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Proposal for Paxton Ministries 
Awareness Campaign 

September 18, 2012 
By Messiah College 

Senior Public Relations Student Team 
 

Paxton Ministries is a Christian, nonprofit community of homes serving adults who may be challenged 
with social, mental or emotional needs. Paxton ministers to the whole person and accepts patients 
regardless of ability to pay. Additionally, Paxton develops the lives of the adults living there, through 
teaching activities of daily living and giving resources to live as independently as possible. Offering love 
and compassion to anyone who walks through the door, Paxton strives to recognize the dignity and self-
worth of all the residents. Founded in 1981 when Reverend Glenn and Beth Frey decided to provide a 
home for the homeless, Paxton still stands today on the corner of Paxton and Sycamore Streets in 
Harrisburg. As a registered personal care home, Paxton serves approximately 85 adults from ages 34-80. 
In addition to the home, Paxton also offers two more independent living options: Hudson Street 
Apartments and Boas Street Apartments. 
 
Within the past several years, Paxton has evaluated the current donor base and sees a need to expand. 
As expected budget cuts from the government could potentially affect the future of Paxton Ministries, 
the development office hopes to expand the donor base through several new networks. Paxton recently 
implemented an Expressions of Hope Tour program, focusing on bringing potential donors and 
volunteers into Paxton Home and sharing the organization’s and residents’ many stories. Paxton has 
created several initiatives to invite these potential donors and volunteers to the tour; however, the 
organization would like to increase the participation. Through bringing people into the home, Paxton 
hopes to show the heart and passion that drive both the residents and the staff members, compelling 
audiences to take further action—whether financially or through volunteering—with Paxton Ministries. 
 
In the past several years, Messiah College’s Agape Center has partnered with Paxton Ministries, as 
Messiah sends volunteers to serve at the home. Messiah students also volunteer in the “Best Buddies” 
program, an initiative to pair college students with residents, creating a unique friendship. Dr. Nance 
McCown’s Public Relations Campaign team will work with Rachel Alden, Paxton’s Director of 
Development, and alumni of the Communication Department at Messiah College, for the first time this 
year.  Messiah students will complete extensive research in five areas to determine the current level of 
awareness in different sectors of the community and the effectiveness of Paxton’s public relations 
efforts: 

 Secondary Research 

 Quantitative Research 

 Qualitative Research 

 Communication Audit 

 Tour Program Assessment 
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Based on this research, the team will create an awareness campaign for Paxton Ministries to use as the 
organization moves forward. The multi-pronged awareness campaign (subject to change after research) 
consists of: 

 Introduction packet for donor meetings 

 Collateral Materials 
o   Video 
o   Brochure 
o   Newsletter 
o   Tour card 

 Media relations strategies/database/kit 

 Presentation program for potential donor groups 

 Social Media Campaign 

 Crisis Communication Plan 
 
Dr. Nance McCown, assistant professor of communication/public relations at Messiah College, will 
oversee the progress and facilitate the execution of the final project. Research and planning will begin 
immediately upon approval of this proposal and will be completed in December 2012. The team will 
complete any additional tasks upon Paxton staff’s request as time and resources permit. The team will 
meet periodically with Paxton staff to report on findings and to evaluate efforts. The proposal below 
includes potential details for each portion of the campaign development. 
 
Research 

Part 1 
 
Secondary Research 
Objective: Research and determine the communication methods other personal care and Christian 
nonprofit organizations use to establish, maintain, and strengthen relationships with their publics 
(donors, volunteers, community, etc.) 
 
Strategy: 

 Analyze similar personal care/mental health homes’ online and print materials 

 Conduct communication surveys and conversations with similar institutions 
 

Tactics: 

 Determine seven similar personal care and Christian nonprofit organizations 

 Examine similar organizations’ use of websites and social media 

 Create an online survey and send it to communication and/or development directors, follow call 
if necessary 

 Analyze interactions between institution and external publics 

 Analyze online and print publications 

 Ask what communication tools they use and which ones are most effective 

 Determine most effective methods of communication with publics (especially donors) 

 Ask how they segment the communication tools they use 
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Budget: 

 TBD – Budget for creating Survey Monkey account and completing long-distance phone 
interviews 

 
Evaluation: 

 Analyze survey data and interview results to determine the most effective communication 
channels to reach the donors of that mental health organization 

 

Part 2 
Quantitative Research 
 
Objective 1: To survey donors of Paxton Ministries to determine their involvement and engagement, 
segmenting the donors according to the situational theory of publics 
 
Target Audience: 

 Present donors of Paxton Ministries 
 
Strategy: 

 Create an electronic survey to evaluate how donors became aware of Paxton and their level of 
involvement in the organization 

 Send the survey to all present donors 
 
Tactics: 

 Poll donors on what medium originally made them aware of the organization 

 Ask for demographics 

 Ask questions about most effective communication channel 

 Ask donors what drives them to donate 

 Ask donors to specify range of monetary donation 

 Ask donors about their level of involvement through visiting, volunteering, etc. 

