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Dear Linda, Tim and Ashleigh,

Thank you for the opportunity to work with you on this campaign. 

GoodGuides mentoring program has an admirable cause. We were thrilled to take you on as a 
client to help an inspiring program reach its full potential.

We prepared a communication plan that we believe will address all your company’s needs. 
We’ve worked extensively to develop a solid strategy tailored to your company and its resources 
by giving you various communication tactics to reach your target audiences. This plan is a fresh 
and innovative start to helping GoodGuides establish its brand. 

This has been a great opportunity for us to further our experience in the public relations field, 
and we hope to work with you again in the future. 
 
Thank you, again. If you have any concerns or questions, please feel free to contact us.

 Sincerely,

 Ace Media

  

    
    Kayndra Henderson, Account Executive                   Taylor Young, Director of Strategy

   
  
    
          Alexis Ussery, Research Director                                 Kim Hunter, Editorial Director

   
         Carolina Armas, Creative Director
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MEET ACE MEDIA
Kayndra Henderson, Account Executive

Kayndra Henderson will graduate Dec. 2014 from Oklahoma State University 
with a bachelor’s degree in strategic communications with an emphasis in 
public relations. Originally from Vega, Texas, Henderson resides in Stillwater, 
where she is a student business development manager and recruiter for Course 
Hero, Inc. She plans to move to Dallas after graduation to work at a PR agency.

Alexis Ussery, Research Director

Alexis Ussery will graduate Dec. 2014 from Oklahoma State University with a 
bachelor of arts degree in strategic communications with emphasis in public 
relations. Originally from Tulsa, she plans to move to New York City after 
graduation to begin her career and follow her life-long dream of living in the 
Big Apple.

Kim Hunter, Editorial Director

Kim Hunter, from Oklahoma City, will graduate Dec. 2014 from Oklahoma State 
University with a bachelor of science degree in strategic communications. The 
O’Colly and OSU Communications have published her feature stories and 
opinion pieces multiple times during her collegiate career. After graduation, 
Hunter plans to enlist in the U.S. Air Force Reserves while working as a 
photojournalist

Carolina Armas, Creative Director 

Carolina Armas will graduate in Dec. 2014 from Oklahoma State University 
with a bachelor of arts degree in strategic communications. Originally from 
Venezuela, she resides in Stillwater, where she serves as the PR officer for the 
Latin American Student Association at OSU. After graduating, Armas plans to 
find a job opportunity with a bilingual PR or advertising agency.

Taylor Young, Director of Strategy

Taylor Young will graduate in May 2015 from Oklahoma State University with 
a bachelor of science degree in strategic communications. Originally from 
Chicago, Young resides in Stillwater, where she serves as the marketing chair 
for school organization OSUSexperts. She spent last year as a PR intern at 
Ackerman McQueen in Oklahoma City. She plans to build on her experience 
next semester interning at the Oklahoma Film and Music Office.
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EXECUTIVE SUMMARY
The goal for this campaign is to increase awareness of the GoodGuides mentoring program by 
year-end of 2015. To accomplish this, secondary research was gathered about the customers 
of the program; at-risk youth in the Central Oklahoma region; the GoodGuides organization 
itself; collaborators of the organization; and GoodGuides’ competition. Primary research was 
conducted with GoodGuides’ target markets. A survey was administered and opinions were 
collected through one-on-one in-depth interviews and focus groups.

Once the data were analyzed, five objectives were developed to help 
GoodGuides reach the ultimate goals of the campaign. These objectives include: 

1) To introduce the new identity and create a strong brand image for the public by hosting 
events and creating a strong presence on social media sites. This will be implemented by 
utilizing unpaid interns who will update and manage GoodGuides’ social media pages on 
Facebook, Twitter, YouTube and emails. In addition to social media management, interns will 
create and edit videos that introduces GoodGuides.

2) To inspire men and women in their 20’s to become GoodGuides mentors, increasing 
mentors by 20 percent by the end of September 2015. This will be accomplished by creating 
a social media presence that will appeal to potential mentors by allowing them to become 
involved with GoodGuides through various social media sites. 

3) To persuade potential donors to give, increasing donations by $5,000 by year-end of 2015. 
This will be accomplished by increasing communication through a variety of media exposures 
that tell about the GoodGuides program.The messages will be structured using emotional 
appeal to reach the target in a way that not only inspires them to donate, but also continuously 
support GoodGuides. 

4) To persuade potential local business partners to donate, increasing donations from 
businesses by $10,000 by year-end of 2015. This will be implemented through direct 
communication with potential business partners. 

5) To encourage at-risk youth to join GoodGuides by informing them of the benefits it could 
provide by helping them with their future. This will be implemented by scheduling information 
sessions at schools within the OKC area that GoodGuides serves. The information sessions 
will feature a speaker that is a current mentor of the GoodGuides program. There will be an 
opportunity for kids to ask questions.

To accomplish this, a variety of tactics were established to reach each target market. An 
efficient way to reach all GoodGuides’ target markets is through social media. In addition to 
social media, all target markets can be reached through promotional videos. These videos 
will show what GoodGuides is all about, and  inspire people to join the cause by donating 
or volunteering. To reach potential mentors, a YouTube mini Web series featuring mentors 
that discuss their experiences will be developed. Also, GoodGuides will host a bake sale 
during specific weeks at colleges in OKC. To reach possible donors, an updated donation 
page will be constructed making donating to GoodGuides a simple task. Potential business 
partners of GoodGuides can be reached through monthly informational packages that 
include a donation envelope. This will allow each business the opportunity to give. It will also 
contain various fliers advertising GoodGuides upcoming events for each business to display. 
Lastly, to reach probable mentees, informational sessions will be scheduled at the schools 
GoodGuides serves. Incentives and one-on-one time with speakers will be offered at these 
information sessions encouraging students to join GoodGuides.
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Goodwill’s national youth mentoring program, GoodGuides, helps at-risk youth between 
the ages of 14 and 17 prepare for school completion, build career plans and learn essential 
life skills. GoodGuides is run by 56 independent Goodwill agencies around the country. The 
Oklahoma City GoodGuides program has successfully graduated 300 students since it started. 

Despite being attached to an extremely well-known organization, the GoodGuides program 
has little to no visibility among the general public. The program is funded by a two-year grant 
from the U.S. Department of Justice, Office of Juvenile Justice and Delinquency Prevention. 
Once the funds deplete, GoodGuides will need a new way to financially back the program. 
New marketing techniques could  bring in more donations. GoodGuides will need to market 
its program to provide the target audience with a better understanding of its brand and 
mission. GoodGuides wants to motivate the target audiences to join in its cause and give 
back to the community through volunteering and donating. 
    
GoodGuides needs approximately a six to eight month campaign to build awareness for the 
program. By building awareness, GoodGuides can increase the number of mentors, amount 
of donations and number of kids being helped in the program.

