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Mission Statement 

Our mission — our deep commitment — is to support multiple myeloma research 

to discover new life-prolonging treatments, improve quality of life for myeloma patients, 

and ultimately to find a cure, not just for Sarah but for all multiple myeloma patients. 

 
Situational Analysis 

Background on the Issue 

Multiple Myeloma Opportunities for Research and Education (MMORE) is a 

nonprofit organization devoted to supporting research to help patients affected by 

multiple myeloma. MMORE was created by Nancy Kaufmann and Steve Fink after their 

daughter, Sarah Kaufmann, was diagnosed with multiple myeloma, a form of blood 

cancer, in 2005 at the age 22. The scariest part of multiple myeloma is that people will 

not know they have it until they do something as simple as picking up a gallon of milk 

and they end up breaking a bone. Although Sarah responded well to her treatment and 

has since been in remission, MMORE wants to find a cure. Remission is a step in the 

right direction, but there is a high chance of the cancer coming back while any patient is 

in remission. 

MMORE needs a marketing plan to reach outside central Ohio. They have been 

active in the central Ohio area since 2008 and recently made a huge impact in reaching 

their $1 million fundraising goal. There are several marketing strategies already set, but 

MMORE would like to have more added to reach a wider area. MMORE has a 

connection to the multiple myeloma medical professionals at the Ohio State 

Comprehensive Cancer Center---Arthur G. James Cancer Hospital and Solove 
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Research Institute and The Cleveland Clinic. With this connection already established, 

doctors give MMOREʼs pamphlet and information to the patient upon diagnosis of 

multiple myeloma. MMORE advertises for their three major events: MoveMMORE 5k/1 

mile Run/Walk in Columbus, Ohio, and others across the country, their 

CelebrateMMORE Gala event also in Columbus, Ohio, and their RideMMORE team that 

participates in Ohioʼs Pelotonia bike ride. The organization keeps its website updated 

and uses a Twitter account. 

Currently, MMOREʼs board of directors has a president, treasurer, secretary, and 

four board members. Since there is no marketing position, it is very difficult for MMORE 

to set a full marketing plan into action. Except for the website, use of social media, 

promotional items and the pamphlets passed out to patients, most awareness of 

MMORE has been by word of mouth with respect to promoting events and raising funds. 

Without a professional marketing presence within the organization, MMORE is limited in 

their ability to promote or market because they lack the resources and personnel to 

create a formal plan. 

MMOREʼs strategic plan calls for an expansion throughout Ohio in 2013, as it is 

currently focused in central Ohio. There is a series of educational events to be held in 

eight regions throughout Ohio. The objective is to let myeloma survivors and patients 

undergoing treatment know that MMORE exists and that there are others facing the 

same issues. The focus is on Cleveland and Columbus, because of the two huge 

cancer hospitals, The Cleveland Clinic and the OSUCCC—James, but also to reach out 
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to the eight regions in Ohio where the educational series will be held, especially the 

rural areas in Ohio. 

Through the educational series, MMOREʼs plan is to expand to the rural areas 

that are unaware of MMORE or the presence of multiple myeloma across Ohio. The 

organization wants to get information out to patients as quickly as possible because 

there has been more progress in the last five years in dealing with multiple myeloma 

than the last 40 years. To aid in the education amongst patients, MMORE paid for The 

Ohio Myeloma Registry to be created, which now has the 700 myeloma patients at the 

OSUCCC—James and will include patients throughout the country once more 

awareness is achieved. The idea behind the registry is to collect information about 

multiple myeloma patients so medical professionals can find trends across 

demographics. In addition to helping medical professionals, this information can help 

patients and families to form support groups and make decisions about their treatments. 

The struggle to get the word out is serious, and needs to happen right now 

because of the amount of progress that has been done for multiple myeloma treatments 

since 2005. Although the OSUCCC—James doctors are very involved with MMORE as 

of right now with passing out the information, MMORE wants to become more of a face 

and not just a name for patients at such a difficult time in their life. The goal is to keep 

their morale up to continue the momentum in raising research funds. The funds will 

continue to benefit patients with new treatment and pharmaceutical advancements. 
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Consequences of the Situation 

The organizationʼs mission is to support multiple myeloma research, improve 

patientsʼ quality of life, and to find a cure for all patients. By educating patients and 

families throughout Ohio about MMORE, the ability to raise funds becomes easier. The 

ability to raise more funds improves the lives of all multiple myeloma patients with 

medical advancements and a better overall understanding of the disease. The more 

education, the more funds raised, and the more research done will ultimately lead to 

finding a cure.  This situation is vital to the organization achieving its mission statement. 

MMOREʼs presence has the potential to impact their target audience, which are multiple 

myeloma patients, doctors nationwide, families of multiple myeloma patients and 

caregivers.   

Strengths 

MMOREʼs current practices include a number of strengths. During the client 

interview, MMORE president Nancy Kaufmann expressed that the project is relatively 

local. She indicated that the campaign should be centered in Ohio, which makes 

mobility less of an issue. The events do not need to fit a mold because new events 

should be grassroots; organized by individuals or groups. MMORE cannot take on 

planning another yearly event. This gives potential event hosts the opportunity to be 

creative with planning. Another strength of the project is the fundraising precedent. At 

the client interview, Kaufmann said the majority of donations to MMORE fall between 

$25 and $100, which is not as large as participation fees for organizations like 

Pelotonia, whose minimum fundraising commitment to be a rider is $1,200 
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(Pelontonia.org). In addition, MMORE is a 501(c)(3) organization. Donations to MMORE 

are tax-deductible. MMORE currently has two summer events, MoveMMORE in June 

and RideMMORE in August, thus leaving July without an event. This creates a strength 

to increase awareness of MMORE in July.  

Weaknesses 

Being a relatively young organization, MMORE has a number of weaknesses. 

Kaufmann stated there is little awareness of what multiple myeloma is, beyond those 

affected and their relatives. The publics are mainly non-publics and latent publics: either 

they are not aware of multiple myeloma or MMORE, or they are aware of multiple 

myeloma but do not take advantage of MMOREʼs resources. The $1000 project budget 

is a challenge with a goal to expand awareness across a large audience. A strength that 

can also be a weakness is MMOREʼs inability to plan another event itself. Anything 

beyond the already established events must be grassroots. This gives the individuals 

and groups the opportunity to be flexible and creative in planning, but there is also the 

burden of organizing the event. 