 Ask donors if they have ever volunteered at Paxton 

 One qualitative question asking areas of improvement with Paxton’s awareness campaign 
 
Budget: 

 TBD - budget for creating Survey Monkey account 
 
Evaluation: 

 Analyze survey data and segment donors into aware, active and latent publics. Determine what 
ways Paxton can continue and improve on making donors aware about the organization. 

 
Objective 2: To survey local mental health community on their awareness of Paxton Ministries 
 
Target Audience: 

 Mental Health Association 
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Strategy: 

 Create an electronic or mail survey to evaluate awareness of Paxton in mental health 
community 

 
Tactics: 

 Compile a list of MHA contact information 

 Ask MHA about their level of awareness of Paxton 

 Ask MHA if they have ever visited Paxton 

 Ask MHA if they have made recommendations for patients to go to a personal care home 

 Ask MHA if they have made recommendations for patients to go to Paxton 

 Ask MHA how they receive information about personal care homes 
 
Budget: 

 TBD - budget for creating Survey Monkey account 
 
Evaluation: 

 Analyze survey data to determine level of awareness in local institutions. Determine if Paxton 
needs to reach out to these institutions and how they can do so in the awareness campaign 

 

Part 3 
Qualitative Research 
 
Objective 1: To determine Paxton’s current top donors’ motivation for staying involved with the 
ministries 
 
Target Audiences: 

 The top three donors of Paxton Ministries 
o TBD 

 
Strategy: 

 Create a list of questions asking about the company’s/donor’s history with Paxton, and the 

motives for continuing to maintain a relationship with Paxton 

 Meet with or conduct a phone interview with representatives of the donors 

 

Tactics: 

 Ask if they see Paxton's mission as vital and valid 

 Ask if they believe Paxton is successful at carrying out that mission 

 Ask if Paxton is being an efficient steward of donations/resources 

 Ask what they see as Paxton’s strengths 

 Ask what they know about Paxton’s Admin, Staff, Volunteers, and Facilities 

 Ask if they see potential for improvement and, if so, where they see potential 
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 Ask if they support similar organizations and where Paxton ranks in priority with the amounts 

they give 

 Ask for their opinion regarding materials Paxton sends to them (Newsletter, Brochure, etc.) 

Budget: 

 TBD – long distance phone interviews 

 

Evaluation: 

 Analyze the results of the interviews and discuss recommendations provided by the donors 

 
Objective 2: To reach out to potential churches who Paxton wants to connect with, and to get a better 
understanding of how these targeted churches view donating to causes such as Paxton Ministries. 
 
Target Audience: 

 Five/six churches varying in denominations in the Harrisburg Area 
 
Strategy: 

 Compose a list of various questions and send it to the prospective churches 

 OR compose a list of questions and meet with representatives of the church  
Tactics: 

 Ask what they think of when they hear “Paxton Ministries” 

 Ask about the types of organizations they donate to currently 

 Ask who makes the decision of which organizations to donate  

 Ask if they have ever donated to a place such as Paxton Ministries 

 Ask about  the decision process when considering donating to an organization 
 
Budget: 

 TBD  

Evaluation: 

 Analyze results with Paxton Ministries management and discuss ways to target potential 
churches according to their answers  

 
Objective 3: Discover creative ways to make the community aware of Paxton Ministries by speaking with 
individuals who volunteer their time with the organization 
 
Target Audience: 

 Volunteers who spend time at Paxton at least once a week 
 
Strategy: 

 Compose a list of questions and send it to the individuals 

 OR create a list of questions and have a focus group meeting with the individuals to hear their 
insights and ideas 
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Tactics: 

 Ask about their motives for volunteering at Paxton 

 Ask about what strengths/weaknesses they see in Paxton Ministries 

 Ask for their opinions regarding Paxton’s current communication audits 

 Ask about Paxton’s past strategies for creating awareness in the surrounding community 

 Ask for ideas on how Paxton can create more community awareness 
 
Budget: 

 TBD – focus group incentives 
 
Evaluation: 

 Analyze results of the interview/focus group and determine the most creative and feasible 
answers provided by the volunteers 

 
Objective 4:  Discover creative ways to make the community aware of Paxton Ministries by speaking 
with the staff of Paxton Ministries 
 
Target Audience: 

 Full-Time/Part-time, salaried employees 
 
Strategy: 

 Create a list of questions to help develop discussion among all staff members 

 Assemble a focus group meeting that most staff members can attend 
Tactics: 

 Ask what made the employees want to work at Paxton 

 Ask about the efforts Paxton made in the past to create awareness in the community 

 Ask what they see as Paxton’s strengths/weaknesses 

 Ask for their opinions regarding communication audits 

 Ask for ideas Paxton could use to create community awareness 
Budget: 