“Discovering your worth. Guiding the future.”
Our big idea for GoodGuides’ campaign is, “Discovering your worth. Guiding the future.” It 
embodies GoodGuides’ purpose. Mentors, mentees and donors are able to discover their 
personal worth by being a part of this program. In return, it will guide everyone to a better 
and brighter future.

BIG IDEA
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“Friends of Goodwill, be dissatisfied with your work until every handicapped and unfortunate 
person in your community has an opportunity to develop to his fullest usefulness and enjoy a 
maximum of abundant living.”
  -- Dr. Edgar J. Helms, 1941  
  
Goodwill Industries of Central Oklahoma’s mission is, “to enhance the quality of life for 
individuals with disabilities and disadvantages through the Power of Work.” GICO is active in 
37 counties in Oklahoma. It’s the largest nonprofit provider of employment training services 
for disadvantaged people in Oklahoma. Its business model is to sell donated goods in its 
retail thrift stores then use the profits to fund its programs.
 
GoodGuides mentoring program is one of 
many programs Goodwill has established to 
reach the community. GoodGuides, helps 
at-risk youth between the ages of 14 and 17 
prepare for school completion, build career 
plans and learn essential life skills. It’s run by 
56 independent Goodwill agencies around 
the country. The Oklahoma City GoodGuides 
program has successfully graduated 300 
students since it started.

Customer and Client Needs:
The customers for GoodGuides are youth, 
ages 14 to 17, at-risk for delinquency in the Central Oklahoma area. The potential mentees for 
the program typically come from disadvantaged homes. They are latch-key kids that spend a 
lot of time home alone. Many don’t have aspirations or goals. They don’t seem to grasp their 
full potential. GoodGuides mentors offer protection and guidance to help these students 
discover their worth.
 
GoodGuides needs to create awareness throughout Central Oklahoma to gain support to 
further its mission.

SITUATION ANALYSIS
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ENVIRONMENT
Government/Legal/Public Policy
Research on the limitations and legal issues for nonprofits can help with the public perception 
of GoodGuides. According to the Corporate Law Report, there are five ongoing legal issues for
nonprofits.

1) Nonprofits are not allowed to lobby or engage in political campaigning. 
2) Nonprofits must abide by all rules and regulations set by the IRS. 
3) All employee, intern and volunteer positions must have purpose for generalized learning,
    education and training.
4) Respecting privacy and data security are other impeding legal issues.
5) Nonprofits can inhibit their ability to raise funding from investors by failing to include all
    necessary provisions for both existing and potential investors in license agreements. These
    ongoing legal issues are important, and not staying aware can cause fines and loss of outside
    funding (5 Ongoing Legal Issues for Nonprofit Boards, 2014).

Economic Conditions
In the event of an economic downturn, GoodGuides would need to respond constructively 
for its own protection and for the greater well-being of its clients and the general community. 
Oklahoma has a 4 percent unemployment rate, and a 15.3 percent live below the poverty level. 
It’s ranked 29 out of 50 in employment. Oklahoma has a median household income of $35,503. 
It is ranked 28 out of 50 in personal income (Statemaster, 2014).

Technology
In the research Ace Media conducted, it showed GoodGuides as having little involvement 
on social media. According to the National Council of Nonprofits, technology is essential to 
effectively advancing and managing nonprofits. Technology can be used to communicate more 
effectively, engage with donors, evaluate programs and schedule volunteers. The use of social 
media is gaining major popularity with nonprofits by using tweeting and social network sites 
to promote nonprofits (Technology, 2012). So, if GoodGuides was to become more actively 
involved online, it would be able to reach new people and better promote its cause. 

Society
The success of Goodguides is dependent on the number of mentors that volunteer their time 
to reach out to these at-risk youth. As of September 2013, overall volunteer rates dropped 
1.1 points to 25.4 percent of Americans. About 62.6 million people volunteered at least once 
between September 2012 and September 2013. The volunteer rate in 2013 was the lowest it has 
been since 2002. Women volunteer at a higher rate than men across all age groups, education 
levels and major demographic characteristics. People between the ages of 35 and 44 are most 
likely to volunteer. Caucasisans volunteer at higher rates than African Americans, Asians and 
Hispanics. Married individuals are more likely to volunteer than those who have never married. 
Individuals with higher educational levels are more likely to volunteer than those with lower 
education levels (Volunteering in the United States, 2013).  

News/Media
GoodGuides is located in Oklahoma City where there are multiple TV stations including Fox 25, 
News 9, Channel 4 and KOCO 5. Oklahoma City also has a major newspaper, The Oklahoman. 
It is surrounded by several college campuses within 70 miles. These colleges include Oklahoma 
State University, University of Oklahoma, University of Central Oklahoma, and Oklahoma 
Christian University. All of these campuses have newspapers. 
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Direct Competitors

Big Brothers Big Sisters is “the nation’s largest donor and 
volunteer supported mentoring program” (Big Brothers 
Big Sisters, 2014). It’s a national, well-known brand with 
many celebrity endorsements. It has an overall positive 
image among the public. However, the organization may 
be too big to make it seem as personal as it should for 
some mentees. It has a strong presence on social media 
and on television. 

Boys and Girls Club of Oklahoma County is the local 
program from a national organization. It offers programs in 
education, career development, character and leadership 
development, health and life skills, arts, sports, fitness 
and recreation (Boys and Girls Club of Oklahoma County, 
2010). It also is nationally known and has multiple celebrity 
endorsements. However, it also has the weakness of being 
too big to make its services personal enough for mentees. 
It also has a good social media presence.

“The Chesapeake Mentoring Program is reaching almost 
350 school children during the 2013-2014 school years. 
Oklahoma City employees volunteer an hour of their time 
mentoring students at four inner-city schools” (Chesapeake 
Energy 2014). This program has a strong company 
background and is also tied to the Oklahoma City Thunder. 
This program is lacking visibility on social media, as well as 
lacking an informative program website. 

“The mission of City Care’s whiz Kids is to improve the well-
being of inner-city youth through academic tutoring and 
positive mentoring relationships as well as communicating 
spiritual and moral values” (Whizkidsok, 2014). It has a 
strong list of partners such as UCO and the Regional Food 
Bank of Oklahoma. It does not have a social media presence 
and their program’s website offers little information.

The INTEGRIS Health Positive Directions program’s 
objective is to “build self-esteem, establish positive 
relationships, help children overcome negative behaviors, 
and to improve the student’s classroom participation” 
(Positive Directions Mentoring Program, 2014). It is backed 
by a well-known company. The program’s website is lacking 
information, but it does have a presence on social media. 

