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Senior Public Relations Student Team 

 

Research 
The PR Campaign Team performed multiple types of research to determine community awareness of 
Paxton Ministries and effectiveness of current communication materials. This research provided the 
team with an understanding of how Paxton Ministries might best reach out to current donors and 
volunteers, as well as expand its donor base. Research strategies included: 

 Secondary research of personal care homes and nonprofit organizations 
 Donor survey 
 Mental Health Association survey 
 Top donor interviews 
 Church interviews 
 Focus group with Paxton Ministries’ employees 
 Volunteer interviews 
 Analysis of Expressions of Hope Tour Program 
 Communication audit 

 
 

Secondary Research 

For this segment of the PR Campaign Team’s research, the team analyzed local personal care homes and 
nonprofit organizations similar to Paxton Ministries. Through this survey, the team hoped to determine 
the communication tools these organizations used and their effectiveness. The PR Campaign team sent 
out a preliminary email with an electronic, eight-question survey, and then made follow-up calls to 
ensure that the proper person received and completed the survey.  
 
In this survey, the team investigated a variety of organizations with missions similar to that of Paxton 
Ministries: personal care homes, continuing care retirement communities and human services. Based on 
recommendations from Paxton Ministries, the team invited survey participation from the following 
organizations: 
 
Welsh Mountain Home, New Holland, Pa. 
Mission: The Welsh Mountain Home provides facilities, services and programs for older adults and 
dependent persons. It is committed to maintaining an atmosphere of simplicity and integrity with a 
Christian emphasis. 
Vision: Provide older adults with a relaxing place to call home 
Target Audience: Older adults 
 
Brethren Housing Association, Harrisburg, Pa.  
Mission: Providing a holistic program of secure housing, supportive services, and loving relationships, 
Brethren Housing Association helps homeless and low-income individuals and families achieve their 
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God-given potential. 
Vision: Building a Future with Hope 
Target audience: Homeless women and children 
 
Crescent View Personal Care Home, Middletown, Pa. 
Mission:  At The Middletown Home - Crescent View, our primary goal is to afford each resident every 
opportunity to live life to the fullest in a safe, secure, and relaxed environment. We want to make this 
your Home away from Home. 
Vision: Loving is a natural way of life at The Middletown Home 
Target audience: Senior retirement 
 
Faith Friendship Villa, Mountville, Pa. 
Mission: Faith Friendship Ministries is a non-profit mental health residential ministry providing housing 
and supporting personal service for adults, especially those of limited financial means, who require 
assistance with various tasks of daily living. We strive to celebrate an encouraging family atmosphere 
that reflects God’s love expressed through Jesus Christ. 
Vision: Where faith and friendship create a family 
Target Audience: Adults with disabilities 
 
Bethesda Mission, Harrisburg, Pa. (to the best of our knowledge, this organization did not respond) 
Mission: Since 1914, Bethesda Mission has been a missionary arm of the local church, reaching out to 
men, women and children of all races, nationalities and creeds, providing the poor and homeless with 
shelter, food, clothing, sharing the good news of Jesus Christ and discipling them in the Christian life. 
Vision: God’s work, our hands 
Target Audience: The homeless 
 
Jewish Home of Harrisburg, Harrisburg, Pa. 
Mission: Our mission is to enhance the quality of life for those we serve and their families, and to 
support individual beliefs, practice and customs. 
Vision: Everything you need. Everything you want. Whatever we can do. When you’re ready.  
Target Audience: Independent seniors who want to live in congregate setting 
 
Polk Personal Care Center, Millersburg, Pa. 
Mission: We are a personal care residence which delivers attentive and friendly services. We always aim 
to maintain a professional and top-notch facility, because when it comes to you, we know you deserve 
only the best. 
Vision: Polk Personal Care Center offers around-the-clock services for those in need of special and 
individual care. 
Target Audience: N/A 
 
Communication Tools: 

 All participants use newsletters and brochures 
 50% use media coverage 
 33% use social media and paid advertisements 
 16% use direct mail and internet surveys 
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 No participants use telephone surveys 
 All participants named newsletters as effective 
 60% named brochures as effective  
 20% named social media, internet surveys, and paid ads as effective 
 60% outsource materials for production 
 60% produce materials internally 

 
Measuring Effectiveness:  

 60% use tangible results (donations, volunteers)  
 40% use communication audits 
 20% track web hits, and conduct content analysis  
 33% evaluate social media as neutral or somewhat effective  

 
Demographics for Outreach Efforts:  

 66% base their outreach efforts on age 
 50% base their outreach efforts on interest 
 33% base their outreach efforts on economic status 
 16% base their outreach efforts on gender 

 
Recommendations:  

 Use newsletters as main source of outreach material 
 Create specific brochures geared towards different aspects of Paxton Ministries 
 Use social media more effectively as a means of communication and outreach  
 Conduct more electronic surveys than phone surveys for people to take on their own time 
 Consider budgeting for more paid advertisements through media outlets that will reach the 

target audience 
 Conduct a communication audit every few years to revamp and update old materials 

Donor Survey (via SurveyMonkey) 

To gain further information about the involvement and engagement of donors, the PR Campaign Team 
sent out a survey via email to donors of Paxton Ministries. The purpose of the survey was to understand 
how donors originally heard about Paxton and the donors’ preferred communication channels. Based on 
the answers received, the team discovered ways to reach out to new donors and widen Paxton 
Ministries’ donor base. The PR Campaign Team sent the electronic survey to approximately 500 donors 
and 109 completed the survey, for a response rate of more than 20%. Out of the 109 respondents, 
51.9% were females and 48.1% were males. Additionally, 5.5% of respondents fell within the 20-29 age 
bracket, 6.4% in the 30-39 bracket, 5.5% in the 40-49 bracket, 38.5% in the 50-64 and 44% in the 65+ 
bracket. 
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The team analyzed results by sections reflected in the survey, following with recommendations and 
conclusions for Paxton Ministries. 