Opportunities 

Outside opportunities for MMORE are plentiful. Many restaurants and businesses 

have fundraising opportunities, such as having a percentage of sales profits in a specific 

time window go to nonprofit organizations. There are also ample locations in Columbus 

and surrounding areas for events like 5K races, dance-a-thons, pancake breakfasts and 

other potential events. Both provide grassroots event planners the option to create an 

event tailored to an area that is open to fundraising. Another opportunity is the large 
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population of Columbus meaning that a possible target audience is likely connected to 

many networks. With such a large part of the Ohio population being in Columbus, this 

public covers a broad range of demographic characteristics thus increasing awareness 

across many types of people. Medical professionals in the myeloma clinic at the 

OSUCCC-- James already have a relationship with MMORE, providing an opportunity to 

further strengthen those bonds and capitalize on the resources they provide to 

accomplish the campaignʼs goals.  

Threats 

Outside threats start with the success that other nonprofit organizations and 

causes have garnered. Pelotonia and Susan G. Komen are two competitors with events 

in the same timeframe as multiple myeloma month. They do not have opposing goals to 

MMORE, but they are widely known and have more participants, higher donations, and 

a higher likelihood of being chosen by potential donors. MMORE has less awareness, 

making other large nonprofit organizations an external threat although the organizations 

serve the same purpose. Multiple myeloma also does not affect as many people as 

other cancers so fundraising efforts are less popular among donors. In addition, October 

is breast cancer awareness month, directly after myeloma month in September. People 

may be less likely to donate knowing that breast cancer month directly follows. In terms 

of publics, the community aged 65 and older may be difficult to reach with web-based 

messages and social media because of trends among that age demographic. The 65 

and older public may also be more limited with respect to putting on grassroots events. 
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With publics that include a wide range of demographics, message creation may be 

difficult to effectively appeal to diverse audiences. 

Secondary Research- Publics  

The secondary research conducted helped to gain a better understanding of how to 

reach the publics that were elected for this campaign. By compiling information about 

Ohio residents 65 and older, Columbus moms of children in elementary school ages 25-

45, children ages 6-12, and the best practices of comparable campaign strategies, 

tactics can be more clearly defined to ensure success. 

Moms 
 

According to a survey conducted by the JWT advertising company, mothers tend 

to have a majority of the control when planning the childʼs activities and indoor 

household responsibilities (Miley & Mack, 2009). Financially, working mothers carry out 

the task of paying bills and expenses. The survey also stated from the Boston 

Consulting Group that mothers are responsible for “$4.3 trillion of the $5.9 trillion in U.S. 

consumer spending, or 73% of household spending” (Miley & Mack, 2009). As for social 

media, with momsʼ multitasking tendency due to their multiple responsibilities at work 

and home, they tend to “[augment] their social media diets with content from their peers” 

(Miley & Mack, 2009). Therefore they are connected to their social media such as 

Facebook and Twitter.  

 According to a study conducted by Edison Research, moms are considered 

women who have children ages 18 and younger. The majority of women who fall under 

that category are 25-45 years old (Edison Research, 2012).  
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65 and older 
 

With respect to the 65 and older population of Ohio, academic research was the 

best way to understand how the demographic receives news, how they are persuaded 

with messages, and how the 65 and older public respond to those messages and why. 

Research supports that the most commonly affected age demographic to be diagnosed 

with multiple myeloma is the 65 and older generation. “The proportion of patients with 

multiple myeloma aged 80 years or older doubled between 1950-1959 and 2000-2005” 

(Turesson, Velez, Kristinsson & Landgren, 2010). Overall, the 65 and older public is far 

more affected by this blood cancer. 

The prognosis or chance of recovery depends on the stages of the cancer, thus 

catching it early is key to positive outcomes (cancer.osu.edu, 2013). This supports the 

campaignʼs goal to spread awareness across this key public. 

The Board Report for Graphic Artists gave insight as to how the 65 and older 

community receive and respond to messages. By understanding how this demographic 

processes information, messages can be better designed to effectively raise awareness 

about multiple myeloma and MMORE as an organization. “Sensitive graphics increase 

readership with seniors since nearly all of them suffer from some sort of visual loss or 

impairment after the age of 65” (Bryan, 2000). It is important to use large type size for 

printed materials. Symbols that are positive to this group including the flag, monuments, 

historic scenes, civic buildings, religious buildings, and grandparents with children all 

resonate with this generation because of their upbringing in a specific time period. The 

research suggests distributing messages to the 65 and older public is most effective in 
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churches, funeral homes, beauty shops, barbers, and grocery stores. By grasping 

where this demographic spends their time, the campaign can reach the most individuals 

in these given locations. According to Kris Hiss of the Milwaukee County Department of 

Aging, personal outreach campaigns may be the best way to reach this population 

because often they are isolated and donʼt leave their homes (Bryan, 2000). An 

understanding of the 65 and older publicʼs habits with respect to interaction with others 

helps to use specific approaches to reach this specific public. 

In terms of challenges, based on a smaller study, “the greatest obstacles for 

participants in using computers were age-related changes in physical, cognitive and 

sensory abilities” (Stark-Woblewski et al., 2007). Of 348 people age 65 or older, 80 

percent did not use email to communicate. Other mediums of message creation will be 

used based on this data. Print materials to send messages and to create awareness is 

more traditional and more likely to be attended to by the 65 and older community. 

 Conducting research about the financial state of the 65 and older public was 

integral in understanding their likelihood to donate to a nonprofit organization. According 

to the Federal Interagency Forum on Aging Related Services, “between 1984 and 1999, 

the median net worth of households headed by those 65 and older increased 69 

percent…Americans over 65 control $7 trillion in wealth, over 70 percent of the countryʼs 

asset” (Polyak, 2000). Based on this information, the 65 and older age group is a strong 

public in the sense that they have money to give.  In terms of media, this age group gets 

their media from the newspaper and TV.  Based on a study by the National Opinion 

Research Center, 71 percent of people ages 65-74 read the paper daily. People aged 
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75 and older watch at least five hours of TV every day. Direct mail is a key way to target 

this public because, as stated above, this age group spends much of their time at home. 

With respect to where the 65 and older public gather the information about health 

related issues, according to Polyak, “74% of seniors use the Internet to find health 

information and are looking at sites related to chronic conditions” (Polyak, 2000). From 

this statistic, it can be derived that over a fourth of seniors still use another form of 

media to get their health information, such as word of mouth. In terms of message 

design for this age group, it is important to understand how, given their experiences, this 

generation may respond differently to certain tactics. “Successful marketing focuses on 

the key events that shaped the generation that came of age in the years after World 

War II…marketing that uses scare tactics doesnʼt work” (Polyak, 2000). This research 

suggests that audiences among this age group will not respond favorably to fear 

appeals because this generation lived a life of fear given historical context. 

It is important to understand how research supports extended life expectancies. 