 COMPETITORS
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The YMCA has a mentoring program called Y Achievers. 
“The Y Achievers program helps our community’s minority 
and under served teens enhance their academic and 
personal goals” (YMCA of Greater Oklahoma City, 2000). 
This program is almost unknown; however, it is backed by 
the YMCA, which is a popular organization with a positive 
image. It doesn’t have much of a website devoted to this 
program, but it is visible on social media.    

Studio 222 is an afterschool program that engages 
professional artists from the Oklahoma City area to 
provide a positive image where children can develop a 
strong, healthy self-esteem and resilience against at-risk 
behaviors” (Studio 222, 2014). This program has a strong 
website and is also active on social media. However, it 
doesn’t have a large corporation backing it or a long list 
of partners.

COMPETITORS 

Indirect Competitors:

There is a large amount of indirect competitors because anything and anyone can be seen 
as an indirect competitor. This is mainly because of the donation factor that comes along 
with being a nonprofit. To get people or businesses to donate, there needs to be a strong 
compelling reason for donors to choose one company over the other. Time and money are 
the biggest donations nonprofits need to be successful.
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TARGET MARKETS
Target Markets
GoodGuides should aim for a demographic audience of goal-oriented young adults. The 
people that make up this demographic are college students or young professionals over 
the age of 20 looking to make a difference in the community. GoodGuides looks to recruit 
these supporters as mentors for the program. In addition to new mentors, GoodGuides 
target audiences are potential mentees between the of ages 14 to 17 and individual/business 
donors. 

Mentors
John is a senior at UCO. He’s 21 years old. Although he’s 
a full-time student, he is employed part time. John enjoys 
playing and watching sports. He participates in intramural 
sports. His favorite medium is TV. John is focused on his 
studies at UCO, but wants to do something to give back to 
the community.   

Mentees
Sally is in 8th grade at Hefner Middle School. She’s 14 years 
old. Sally has been a latch-key kid since she was in elementary 
school. She spends at least four hours a day home alone 
with her younger brothers. She gets her and her brothers 
home from school, administers their homework and cooks 
their meals. Sally loves music. Her favorite medium is social 
media. She loves Facebook and Twitter. Sally spends a lot of 
time alone and could use someone influential in her life for 
encouragement and guidance. 

Donors
Steve and Pam are local OKC retirees. They are both 65 
years old. They love to travel as a couple, and in their spare 
time, they serve on multiple local charity boards. Their 
favorite media are TV and the local newspaper. Since their 
retirement, they make it a point to help the community in 
any way they can.
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Strengths:
 • Has a well established brand (Goodwill) backing its potential success in both the  
    U.S. and Canada
 • Has a clear mission for the program
 • Has passionate volunteers
 • Has a new marketing development coordinator with a new, fresh vision
 • Designed to assist mentees in shaping their futures by offering real-world advice  
    instead of just offering companionship

Weaknesses:
 • Lack of visibility 
 • Lack of cohesive company
 • Lack of social media presence 
 • Lack of permanent/guaranteed funding
 • Lack of staff needed to promote program

Opportunities:
 • Because of the lack of awareness, GoodGuides has a blank slate to build an image
 • They have people that have been positively affected that can speak and represent  
    the program
 • Using already popular Goodwill programs (example: donation sites) to advertise  
    GoodGuides
 • Government aid, such as grants and loans, that are available for financial assistance  
    for nonprofits
 • Potential partnerships once visibility increases
 • Increase in donations with updated donation page

Threats:
 • Running out of funds from the grant
 • Other mentorship programs
 • Stability of the economy
 • A drop in the percentage of people that volunteer
 • Not enough mentors

SWOT ANALYSIS
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Objective
The research objective was to discover ways of increasing awareness for GoodGuides to 
inspire donations and mentor/mentee recruitment. By researching the demographics of 
current mentors/mentees, possible mentors/mentees and donors, we gained valuable insight 
into the relationships among mentors, mentees and donors and how to best recruit them.

Methodology
The methods for retrieving data were a survey, in-depth interviews, and focus groups. The 
survey was created through SurveyMonkey. It included questions pertaining to GoodGuides, 
other mentorship programs, mentoring in general, and donating to nonprofit organizations. 
We contacted participants through the use of social media, including Facebook and Twitter. 
The survey was sent out to friends and family through text messages and emails. In-depth 
interviews were conducted via telephone, video calls, or in person. Focus groups were 
conducted in person. 

Sample
According to SurveyMonkey, our sample of current mentors consisted of 81 percent females 
and 19 percent males. The majority fell in the 18 to 24 age group at 46 percent, followed by 
the 25 to 34 age group at 17 percent. Caucasians made up 75 percent of the sample, followed 
by 9 percent who are African American. The majority of the sample’s average income is in the 
$25,000 to $49,999 range. 

Research on teens in the GoodGuides program
• Done using observation, one-on-one and focus group
• One-on-one and focus group

i. Mentees want to talk with someone
ii. Flexible schedule, but consistent. 
iii. All mentees want to become mentors 

Research on teens not in a mentorship program
• Done using small focus groups with Stillwater High School students
• Focus groups

i. Many would like a mentor of the same gender 
ii. Many didn’t know of any mentorship programs in Stillwater 
iii. ºMany want a mentor 
iv. They aren’t in a program because they don’t know their options or enough
    about mentorship programs and how they work 

Research on current mentors (not in GoodGuides program) 
• Done using one-on-one interviews from 10 people
• Interviews

i. Only four of the 10 people were under the age of 30
ii. Unless they were in a specific program, this younger age group wouldn’t
   consider any relationship they have had to be a mentor/mentee relationship 
iii.None had heard of GoodGuides 

Research on recruiting mentors for GoodGuides
• Done using focus group
• Focus group

i. Mentors are “helpful, leaders, companions” 
ii. None knew that Goodwill has a mentorship program 
iii.Thought the best way to advertise would be social media 

PRIMARY RESEARCH
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Research on attracting donors to GoodGuides
• Done using one-on-one interviews from 12 people 
• Interviews

i. Only one person interviewed had heard of GoodGuides
ii. Donors give money and clothing but would like to know where monetary
    donations go 

Key Findings and Implications for Campaign
    
Survey Findings:
The majority of our sample of current mentors find it’s easiest to understand mentees in the 
12 to 13 and 16 to 17 age group. The majority of our sample of current mentors have been 
mentoring for more than two years, followed by those who have been mentoring for less than 
six months, which tells us they are either veterans or newbies. According to our findings 82 
percent of our current mentors have mentored for Big Brother, Big Sister or DHS. None of our 
sample mentored for GoodGuides. The majority of our sample became a mentor to better 
the community, 73 percent. 

The sample said the most challenging part of being a mentor is making time to meet their 
mentee. The majority of our sample said the most rewarding part of being a mentor is helping 
children realize their worth/potential and making a difference in someone’s life.
 
