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	Disaster Relief Fund Project Plan
	

	
	

	Project Title:  Direct Solicitation Campai
gn
	

	Project Lead(s): 
	

	     Project Dates (start to end date): 
	

	
	


Brief Event Description
	Sometimes, you just need to ask! This is a campaign for college clubs designed to quickly and effectively make a fundraising appeal to your university community. Sometimes, the power and urgency of your message, communicated clearly to others, is enough to build a compelling fundraising drive.



Objective – What Are We Trying to Achieve?

· Project Vision:  Promote awareness and raise money for the Disaster Relief Fund
· Numerical Project Success Metric: number of people who have donated, and amount of money raised
Team – Who is on the Project Team?

· Lead(s): 
· Other Team Member(s):
· Committee: 
Target – Who is Our Target Audience? 
(e.g. classmates, teachers, communities partners, etc.) 
· Primary Target(s): the university community—students, professors, staff
· Secondary Target(s): 
Timeline 
	Milestones (Major Goals)
	Date

	1. Initiate Project
	Today!

	2. Campaign Launch
	

	3. Campaign Sustainability
	

	4. Campaign Conclusion
	

	5. Debrief 
	


	Project Narration (Make sure to include persons responsible, dates, and resources needed!)

	1. Initiate Project

	Gather a core team of volunteers to work with you on this project. Having a group of motivated, passionate, and dedicated volunteers is more important than having a large number of volunteers. Designate a clear leader.
Research the Disaster Relief Fund and current events carefully. Gather the facts and build a compelling case. Understand the urgency of the Red Cross’s need for money and the importance of its mission to the American public. 
Create a timeline for the campaign. Keep it short—say, a week. Set a fundraising goal, say, $20,000.
Do your homework and research information on any fundraising campaigns implemented in your school. Were they successful? What was the maximum amount raised? What strategies were used? 
Collect all this relevant information and make sure to incorporate it in your current campaign. 


	2. Disaster Relief Campaign : Design and Launch

	Design your campaign strategy; communication and marketing strategies to be used. 

Identify the specific fundraising tools that will be used. Emphasize one or two (at most) ways that people can donate. The suggested methods are Text2HELP and online through www.redcross.org.

Make sure to use language that contains action words, and a message that is clear and conveys a sense of unity and ownership. For example, something like: 

America is a unique place. Your home is devastated by torrential hurricanes or burned in an unexpected fire-- and your neighbors will come to you with open arms, with food, shelter, and unity, under the banner of the American Red Cross. The American Red Cross will stand with you in solidarity, with universality, humanity, and compassion, when times are worst.  

With Hurricanes Gustav and Ike alone, there have been more than 360,000 overnight shelter stays; seven million meals and snacks served; with nearly 19,000 Red Cross disaster workers and volunteers on the ground. 

Money is needed. By this Friday, our college wants to raise $20,000—to do a small part in making a big difference. Join our college and our nation in protecting our future and our people. Join the Red Cross movement. Text the word “GIVE” to the number “2HELP,” to give $5 now.

Speak your voice. Spread the word.”

The one issue—there is no way to really track donations from your campus specifically, but nevertheless it is important to have a concrete goal in your messaging.
When all the details of the campaign design were covered prepare the campaign launch.

The campaign launch is important for building momentum, and a buzz, on campus. Carefully designate one day in which you will announce the launch of your fundraising appeal. Make sure you launch your campaign on multiple media platforms, with a consistent, brief, easily understandable message.
For example, on the same day, write an op-ed in the school newspaper; hang up posters around campus; hand out stickers, pins, etc.; have the president of the student government send out an official announcement to all students; hang up a giant Red Cross sign on a prominent campus building; send out emails over open student group email lists; and, one thing that is particularly effective, hold some sort of event. It could be a vigil for disaster victims, or a speaking panel which delivers a call to action. The idea is create the sense that the entire campus is moving together, and to build a sense of momentum. 
Have volunteers handing out flyers, or staffing a table near the student union and in dining halls, playing music, being energetic, and being highly visible.









	3. Campaign Sustainability

	Sustain momentum! Do this by having “themes” for each day, in the materials that you disseminate that day.
For example, you can build your campaign schedule:
Monday: Launch campaign

Tuesday: How a Disaster Response Works. (Send out announcements explaining DSHR, shelters, the services Red Cross disaster works provide, how to volunteer, etc.)

Wednesday: The Facts. (numbers on current disasters, why the Red Cross needs money now, costs associated with disaster response)

Thursday: Why We Care. (talk about your local chapter and campus Red Cross club, and what they’ve done this hurricane season—how many volunteers they’ve deployed, money they’ve raised, etc.)
Friday: The Final Push. 

Saturday: Celebrate accomplishments 


	4. Conclude Campaign

	Do a final push, asking everyone who has not donated to donate finally by this last day. 
Wrap up with an official announcement from the university president, or another person of stature, thanking everyone for their tremendous commitment and service and saying how proud he or she is of the university community.


	5.    Follow up

	Gather your team together. Thank them for their hard work. Thank everyone who was involved in your project.
Since there is no way of tracking donations, do a post-project survey to figure out a rough estimate of your impact. For example, create an online survey (there are free survey websites) and ask 100 people to fill it out to get a sense of roughly how many people might have donated.

Celebrate your success!



Communication & Marketing Reminders
Communication avenues to keep in mind:
· School Newspaper, announcements

· Local Newspapers

· Local TV Stations

· Radio Stations

· Facebook/Myspace

· School Government
· Club Website
�Speak your voice. Spread the word on Disaster Relief Fund. 
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