According to the Federal Interagency for Aging-Related Statistics, “Those who live to 

age 65 can expect to live an average of 18 years more…theyʼll be customers longer, 

and building loyalty now” (Polyak, 2000). Loyalty is key in distinguishing a brand. With 

members of this public living longer, getting information to them about multiple myeloma 

and MMORE will help increase awareness through their immediate networks and those 

with whom they interact as well. 
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By looking at how magazines and other print mediums target the 65 and older 

public, case-based research supports that people do not want to be called out based on 

their age. For example, “to inspire readers, Arthritis Today profiles well-known 

individuals living with arthritis—no matter their age” (Figueras, 2009). Using celebrity 

endorsements was an effective measure to address a health issue among the 65 and 

older population.  

Youth 
 

Some may argue that there is not much financial benefit for nonprofit 

organizations to have children as a target public for fundraising since the general 

perception of children is that they are financially dependent on their parents.  However, 

childrenʼsʼ buying power and their impact over their parentsʼ buying decision seems to 

increase as time goes by. Global Problem and the Culture of Capitalism reported, “the 

role of children in American life changed dramatically; they became, and remain, pillars 

of the consumer economy, with economic power rivaling that of adults” (Allyn and 

Bacon, 1999). In addition, children can also yield their buying power indirectly by 

persuading their parents. Dan Cook, assistant professor of Advertising and Sociology at 

the University of Illinois said in his article, “Observe a child and parent in a store. That 

high-pitched whining youʼll hear coming from the cereal aisle is more than just the 

pleadings of a single kid bent on getting a box of Fruit Loops into the shopping cart. It is 

the sound of thousands of hours of market research, of an immense coordination of 

people, ideas and resources, of decades of social and economic change all rolled into a 

single, ʻMommy, pleeease!ʼ”( Cook, 2001). The childrenʼs simple request might be 
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irresistible for their parents to refuse.  This indirect financial power of children might be 

the core reason that non-profit organizations should pay attention to the children target 

market. 

Another reason why children are important as a target market can be seen from a 

long term perspective. Anup Shah said in his article, “Marketers see children as a future 

— as well as current — market and hence brand loyalty at a young age helps in the 

quest of continued sales later” (Shah, 2010). Compared to the other target publics, 

children might have the most potential benefit as donors and supporters. If a nonprofit 

organization manages to infuse children with the concept of why donations and 

volunteers are needed for the organization, the children might serve the organization for 

a longer period than the other publics.    

The most powerful benefit of having the children is in their extensive use of social 

media. The clinical report explained, “Using social media Web sites is among the most 

common activity of todayʼs children” (O'Keefe et al., 2011). This quote proves that 

children can generate buzz with social media about the nonprofit organization they 

support by sharing the organizationʼs information with their other friends through social 

media.  

Locations 

When it comes to Fourth of July festivities, cities across America have festivals. 

Anything from fireworks to parades and picnics occur and bring families together. The 

campaign believes that this would be a great time to get MMORE involved. This could 

also tie a family aspect into promoting the organization. When deciding which cityʼs 
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activities would be best for MMORE to get involved with, the campaign looked at both 

the cityʼs income and the events they hold on the Fourth of July. 

        Dublin is one city MMORE could become involved with. Dublin has an estimated 

population of 42,346 and a median household income for the years of 2007-2011 of 

$113,361 (State & County Quickfacts, 2013a). The city hosts different events throughout 

the day to celebrate Independence Day (City of Dublin, June 2012). These events 

include a fishing derby, watching the inflation of parade balloons, a parade, a canine 

Frisbee competition, entertainers, an evening celebration, and the events finish off with 

a fireworks display. 

        Another city that MMORE could become involved with for the Fourth of July is 

Upper Arlington. Upper Arlington has an estimated 2011 population of 34,223 and a 

median household income of $96,810 for the years of 2007-2011 (State & County 

Quickfacts, 2013b). Similar to Dublin, this city also hosts events throughout the day to 

celebrate (Upper Arlington Civic Association website). Beginning with wake up calls, 

Upper Arlington opens with a parade, followed by a party in the park with entertainers, 

and finishes the day with fireworks. 

        The final city that MMORE could reach out to throughout their campaign is New 

Albany. New Albany has an estimated 2011 population of 7,834 and a median 

household income of $172,321 for the years 2007-2011 (State & County Quickfacts, 

2013c). 
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Secondary Research- Strategies and Tactics 
 
Campaign 

Looking to increase involvement in MMOREʼs MoveMMORE 5k walk/run, secondary 

research was conducted from websites, research studies, surveys and case studies to 

relate to the project and understand what information already exists with respect to 

nonprofit campaigns. 

Using the Premier Sports website, which records the races completed in central 

Ohio throughout the year, the ability to target MMOREʼs competition for participants is 

possible. In 2012, there was only one other 5k, Jog for Jill, the same day as the 

MoveMMORE 5k (Premier Sports, 2012). Other 5ks in June have an average of 4.5 

different races per Saturday. 

In observation of the success of the American Cancer Societyʼs Relay for Life as 

well as its similarity to the MoveMMORE 5k, it was of particular interest to use the best 

practices method to investigate why teams were effective in fundraising. Research study 

“Fundraising through Competition: Evidence from the Lab” by Henrik Orzen of the 

Centre for Decision Research and Experimental Economics explores how competition 

affects altruism. In his model it explains when there are multiple parties bidding (or 

contributing) toward a goal (winning) the amount contributed was higher than that of the 

individual (Orzen, 2008). By identifying the benefits of team-based fundraisers, this 

information supports a main tactic to implement into the campaign with respect to both 

the MoveMMORE and RideMMORE races. This data will help increase donations and 

overall excitement within these two events. 
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Interpersonal 

Interpersonal communication involves face-to-face contact with the audience and 

is one of the most persuasive and engaging communication tactics (Smith, 2009). One 

important advantage of interpersonal tactics is that the message content and delivery 

can be controlled by the organization (Smith, 2009). Since the organization is 

communicating directly with its audiences, the message will always be conveyed the 

way the organization intends and there is no outside force which alters the message. 

Another advantage of interpersonal tactics is that they are relatively inexpensive 

(Smith, 2009). Most of the resources involved in interpersonal communication can come 

from within the organization. 

In general, the main goal of interpersonal communication is to create an 

environment that is rooted in two-way communication which actively involves its publics 

(Smith, 2009). The shared interests of the organization and its publics will likely be 

addressed if the organization can create this personal involvement with its audience. 

Special Events  

Special events help get the public involved through the process of the event. 

Physical involvement by volunteering to organize the events and participating to enjoy 

the event eventually leave them a perception that they are members of the organization. 