An overwhelming 98 percent of the research said they believe mentoring to be beneficial to a 
mentee’s future success. A whopping 91 percent of the reseach said they would recommend 
mentoring to other people their age, which shows a lot about the value of mentoring. We 
found that GoodGuides has a strong backing to help build a campaign because of the 
prominence of Goodwill. The research had 94 percent of our mentors answer that they have 
heard of Goodwill, but not the GoodGuides program.

The majority of our mentors have heard about Goodwill through word of mouth, social 
media and print media. This shows there are opportunities to expand the knowledge of the 
GoodGuides program through various media outlets that Goodwill is already using. About 
40 percent of our mentors prefer connecting with Goodwill by Facebook or the company 
website. Close to 60 percent of the surveyed mentors had a mentor when they were younger. 
    
Interview Findings:

Benefits of having a mentor:
“I believe that young adults need that extra word of encouragement or that extra push, which 
I believe mentors can provide. I think that’s important if they don’t have any positive feedback 
coming from any other area of their life.” 
Best part of being a mentor:
“Seeing somebody grow. Whether it’s their character, or taking experiences that they’ve 
learned and applied it somewhere else and just spreading that positivity or guiding light is 
the most rewarding part for me.” 
Most important message to share with mentees:
“I think you have to give mentoring a chance. A lot of times they don’t know each other, and 
I think it should happen naturally. That’s when it happens the best. Give it time and let things 
happen. You have to learn to trust people, especially ones that see potential in you.”
Time commitment
“To me it’s not stressful, but the whole point is you’re trying to help someone, so you just 
make the time. I’ve only been in programs with structured schedules a couple times, but to 
me it wasn’t stressful.” 
Goal when mentoring:
“To give them a sense of purpose and make them believe that they can do anything they set 
their minds to.” 

PRIMARY RESEARCH 
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Goal: To increase awareness of the GoodGuides mentoring program among the general public 
in Central Oklahoma, inspiring donations and mentor/mentee recruitment using the new 
GoodGuides identity, “Discovering your worth. Guiding the future.”
 
Objective for GoodGuides: To introduce the new identity and create a strong brand image for 
the public by hosting events and creating a strong presence on social media sites.

Strategy 1: This objective will be accomplished by having two unpaid interns for Spring 2015, 
Summer 2015 and Fall 2015. Interns must have excellent verbal and written communication skills 
to succeed with various tasks. The internships will offer academic credit and require at least 10 
hours per week. 

Tactic 1: Hire an intern that has a strong background in social media management. His/her job 
will be specifically to update and manage GoodGuides’ Facebook, Twitter,  YouTube and also 
manage emails. 

Timeframe: January 12, 2014
Cost: $0.00 
Evaluation:  The success of this tactic will be measured by the change of  followers, likes     

       and views on the social media sites. He/she will keep track of changing numbers and log
the in order to  monitor progress.

Tactic 2: Hire an intern with skills in video production. His/her ob will be to create and edit 
videos that introduce Goodguides’ new identity. He/she will also manage any other video 
production needed for social media purposes. 

Timeframe: January 12, 2014
Cost: $0.00 
Evaluation: The success of this tactic will be measured by monitoring the videos views. The
intern will keep track of video views and log them to measure progress.

Strategy 2: This objective will be accomplished by updating and maximizing the utilization of 
social media and creating a GoodGuides video page on YouTube.

Tactic 1: Enhance the current Facebook page and show YouTube and Twitter material on 
Facebook feed. There will be daily scheduled posts depending on the day of the week according 
to the content calendar. 

Timeframe: January 19, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by the change in number of likes
on the Facebook page. The likes that will be monitored will be ones that are for the actual
GoodGuides page and the likes of the content posted to the page. An assigned intern will
keep track of this and log it to monitor progress. 

Tactic 2: Develop popular hashtags based off of the new identity. There will be daily scheduled 
tweets.

Timeframe: February 1, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by monitoring the number of
retweets, hashtags and new followers on Twitter. An assigned intern will keep track of this
and log it to monitor progress.

COMMUNICATION PLAN
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Tactic 3 : Develop an emotional, inspiring video that shows the impact of the GoodGuides 
mentoring program. This video will be posted to YouTube, the GoodGuides’ website and its 
social media pages. It will also run at campus events such as basketball and football games. The 
video will show footage of mentors working with their mentees and include testimony from both 
parties about the impact the program has had on their lives. The interns will produce this video 
utilizing campus resources. The video will encourage viewers to give back to the community by 
joining in GoodGuides’ cause.

Timeframe: February 1, 2015
Cost: $0.00 
Evaluation: The success of this tactic will be measured by the amount of views that YouTube
easily keeps track of for you. The assigned intern will keep track of views and log it to
monitor progress.

 
Strategy 3: This objective will be accomplished by starting an email address book from people 
that are willing to give their email addresses to clerks at the time of their checkout at the 
Goodwill donation stores in Central Oklahoma.

Tactic 1: Create a monthly email blast that goes out to all target markets to reach people who 
already donate and might be interested in furthering their volunteer experience with Goodwill 
and sign up to mentor or donate to GoodGuides. These email blasts will provide updates of the 
program, provide all relevant information and explain how they can get involved.

Timeframe: March 1, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by the number of email addresses
received at the donation sites. An assigned intern will create a spreadsheet with all the
email addresses. This will keep track of the email addresses needed for the email blasts and
monitor growth.  

 

COMMUNICATION PLAN
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Objective for mentors: To inspire men and women in their 20’s to become GoodGuides’ 
mentors, increasing the number of mentors by 20 percent by the end of September 2015.
 
Strategy 1: This objective will be accomplished by creating a social media presence that will 
appeal to potential mentors by allowing them to become involved with GoodGuides through 
various social media sites.
 
Tactic 1: Utilize the website video for the purposes of recruiting new Latino mentors. The video 
will use code switch. Latinos are the fastest growing minority in the U.S. Unfortunately, only 19.2 
percent of Latinos are able to attend school, less than the national rate and lower than any other 
ethnicity. Targeting this demographic can be huge for progress in the GoodGuides program. 
By recruiting Latino mentors, GoodGuides can begin to reach Latino mentees and help them 
discover their potential and follow their dreams.

Timeframe: February 1, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by the change in Latino mentors. An
assigned intern will keep track of any increase in Latino mentors to show whether or not this
is a target market that has potential.

  
Tactic 2: Develop a mini Web series on YouTube that talks about experiences mentors have 
had while being in the program. The series would also feature current mentees to give a face to 
the program for the potential mentors we’re trying to recruit. Seeing and hearing the difference 
made in the lives of these mentees will provide a more emotional appeal.

Timeframe: March 1, 2015 (Repeat monthly)
Cost: $0.00
Evaluation: The success of this tactic will be measured by monitoring the number of views
for each specific webisode. An assigned intern will keep track of the number of views and
log it to monitor progress.