 
Involvement: 
 95% of respondents visited Paxton Ministries 
 67.3% of respondents volunteer at Paxton Ministries 
 Only a small number of volunteers (18.4%) come in regularly 
 About half of the respondents have volunteered at Paxton Ministries in the last 5 years 
 74.4% of respondents no longer volunteer at Paxton Ministries, mostly due to time 

commitments or moving from the area 
 One respondent stopped volunteering because he/she felt uncomfortable around people who 

are “different” 
 

Philanthropic Contribution: 
 76% of respondents have given a monetary donation to Paxton Ministries 
 More than half of the respondents donate annually 
 In this survey, 50% of respondents donate $100-499, 12% donate $500-999, 10% donate $1,000-

$5,000 and 3% donate $5,000+ 
 When asked what factors influence respondents to donate, most people chose “Supporting 

Paxton Ministries’ mission” 
 Other factors that influence people to donate include having a Brethren in Christ affiliation, 

caring about helping people with mental illness and volunteer involvement 
 10.6% of respondents have stopped donating because of personal finances; 6.1% redirected 

giving to other nonprofits 
 
Communication: 
 60% of respondents heard about Paxton Ministries through a church 
 30% of respondents heard about Paxton Ministries through a friend or employee 
 Additional ways respondents originally heard about Paxton Ministries included: serving as a 

volunteer, messages from Messiah College, having family members that were residents and 
living near Paxton Ministries 

 Half of the respondents prefer direct mail and the other half prefer email as their chosen 
communication channel 

 Respondents would like to hear from Paxton Ministries either quarterly or monthly 
 

Improvements: (These responses reflect the many answers received from the open-ended question, 
“What are some ways you think Paxton could better improve its communication?”) 
 Of the 37 that answered the question, 9 respondents encouraged Paxton Ministries to reach out 

to and present in churches 
 4 respondents suggested that Paxton Ministries engage in community events 
 2 respondents suggested that Paxton Ministries get activities covered in the news and media 
 “You are doing a great job of communicating” 
 “Regular informational mailings regarding activities, personal stories or residents, needs and 

opportunities for service” 
 “I think that one must have a ‘heart’ for this kind of ministry. Most people’s comfort level 

doesn’t allow them to participate.” 
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 “Monthly email newsletter, quarterly print newsletter, 2-3 appeals per year, regular social 
media updates” 

 “Involve more non-Brethren in Christ churches” 
 
Recommendations: 
 Continue to reach out to churches for new donors 
 In doing so, extend its presentations to churches outside of the Brethren in Christ affiliation 
 Continue to focus on and reach out to donors and volunteers through direct mail and email 
 Offer pre-interaction training and suggest ways for new volunteers/donors to interact with the 

residents of Paxton Ministries, as some people indicated feeling uncomfortable 
 Given the demographics of most survey participants, it is not surprising that only 7% rely on 

social media as their preferred communication channel; however, as Paxton Ministries reaches 
out to new--and perhaps younger--potential donors, the team recommends continued 
strengthening of its Facebook presence  

 

Mental Health Association Survey (via SurveyMonkey) 
The PR Campaign Team surveyed the local mental health community on its awareness of Paxton 
Ministries. To determine the level of awareness and how Paxton Ministries can reach out to this 
community, the Team created a nine-question online survey. Ruth Hope Woodlen, the Executive 
Director of the Mental Health Association of the Capital Region, sent the survey via email to members of 
the Association. The Team analyzed results from the 17 respondents, making recommendations to 
Paxton Ministries about reaching out to the mental health community.  

 
Responses: 

 35.3% of respondents knew about Paxton Ministries prior to the survey, while 41.2% had no 
knowledge and 23.5% had limited knowledge 

 65% of people who knew about Paxton Ministries heard about it through colleagues and 50% 
heard through word of mouth 

 29.4% of respondents visited the home, while 70.6% did not 

 64.7% of respondents receive information about nonprofit organizations serving mental health 
consumers 

 Of those who receive information about nonprofits, 90% receive information through word of 
mouth and 80% through newsletters 

 For preferred communication channels, 56.3% prefer email and 43% prefer websites 

 When asked why they are invested in mental health community, 60% of respondents hold a 
community leadership position, 46% take personal interest and 40% work for a mental health 
organization 

 For those who knew about Paxton Ministries, they perceived Paxton as a good, caring 
organization with great leadership and were impressed with the staff’s commitment to 
providing quality care 

 When asked how Paxton Ministries can continue to create awareness in the mental health 
community, respondents said email blasts and reaching out to hospitals, mental health facilities 
and crisis workers 
 

Recommendations: 
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 Begin to send collateral materials and updated brochures to hospitals, mental health facilities 
and crisis workers 

 Visit and present about Paxton Ministries at hospitals, mental health facilities and crisis workers 

 Ask to be featured in the Mental Health Association newsletter, or newsletters of specific 
mental health facilities 

 Once Paxton Ministries compiles a contact list of these facilities and organizations, send email 
blasts to keep people informed of Paxton 
 

 

Top Donor Interviews 

The PR Campaign team interviewed three top donors of Paxton Ministries to determine their 
motivations for remaining involved with the organization and to receive recommendations for rallying 
new donors.  Through analysis of the participants’ responses, the team discovered the following 
findings: 

 All donors believe that Paxton’s greatest strength is living out its mission, making it a great 
environment for their residents to live. 

 Donors receive communication materials on a monthly basis from Paxton Ministries. When 
evaluating their effectiveness, two of the interviewed donors said the materials are not visually 
appealing and that they would not read the newsletters if they were not involved with the 
organization. 

 Interviewed donors have/had a volunteering relationship with Paxton Ministries. 
 Two of the donors shared that they donate to other organizations along with Paxton Ministries; 

however Paxton remains in the top two organizations they provide the most funds to.  
 All agreed the tour program needs to continue in order to attract more volunteers and donors 

into the organization.  
 Donors spoke about the communication materials’ circulation with concern. Two donors believe 

Paxton Ministries should consider sending newsletters to other organizations and public 
establishments in the community.  

 
Recommendations: 

 Continue promoting the tour program to current donors along with external audiences to 
promote the mission and gain volunteers and financial support 

 Consider reaching out to past or current volunteers about becoming donors to Paxton Ministries 
 Although Paxton Ministries continues to circulate communication materials to its donors, the 

organization should reach other external audiences with its publications as well 
 Consider revising the layout of the communication materials to make them visually appealing 

and desirable to read 

 
 

Church Interviews 
To discover other potential awareness promotion avenues and audiences for Paxton Ministries, the PR 
Campaign Team conducted interviews with representatives of local churches identified by Paxton 
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Ministries. The goal was to connect with churches in the greater Harrisburg area and to gain a better 
understanding of how the targeted churches view donating to organizations like Paxton Ministries. The 
team reached out to five churches with five different denominational affiliations in the Harrisburg area, 
yielding the following results: 

 Three out of the five churches heard of Paxton Ministries prior to the interview. Two of the 
three churches who expressed knowledge of the organization have/had members of the church 
volunteer at Paxton Ministries. 