“Special events are another useful way to generate audience participation. Those are 

staged activities that an organization develops or orchestrates to gain the attention and 

acceptance of key publics” (Smith, 2009). Smith, however, explains that some special 

events might play against the positive image of the organization if they use it in the 
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wrong way. He said,“the publicity gimmick planned mainly to gain publicity [has] little 

value beyond that. Avoid self-serving publicity stunts, but donʼt miss the news value of 

legitimate special events” (Smith, 2009). Journalist, public relations practitioners, and 

other media gatekeepers might refuse to cover the special events if they are too 

ordinary and routine especially when the purpose is mainly to gain publicity to serve 

their organization. 

Alliances and Coalitions 

Alliances and coalitions are usually made in an effort to collaborate with another 

organization that might have similar objectives. Based on the companyʼs level of 

involvement, the name of the relationship is defined as either an alliance or coalition. 

Working with other organizations helps to raise awareness because there are more 

people who attend to messages. Pairing with an alliance or coalition extends reach and 

validates the purposes that both organizations have because more people support the 

same cause. “When two or more organizations join together in a common purpose the 

combined energy offers a real opportunity for strategic communication initiatives” 

(Smith,2009). This strategy fits well into an organization that has a low level of 

awareness. “Organizations that recognize they have a poor reputation with their public 

sometimes seek alliances with organizations having a better standing with the public” 

(Smith, 2009). While MMORE does not have a poor reputation, they want to increase 

their presence. By taking advantage of already existing publics for other organizations 

that share similar goals, MMORE can extend their reach thus spreading awareness.  
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Pulsing 

Pulsing involves the best aspects of both continuity and flighting communication 

patterns (Sissors & Baron, 2010). Pulsing is similar to continuity in that the message will 

be communicated throughout the time period of the campaign. Pulsing also takes 

advantage of the flighting aspect in that there are certain periods where the level of 

message delivery increases to meet the demands of important events and time periods 

throughout the campaign. By combining elements of both continuity and flighting 

techniques, pulsing is the safest communication pattern because it covers a variety of 

communication situations and contains none of the disadvantages of the other two 

patterns (Sissors & Baron, 2010). 

Ethos 

Ethos uses the source of a message to establish credibility which helps  to 

disseminate a message and persuade audiences (Smith, 2009, p. 142). According to 

Smith (2012), a strong communicator has credibility, charisma and control. When a 

public hears a message coming from a source who is likeable, has some sort of 

authority and also has an amount of expertise in the given subject, members of that 

public are more likely to accept what the source is saying.  

Pathos 

Pathos refers to appealing to sentiment which is important when an organization 

is trying to lead people to having positive emotions about a particular cause. Altruism 

appeals are especially effective when the focus is on generosity, charity, kindness, and 

unselfishness (Smith, 2009, p. 159). Because MMORE is looking to raise awareness 
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about their charitable organization, using positive appeals helps audiences attend to the 

message in an emotional way making it more memorable and salient.  

Message 

According to Lwin & Phau, guilt can be a powerful tool. Guilt is an uncomfortable 

emotion and based on Lwin & Phauʼs research, humans take action to reduce that 

feeling. This research study also supports the Negative State Model, which supports 

that people look to eliminate any type of negative sentiment (Lwin & Phau, 2009). 

According to Smithʼs literature on public relations strategies, “If guilt appeals are to be 

effective, their messages must make people feel part of the solution” (Smith, 2009, p. 

162). By using the word “you” in the message, those who attend to the message identify 

with a sense of guilt if they do not participate in charitable actions.  

Organizational Media 

Organizational media are created by the organization, which controls the 

message content and timing as well as the distribution and audience access (Smith, 

2009). This kind of media is ideal when an organization wants to reach a large audience 

but still have control of the message being sent out (Smith, 2009).  These tactics can be 

tailored to specific publics and have a better chance of achieving success with action 

objectives than news or advertising tactics. 

An important piece of organizational media to consider is the brochure. 

Brochures are organizational publications which deal with a particular issue (Smith, 

2009). Brochures can provide important information about the history of the 

organization. Advocacy brochures attempt to educate publics and draw in support on 
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issues which are particularly important to the organization (Smith, 2009). When an 

organization has a lot of information to present to its audience, such as information 

about a deadly disease, brochures are a valuable tool to utilize and distribute because 

of how quickly and easily an audience can read and understand the information 

provided. 

Social Media Marketing 

Because social media is a such a current component of peoplesʼ everyday lives, 

this campaign uses social networking sites that MMORE has already set up to 

effectively market to the moms public.  According to a study conducted in 2012 by 

Edison Research, 93 percent of moms have internet access from any location and 72 

percent of moms have a Facebook page (Edison Research, 2012). Moms however do 

not use Twitter nearly as much with only 10 percent actually using the social networking 

site. Moms choose to use their phones to access social networking sites over watching 

TV (Edison Research, 2012).  

 In terms of how Facebook specifically can be used to benefit nonprofit 

organizations, Randi Zuckerberg explains how social media is more than just a place for 

people to learn how to donate. Zuckerberg talks about the power of the ripple effect 

based on the networks and connections that exist on the platform. “Each time someone 

clicks “like” or joins a cause on Facebook, they are broadcasting that message to 

hundreds of their friends” (Edison Research, 2012, p. 177). Social media marketing 

takes word of mouth marketing to a technological level. Because people are in different 

networks, anything they share gets viewed by their connections as well further 
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increasing the reach of the message. With more exposure, there is a larger chance for 

the website and other social media outlets to gain impressions.  

News Media 

News media exist primarily to present important information to various audiences 

(Smith, 2009). There are three important benefits news media offers which are not 

usually associated with other tactics. First, news media can generally reach large 

audiences (Smith, 2009). A large audience means higher awareness for the 

organization. 

The second benefit of news media is that the publicity generated through these 

media vehicles is free (Smith, 2009). News media does not charge for publishing stories 

through its media vehicles as this would be unethical and would create a conflict of 

interest. 

The third and most important benefit of news media is that it adds credibility to 

the organizationʼs message (Smith, 2009). Through third party endorsement, which is a 

message prepared by someone outside of the organization, the information offered up 

about the organization is validated and can be trusted by readers (Smith, 2009). 

An important form of news media is newspapers. Newspapers tend to have a 

high circulation and are most popular with people ages 65 and older (Smith, 2009). The 

most efficient way to promote an organization through newspapers is by pitching press 

releases to media outlets. (Smith, 2009). With stories written by the organization, the 

information is credible and sends the exact message and organization wants to 

spread.           
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Television news is one of the most popular news outlets. To make efficient use of 

television news, organizations send out video news releases to television networks. 

