website
traffic. It will also generate data on how many people are being reached
through the WIFI Facebook site. As with many other Facebook pages, the
arrow is necessary to point not-so-savvy Facebook users directly to WIFI's
“Like" button.

Two versions of the Welcome Page follow:

|)Famous Quote

The first version features a famous quote on the importance of being
a father from  Laila Ali. The quote creates a personal tone and highlights
the importance of being a  responsible father.

2) Compelling Fatherhood Fact

The second version highlights one of the facts from WIFI's Fact Sheet
about the importance of fatherhood. The use of statistics establishes
credibility and emphasizes  the weight of the cause.

Both versions make an impact and encourage users to find out more by
“liking” WIFI's Facebook page.
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Facebook lacties Proposal

Welcome Page for Fans: “He Matters”

Directing users immediately to an action-oriented page has been shown
to engage fans with an organization quickly by encouraging immediate
interaction, and has been effective in continuing fan engagement by
establishing a habit of visiting the Facebook site.

The "He Matters” tab is the first page fans will see after they “like” the
new WIFI Facebook page. The top of the page features WIFI's new logo
and briefly describes WIFI's mission. The campaign tagline,“He Matters” is

featured prominently on the page, along with photos and quotes from
WIFI fans.

Fans can read quotes about why “He Matters” and are encouraged to
write in and share their thoughts on why “He Matters” Fans are told
their thoughts on why “He Matters” may be selected to be featured on
the WIFI's “He Matters” Facebook page.

From a PR standpoint, this page prominently positions the WIFl “He
Matters” campaign with WIFI fans and encourages fan interaction which,
in turn, creates additional momentum for the campaign. The page also
encourages fans to think about why “He Matters,” and to share their
personal testimony with the wider community which, in turn, will inspire
others to share their thoughts on why “He Matters.”

From a non-profit standpoint, the “He Matters” page will help inspire
parents and children to reflect on why “He Matters” and internalize those
important, positive thoughts in their day-to-day lives. It will also provide
WIFI with quotes for its use in WIFI's media campaign.

The page can also be expanded to include voting on the “favorite “He
Matters” testimony of the week,” which would further drive activity to
the WIFI page and encourage parents and children to believe that “He
Matters.”
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Facebook lacties Proposal

Women In Fatherhood, Inc. (WIFI)

Community Page about Responsible fatherhood - Washington, District of
Columbia - # Edit Info

Tactic Page for Fans: Capture the Moment
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From a PR standpoint, this page fosters a sense of community and
reinforce the Iimportance of the cause. From a non-profit
standpoint, the page will help inspire parents to create and capture
moments with their children, and will provide WIFI with additional
photos and videos for its use in WIFI's media campaign.

This page can also be expanded to include voting on the “favorite
moment of the month,” which would further drive activity to the
WIFI page and encourage parents to “Capture the Moment.”

My favorite things to
do: sight-sce with
my daughter Lily
and son Chris.

- Rob

Add 1o My Page’s
Favorites

Cet Updates via SMS
Cet Updates via RSS

kiss. I mustadmit, I love it
too! - Josc
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IFacebook Tactics Proposal

Tactic Page for Fans: The Real Deal

It Is not enough to encourage stronger relationships between
parents and children -- it is also important to educate fans
about the bigger picture, and demonstrate how small
investments of time have big effects on children’s lives,

The “Real Deal” page brings the individual to the larger
picture - and the larger picture to the individual - by sharing
compelling facts about the importance of responsible
fatherhood.

This page Is also makes a compelling case for responsible
fatherhood to WIFI's other key audience members: the
media, policy makers, legislators, and administration officials.

The bottom of this page encourages users to share “The
Real Deal” page with their other Facebook friends, helping
the information reach a wider audience and generating more
WIFI fans and interest in responsible fatherhood.
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Search 4

Women In Fatherhood, Inc. (WIFI1)

Community Page about Responsible fatherhood - Washington, District of
Columbia . # Edit Info

DID YOU KNOW?

® Children with involved fathers are twice as likely to

stay in school

® Children with fathers invelved
in their lives are five times less

likely to be poor.

® Father invelvement in schools
is associated with a higher

likelihood of a student getting A's

® Adolescents who strongly
identify with their fathers are 75% less likely to
become unwed parents.