 Churches who did not know about Paxton Ministries are located at least 20 miles away from the 
residence. 

 Churches who had knowledge of the ministries receive mailings occasionally from Paxton 
Ministries; however, they all agreed the mailings could use some updating. 

 The churches all help to financially support organizations outside of the church. Most churches 
support organizations that help to fight hunger in the Harrisburg area and around the world. 
One church supported a ministry that assists individuals with physical and emotional needs.   

 The churches’ leadership teams decide which organizations to fund. Churches discuss budgetary 
concerns and whether or not the organization aligns with the church-wide mission before 
making the final decision. 

 Four of the five churches welcome organizations such as Paxton Ministries to visit the church 
and speak about their organization and mission. Three of those four churches allow 
representatives of the organizations to speak to the entire congregation during church services.  

Recommendations: 
 Consider reaching out to churches on the outskirts of Harrisburg in order gain more awareness 

in the church community 
 Continue reaching out to the churches it already has established relationships with via 

newsletters and occasionally speaking to church groups and church congregations at services. 
 Focus on updating the materials sent to the churches to make them visually appealing for 

potential volunteers and donors. 
 

Focus Group 
On October 17, 2012, the PR Campaign Team conducted an employee focus group to discover how the 
team can move forward in creating greater awareness about Paxton Ministries’ mission. The group 
consisted of five employees of Paxton Ministries, selected randomly by the Director of Development. 
The PR Campaign Team provided iced tea and brownies during the relaxed discussion that lasted just 
under one hour. The discussion revealed helpful information highlighted below. 
 

 Ways to Create Awareness of Paxton: Employees mentioned PaxtonFest as one of the main 
events. However, this annual event no longer exists. The Tour program effectively brings a broad 
range of people to the house. The Best Buddies Program effectively draws/recruits younger 
volunteers. 

 Effectiveness of Communication Materials: All employees stated the website needs 
improvement. In addition, although active, increased strategic use of the Facebook page would 
be helpful. 
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 Employees’ Suggestions for Creating Awareness:  Paxton Ministries needs to visit more 
churches in the area and get its name out to multiple denominations.  Although employees 
know about some communication materials that Paxton used over the years, they were never 
clear on where the materials came from or how Paxton used them. 

 Paxton Ministries’ open doors keep people coming back to a meaningful and welcoming place. 
All Paxton workers relate to the family-like atmosphere. They share a common dedication to the 
Lord and to serving the people in need.  Residential care and interaction proves an 
organizational strength for Paxton Ministries.  

Recommendations: 
 Host a large event like PaxtonFest to aid in overall awareness. 
 Paxton’s newsletter mailings only go out to those people who take interest in the house.  This 

letter or other communication materials need to go out to people who do not know about 
Paxton, or people with limited knowledge of Paxton. 

 The website, inadequate for the size of the organization, should provide more information, 
show the newsletter via the website and increase the traffic to the site. 

 Paxton Ministries uses Facebook only for the activities in the organization.  However, Paxton 
needs to create a broader scope on the Facebook page.  An administrator or social media 
specialist needs to work specifically with the Facebook page on a daily basis, reaching out to a 
larger number of publics. 

 

Volunteer Interviews 
Our PR Campaign Team interviewed five people who currently volunteer at Paxton Ministries to 
determine their involvement with the organization and their suggestions for creating better awareness 
for Paxton Ministries’ mission.  The volunteers provided helpful information, highlighted below. 

 Most volunteers saw Paxton Ministries’ mission as impressive and set in the context of Christian 
care. 

 The length of time given in volunteering ranges from volunteer to volunteer. Some of the 
interviewees volunteered for the past 1-2 years. One volunteer volunteered for the past 5-7 
years and the other volunteered for more than 20 years. Two work as receptionists, and the 
others mainly work in the kitchen with minor projects.   

 The workers continue volunteering at Paxton because they feel appreciated and affirmed. They 
each mentioned how they believe in Paxton Ministries’ mission and wanted to help carry it out. 

 All of the volunteers mentioned positive, respectful, and kind interaction with the residents. Not 
only do they strive to interact with the residents, but also make a strong commitment to the 
employees. 

 Two people did not answer the question about potential for improvement.  
 Received mostly positive responses about Paxton’s current communication materials; the 

volunteers thought the materials told the story well.   
 When asked about Paxton Ministries’ efforts to create awareness, most volunteers mentioned 

PaxtonFest. However, Paxton Ministries cannot hold the fall fest anymore due to time 
constraints and resources available.  
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Recommendations: 
 Continue to give the guided tours to people interested in learning more about the house. 
 Encourage individual and family involvement should occur throughout the year. Church groups 

could come in and volunteer for a day or evening.  
 Volunteers could start their own event or game night at the house to build awareness. Promote 

this in the community to draw newcomers. The newcomers will learn more about the house 
while participating in this fun game night/event. 

 Conduct presentations in churches and organizations to increase awareness of their 
organization to those publics who have never heard of the ministry. 

 

Benevon Tour Report 

For this segment of the research, the Director of Development compiled the feedback she received after 
making follow-up calls from the Expressions of Hope tour program. For analysis purposes, the PR 
Campaign Team divided the feedback into “strengths,” “weaknesses” and “follow-up items” that the 
participants noted. From here, the team analyzed the different categories, looking for similarities, 
common themes and keywords. Based on this information, the team made recommendations for Paxton 
Ministries’ future tour program implementation. For this report, the team analyzed 32 participants 
touring through Expressions of Hope from April 20, 2012-August 27, 2012. 
 
Strengths:  

 11 people stated that the stories, the strongest part of the tour, told Paxton’s mission very 
effectively 

 Stories seemed informative, inspirational, personal and professional 
 Enjoyed the “Housing, Help and Healing” theme 
 4 people said Steve’s story was their favorite 
 Effective layout of tour 
 Participants liked that the tour ended early; very time efficient 
 “The most touching, genuine and sincere experience [participant] ever had.” 
 Stories revealed unique mission of Paxton Ministries 
 Clean and impressive facilities 

 
 
Weaknesses: 

 Tour givers did not tell participants what room they were in as they moved around building 
 Tour givers did not give participants tips on how to interact with residents of Paxton 
 Some of the staff’s stories overlapped 
 The tour did not include an introduction of other participants 
 Complaints about the building (i.e. musty smell, small bathrooms) 
 Did not show outside grounds 
 Did not give clear action items after tour (i.e. “Invite x number of people”) 
 Did not meet any residents 

 
Follow-up:  
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 Eight participants mentioned inviting other people to the tour 
 Six participants expressed interest in volunteering 
 One participant mentioned handing out tour cards 
 Another participant volunteered to collect toiletries for Paxton residents 
 One participant talked about suggesting Paxton Homes as a place to live for a personal 

acquaintance with a disability 
 Another participant proposed an idea for getting groups involved by raising money for one 

Paxton resident for one year 

 
Recommendations:  

 Only one person mentioned how they heard about the tour program. The PR Campaign Team 
recommends adding a follow-up question regarding why/how people decided to come on tour 
to determine the most effective way to invite potential tour participants. 