Video news releases are 30-90 second video clips, complete with narration, interviews, 

and background information that are sent out to television journalists (Smith, 2009). 

These releases make publishing news stories about the organization easier for the 

news outlets. 

        In addition to video news releases, media advisories can also be sent out to 

inform news outlets of upcoming news opportunities (Smith, 2009). Media advisories are 

common tool for informing news networks about upcoming news conferences, 

photograph opportunities, or a newsworthy activity involving the organization (Smith, 

2009). Media advisories are a great way to promote live news opportunities to 

numerous networks and create publicity for the organization. 

Primary Research 

Primary research is integral in gaining a more specific perspective in how to 

appeal to each specific public in this communications campaign for MMORE. A survey 

to past leaders of grassroots events will help to identify what made them successful. 

Additional surveys will be sent out to people in each target public to understand what 

tactics are best to reach them. The primary research collected from the client interview 

is integral in understanding the organization in general while learning what resources 

are available to accomplish the goals the client expressed.  

        The survey will be given to those who have hosted a grassroots event that raised 

funds for a nonprofit organization. To effectively identify to potential supporters how 
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grassroots events function, it is necessary to know what made their event successful. 

This will give insight as to how these events should be conducted. There are past 

grassroots events listed on MMOREʼs website which would help to get in contact with 

one or more of the groups who have already had an event. Nancy Kaufmann can also 

be a resource to help find information from the hosts of these events. Other local 

events, even if not conducted for MMORE, could also be used to help gather 

information. The questions included in the survey are the following: 

- For what organization did you conduct your grassroots event? Why did you 
choose this organization? 

- How did the organization contact you to host the event? What persuaded you to 
put on the event? 

- How many people attended? How much money did you raise? 
- How did you promote your event? Did you use social media? 
- Describe the event itself. What were the positive aspects? Negative aspects? 
- What would you do differently next time? 

Sending out three different surveys to each of the three key publics will help to 

determine how audience members will respond to different potential approaches to the 

campaign tactics and message. Each of the three surveys had the same questions in 

general, with a few specific components based on the age of the respondents. The 

surveys will be able to identify the most preferred slogan or message for the campaign, 

favored promotional items, frequency of family time, current level of willingness to 

donate to a cancer-related cause and demographic information. The surveys will be 

distributed to at least 15 children ages 6-12 in a Cleveland public elementary school, at 

least 15 moms ages 25-45 in Cleveland and at least 15 Ohio residents ages 65 and 

older in Cleveland. Surveys were conducted in Cleveland because of availability of 

respondents. Responses will be collected and analyzed, keeping in mind the 
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demographic information and how different tactics will require different approaches 

based on age specifically. 

        Finally, the interview with Nancy Kaufmann has shed light on the current situation 

MMORE faces and the goals the organization has to improve its marketing strategy. 

The information provided will help determine publics and goals associated with those 

publics to ensure a successful campaign. Throughout the client interview, there were 

two objectives Kaufmann emphasized: to increase awareness and to increase 

grassroots event involvement to raise funds. 

        The following information was gathered based on responses to questions 

throughout the interview. MMORE wants more people to become aware of not only their 

organization, but also of multiple myeloma itself. MMORE wants to increase education 

about this disease to patients, their families, doctors, and people in general. This 

disease most commonly affects people ages 65 and older, and is most commonly found 

in African Americans. To increase awareness, MMORE has been working in close 

relation with OSUCCC--James at Ohio State University. Their website also has useful 

information about the disease. If information is spread about the disease and the 

organization, more people could feel inspired to take action. 

        With a substantial amount of large events that already exist for MMORE, the goal 

is to raise funds through grassroots events, another goal identified during the interview. 

Much of their funds come from events held by independent groups to raise money for 

the fight against multiple myeloma. All funds are then donated to MMORE. The 

organization wants to publicize their success with grassroots events as they have raised 



 

24 
 

$1 million with their help. This funding helps support research towards a cure. MMORE 

does not currently have any big corporate donors; all donations have been relatively 

small but have added up. MMORE relies heavily on the help of others to conduct 

independent events. 

        Awareness and grassroots events were a focus, but not the only topics covered 

during the client interview. Kaufmann mentioned they would like for the campaign to 

range approximately three months, or even an entire year, with a $1000 budget. The 

organization is currently located in Columbus, but moving forward, MMORE would like 

to expand throughout all of Ohio and eventually throughout the country. 

        Providing support to patients and their families is very important to MMORE. 

They have created the Ohio myeloma initiative, a database of information including 

information about past and current myeloma patients. The organization points people to 

support and education groups throughout the area and would like to provide attendees 

with gas cards to make traveling to educational meetings and support groups easier. 

Kaufmann also discussed different pharmaceutical companies that can help with 

financial support for these patientsʼ and familiesʼ medical costs but there is little 

awareness of resources available to patients. 

MMORE would also like increased media attention to help spread the word about 

their organization; currently they only use word of mouth marketing. MMORE recently 

hired their first employee to handle social media to help reach people in online 

communities. Much of the awareness they want to spread is to people living in rural 

areas, especially around Columbus and Cleveland. Both of these cities have excellent 
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support for myeloma patients, but MMORE would like for people outside of the cities to 

know what opportunities exist. 

MMORE already conducts a few events of their own, but would like to see 

improvements. While the gala fundraiser put on in February is at maximum capacity with 

respect to attendees, Kaufmann would like to see their MoveMMORE and RideMMORE 

events have a greater turnout. Another goal that they would like to see with these 

events is for there to be a bigger emphasis on groups of people registering for these 

fitness-based events in teams. They also want to look into what type of specials they 

could use to gain more participants, such as sending out more information and giving 

discount prices for early registration. 

Problem Statement 

The main issue MMORE faces is a lack of awareness for both the organization 

and multiple myeloma throughout Ohio and among those directly affected by the 

disease. In addition, there is an overall lack of funds to continue to support research 

efforts in the hope of furthering treatment developments, eventually leading to a cure. 

Goal Statement 

To increase awareness about multiple myeloma and MMORE among core 

publics in the greater Ohio region. Awareness will ideally stir action and encourage 

those suffering to seek MMORE's resources and spur on individual and group 

participants to plan, donate to, attend and raise funds for grassroots events. 
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Primary Research Findings 
 
Grassroots Survey Results 

Doug Hare, president of Central Ohio Youth Baseball League (COYBL) and Abby 

Mallon of Northwest EyeCares both coordinated grassroots events for MMORE and 

agreed to be interviewed about their events: a baseball tournament that raised $32,486 

and a raffle that raised $500, respectively. Both sought out MMORE and chose to do 

events because of personal reasons: Hareʼs son was diagnosed with multiple myeloma 

at age 26 and felt that the researchers at OSU-CC James were on the cutting edge of 

finding a cure. Northwest Eyecares were doctors/friends of the MMORE founders. This 

reinforced what Nancy Kaufmann said in the client interview: people with a personal 

involvement to multiple myeloma are motivated to get involved with MMORE. The 

success of the initial baseball tournament motivated Hare to continue the event. 