 
Strategy 2: This objective will be accomplished by establishing a presence and creating 
awareness for GoodGuides on college campuses.
 
Tactic 1: Create a promotional video for the purposes of recruiting new mentors by showing it 
at various college campus events such as basketball and football games.

Timeframe: February 1, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by a short survey new mentors fill out
asking where they received their information and sparked their interest in becoming a
mentor. The assigned intern will log this data to show what tactic is most successful in
recruiting.

 
Tactic 2: Set up a table in the hub of local college campuses for a GoodGuides bake sale. 
The baked goods will be made during mentor sessions at the schools. An intern and a current 
mentor will pass out fliers about GoodGuides and how to join the program. They will speak 
with students about the benefits of becoming a mentor. There are many local campuses in 
OKC. Utilizing the amount and the proximity of these campuses can be a tremendous boost 
to awareness and potential new mentors. GoodGuides’ social media pages will be on the fliers 
being handed out to students. Interns will print out fliers at their school to prevent printing 
costs.

Timeframe: The week of Valentine’s Day and “dead week”  of May 2015. The last week of
August 2015 and “dead week” of December 2015. 
Cost: $100.00 for ingredients
Evaluation: The success will be measured by the amount of money made from the bake sale
and the use of the designated event hashtag. An assigned intern will of the numbers for each 
event to monitor growth in followers and the number of times the hashtag was posted.

COMMUNICATION PLAN
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Objective for individual donors: To persuade potential donors to give, increasing donations 
by $5,000 by year end of 2015.
 
Strategy 1: This objective will be accomplished by increasing communication through a variety 
of media exposures that tell about the GoodGuides program and its mission. The messages will 
be structured using emotional appeal to reach the target in a way that not only inspires them to 
donate, but also continuously support the GoodGuides cause.
 
Tactic 1: Develop a donation page to simplify the donating process. If there is a clear-cut, 
uniformed way to donate toward the GoodGuides mentoring program, people are more 
inclined to give, even small contributions. Our team will design a donation page linking from 
the GoodGuides home page that allows viewers to easily give using a credit card. The page will 
be structured as to allow for both one-time and recurring donations.

Timeframe: January 1, 2015
Cost: $0.00
Evaluation: The success of this tactic will be measured by monitoring the amount of money
raised through donations specifically made on this page.

 
Tactic 2: Construct and distribute a monthly email to donors and potential donors informing 
them about upcoming GoodGuides events. In addition to the calendar reminders, the emails 
will showcase what’s been going on in the program including testimony from current mentors 
about what they’ve been doing to help their mentees. These emails are designed to keep 
supporters of the program in the loop, but also to bring in more supporters inspiring them to 
donate toward the program.

Timeframe: February 1, 2015 (Repeat monthly)
Cost: $0.00
Evaluation: The success of this tactic will be measured by responses submitted on a short
survey on the donation page that asks how people received information about GoodGuides
The assigned intern will monitor responses and they will show how many people learned
about GoodGuides through these informational emails.

 
Objective for business donors: To persuade potential local business partners to donate, 
increasing donations from businesses by $10,000 by year end of 2015.
 
Strategy 1: This objective will be accomplished by direct communication with potential 
business partners.
 
Tactic 1: Partner with local Whole Foods Market and implement a fundraiser that allows 
customers to round their purchase total to an even amount, or have the opportunity to donate 
more to the GoodGuides mentoring program.

Timeframe: February 1, 2014 - April 1, 2014
Cost: $0.00
Evaluation: The success of this tactic will be measured by the amount of money raised
during grocery store fundraisers.

 
Tactic 2: Construct a GoodGuides monthly informational package to send to local businesses. 
The interns will draft this update at the beginning of every month to send to local businesses. 
This information packet will include a donation envelope that will give each business the 
opportunity to give. The package will also include various fliers, created by the interns, 
advertising GoodGuides upcoming events for each business to display for customers.

Timeframe: March 1, 2015 (Repeat monthly)
Cost: $0.00  
Evaluation: The success of this tactic will be measured by the number of donation envelopes
that GoodGuides gets back after the packets are sent out.
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COMMUNICATION PLAN
Objective for mentees: To encourage at-risk youth to join GoodGuides by informing them of 
the potential benefits it could provide by helping them with their future and their relationships.

Strategy 1: This objective will be accomplished by scheduling information sessions at schools 
within the OKC area that GoodGuides serves. The information sessions will feature a speaker 
that is a current mentor of the GoodGuides program. There will be an opportunity for kids to 
ask questions and stay after the session and sign up.
 
Tactic 1: Offer incentives for the first five students that sign up immediately following the 
information session.

Timeframe: January 9, 2015
Cost: $150.00
Evaluation: The success of this tactic will be measured by the number of students that sign
up after the information session.

 
Tactic 2: Inform the students of the new social media sites GoodGuides has during the 
information session and encourage them to like/follow us.

Timeframe: Have dates set for school information sessions by January 9, 2015.
Cost: $0.00
Evaluation: The success of this tactic will be measured by monitoring the use of hashtags
for each school following each information session. The students will have 24 hours to start
following and use the hashtag. This will eliminate the promotion of kids using their cell
phones during school hours. An assigned intern will log the numbers to monitor social
media growth due to these sessions.

 
Tactic 3: Offer one-on-one time with the speaker after the information session in order to give 
students more time to ask questions and offer a personal experience with the current mentor/
speaker.

Timeframe: Have dates set for school information sessions by January 9, 2015.
Cost: $0.00
Evaluation: The success of this tactic will be measured by the number of students that stay
after seeking more information. The speaker will keep track of this number. This will make 
it easy to evaluate whether students need more information after the sessions are over.
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January 2015
January 12: Have Spring interns hired and start working
January 19: Have social media set up
January 21: Have donation page developed
January 23: Have dates set for school information sessions

February 2015
February 2: Finish promotional video, Spanish and English 
February 2: Begin email blasts 
February 2: Begin Whole Foods Market fundraiser
February 9 - 13: Informational tables in the hub of local college campuses

March 2015
March 2: Informational packet sent 
March 2: Have first webisode created and uploaded 
March 2: Monthly email blast sent
March 31: Final day of Whole Foods Market fundraiser

April 2015
April 1: Collect money from Whole Foods Market fundraiser
April 1: Second webisode created and uploaded
April 1: Informational packet sent
April 1: Monthly email blast sent
April 27 - May 1: Informational tables in the hub of local college campuses

May 2015
May 1: Third webisode created and uploaded
May 1: Informational packet sent
May 1: Monthly email blast sent
May 15: Spring interns’ last day
May 18: Summer interns start

June 2015
June 1: Fourth webisode created and uploaded
June 1: Informational packet sent
June 1: Monthly email blast sent

July 2015
July 1: Fifth webisode created and uploaded
July 1: Informational packet sent
July 1: Monthly email blast sent