  Another participant mentioned not knowing which room they were in while on the tour. The 
team suggests mentioning the room’s name and purpose more than once in each area. 

 A few participants said that the staff’s stories overlapped, and some appeared more enthusiastic 
than others.  The team suggests that the staff coordinate their stories as to avoid overlap, and 
practice together to bring unity to the overall tour. 

 People can feel uncomfortable or do not know how to interact with individuals with a disability. 
 The team recommends giving brief insights on how to interact with the residents, and allow 
time for this interaction to take place while on the tour. 

 One participant expressed appreciation for the board member who opened the tour, noting that 
it brought credibility and showed the leaders’ involvement.  The team suggests having board 
members help along the tour whenever possible, if not every time. 

 More than one participant referenced the end of the tour, and how they felt no closure or final 
“call to action.”  The team recommends sharing ways to get involved other than just monetary 
donations, i.e., volunteering, donating time, or simply inviting others to visit. 

 
Overall, the participants seemed very pleased with their visits and offered great feedback, which led to 
the team’s suggestion. The Benevon Model works extremely well for the Expression of Hope Tour 
Program, but while making a point not to ask for money, Paxton Ministries could give more tips on how 
to interact and get involved with the organization. The more comfortable and knowledgeable people 
grow with Paxton Ministries, the greater the results for the tour program and for the organization 
altogether. The PR Campaign Team continues to feel that Paxton Ministries should find increased ways 
to promote the tour program. One suggestion would be to combine tour promotion with other 
previously recommended outreach and awareness opportunities, including church and community 
group visits. A standard informational packet could include a variety of revised and newly developed 
items such as a brochure, a copy of the latest newsletter, a tour card invitation, and references to online 
and social media presence. See more description in the Communication Audit section of this report.  
 

Communication Audit 
                                                                                                                    
Purpose: 
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To reveal the effectiveness of Paxton Ministries communication materials through detailed analysis. The 
PR Campaign Team used “the 7 C’s of Communication” (adapted from Andrews, Sacunas, Saline, Inc.) to 
evaluate the effectiveness of Paxton Ministries’ different communication mediums. 
 
In order to adequately audit Paxton Ministries communications, the team used the following criteria: 
 
1.      Context: Are the subject and tone appropriate for Paxton Ministries? 
 
2.      Content: Is the grammar correct and does the wording flow in a succinct way? Is it the appropriate 
length? Does it reach its communicative goal? 
 
3.      Credibility: Is the reader able to understand who the piece came from? Is the author a reliable 
source? 
 
4.      Clarity: Does the copy avoid ambiguity and jargon? Will the audience understand the message 
correctly? 
 
5.      Consistency: Does the material contradict itself? Does the message convey Paxton’s mission? Does 
the medium contain the appropriate logos and images? Is the medium updated in a timely fashion? 
 
6.      Channels: Is this an appropriate medium to reach the targeted audience? Is there any connection 
to another medium? 
 
7.      Capability (of audience): Is the target audience equipped to understand the material and thus take 
action on it? 
 
The PR Campaign team reviewed the following mediums and materials based on the above criteria: 
Social Media and Web 

 Facebook 
 Website 

Print Materials 
 Christmas card 
 Expressions of Hope Tour Card 
 Community Lodge Program brochure 
 Newsletter 
 “So You Want to be a Resident?” brochure 
 Paxton Friendship Circle 
 Annual Report 
 Voices of Hope (Third Quarter) 
 Ministry Immersion Experience – Voluntary Service 
 Fact sheet 
 Appeal Letter 
 Donation envelope 
 Letterhead and envelope 
 Business cards (Employees and Paxton Cleaning Solutions) 
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Social Media/Web 
 

Facebook 

Target Audience and Purpose: Although aging populations are the fastest-growing participants on 
Facebook, this medium still primarily targets younger potential donors and volunteers. The medium is 
meant to act as a way to update those audiences on Paxton Ministries’ activities from a more informal, 
social perspective. 
 

 Context 
o Mirrors the positive tone in Paxton Ministries through photos of smiling people and 

cheerful statuses 
 Content 

o Message is not concise 
 Although photos and other visuals are critical for attracting attention on 

Facebook, there seems to be a disproportionate number of photos compared 
with other status information, making it difficult to scroll through information 

 Some statuses are wordy and take too long to read; online readers tend to 
“skim” rather than engage in lengthier messages 

o Message is not complete -- viewer does not see complete image/story of Paxton 
Ministries by looking at its Facebook 

 Status content regularly consists of resident updates only 
 Credibility 

o Logo is not present 
o Lack of slogan 
o Photos are appropriate 
o No mention of current activity as an organization 
o Facebook categorizes Paxton Ministries as a business 

 Clarity 
o Facebook functions primarily as a tool to show resident activity and nothing more than 

that 
 Consistency 

o Formatting of logo and slogan are not consistent with other mediums 
o Up-to-date 

 Channels 
o Web/social media 

 Capability (Of Audience) 
o Any audience member with Facebook has the capability of accessing this medium; 

however, many current audience members do not have Facebook. Therefore, this 
medium is not easily accessible for those people. 

 
Recommendations: 

 Create Facebook albums with photos rather than always posting as Facebook Wall Photos 
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 Consider using Facebook to report different kinds of important announcements (fundraising, 
events, volunteering opportunities, organizational updates, etc.) with excitement (using 
punctuation, strong verbs, etc.) 

o Do not post same type of announcements within close time period.   
o Change up the type of status posts 

 
 

Website 

Target Audience and Purpose: The target audience for the website includes possible donors and 
volunteers. The medium acts as a virtual way of informing audiences about Paxton Ministries who may 
not have access to print materials. 
 