Throughout a three year baseball team endeavor that used word of mouth, Facebook 

and the COYBL website, Hare helped organize 388 teams involving a total of 4,600 

people. The event raised $90,000 from entry fees, silent auctions and donations. 

Mallonʼs event also used social media and word of mouth to hold an open house style 

donation event. Mallon estimated that 25 people participated in the raffle. Hareʼs 

endeavors were highly profitable, with his only complaint being a lack of sufficient 

volunteers. Mallon would have promoted the event more to increase turnout.  

Hare and Mallonʼs feedback reinforced what Nancy Kaufmann initially said at the 

interview - that people who are personally affected or in a circle of someone affected by 

multiple myeloma are more motivated to contribute to fundraising.  
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Moms ages 25-45 public survey results 

For the moms public, participants were asked to take a 12 question survey. The 

survey included demographic questions and questions to determine the most favorable 

message. The survey was taken 35 times by parents ages 25-65. Most fell in the 46-55 

age range. Thirty-one women, three men and one respondent who preferred not to 

identify with a gender took the survey, but some questions had as few as 29 responses. 

Some questions gave the option select multiple answers. These questions aided in 

picking out which swag would be best to distribute. 

 

When participants were asked which slogan they liked best out of six choices, the 

responses clearly pointed to a favorite. In this survey, “We Canʼt Do MMORE Without 

You” was the preferred choice with 17 out of the 34 responses. When prompted to 

explain why this slogan was chosen, respondents said it made them feel connected to 

the cause and insinuated that MMORE needed them to make an impact. 

The results showed 26 out of the 35 survey participantsʼ favorite activity for the 

Fourth of July is going to watch fireworks. Since it is a holiday, this is a great time to 

target families by passing out promotional items for MMORE. When asked which 
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promotional items they would be most excited to receive, the participantsʼ favored tote 

bags and T-shirts. During the fireworks picnic, volunteers could hand out educational 

materials along with tote bags and T-shirts to the awaiting crowd. 

Participants were asked how often they see their parents to gauge how effective 

having the parentsʼ public recruit their parents would be. Most responses fell between 

daily and once per week. This makes sense because in the survey results, 29 

responses showed that the grandparents live in Ohio but not in Columbus.  

 
 

According to survey results, participants would rather donate to an organization 

benefitting cancer and no one would willingly create their own event. Thirty-four out of 

the 35 participants have been personally affected or know someone affected by cancer. 

The most popular form was breast cancer, but two responses indicated knowing 

someone affected by multiple myeloma. Those two people with knowledge of multiple 

myeloma are enough to have a ripple effect for people who will donate to or attend an 

event in honor or memory of the affected persons in their lives. 

Ohio residents 65 and older public survey results 

Of the six slogans provided, both “Letʼs Do MMORE” and “We Canʼt Do MMORE 

Without You” received the most votes with six each out of the 15 respondents of the 65 

and older survey. 
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Of the activities that coincide with the Fourth of July, fireworks were the favorite 

activity among grandparents, with eight votes out of 15. This result is parallel with that of 

the youth survey and the parent survey. Parades and cookouts were also chosen as 

favorites with three votes each, but fireworks received more than twice as many votes 

as any of the other choices. 

The promotional item that would excite this public the most is the tote bag. Six 

respondents out of 15 chose the tote bag. Sunglasses and T-shirts received three votes 

each. These results are similar to that of the parent respondents, who also favored T-

shirts and tote bags. 

The survey found that of the 20 grandchildren that the respondents had, 14 lived 

in Ohio but outside of Columbus. The survey also showed that three of the 

children/grandchildren did live in Columbus and three others lived outside of Ohio. The 

survey was not distributed in Columbus; these results show the likelihood of Ohio 

residents having family who live in close proximity. 

When asked how often they see their children or grandchildren, the two most 

common answers were every day and once a month. Each answer received five votes 

and once a week and “2-3 times a month” received five votes combined. Only one 

respondent said they saw their children/grandchildren once a year and this was one of 

the respondents who had family out of state. Based on these results, if a grandparent 

has children or grandchildren living in Ohio, they are likely to see them at least once a 

month. These results are similar to those of the youth and parent surveys and shows 

that the campaignʼs mission to spread the “We Canʼt Do MMORE Without You” 
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message to entire families is plausible. The “You” helps to link each public and unifies 

families 

Respondents were asked what they would be willing to contribute to a fundraising 

event involving the fight against cancer. Twelve of the 15 respondents said they would 

be willing to make a donation to the organization. Three others said they would attend 

an event in support of the organization. Since most Ohio residents age 65 and older are 

retired, they might not be as willing to create their own event to raise funds as this takes 

a lot of time and energy. By linking families together, grandparents might participate in 

events hosted by their children or grandchildren. 

Fourteen of the respondents said they knew someone with cancer. It is likely that 

this group will have a much more personal connection with cancer and this could make 

them more inclined to help to raise funds and awareness for MMORE and multiple 

myeloma. None of the respondents answered that they knew of someone affected by 

myeloma, so it is important to raise awareness of the disease. 

 Nine respondents said they would be more inclined to donate to a cause if asked 

by a family member and this shows how important it is to reach out to the 

grandchildren/children of this public to get them to ask their families to donate. 

When asked how much money they would be willing to donate, one respondent 

said $0, three respondents said no more than $10 and eight respondents said no more 

than $25. Only two would donate no more than $100 and only one more would donate 

more than $100. Although this public is not likely to donate a large sum of money to 

cancer research, they are still willing to contribute. These findings are consistent with 
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what Kaufmann provided in the client interview; most funds raised are smaller donations 

that add up. This information will help to set donation requests.  

Youth ages 6-12 public survey results 

The youth public found the slogan “We Canʼt Do MMORE Without You” most 

appealing, with 11 of 15 votes. When prompted to explain why, responses included the 

following: 

- the public believed everyone should help out 
- it sounds as if MMORE actually cares who they are saying the slogan to 
- it is interesting and makes you think about what it means 
- it is true and fun to say 
- it seemed as if the target of the slogan was actually needed 

 
“We Canʼt Do MMORE Without You” is the best choice to capture the publicsʼ 

attention. The reasons for their choices reflect that the youth public liked the feeling of 

being wanted and needed. They also liked that the slogan showed a sense of inclusion 

and that MMORE likes them. 