® Adolescents who strongly identify
with their fathers are 80% less likely

to be incarcerated

® Children whose fathers are involved
n their lives have less risk of early

sexual activity and substance abuse

® Two thirds of low-income fathers

have seen their children in the last month
® Currently, 15% of single parents are men.

® Many mothers express a strong interest in having
fathers actively involved with their children

® Father participation in childcare has a direct and

positive impact on children’s secial and educational
development.
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Facebook lTacties Proposal

Women In Fatherhood, Inc. (WIFI)

Community Page about Responsible fatherhood - Washington, District of
Columbia - # Edit Info
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Be a GREAT. Parent

As a responsible Mom/Dad. | pledge to:

‘. - -
Give my time, attention, and resources to my
children unconditionally, regardless of my
relationship with their mom/dad.

Recognize and act on the need to build a safe
and healthy relationship with my children’s
mom/dad. whenever possible.

<njoy being a mom/dad and love my children
unconditionally while setting limits and
boundaries to ensure their healthy
development.

Attend to the educational needs of my young
children, including reading to them every day.

Feach responsibility to my children through my

own words and deeds, and remember my day-
to-day decisions will have a lifetime impact on
the adults my children will hecome.

e
Bt in YO . i e o
mla& bamg*m R EAT. pﬁnﬂ .
Click here to T . ;

take the take the
G.RE.AT. Mom L GREAT.Dad

Be G.R.E.A.T. - Take the Pledge!

This tactic is another important step in promoting
responsible fatherhood and engaging and growing the WIFI
fan base.

The "Be GREA.T - Take the Pledge!” page shows what it
takes to be a G.REA.T. mom or dad and encourages fans to
“take the pledge” to be a great parent. This page features a
downloadable wallet sized pledge card that parents can sign
and carry in their wallet, as well as an 8x10 size to put on
their refrigerator as a constant reminder of their promise to
be a GREA.T mom or dad. Having fans take the pledge
gets fans even more committed to WIFI's cause, and
encourages word-of-mouth promotion -- an important tool
in a social media campaign.

The wallet sized cards and 8x10 posters can also be used in
the community by WIFI partners, community centers and the
faith community to encourage parents to be G.REA.T. moms
and dads and add members to the WIFI community.
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Facebook lTacties Proposal

Tactic Page for Fans: Partners & Resources

This page provides WIFI fans with links to WIFl partners,
resources, papers and publications. Due to Facebook
limitations, this tab would be run by Pagemodo, a third party
Facebook app, which has a fixed template of six links and
images. Customization of this particular tab will be limited to

what you see.

Links on this page highlight four (4) WIFI partners. The fifth
link takes fans back to WIFI's Partners & Resources page on
WIFI's website where fans can find further information on
WIFI partners and resources. The sixth link takes fans to
WIFI's Publications & Reports page on WIFI's website where
fans can read WIFI papers, presentations and reports.
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Facebook lTacties Proposal

With these tactics, WIFI can better engage their fans and generate attention from potential fans. Their Facebook
page will be among the richest interfaces ever created for Facebook, and will provide WIFI with the perfect engine
to generate a bigger following, increase their donations, convey their messages, and capture the attention of the
community leaders and White House officials that they have already been working with.
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Be a G.RE.AT. Parent

As a responsible Mom/Dad. I pledge to:

Give my time, attention, and resources to my
children unconditionally, regardless of my
relationship with their mom/dad.

Recognize and act on the need to build a safe
and healthy relationship with my children’s
mom/dad, whenever possible.

<njoy being a mom/dad and love my children
unconditionally while setting limits and
boundaries to ensure their healthy
development.

Attend to the educational needs of my young
children, including reading to them every day.

Teach responsibility to my children through my
own words and deeds, and remember my day-
to-day decisions will have a lifetime impact on
the adults my children will become.

ents wuth the:r chldren :

‘ Ao -

7,4

Share ‘yours!
[Flicker link here]

All my kids are
ticklish especially
my youngest son.
N Rov. Fail-proof
way to sce him
smile! - Joyee

ings to
> with
Lily
is.