August 2015
August 2: Sixth webisode created and uploaded
August 2: Informational packet sent
August 2: Monthly email blast sent
August 14: Summer interns’ last day
August 17: Fall interns start
August 24 - 28: Informational tables in the hub of local college campuses

September 2015
September 1: Seventh webisode created and uploaded
September 1: Informational packet sent
September 1: Monthly email blast sent
September 2: Talk with local schools and have dates set for school information 
sessions

TIMELINE
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October 2015
October 1: Eighth webisode created and uploaded
October 1: Informational packet sent
October 1: Monthly email blast sent

November 2015
November 2: Ninth webisode created and uploaded
November 2: Informational packet sent
November 2: Monthly email blast sent
November 30 - December 4: Informational tables in the hub of local college campuses

December 2015
December 1: Tenth webisode created and uploaded
December 1: Informational packet sent
December 1: Monthly email blast sent
December 18: Fall interns’ last day

TIMELINE
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BUDGET

Unpaid interns                                 $0.00
Social media                                      $0.00
Fliers (print at interns’ school)                          $0.00
Promotional video                                  $0.00
Webisodes                                               $0.00
Baked goods (college hub tables)                    $100.00
Gift card incentives (info sessions)                      $150.00
___________________________________________________
Subtotal                                  $250.00
Contingency                                   $25.00
____________________________________________________
Total                                       $275.00
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Job Description

Job Title: Social Media Intern for GoodGuides 
Reports to: Tim Proctor, Linda Burgett  and Ashleigh Gibson
Job Objective: The social media intern for the GoodGuides campaign will work closely with 
the GoodGuides team to develop a social media presence for the program. 

Responsibilities:

• Update and manage GoodGuides’ Facebook, Twitter, YouTube and also manage emails
• Log changing numbers of followers, likes and views on social media accounts
• Engage with audiences through social media
• Manage the donation page 
• Create monthly email blasts 
• Create fliers for various upcoming events
• Assist mentors and other GoodGuides staff at off-site events

Requirements:

• Must be currently enrolled at an accredited college or university as a junior or senior in a 
communications, or related field degree program

• Eligible to receive course credit for the internship
• Must have excellent verbal and written communication skills
• Must have a strong background in social media management 
• Candidates should be computer proficient, detail oriented, and enthusiastic about 

working
• Candidates should be familiar with Adobe Creative Suite programs such as InDesign, 

Illustrator and Photoshop
• Must work well with others from all cultures and walks of life 

This is a description for ideal interns.

           26



APPENDIX A

           27

Job Description

Job Title: Video Production Intern for GoodGuides 
Reports to: Tim Proctor, Linda Burgett and Ashleigh Gibson 
Job Objective: The video production intern for the GoodGuides campaign will work closely 
with the GoodGuides team to develop promotional videos and other material to reach the 
GoodGuides audience. 

Responsibilities: 

• Create and edit videos that embody the purpose of GoodGuides and introduces its new 
identity 

• Manage the donation page 
• Create monthly email blasts 
• Create fliers for various upcoming events
• Assist mentors, or other GoodGuides staff, at off-site events

Requirements:

• Must be currently enrolled at an accredited college or university as a junior or senior in a 
communications, or related field, degree program

• Eligible to receive course credit for the internship
• Must have excellent verbal and written communication skills
• Must have skills in video production and video editing
• Knowledge of camera equipment  
• Candidates should be proficient with editing programs such as iMovie, GarageBand, Final 

Cut Pro or Avid.
• Candidates should be computer proficient, detail oriented, and enthusiastic about 

working
• Must work well with others from all cultures and walks of life 

This is a description for ideal interns.
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Full name:

Primary email:

Address:

University currently attending:

What is your classification?

         Freshman   Sophomore   Junior   Senior   Graduate

Do you speak Spanish?

          Yes        No

Expected graduation date and degrees:

Major (s):

Cumulative GPA:

List any academic and extracurricular clubs, organizations, professional societies, honor 
societies, etc...

DISCOVERING YOUR WORTH. GUIDING THE FUTURE.

Goodwill Industries Of Central Oklahoma
16 S. Blackwelder Ave. Oklahoma City, OK 73108

Tel: (405) 236-4451

INTERNSHIP APPLICATION

This is an example of an internship application.
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This is an example of a Twitter page.
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This is an example a Facebook page.

GoodGuides Oklahoma

We are excited to announce that we have partnered with Whole 
Foods in Oklahoma City from Feb. 2nd to March 31st! 
When you make a purchase at Whole Foods, you can round up your 
change to the nearest dollar, or those who choose to can also donate 
more. All the proceeds will go to GoodGuides.We are thrilled by this 
opportunity. Thank you Whole Foods for your help in guiding the 
future. #DiscoverGuides

GoodGuides Oklahoma

Thank you for having us, OC! 
UCO, we are coming to your campus tomorrow! We will be selling 
$1 goodies and talking to you all about the awesome opportunity 
to mentor through GoodGuides. See you at 2 o’clock outside of the 
student union. #DiscoverGuides
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Title: Discovering your worth, guiding the 
future video.
Client/Sponsor: Goodwill’s GoodGuides 
program
Length: 60 seconds
Air dates: Feb. 1, 2015 – Sept. 1, 2015

WS – Home in the late afternoon, exterior 
shot (:05)

MS – Teenage girl and younger brother 
arrive home from school bus. They are the 
only ones home. (:15)

CL – The teen fixes dinner for her brother 
and herself. She looks lonely. (:23) 

MS – Teen is at school during lunch. A 
GoodGuides mentor is with her and is 
assisting her with homework. (:33)

CL – Teen is struggling with a math
 problem. Her mentor offers advice on the 
subject. The teen completes the problem 
and smiles. (:45) 

MS – Teen and mentor sit at lunch table 
and talk. (:59) 

(Fade out)

ANNOUNCER:
Many children go home alone while their 
parents are still at work.

Linda is one of them.

She and her brother, Mikey, will be home 
alone until late in the evening while their 
mother is still at work.

Mary is Linda’s GoodGuides mentor. Mary 
joins Linda for lunch once a week. After 
they finish Linda’s algebra homework, they 
talk about their favorite music and fashion 
tips. 

GoodGuides mentors help teens to 
discover their pontential and guide their 
future. 

Call today to learn more about becoming 
a mentor. 

This is an example script for a website video.
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Title: Discovering your worth, guiding the 
future video.
Client/Sponsor: Goodwill’s GoodGuides 
program
Length: 60 seconds
Air dates: Feb. 1, 2015 – Sept. 1, 2015

WS – Home in the late afternoon, exterior 
shot (:05)

MS – Teenage girl and younger brother 
arrive home from school bus. They are the 
only ones home. (:15)

CL – The teen fixes dinner for her brother 
and herself. She looks lonely. (:23) 

MS – Teen is at school during lunch. A 
GoodGuides mentor is with her and is 
assisting her with homework. (:33)

CL – Teen is struggling with a math 
problem. Her mentor offers advice on the 
subject. The teen completes the problem 
and smiles. (:45) 

MS – Teen and mentor sit at lunch table 
and talk. (:59) 

(Fade out)

ANNOUNCER:
Muchos niños van a casa solos mientras sus 
padres todavía trabajan.