 Context 
o The slideshow of pictures on home page matches the loving and uplifting tone Paxton 

Ministries uses 
o Descriptions throughout website follow the similar tone 

 Content 
o Some tabs of information are not concise enough -- will lose the reader’s interest quickly 
o Organization of pages throughout website is confusing 

 Titles and subtitles do not stand out 
 Too much information on “Volunteer Page” 

o Message is complete throughout the website, but some sections have a lot of text 
 Credibility 

o Paxton Ministries logo and slogan are present 
o Mission is accessible 
o Dated in appearance 
o Facebook page link present 
o Staff information present 
o Access to necessary materials present 
o Contact info present 

 Clarity 
o Paxton’s mission and purpose is clear throughout website--not on homepage 
o The purpose of Paxton Cleaning Solutions is not clear on home page 
o How to donate is clear 
o Text above mission on home page, “love your neighbor,” is confusing and inconsistent 

 Consistency 
o Medium is consistent with the other communication mediums used by Paxton Ministries 
o Is not up-to-date, and needs to be refreshed in regards to content. 

 Channels 
o Web 

 Capability (Of Audience) 
o Any audience with access to the internet has access to this site; however, for older 

donors or those who are not internet savvy, this avenue of communication is not readily 
available, nor do they have the capability of accessing this medium. 
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Recommendations: 
 Add mission and vision to the homepage of website to keep readers engaged 
 Make website more user-friendly and easier to navigate 

o Increase font sizes of titles and subtitles 
o Utilize sidebars (link different highlights of each organizational aspect to another page) 

 Advertisement for the “Sidekick Program” should be added to more materials and information 
about the program should be more visible on website (possibly linked to its own page)  

Video 
Target Audience and Purpose: This medium reaches potential donors and volunteers who view Paxton 
Ministries’ website. Informing viewers about the mission and stories of Paxton, the video serves as a 
visual way to learn more about the organization. 
 

 Context 
o The subject and tone matches the uplifting, positive tone of Paxton Ministries 
o Positive music sends positive message, however it overpowers the voices 

 Content 
o The stories and responses coming directly from the residents supports the mission of 

Paxton 
o Sometimes message is unclear because of narrator’s interruptions 
o Message is not concise – video seems to drag on 
o No clear introduction or conclusion to video 

 Credibility  
o Lack of logo and slogan 
o Residents telling their stories adds credibility  

 Clarity 
o No ambiguity present 
o Lack of logo and slogan take away from clarity of source 

 Consistency 
o Inconsistent from other pieces in that the logo and slogan are not present 

 Channel 
o Website  

 Capability (of audience) 
o No call-to-action included  
o Audience only receives encouragement to visit website 

Recommendations: 

 Make the narrator a part of the video, rather than a random voice without a face 
o Will help make the message clearer and less confusing 

 Add Paxton logo and slogan to beginning and end of video 

 Create an introduction and conclusion to the video sharing about the organization and how the 
community can get involved  
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Print Materials 

 

Christmas card 

Target Audience and Purpose: The medium reaches donors and other friends of Paxton Ministries. The 
purpose of the medium is to send a personal Christmas message to audience members from the Paxton 
Ministries family. 

 
 Context 

o Matches tone and subject of Paxton Ministries through family photo displayed on the 
front 

o No slogan on the front (after the Paxton Ministries logo) 
 Content 

o Clear and concise message – not too much text needed 
 Credibility  

o  Lack of Paxton logo, slogan and address (should appear on back of card) 
 Clarity 

o Message is clear, audience will be receptive to message 
 Consistency 

o Logo is inconsistent with other printed materials 
o Address and slogan are not present 

 Channels 
o Sent through the mail as a physical card 
o Appropriate due to the faith-based nature of Paxton Ministries 
o Could possibly send as an “e-card” to save on postage, and make cards easier to send 

 Capability (of audience)  
o All audience member can access the card when sent as a physical card 

 
Recommendations: 
 Remove “Paxton Ministries” from the bottom of the card 
 Add Paxton Ministries logo and slogan 
 Send personal, printed card to publics close to the organization and “e-card” to the rest of its 

publics 

 
Expressions of Hope Tour Card 

Target Audience and Purpose: The target audience is potential donors. The medium’s purpose is to 
make audience members aware that the Expressions of Hope Tour exists, acting as a way of inviting 
them to come and participate. 
 

 Context 
o Photo of more residents should be used to maintain Paxton Ministries’ purpose of 

serving many different people 
o One face on the front – conveys that there is only one story 

 Content 
o Unclear that tour involves going into Paxton Ministries home 
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o Concise message, however not inclusive of entire program 

 Credibility 
o Paxton Ministries logo present, lack of slogan 
o Professional photos 

 Clarity 
o Tour Schedule and contact information provided 
o Are the cards the actual invitation? Are they handed out with business cards? 

 Consistency 
o Slogan is not present, which is inconsistent with other materials 

 Channels 
o Sent through the mail as a physical card 
o Appropriate due to the faith-based nature of Paxton Ministries 
o Could possibly send as an “e-card” to save on postage, and make cards easier to send 

 Capability (of audience) 
o All audience members can access the card when sent as a physical card 

 
Recommendations: 

 Too wordy – change to “Scheduled Tour Dates:” 
 Call-to-action missing on back 

 

Community Lodge Program 

Target Audience and Purpose: The target audiences for this medium are those who may require the 
services of Paxton Ministries’ Community Lodge Program. The purpose is to inform possible residents of 
the program’s components and amenities. 
 

 Context 
o Text matches Paxton’s tone and subject of providing help to those with mental 

disabilities 
o Add more pictures of residents throughout the brochure to reinforce Paxton’s message 

 Content 
o  Bullets have too much text – takes too long to send message 
o Explanation of the program and qualifications are unclear in the bullets 

  Credibility 
o Lack of logo and address 
o  Only bullet points 
o Information about who Paxton is at the end of the brochure 
o No mention of Facebook page with contact information 

 Clarity 
o No ambiguity 

 Consistency 
o Piece does not contain the logo or address, which is inconsistent with other pieces 

 Channels 
o Brochures are available, as well as a listing on the website 

 Capability (of audience) 
o All audiences have the ability to access either the written brochure or the website 
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Recommendations: 

 Advertise Paxton Ministries as a whole with the Contact Info on the back of the brochure 

 Only use bullets for the Benefits section 

 Add more pictures of residents 
 

Newsletter        
Target Audience and Purpose: This medium targets donors, friends of Paxton Ministries, volunteers, or 
anyone interested in knowing more about Paxton Ministries. Its purpose is to inform readers about 
different key aspects of Paxton Ministries and its residents on a monthly basis. 