- Rob

I\Las I must admit, l love it
too! - Jose

Click here to Click here to
take the take the
G.REAT. Mom GREAT.Dad

Pledge! Pledge!
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Execution and Fial Products

The Facebook mock-ups were positively received and praised. On February 7/, the
executive board of WIFl wanted to launch the new WIF Facebook on February |4 --
Valentines Day.

All the code for the tabs were single-handedly written using the Static HTML app for all
the tactics except Resources, which was done through Pagemodo for free. The new
Facebook was made live on Feb. 14, at midnight. The total number of Likes and
impressions more than doubled on the same day.

However, the Page was converted to the new Timeline format shortly after that, in which
recoding was done to adjust to the new Timeline dimensions. Moreover, a cover photo
and images for the Facebook tabs-- now called Apps-- were crafted.

To see the new WIF Facebook page go to http://www.facebook.com/pages/VVomen-In-
Fatherhood-Inc-WIFI/TO1911239902686.
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SNAPSHOTS of Actual Product

Add a comment...

e prda -.umh. «.m"w, ..;.:-é\._.... PR T gPost to Profile Posting as Christine Angela Dolendo
= 2L : e (Change)
Women ré ?ﬁ tmpact of:
) W g # Anne Menotti

POS’UVE fath e!’mg On Our Ch”dren Gnd g " \ Check out the new WIFI FB page launched TODAY! One of my clients, and a

. . GREAT non-profit group with a GREAT mission! Visit the site and "LIKE"
com mun'tles. them today! http://www.facebook.com/pages/Women-In-Fatherhood-

< £ —_— Inc-WIFI/1019112399026867sk=app_190322544333196
He M atters L Reply - Like - Follow Post - February 14 at 8:37am

Carol Bebelle - Loyola University New Orleans

May we never lose sight of the BIG PICTURE! All of us men/women,
children and elders being all that we can be and living quality lives with all

VWhy does He Matter?’

- - that we need. What a wonderful world that will be! The "HE
Share y.OUf thoughts by POStlng On. the C‘Omments MATTERS"Campaign MOVES US ALONG THE WAY TO THAT REALITY.
section bEIOW, and your words Just mlght be Reply - £94 - Unlike - Follow Post - February 14 at 11:39am

featured on this page. ' P T

The REAL deal

‘, v—.»«.v‘A-\\,.. n-iw, & s DT e i, -

| "He matters because my children matter
'to him." - Lucida Rank

DID YOU KNOW?

® Children with involved fathers are
twice as likely to stay in school.

"He matters because my father didn't
tell me how to live; he lived, and let me

watch him do it." - Clarence K. | ® Children with fathers involved in
: their lives are five times less likely
e e R i S RN to be poor.

® Father involvement in schools is
associated with a higher likelihood
of a student getting A's.
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SNAPSHOTS of Actual Produc

As a responsible Mom/Dad, 1 pledge to:

Give my time, attention, and resources to my
children unconditionally, regardless of my

relationship with their mom/dad.

Recognize and act on the need to build a safe
and healthy relationship with my children’s

mom/dad, whenever possible.

Enjoy being a mom/dad and love my children
unconditionally while setting limits and
boundaries to ensure their healthy

development.

Attend to the educational needs of my young

children, including reading to them every day.

Teach responsibility to my children through my
own words and deeds, and remember my day-
to-day decisions will have a lifetime impact on

the adults my children will become.

ik SRR Tk Below B Bk e pledze Print Thd Sign
lsyour pledge to put in your wallet or post in your home or
B siness. Congratulations on being 2 G.R EA.T. parent! )
Click here to Click here to
take the take the

G.RE.AT. Mom G.REAT. Dad
Pledge! Pledge!

I
pledge to be a
G.R.EAT. father to my
child.

Sgranso Do

l,

pledge to be a
G.R.EAA.T. mother to
my child.

WOMEN /n
FATHERHOOD

As a G.R.E.A.T. father,
| pledge to:

Give my time, attention, and resources to my children
unconditionally, regardless of my relationship with their mother.

Recognize and act on the need to build a safe and healthy
relationship with my children’s mother, whenever possible.

Enjoy being a father and love my children unconditionally while
setting limits and boundaries to ensure their healthy development.

Attend to the educational needs of my young children, including
reading to them every day.