Linda es parte de ellos.

Ella y su hermano, Mikey, se encuentran 
solos en casa hasta que su madre regresa 
del trabajo.

Mary es la tutora de GoodGuides  de 
Linda. Mary almuerza con Linda una vez 
a la semana. Después la ayudarla con su 
tarea de Matemáticas, ellas hablan sobre 
su música favorita y lo nuevo en la moda.

Los tutores de GoodGuides ayudan 
adolescentes a descubrir su pontencial y a 
guiar su futuro.

Llama hoy! para más información sobre 
como ser un mentor.

           33

This is an example of a Spanish script for a website video.
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ANNOUNCER:
Muchos niños van a casa solos while their 
parents are still at work.

Linda is one of them.

Ella y su hermano, Mikey, will be home 
alone until late in the evening while their 
madre esta trabajando.

Mary is Linda’s GoodGuides mentor. Mary 
joins Linda for lunch once a week. After 
they finish Linda’s algebra homework, 
ellas hablan sobre su música favorita  and 
fashion tips. 

GoodGuides mentors ayudan teens a
descubrir su pontencial and guide their 
future. 

Llama hoy! Call today to learn more about 
becoming a mentor. 

Title: Discovering your worth, guiding the 
future video.
Client/Sponsor: Goodwill’s GoodGuides 
program
Length: 60 seconds
Air dates: Feb. 1, 2015 – Sept. 1, 2015

WS – Home in the late afternoon, exterior 
shot (:05)

MS – Teenage girl and younger brother 
arrive home from school bus. They are the 
only ones home. (:15)

CL – The teen fixes dinner for her brother 
and herself. She looks lonely. (:23) 

MS – Teen is at school during lunch. A 
GoodGuides mentor is with her and is 
assisting her with homework. (:33)

CL – Teen is struggling with a math 
problem. Her mentor offers advice on the 
subject. The teen completes the problem 
and smiles. (:45) 

MS – Teen and mentor sit at lunch table 
and talk. (:59) 

(Fade out)
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This is an example of a code switch script for a website video.
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February 2015

Discovering your worth. 
Guiding the future.

Over the next few months GoodGuides is going to have some exciting events. We have 
recently updated our social media sites, so be sure to follow us on Facebook and Twitter. 
We will also be partnering up with Whole Foods Market in Oklahoma City for a fundraiser 

that last from Feb. 2 until March 31. The fundraiser will allow customers the opportunity to round up 
thier total to an even amount and that money will go straight back to the GoodGuides mentorship 
program. All proceeds will go to recruitment efforts for new mentors in the OKC area. 

Calendar of Events:

Feb. 2- Whole Foods Market 
Fundraiser
Feb. 19-13- Bake sale at UCO and OC
March 2- GoodGuides Webisode 
series now on YouTube. Check it out!

If you’re 21 years or older and 
want to make a difference in the 
OKC area, please call our office 
today! We are seeking adults who 

are passionate about helping youth discover their 
full potential while building positive and beneficial 
relationships. To find out more on how to become 
a mentor for GoodGuides, please call our office at 
(405) 278-7165 or email agibson@okgoodwill.org.

Follow us on Twitter and Facebook

This is an example of an email blast.
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Title: Webisode 1-Meet the Mentors  
Client/Sponsor: Goodwill GoodGuides 
Program
Length: 2 minutes
Air dates: March 2, 2015 - March 31, 2015

WS- Goodguides logo (:05)

CL – The mentor of the month, sitting 
(:15)

CL – Video of the mentor during his
 mentor sessions (:35)

WS – Mentor getting ready for other 
commitments, such as work or school. 
(:55)

CL – Mentor of the month, sitting (1:15)

CL – GoodGuides logo and new identity, 
“Discovering your worth. Guiding the 
Future.”(1:30)

(Fade Out)

MUSIC:
(Catchy, upbeat. Establish, then under)

MENTOR:
Introduces himself/herself and tells his/
her name, age, occupation and where he/
she lives.

MENTOR:
Talking about how he/she heard about 
GoodGuides and why he/she decided to 
get involved.

MENTOR: 
Shares one or two inspiring or 
memorable moments from being a 
mentor for GoodGuides.

MENTOR: 
Shares some information about his/her 
life when not helping GoodGuides and 
explains how even though he/she is busy, 
the time commitment is doable and worth 
it.

MENTOR:
Tells about new social media and the 
hashtag, #discoverguides and invites 
viewers to get involved and sign up.
      
 

MENTOR:
Clearly says the name of the GoodGuides 
website, phone number and email 
address, and thanks viewers for watching.

This is an example script for a YouTube webisode..
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Title: Discovering your worth, guiding the 
future
Client/Sponsor: Goodwill’s GoodGuides 
Program
Length: 30 seconds
Air dates: Feb. 1, 2015 – Sept. 1, 2015

WS – Library in the early evening, exterior 
shot (:05)

MS – Twenty-something adult and 
teenager sitting at a table drinking coffee. 
The table is covered in books and notes. 
(:13)

CL – Adult is helping the teen with math 
homework. The teen is struggling to 
understand the problem. (:20)

MS – Mentee solves the difficult math 
problem and smiles at mentor. (:30)

(Fade out) 

MUSIC:
(Slow, comforting. Establish, then under)

ANNOUNCER:
High school is hard. Between writing 
essays and football practices, pop quizzes 
and dance rehearsal, it helps to have 
someone on your side. 

Goodwill’s GoodGuides Program wants to 
help you discover your worth and guide 
your future

Call today to ask about becoming a 
mentor or mentee! 

This is an example script for a promotional video.
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NEWS RELEASE

Nov. 26, 2015
FOR IMMEDIATE RELEASE                                                     Contact Information:
                                                   Susy Smith, intern
                         Office: (405) 555-1111
                                                                                                   Email: interns@goodguides.com

Goodwill hosting bake sale during ‘dead week’

OKLAHOMA CITY – Students needing a break from studying for finals should report to the 
Student Union Plaza on Dec. 3, to purchase coffee and baked goods courtesy of GoodGuides 
of Central Oklahoma. 

Goodwill’s GoodGuides is a mentorship program for high school students in the Oklahoma 
City area. The program is looking for college students and young adults to serve as mentors for 
the city’s youth. 