When asking the youth public which Fourth of July activities they enjoyed the 

most, fireworks were the most common answer. Out of the 15 students surveyed, 10 of 

picked fireworks as the favorite event. These results are similar to the adultsʼ answer. 

When asked which promotional item they liked the best, the most common answer was 

a water bottle. Although these results are different than the adultsʼ, it helps to narrow 

down differing preferences between the publics.  

The 15 students of the youth public were asked about their grandparents. The 

most common responses showed that 12 out of 15 of the grandparents live in Ohio. 

Also, the majority of the youth see their grandparents more than once a week. This 
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strengthens the campaignʼs overall strategy to reach three generations within families. 

Six youth responded by saying they see grandparents every day; three with more than 

once a week; and two with once a week.  These results help show that strong family 

connections bode well for spreading the message “We Canʼt Do MMORE Without You” 

across the multiple generations within the enveloping family public. 

In an attempt to find out information on what the youth public enjoys doing, they 

were asked what activities sounded the most fun. No response held the majority but 6 of 

the 15 votes said that a sport would be the most fun. This shows that children enjoy 

being active, which will be a focus of the campaignʼs events. Along with the activities 

question, results found that a majority of the students said that they would participate in 

a fundraising activity with their parents. This further supports that grouping publics 

together as families will be effective in fundraising efforts. 

Students were asked if they knew anyone affected by cancer. The survey 

showed there were nine students who knew someone affected. This helps show that 

even children have at least some knowledge of cancer. They might not know the details 

or specifics of it, but they are aware that it is around them. 

Client Interview 

An interview with MMORE president Nancy Kaufmann provided essential 

information on the current situation MMORE is facing and the goals the organization has 

to improve its marketing strategy. This interview informed the chosen objectives, publics 

and tactics for the following campaign. 
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The overall goal Kaufmann dictated was reaching a cure for multiple myeloma 

through donations for research. Most donations MMORE receives are by individuals and 

are less than $100. Therefore this campaign seeks to increase the number of individuals 

involved with MMORE events such as MoveMMORE and RideMMORE. The campaign 

also includes new and equally effective events to increase involvement and donations. 

Kaufmannʼs interest in using teams in MMORE special events will also be incorporated 

into the campaign. 

Throughout the client interview, there were two objectives Kaufmann 

emphasized: to increase grassroots event involvement to raise funds and to increase 

awareness of MMORE and myeloma. Kaufmann highlighted the notion that the MMORE 

organization has maintained a grassroots environment since its inception and explained 

the important role this has played in connecting with the public on a personal level. 

Accompanying this ideal, MMORE is built upon family as it was Kaufmannʼs daughterʼs 

diagnosis with multiple myeloma that spring boarded the organization.  As an extension 

to this environment, the publics chosen, children ages 6-12 years, moms ages 25-45, 

and the Ohio residents ages 65 and older, promotes the invitation of all generations of 

family to stand with MMORE. In this campaign, the moms are the central focus to 

increase grassroots events. On awareness, Kaufmann explained the demographics of 

those who are the most affected by multiple myeloma are those 65 years and older. It is 

important that this public receives information to gain awareness about myeloma and 

the services MMORE provides. 
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Kaufmann mentioned that MMORE would want to do a campaign with a $1000 

budget. MMORE would also like increased media attention to help spread the word 

about their organization; right now they mostly use word of mouth marketing. MMORE 

recently hired its first employee to handle social media to help reach people in online 

communities. With respect to timeframe, Kaufmann mentioned three months but was 

open to whatever made the most sense.  

Targeting Publics 

The publics targeted in this campaign cover a broad range of demographics. The 

three generational publics make up the family, which is the overall focus of the 

campaign. The priority public is moms ages 25-45 because of their ability to influence 

family decisions. The other two publics are children 6-12 and those 65 and older. Moms 

link the other two publics, acting as a liaison. Targeting the family allows the use of 

emotional and nostalgic appeals. Also, with all three publics closely related, the 

message, “We Canʼt Do MMORE Without You” makes the “you” into a family, unifying 

the three publics. 

Moms ages 25-45 

Mothers in the city of Columbus and the surrounding suburbs hold an accessible 

proportion density of the population. According to the 2000 United States Census the 

city of Columbus held 49,830 two-parent households with children, which is 16.5% of its 

population (Franklin County DataSource, 2011). Columbus held 28,046 female-headed 

households with children counting for 9% of its population (Franklin County DataSource, 

2011). In Columbus, mothers were 25.5% of the population (Franklin County 
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DataSource, 2011). A Columbus suburb of significance with interest to mothers is 

Dublin. As of 2000, Dublin recorded having 4,025 two-parent households with children 

second to Columbus. This amount takes up 41% of Dublinʼs population (Franklin County 

DataSource, 2011). 

In families with two biological parents, mothers tend to have the highest 

involvement in the childʼs school (Winquist Nord & West, 2001). All mothers, working 

and stay-at-home, tend to plan the childʼs activities rather than the father (Miley & Mack, 

2009). Mothers are best reached through online interaction like social media due to their 

multitasking tendencies (Miley & Mack, 2009). The motherʼs ability to initiate family 

activities and high involvement with the school allows them to influence the decisions 

and level of involvement with MMORE. 

According to Edison Research (2012), 93% of moms have internet access from 

any location. In the study, 299 women with children younger than 18 were surveyed. 

Results found that moms are spending more time with media and are connected to 

media both at home and “on the go” (Edison, 2012). Facebook is popular across this 

demographic but Twitter is less popular. According to an infographic from USA 

Touchpoints 2012, moms listen to the radio while doing other tasks. The most popular 

“other” activities included talking, traveling or commuting, and having a meal. 

Ohio residents 65 and older 
 

Those 65 and older donate the most to charities despite the fact that their 

incomes are not the highest of the age groups. According to Ollerearnshaw and Guild 

(2011), the 65 and older public donates about 20% more than 45-64 year old age 
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group and about 50% more than the 16-24 year old age group.  Not only does the 65 

and older public donate more money than other age groups, but they have the highest 

positive attitude toward future donations (Powell, 2012). This shows that people aged 

65 and older are the most charitable of the three target markets. 

According to the Colorado Nonprofit Association (2011), the 65 and older public 

is more likely to donate money to charities related to health or medical causes. The 

research shows that people aged 65 and older are 10% more concerned about health 

or medical related charities than the other age groups (Colorado Nonprofit Association, 

2011). 

The public aged 65 and older prefers donating by mail, in-person and through 

raffles (Ollerearnshaw & Guild, 2011). The 65 and older public is less likely to donate 

through a website or by using social media to support charities. They would prefer to 

meet in person. 