 TBD – incentive for focus group 
Evaluation: 

 Analyze results of the focus group and determine if they find Paxton’s tour program, the 
communication, and attempts of community awareness to be successful 

 

Part 4 
Media and Communication Audit 
 
Objective: To research the effectiveness of Paxton Ministries’ current communication, raise 
organizational awareness in Harrisburg and surrounding areas, and establish and strengthen 
relationships with media outlets and new and existing target audiences 
 
Strategy:  
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 Analyze all current video, print, social media, and web materials 
Tactics: 

 Examine materials for overall organizational image.  
o Logo usage, colors, consistency 

 Study verbiage and common themes in content 
o Determine the emotions the audience may feel when interacting with materials 

 Identify common tones within the copy content and images 

 Focus and analyze the appropriateness of the message for target audiences 
o Utilize quantitative and qualitative research results to determine target audiences 

 Evaluate Paxton Cleaning Solutions information 

 Determine current relationship with local reporter Mary Klous 
 
Budget: TBD with Paxton Ministries 
 
Evaluation:  Conduct a communication audit following the implementation of the new multimedia 
materials.  Use the quantitative and qualitative research to compare the new results to that of the 
previous. The research done following the implementation would be surveying the same publics as 
before and comparing the differences in their responses. 
 

Part 5 
Tour Program 
 
Objective: To determine whether or not the tour program is a successful component to have in creating, 
maintaining and establishing relationships among Paxton’s community and sponsors 
 
Strategy: 

 Analyze feedback that Director of Development compiled from individuals who took part in the 
tour program 

 
Tactics: 

 Analyze feedback already gathered from past tour participants 

 Make follow up phone calls to gather any missing information 
 
Budget: 

 TBD – long distance phone interviews 

Evaluation: 

 Determine the effectiveness of the current tour program and if it caused any participants to 

volunteer or donate. 

 

 
Paxton Awareness Campaign Objectives 
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Based on research results and findings, the team will develop a variety of campaign components to 
further awareness of Paxton Ministries and to increase effectiveness of communication materials and 
approaches. The following objectives are current ideas, but could be added to, adapted, or eliminated 
based on findings. 
 
Objective 1: To develop an introduction packet for donor meetings in order to help expand donor base 
 
Strategy: 

 Compile a donor information packet to present at donor meetings 
 
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 Other? 

 
Budget: 

 TBD – printing costs 
 

Evaluation: 

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

 
Objective 2: To develop collateral materials to expand the awareness campaign of Paxton Ministries 
 
Strategy: 

 Compile a list of needs after conducting the communication audit to expand and improve upon 
current materials used 

 Create new materials based on the marketing concepts agreed upon 
 
Tactics: 

 Update current collateral materials according to communication audit results 

 Create additional materials for packet 
o Brochure 
o Tour card 
o Newsletter 
o Video 
o Other? 

 
Budget: 

 TBD – printing costs 
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Evaluation: 

 Analyze effectiveness of materials by determining if development and distribution resulted in 
more visits, donations, and volunteers for Paxton Ministries 
 

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/list with local and regional news outlets 

 Create guidelines for building media relationships 

 Develop contents of media kit 
 
Tactics: 

 Determine Paxton’s current media relations strategies 

 Research local and regional media outlets for contact information 

 Compile contacts and create media database 

 Create press kit materials 
o Press release 
o Fact sheet 
o Media alert 
o Biographies 
o Other? 

 
 
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: To develop a presentation to present to current or prospective donors as a way to spread 
awareness of Paxton Ministries and invite attendees to Expressions of Hope tour 
 
Strategy: 

 Create a PowerPoint presentation 

 Write speech, highlight key talking points and possible presentation activities for presenter 

 Develop response cards for future action 
 
Tactics: 

 Compile stories and information from Paxton into a PowerPoint presentation 

 Revise current presentation and generate a document for anyone to present 

 Create response cards for after the presentation to determine if people will donate, visit or 
spread the mission of Paxton Ministries 
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 Recruit volunteers to present the presentation 
 
Budget: 

 TBD – printing costs 
 

Evaluation: 

 Once the presentations are launched, determine if tour participation and donations grow by 
new donors and polling members on how they first heard about Paxton. 

 
Objective 5: 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 
o Twitter to add modern credibility 
o Flickr to add photos of Paxton residence, staff, activities and 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 6: Develop a crisis communication plan if determined necessary following the research stage  
Strategy: 

 Assuming Paxton has a crisis management plan, review the crisis management plan to develop a 
crisis communication plan, or update the current crisis communication plan 

 Research characteristics of an effective crisis communication plan 
 
Tactics: 

 Create a crisis communication plan using the crisis management plan to outline important 
communication areas, or compare the current crisis communication plan to the qualities of 
effective crisis communications plans found in research and revamp the plan if necessary 

 
Budget: 

 TBD – printing costs 
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Evaluation: 

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

 