(INTRODUCE PERSON BEING QUOTED)

(HYPOTHETICAL) “Having a mentor gives a person a respectful sounding board, an 
encourager and one to emulate. A safe person on your side with your well-being in mind.” 

GoodGuides is a mentoring program through Goodwill Industries of Central Oklahoma. 
The earnings from the bake sale will fund and help the program continue to grow. GoodGuides 
was previously funded through a government grant. GoodGuides has successfully graduated 
300 mentees from their program.

For more information on the GoodGuides program, contact Ashleigh Gibson at 405-278-
7165 or agibson@okgoodwill.org, or visit http://okgoodwill.org/career-development-and-
training/goodguides.html. 

###

Goodwill Industries Of Central Oklahoma
16 S. Blackwelder Ave. Oklahoma City, OK 73108

Tel: (405) 236-4451

DISCOVERING YOUR WORTH. GUIDING THE FUTURE.

This is an example of a press release for the bake sale.
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This is an example of a flier for the bake sale.
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Goodwill Industries Of Central Oklahoma
16 S. Blackwelder Ave. Oklahoma City, OK 73108

Tel: (405) 236-4451

Sign-Up Sheet
Please record your name and contact information so we can get back 

to you with more information.

NAME/AGE PHONE 
NUMBER

BEST TIME TO
CALL

         EMAIL 
   ADDRESS

 This is an example of a sign-up sheet.
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This is an example of a donation page.
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NEWS RELEASE

Jan. 26, 2015
FOR IMMEDIATE RELEASE                                                          Contact Information:
              Susy Smith, intern
                           Office: (405) 555-1111
                                                                                                        Email: interns@goodguides.com

GoodGuides partnering with OKC Whole Foods Market

OKLAHOMA CITY -- GoodGuides is partnering with Whole Foods Market in Oklahoma City 
Feb. 2 to March 31, 2015. 
 

Whole Foods shoppers will be able to round up their change to the nearest dollar, or 
higher, when making purchases at the OKC store. The money will be donated to GoodGuides. 
 

(INTRODUCE PERSON BEING QUOTED)

(HYPOTHETICAL) “Partnering with Whole Foods is such a blessing,” said SO-AND-SO. 
“The Oklahoma City community is incredibly welcoming and generous. The proceeds made 
from this fundraiser will go toward funding and continuing our program.” 
 

GoodGuides is a mentoring program through Goodwill Industries of Central Oklahoma. 
The donated money will help fund and continue the program, which previously was funded 
through a grant. GoodGuides has successfully graduated 300 mentees from their program.
 

For more information on the GoodGuides program, contact Ashleigh Gibson at 405-278-
7165 or agibson@okgoodwill.org, or visit http://okgoodwill.org/career-development-and-
training/goodguides.html. 

###

Goodwill Industries Of Central Oklahoma
16 S. Blackwelder Ave. Oklahoma City, OK 73108

Tel: (405) 236-4451

DISCOVERING YOUR WORTH. GUIDING THE FUTURE.

This is an example of a press release for Whole Foods Market fundraiser.
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.
DISCOVERING YOUR WORTH.

FUTUREGUIDING THE

YOUR NAME

THANK YOU! 

This is an example of a pledge poster for the Whole Foods Market fundraiser.

           43



APPENDIX J

           44

This is page one of an example for an information packet.

Follow us on Twitter and Facebook

APRIL 2015

Discovering your worth. 
Guiding the future.

WHOLE FOODS STORY

    It was a success! GoodGuides recently 
partnered with Whole Foods in Oklahoma City 
during February and March. 
    Customers of the OKC store could round 
their totals to the nearest dollar, or higher. 
GoodGuides set a goal donation amount of 
$3,000, but the out-pouring of support surprised 
the organization. 
The fi nal amount 
reached  $5,835.28.
    GoodGuides plans 
to use the money 
to continue to fund 
the organization. 
Previously funded by 
a government grant, GoodGuides will no longer 
have the grant after September. The money 
donated during the Whole Foods promotion will 
be set-aside until September.
    GoodGuides is thrilled by the success of 
the campaign, and because of it, GoodGuides 
and Whole Foods have already agreed to run 
the promotion a second time.The second time 
period is still to be determined, but it is expected 
to run the beginning of this Fall.

MENTEE STORY
    Sally Smith, a 17-year-old high school senior, 
never thought she could get into college. She 
didn’t even think she would graduate high 
school.
    On Jan. 20, 2015, Smith received her 
acceptance to the University of Central 
Oklahoma, where she will attend starting in 
August.
    “I truly owe my success to GoodGuides,” 
Smith  said. “I didn’t want to even be in the 
program. My mom made me join to try to keep 
me out of trouble. It worked.”
     Before joining GoodGuides at 15 years old, 
Smith was friends with other kids who her mom 
didn’t think would be a good infl uence on her 
life. Smith’s mom, Terri, is a single mom and 
works almost 60 hours a week as a housekeeper 
at a Hilton Hotel. 
    Smith has a younger sister, Mia, who is 7 years  
old.  Smith 
takes care of 
Mia while their 
mom works. On 
days when Smith 
meets with her 
mentor, their 
mom comes 
home early from work. 
    “I felt it was important that Sally meet with her 
mentor,” Terri said. “And I think my point was 
proven. I am so proud of her getting into UCO. 
Go Bronchos!”

#DiscoveringGuides
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Make a donation today!

Goodwill Industries of Central Oklahoma’s mission is, “to enhance the quality of life 

for individuals with disabilities and disadvantages through the Power of Work.” GICO is active 

in 37 counties in Oklahoma. It’s the largest nonprofit provider of employment training services 
for disadvantaged people in Oklahoma. Its business model is to sell donated goods in its retail 

thrift stores using the profits to find its programs.

GoodGuides mentoring program is one of many programs Goodwill has established 

to reach the community and further its mission. GoodGuides, helps at-risk youth between the 

ages of 14 and 17 prepare for school completion, build career plans and learn essential life 

skills. It’s run by 56 independent Goodwill agencies around the country. The Oklahoma City 

GoodGuides program has successfully graduated 300 students since it started.

I want to make a single gift of:
__$50          __$100          __$150          _$200          __$300          __$500   

 __Other

Name of company: _____________________________________________________

Mailing address: _______________________________________________________

City: _______________________ State: ______________________Zip: ___________

Phone: _______________________ Email: __________________________________

Donation method:
__Cash          _Check          _Credit Card

Goodwill GoodGuides is a nonprofit, tax-exempt organization. All contributions are tax 
deductible. 

Please return completed form to:
Goodwill Industries of Central Oklahoma

316 S. Blackwelder Ave.
Oklahoma City, OK 73108

Goodwill Industries Of Central Oklahoma
16 S. Blackwelder Ave. Oklahoma City, OK 73108

Tel: (405) 236-4451

This is page two of an example for an information packet.
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This is an example of a presentation for school information sessions.

           46