Teach responsibility to my children through my own words and
deeds, and remember my day-to-day decisions will have a lifetime
impact on the adults my children will become.

Signature Date

WOMEN i
FATHERHOOD

As a G.R.E.A.T. mother,
| pledge to:

Give my time, attention, and resources to my children
unconditionally, regardless of my relationship with their father.

Recognize and act on the need to build a safe and healthy
relationship with my children’s father, whenever possible.

Enjoy being a mother and love my children unconditionally while
setting limits and boundaries to ensure their healthy development.

Attend to the educational needs of my young children, including
reading to them every day.

Teach responsibility to my children through my own words and
deeds, and remember my day-to-day decisions will have a lifetime
impact on the adults my children will become.

Signature Date

The pledge cards that come up
when the button is clicked.
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SNAPSHOTS of Actual Product
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SNAPSHOTS of Actual Product

Twitter: before and after
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Advisor Valere...
8 Dec
WmninFthrhood Women In Fatherhood
j".Q'.".'.‘.!‘. AECF Pres. Patrick McCarthy participated in "Helping the Whole
Family® at the Opportunity Nation Summit. Full panel......
8 Dec
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27 Apr
RT @ChildDefender: Only 2% of nation’s teachers are Black
men.#FreedomSchools buck trend inspiring lifelong educators
bit.ly/JN4qSF

Women In Fatherhood ~ WmninFthrhood
Be a Good Father: Share Your Work World with Your Kids
ow.ly/azmKr

27 Apr

Women In Fatherhood ~ WmninFthrhood
No. RT @RWJF_VP: Is ‘zero tolerance’ good for schools? Some say
no. ow.ly/1LjjEl

Women In Fatherhood ~ WmninFthrhood
I'm asking for a raise. RT @dreamgrow: Social Media Manager
Responsibilities bit.ly/wPkxqP

27 Apr

Women In Fatherhood  WmninFthrhood

Amen! RT @dovesoars: "Each of us has the power to create
environments where the broken are made whole.” McManus,
#courage #change

27 Apr

CREGS @CREGS_SF
RT @IPPF_WHR Why Do Young People Need Comprehensive

27 Apr

* Sexuality Education? j.mp/ISuScé HT @youth_coalition #CPD2012

#CPD45
13 Retweeted by Women In Fatherhood

Women In Fatherhood ~ WmninFthrhood
NARME needs volunteers for annual conference in Baltimore (my
town-woot!) 7/20-25. Email Bill@narme.org & find out how U can
help

Women In Fatherhood = WmninFthrhood 27 Apr
RT @GoodMenProject: Fatherhood Real Talk: Am | Good Enough? -
In the face of tantrums, grown-up relationships, and... ht.ly/1ja310
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27 Apr

27 Apr B
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Results and Evaluation:

Snapshots of activity spike during launch

How People Are Talking About Your Page

All Stories «
I Talking About This?

40

M Posts? 7 @ Weekly Total Reach’

Feb 14 Feb 21
Who You Reached (Demographics and Location)

Gender and Age’

Female 63%
13-17

2.2%

ann
300

People Talking About This

46

Countries”’
217 United States of America
2 Trinidad and Tobago
1 Canada
1 Singapore
1 Jamaica

1 Israel

Cities’

31
23

N
~N

N NN N NN W W W W W W s R R W

Washington, DC
New Orleans, LA
Baltimore, MD
Atlanta, CA

Los Angeles, CA
Burbank, CA
New York, NY
Houston, TX
Alexandria, VA
Arlington, VA
Chicago, IL

San Diego, CA
Albany, NY
College Park, MD
Chevy Chase, MD
Wilmington, NC
Rockville, MD
Macon, CA
Silver Spring, MD
Baton Rouge, LA

Languages’

215 English {(US)

8 English (UK)
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Results and Evaluation

facebook

r

CEwitter|

149 Likes, 438% increase

Peak of 62 people talking about it, 600%
Increase

Viral Reach peak of 507 people as a result
of more relatable posts

257 Followers, | 65% increase

Increased activity by WIFI and
engagement by followers
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Maintenance of the Site

At this point, the project was accomplished. However, just because the site
was created didn't mean that it would go viral overnight. During a meeting
with the clients, it was made clear that the new Facebook Page was to give
WIFl a perfect engine to carry out their activities. In order to get them

placed, they need to feed their engine with “fuel” constantly-- they needed to
maintain the site.