 Context 
o Message follows Paxton Ministries’ desired tone and subject throughout different 

sections 

 Content 
o Unclear information 

 Who is the Executive Director? (missing signature) 
  What is the Paxton Friendship Circle? 

o Missing information – no captions for some of the photos 
o Unorganized message  in the “Love in Action” section – no title, scattered information 
o Some blocks of information seem random and incomplete 

 “Our New Look,” “A Loving Farewell to PaxtonFest,” “Are You Crafty?” 
o Too much text in the “Volunteers” section – message is not concise 
o Q: How is the newsletter sent/folded? (Make sure it is right side up) 

 Credibility 
o Paxton Ministries logo present 
o Professional photography 
o Good mix of text and images 
o Paxton cleaning solutions ad should reflect continuity with the other pieces that 

advertise the service 

 Clarity 
o Messages are clear 

 Consistency 
o Consistent with other printed materials containing the appropriate information, i.e., 

logo, address, etc. 

 Channels 
o Available in printed form and on the website as a button on the main page 

 Capability (of audience) 
o All audiences have the ability to access the newsletter; however, the newsletter button 

on the page isn’t “obvious.” 
o Change placement to make it easier to find 

 
Recommendations: 

 Include Jodie’s name with her letter at the beginning 

 Add more photos of volunteers and just blank space within volunteers section 

 Captions need directions with names (“from left to right…”) 
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 All photos need captions 

 Title Ralph’s story in the “Love in Action” section 
 

“So You Want to be a Resident?” Brochure 
Target Audience and Purpose: This brochure targets potential residents. The purpose of the medium is 
to inform residents of acceptance criteria for residency at Paxton Ministries 
 

 Context 
o Different writing style – simpler and shorter sentences 

 No use of bullets 
o Matches Paxton’s subject; however the tone is more informative and less emotional 

 More photos needed to maintain emotional tone 

 Content 
o Too much text – message is unclear and not concise 
o   Condense text and use bullets to display information 
o Organization is ineffective and sends an incomplete message 

 Organize so sections are not overflowing to the next page 

 Credibility 
o Lack of logo 
o Muddled structure 
o Mission present 
o Brochure appears dated 
o Photos appear dated 

 Clarity 
o Text heavy 

 Consistency 
o Inconsistent with logo 
o Not recently updated 

 Channels 
o Offered as a printed material but should also be available on the website as a PDF or 

another electronic format 

 Capability (of audience) 
o The only people who have access to the information are those who come to Paxton or 

visit somewhere where these brochures are available  
o Some kind of electronic format should be considered for easy viewing by non-visitors 

 
Recommendations: 

 Facilities – separate description into the three different floors (bullet what’s on each floor) 

 Contact Information – add actual employees’ names to call/email 
 

The Paxton Friendship Circle 

Target Audience and Purpose: This medium targets volunteers and potential volunteers of Paxton 
Ministries. Its purpose is to encourage those audience members to join Friendship Circle. 
 

 Context 
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o Matches some of the tone and subject, however needs more 
o  More photos needed to demonstrate and create the feel for Paxton’s tone and purpose 

 Content 
o Incomplete message – poorly presents the opportunity to join the Friendship Circle 
o Unclear of Paxton Ministries’ mission – place mission statement and logo on front 

 Credibility 
o Logo on the back, not on the front 
o Dated photo, text, and color 

 Clarity 
o Clear message  

  Consistency 
o Logo inconsistent with other pieces 
o Has not been updated in quite a while – has not kept up with other pieces 

 Channels 
o Printed material only 

 Capability (of audience) 
o Reaches a limited number of audience members 

 
Recommendations: 

 Sign-up should be a tear-away page 

 Add logo with the mission statement 

 Volunteers – Larger space for volunteers, more volunteering program pictures 
 

Annual Report 

Target Audience and Purpose: The target audience is donors. The medium informs donors about what 
Paxton Ministries has been doing financially for the past fiscal year. 
 

 Context 
o Tone and subject of text remains within Paxton Ministries’ 
o Keep theme of “Faces of Paxton” throughout report – make it more obvious 

 Content 
o Message not always presented in completion within sections (“Highlights” – Community 

Outreach – how did those relationships start, explain PCS) 
o Organization of sections has same order as the list of “Faces of…” 
o Make sections more clear by adding titles at the top of each page 

 Credibility 
o Paxton Ministries logo and name on front 
o Lack of address on front, address on back, dated appearance, lack of unity with other 

products/color/ font, etc. 

 Clarity 
o Uses appropriate language for audience 
o Uses appropriate information 

 Consistency 
o Format inconsistent with other pieces 
o Has not been recently updated 
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 Channels 
o Printed material only  

 Capability (of audience) 
o Reaches a limited audience (donors) and should be available to those who may wish to 

donate 
 
Recommendations: 

 Should be made available online for donors who may want to get involved 

 Sign-up should be a tear-away page 

 Add logo with the mission statement 

 Volunteers – Larger space for volunteers, more volunteering program pictures 
 

Voices of Hope (Third Quarter 2012) 

Target Audience and Purpose: This medium targets all audiences of Paxton Ministries. The purpose of 
the medium is to inform audiences about Paxton Ministries, what is occurring at the organization and 
how its residents are being served. 
 

 Context 
o  Matches Paxton Ministries’ tone and style; focusing on how the organization can serve 

its residents 
  Photos and stories add to its tone 

 Content 
o Message is not concise on front cover – condense Stephanie’s story 

 Condense stories and make font larger 
o Text is not relevant – Funding Highlights 
o Text is confusing – blurbs in Volunteers Section 

 Clarity 
o Appropriate use of language 
o Appropriate information 

 Credibility 
o Logo image is the same; however, the color is not 

 Consistency 
o Logo color is inconsistent 

 Channels 
o Printed material 

 Capability (of audience) 
o Reaches a small audience; however, it is a more specialized piece and therefore does 

not necessarily need to be put into an electronic form 
 

Recommendations: 

 Expression of Hope Tour Ad –Add simple explanation like “Come take a tour of our home” 

 Middle page – add picture of Jack and Joey, condense story and increase font 

 Right side – make pictures larger, add captions 
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Prayer Newsletter 

Target Audience & Purpose: The target audience of the medium is anyone who prays for Paxton 
Ministries (donors, volunteers, etc.). The purpose of the medium is to inform those audience members 
about the prayer concerns that Paxton Ministries is facing, and to encourage prayer partnership. 
 

 Context 
o Maintains Christian practices and beliefs – matches Paxton’s subject and tone 
o More specific praises – too general 
o Add residents’ names to requests - since newsletter is confidential, is that allowed? 

 Content 
o Shorten and condense requests 
o Split requests into separate bullets if necessary – organize more effectively 

 Credibility 
o Paxton Ministries logo 
o No official mention of Paxton Ministries in letterhead besides contact information 
o Prayer 
o No closing signature 

 Clarity 
o Clear Message  
o A little wordy, but the audience is looking for as much information about the situation 

as possible 

 Consistency 
o Logo reflects consistency with other pieces 
o Could be updated 

 Channels 
o Printed format 
o Could also be sent through email services 

 Capability (of audience) 
o Reaches a very specific audience who has easy access to it once it is mailed out. 

 
Recommendations: 

 Could also be sent through email services 

 Should be updated 

 Shorten and condense requests 

 Split requests into separate bullets if necessary – organize more effectively 
 

Ministry Immersion Experience – Voluntary Service 

Target Audience and Purpose: This medium targets current and potential volunteers. The purpose of 
the medium is to inform those audience members of the upcoming volunteer opportunities available to 
them. 
 

  Context 
o Different colors and look – sends different message 
o Lacks information about the bike trip – incomplete 
o Call to Action unclear and incomplete – change wording 
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 Content 
o More description and information 

 Credibility 
o Paxton Ministries logo 
o Lack of continuity with other materials/doesn’t look like Paxton 

 Clarity 
o Who is the audience?  
o Clear message, but not clear that Paxton Ministries created this material 

 Consistency 
o  Logo consistent with other pieces 
o  Uses inconsistent formatting 
o Needs to be updated 

 Channels 
o Available in printed form as well as on the website under a tab listing 

 Capability (of audience) 
o Easy access for all audience members 

 
Recommendations: 

 Needs to be updated 
 More description and information 
 “Call to Action”--currently unclear and incomplete 

 

Fact Sheet 

Target Audience and Purpose: The target audience consists mainly of media and donors, but could also 
include anyone interested in knowing more about Paxton Ministries. The purpose of the medium 
involves giving people a general overview of the organization’s background information. 
       

 Context 
o Statistics and about organization at top, money at the bottom 
o Add slogan at the top with the logo 

 Content 
o Too wordy   

 Credibility 
o Paxton Ministries logo present 
o Contact information on the bottom 
o No mention of mission 
o Some passive language use 

 Clarity 
o Description of Paxton Ministries provided 
o Clearly states needs showing readers what they can do for the organization 

 Consistency 
o Logo reflects consistency with newer pieces 
o Piece reflects currency/timeliness 

 Channels 
o Printed material and available online but in segments of a sheet 

 Capability (of audience) 
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o Easy to access by all audience members 
 
Recommendations: 

 Eliminate wordy sentences – short, easy-to-read bullets 
 

Appeal Letter 

Target Audience and Purpose: The target audience is potential donors. The purpose of the medium is to 
makes potential donors aware of Paxton Ministries’ financial need and to encourage giving. 

 Context 
o Encompasses positive tone and subject of Paxton Ministries for the most part; however 

could use more personal tone and less facts 
 Content 

o Message too long and consists of too many facts 
 Effective topics; however too long 

o Message seems incomplete - lacks a purpose 
 Lacks a call-to-action 
 Clarify why the reader should contact Paxton Ministries and get involved 

 Credibility 
o Paxton Ministries logo present 
o Lack of letterhead 

 Clarity 
o Does it fit standard appeal letter format? 
o Order could be changed 

 Consistency 
o Consistent with other mediums 
o Paxton Ministries logo present 
o Lack of slogan – inconsistent 

 Channels 
o Sent through traditional mail 

 Capability (Of Audience) 
o Only capable of viewing the medium if the medium is sent to that specific audience 

member 

Recommendations: 
 Different word choice for “deferred gifts” and “estate planning” 

o Use words that will be known and understood by all audiences 

 
Donation envelope 

Target Audience and Purpose: The target audience is donors and potential donors. The medium is 
meant to encourage prayerful donations to Paxton Ministries and gives donors a way to send donations 
back to the organization. 
 

 Context 
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o Matches positive and helping tone and subject of Paxton Ministries 
 Especially by including the “housing, help, and healing” in the first line 

 Content 
o Complete message  

 All necessary donation information present 
o Some phrases reflect unclear and confusing language- better word choice 

 Credibility 
o Paxton Ministries logo present 
o Translucent material means lack of confidentiality 

 Clarity 
o Information clearly communicated 
o Professional language present 

 Consistency 
o The medium reflects consistency with other pieces 
o Up-to-date 
o Professional 

 Channels 
o Donors receive printed envelopes through traditional mail 

 Capability (Of Audience) 
o The audience can only access this medium if they receive one of the donation envelopes 

in person or via traditional mail. 

 
Recommendations: 

 Are these envelopes the best way to request donations? 

 

Letterhead and envelope 

Target Audience and Purpose: This medium targets professional or financial partners of Paxton 
Ministries. The purpose of the medium is to convey a very professional image in business 
correspondence. 
 

 Context 
o Professional correspondence 
o Envelope denotes formal, professional appearance 

 Content 
o Clean letterhead with no excess information 
o Complete and concise message 

 Credibility 
o Paxton Ministries’ logo present 
o Mission present on letterhead 
o Professional appearance 
o Necessary information present 
o Contact information present at bottom of the sheet 
o Envelope matches the letterhead formatting 

 Clarity 
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o Standard letterhead and envelope information provided 
 Consistency 

o The logo and slogan reflect consistency with the other mediums 
 Channels 

o Sent through traditional mail 
o Best sent as an individual document, rather than accompanying anything 

 Capability (Of Audience) 
o Audience members can only access this medium if it is directly sent to them 
o Grabs the audience’s attention with professional nature 

 
Recommendations: 

 Keep medium the way that it is. 

 

Business cards - Employee cards and Paxton Cleaning Solutions 

Target Audience and Purpose: These mediums target potential clients or business partners of Paxton 
Ministries. The purpose of these mediums is to give those audience members access to contact 
information of specific people at Paxton Ministries. 
 