Because of funding limitation, the organization decided to take on managing

the page themselves. As requested, a short document of Facebook tips were
complled as seen in the next page.
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Maintenance of the Site

WIFKI Facebook '1ips

Facebook Posts

e Limit posting to three in a day.

Top brands on Facebook post an average of 103 posts a month (about 3 posts a day),

and they generate the most impressions doing so. You would not want to go over 3
posts a day so as to avoid over-saturating people’s new feeds.

* Best days to post are midweek and on weekends.

Most FFacebook shares occur on Saturday

* Best time to post is around noon and 6pm EST (if you'd like to do a third post,
mornings before gam is ideal).

Based on new statistical research, it was found that:

1. Shares spike around noon and after 7pm

2.Nearly 80% of the general US population is in the Central and Eastern time zone.

3. The highest percentage of retweets and reposts occur around 5PM EST, while the

highest C'TR (click through rate) occurs between noon and 6PM EST.

These statistics and guidelines are for the general audience. Follow these posting
guidelines while monitoring and examining your Facebook insights and activity to
determine the days and times your users are most engaged

Driving more traffic to your Facebook Page
* Ask questions. Make sure you place the same questions on T'witter as well.

Asking simple questions will incite user engagement, whether it's asking for their
opinion or sharing an experience they had.

* Eingage with potential fans on similar Facebook Pages, and ask your partner
organizations to promote your Page, Apps and significant posts.

You cannot rely alone on your current fans to drive new fans to your page. Engage
with your partner organizations and their fans to drive them to your page. Do the
same for Twitter.

* Encourage users, both WIFI fans and fans of other organizations, to use your FFacebook apps.

The apps are running and users can see them but encouragement and a little nudge will increase
the likelihood of engagement.

* Get fans to tag photos .

At the events your host or attend, be sure to take plenty of photos (or even hire a professional
photographer), load the photos to your fan page and encourage fans to tag themselves or their
friends. This, pushes out into their wall and friends’ News Feeds, generating more valuable
impressions.

 Run a fun and interactive promotion/contest with a rewarding incentive.

Everybody loves a quick contest. Running a promotion that is interactive will not only encourage
users to participate but also provides reason for users to keep coming back to see what's
happening. The incentives don’t need to be extravagant.

A promotion can be posting a picture best fatherhood moment and the photo with the most Likes
will win three tickets to Six Flags or a huge gift card to a family restaurant. A promotion like this
will 1. engage your current fans 2. bring new fans in because current fans will ask their friends to
your page so they can like your photo

Another promotion could be posting a silly picture of between father and child and posing a
challenge to write the best caption for the amusing photo on the comments section.

e Keep the buzz going by mixing fun posts with serious/intriguing posts.

It gets dull when all the posts are the generic fluff you can find in other similar pages. Don’t be
afraid to talk about the issues in a diplomatic manner. What are the kinds of things getting in the
way of good fatherhood? What should happen in society, in legislation, in social constructs to
mobilize fathers? If you know something that's important, share it and ask your fan’s opinion.

e Use other media.

Supplement your digital tactics with traditional media. Give out brochures at relevant events and
conferences with your Twitter and Facebook handle. Hit your target audience at a grassroots level
by distributing and posting flyers about WIFT at schools, community centers etc.
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Conclusion and Insights

The executed social media plan provided the WIFI with the perfect foundation to build a
following and engage their fans. The outcomes, as the result show, exceeded one’s
expectations and the expectations of our client.

It was a challenge to convey the mission of WIFI, and it was even more challenging after
the decision to stick with the name Women in Fatherhood despite negative reviews.
However, amount of attention to detail and effort put in executing any plan was deeply
appreciated- it is one situation to write and pitch it, but it is a whole other situation to
execute it and adjust to unexpected curveballs (such as the Timeline switch).

Overall, there is an incredible amount of satisfaction in accomplishing this project. It was
an extremely rewarding experience, and very satisfying seeing one’s ideas come to life
and to take this project on as a Senior Honors Capstone.
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