 Context 
o Employee Card 

 Slogan maintains Paxton Ministries’ subject and tone within the card 
 Yellow/tan color makes the organization seem old 

o PCS Card 
 Matches tone and subject of Paxton Ministries 
 Clean look 

 Content 
o Employee Card 

 Concise and complete message 
 Using “Voice” rather than “Phone” creates confusion 

o PCS Card 
 Missing Contact name- unclear who within the organization should be contacted 
 Complete and concise message 

 Credibility 
o ( Paxton Cleaning Solutions) 

 Paxton Ministries logo present 
 Necessary information 
 Dated appearance 
 Email address cut off 

o Rachel 
 Paxton Ministries logo present 
 Slogan present 
 Necessary information present 
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 Dated background 
 Use of “voice” instead of phone 
 Rachel’s old last name present 

 Clarity 
o Paxton Cleaning Solutions 

 Slogan present. This adds some description, but not enough 
 Lack of contact person 

o Rachel 
 Paxton Ministries logo present 
 Necessary information present 
 Rachel’s old last name present 

 Consistency 
o Paxton Cleaning Solutions 

 Consistency in the logo and business colors 
 Inconsistent formatting  

o Rachel 
 Consistency in the logo 
 There is inconsistency between card color and the color of other Paxton 

Ministries materials 
 Channels 

o Medium can be traditionally mailed or handed out in person 
 Capability (Of Audience) 

o Audience members can only view  this medium if they are directly handed the material 
o No electronic version of the medium - possible to create internet business cards 

 
Recommendations: 

 Change color of Employee cards (white) 
 Change “Voice” to “Phone” 
 Consider making a “universal” business card layout to carry consistency through all business 

cards 

 

Final suggestions: 

 Include slogan within the logo 
 Make the logo the same color on all materials 
 Ensure that formatting carries through all mediums  
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Strategies 

Based on the research findings, the PR Campaign Team confirmed the need for and appropriateness of 

several of our initial strategies. The following represents a revised, enhanced version of those strategies 

designed to promote greater awareness of Paxton Ministries among the community, local churches, and 

the media. As the Campaign continues, the team will prepare materials and strategic plans in five areas: 

 Collateral materials 

 Introduction packet and presentation 

 Media relations 

 Social media 

 Crisis communications plan 

Objective 1: To develop collateral materials to expand the awareness campaign of Paxton Ministries 
 
Strategy: 

 Create new materials, if necessary, and edit and update current materials based on the findings 
from the communication audit 

 Illustrate residents stories in a more real and personal manner  

 Display consistent theme throughout all materials 

 Add links to access all materials on the website  
 
Tactics: 

 Hire graphic designer to reconstruct the logo with the same image but a new sans serif font and 
Paxton’s slogan included 

 Update current materials to convey appropriate message 
o All Brochures  

 Edit current materials’ copy and format 
o Tour card 
o Newsletter 
o Annual report 

 Create additional materials  
o Video 
o General brochure 
o Cleaning services brochure 
o Banner/sign for Paxton Building 
o Calendar of events 

 
Budget: 

 TBD – printing costs 
 
Evaluation: 
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 Analyze effectiveness of materials by determining if development and distribution resulted in 
more visits, donations, and volunteers for Paxton Ministries 
  

Objective 2: To develop an introduction packet and a presentation for donor meetings and 
presentations at various venues in order to help expand donor base, volunteer base, and community 
awareness 
 
Strategy: 

 Compile a donor information packet and Prezi presentation to present at donor meetings 

 Create a kiosk to use for presentations at other venues 

 Use as initial step to invite people to Expressions of Hope Tour 
 
Tactics: 

 Update current collateral materials according to communication audit results 

 Add Paxton Cleaning Services information to all collateral materials 

 Create additional materials for packet 
o Brochure 
o Tour card 
o Response Card 
o QR Code for E-Response 
o Calendar of Events 

 
Budget: 

 TBD – printing costs 

 
Evaluation: 

 Analyze effectiveness of packet by determining if it led potential donors to visit, volunteer or 
donate to Paxton 

 

 

Objective 3: To continue building awareness of Paxton by developing materials and preparing 
employees to form relationships with the media 
 
Strategy: 

 Compile a media database with local and regional news outlets 

 Create guidelines for building media relationships 

 Develop contents of media kit 

 Add links to access all materials on the website  

 Create a media day event 
 
Tactics: 

 Research and compile local and regional media outlets for contact information 

 Host a media day where the media attend the tour together 

 Create press kit materials 
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o Press releases inviting community to the tour and celebrating the stories of Paxton 
Ministries 

o Fact sheets for all three living communities 
o Biographies including stories of residents  
o Backgrounder including history and current information 
o Newsletter including stories featuring donors and volunteers 

 
Budget: 

 TBD – printing costs 
 

Evaluation: 

 Analyze effectiveness of new media relations after a couple months of contact with the media 
through conducting a media relations audit 

 
 
Objective 4: Establish a constant presence in multiple social media outlets in order to help expand 
Paxton Ministries’ awareness level 
 
Strategy: 

 Research the effectiveness of other nonprofits’ or mental health institution’s social media pages 

 Develop a strategic plan for Paxton’s social media uses 

 
Tactics: 

 Determine effective social media strategies for Paxton 

 Create additional social media sites as decided upon 

o LinkedIn to recruit volunteers/staff and network professionally  
 Referrals or recommendations 

o Twitter to add modern credibility 
o Flickr to add photos of Paxton residence, staff, activities and events 
o Youtube for event videos and/or resident videos 

 Use Facebook more effectively 
o Highlight upcoming events 
o Develop a timeline for communicating information about upcoming events 

 
Budget: 

 No funds required, unless upgrading to a professional social media version 

 
Evaluation: 

 Analyze effectiveness of social media through usage of Facebook insights, and overall 
interaction with the publics online 

 
Objective 5: Develop a crisis communication plan for Paxton Ministries 
 
Strategy: 



 
 

30 | P a g e  
 

 Review Paxton Ministries’ current crisis management plan to develop a crisis communication 
  plan 
 

Tactics: 

 Research characteristics of an effective crisis communication plan 

 Outline a step-by-step crisis communication plan 

 Write templates for necessary crisis media kit items, such as a news release, a 
backgrounder, a fact sheet, key biographies, and other materials as deemed necessary (some of 
these materials may be developed as part of other campaign objectives) 
 Develop instructions for implementation and revision of the crisis communication plan 

 Develop guidelines for crisis spokesperson training 
 

Budget: 

 TBD – printing costs 
 

Evaluation: 

 Revisit both the crisis management plan and the crisis communication plan annually to 
update important changes made with Paxton Ministries’ building layout, number of employees, 
number of residents, etc. 

 