The population of the people ages 65 and older is likely to get their news from 

television. According to the Center for Media Literacy, television viewing increases 

after age 50 (medialit.org, 2011). According to a PEW research study, the likelihood of 

viewing local news has a positive correlation to viewerʼs age: 63% of respondents age 

65 and older claim to watch their local news while only 25% of respondents age 18-29 

say they watch the news. To best reach the 65 and older public, it makes the most 

sense to pitch to the media regarding MMOREʼs community efforts and events. 
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Youth ages 6-12 
 

The third public is youth ages 6-12. Children have an effect on their parent(s)ʼ 

purchasing decisions. A MarketingProfs survey shows that 98% of kids have at least 

some influence on what their parents buy at back-to-school time. If children can 

influence parentsʼ purchases, they also have an effect on parentsʼ willingness to donate, 

fundraise or attend events. Including children as a target public also reinforces the 

overall feel of the campaign as a family experience. In addition, 94% of schools host 

fundraisers every year. 1.8% of schools host up to 15 fundraisers per year.  (“Kids 

influence back-to-school,” 2009). This data shows that fundraising is not a foreign 

concept for children. Getting children ages 6-12 excited about fundraising or attending 

an event may persuade the rest of the family to join in with the MMORE family. 

Social media is a useful tool for MMORE to reach to this age group.  According to 

a report titled the Impact of Social Media on Children, Adolescents and Families, 

“Engagement in social media and online communities can enhance communication, 

facilitate social interaction and help develop technical skills. Online hobnobbing can 

enable youngsters to discover opportunities for community service and volunteering” 

(O'Keeffe et al., 2011).  As this report states, teens and tweens can play a vital role in 

increasing awareness of MMORE through social media. For example, children ages 6-

12 can expand awareness of MMORE by “liking” MMORE on Facebook and posting 

photos with their families at MMORE events. These respective activities will further 

awareness and bring attention to MMORE. 
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Message 
 
“We Canʼt Do MMORE Without You” 

Primary research proves that the message “We Canʼt Do MMORE Without You” 

resonates with all the publics because it makes audiences feel needed. This message 

was unanimously chosen throughout the surveys as the most persuasive and best-liked 

across the three publics.  

Objectives  

Moms ages 25-45 

• Action: To have an effect on the action of mothers; specifically to increase the 

number Facebook likes and the number of Twitter followers (Facebook likes by 

15% and Twitter followers by 20%) 

• Action: To have an effect on the action of mothers; specifically to gain contact 

information at MoveMMORE (150 moms to sign up) 

• Action: To have an effect on the action of mothers; specifically for them to attend 

the September MMORE Family Day (150-200 moms to attend event) 

• Acceptance: To have an effect on the acceptance of mothers; specifically for 

them to place signs made by children in their front yard and posting the pictures 

to Facebook (200 signs posted) 

Ohio residents 65 and older 

• Awareness: To have an effect on the awareness of the 65 and older public in the 

Columbus area; specifically to increase their knowledge of the MMORE 
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organization (sending the 50 letters written by the kids with an informational 

pamphlet about MMORE) 

• Awareness: Have a local news outlet (10TV news) feature a story on MMORE 

and the Kaufmann family on TV; specifically to increase the 65 and older publicʼs 

knowledge of MMORE (have 10,000 people 65 and older view the segment) 

Youth ages 6-12 

• Awareness: To have an effect on the awareness of youth in Columbus area 

elementary schools; specifically to increase 5th and 6th graders knowledge of the 

MMORE organization (for 2500 children to read inserts sent to schools) 

• Action: To have an effect on the action of youth in Columbus area elementary 

schools; specifically for them to create signs about MMORE to place in their front 

yard (200 signs created) 

• Action: To have an effect on the action of youth in Columbus area elementary 

schools; specifically for them to write letters to myeloma patients (50 letters 

written) 

Strategies 

Interpersonal 

Interpersonal strategies are the most effective way to target an audience 

because of the personal involvement component. With a tight budget, creativity plays a 

big role with respect to special events. With existing events and the creation of new 

events, MMORE as an organization can interact with publics. MMORE will be able to 

understand what their publics know about multiple myeloma and what education still 
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needs to be provided. The publics are also able to express their ideas about how to get 

involved with the campaign, making it individuals more likely to buy in to the campaignʼs 

overall message, “We Canʼt Do MMORE Without You.” Developing a relationship with 

donors is integral to maintaining a connection in the future and growing a network of 

MMORE supporters. 

Ethos 

By using Sarah Kaufmann or another myeloma patient as a key speaker in 

videos to post to the website and to social media channels, this campaign taps into 

presenting information from a credible source. Because Sarah Kaufmann and her family 

are the iconic family of the MMORE organization, any statement made by any of the 

family members will hold a certain amount of weight because they founded the 

organization. With the key publics being families, they will be able to identify with the 

Kaufmanns because of their overall charisma or like-ability and similarity. 

Pathos 

By tapping into the emotions of the publics, this campaign will use positive 

appeals to express love, togetherness, family values, generosity and nostalgia. 

Negative appeals also come into play with the message “We Canʼt Do MMORE Without 

You.” There is a certain amount of guilt that is expressed and using the word “you” 

targets each individual in a way that makes publics feel needed.  

Special Events 

Throughout the course of the five month campaign, MMORE will host a series of 

events to spark community involvement. By coinciding with the already established 
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events, the campaign will take advantage of the attendees by promoting new events. 

New special events coincide with holidays. Fourth of July will be MMORE Independence 

and Grandparentʼs Day in September will provide a family picnic to raise awareness for 

multiple myeloma month. Using holidays creates a positive and memorable connotation 

with the events and MMORE as an organization.  

Alliances and Coalition 

MMORE will pair with local schools to increase community involvement and 

overall awareness among families in school districts. Working with schools is a way to 

express that MMORE cares about the future. It also provides schools an opportunity to 

be philanthropic. Both parties benefit from this campaign because schools can promote 

family values and charity work with MMOREʼs help. MMORE benefits with access to 

families and children in a concentrated location. Grouping organizations together also 

helps to establish credibility for all involved.  

Pulsing 

The strategic plan will follow the pulsing communication pattern. The message of 

the campaign will be disseminated continuously with clear upticks around the time of 

events. There will never be a period of darkness because the campaign is five months 

so publics will never lose the idea that “We Canʼt Do MMORE Without You.” The 

constant exposure will maximize MMOREʼs opportunity to raise the most awareness. 

The surges of exposure around events will keep the campaignʼs momentum going.  
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Organizational Media 

Because the campaign targets people throughout all of Columbus, organizational 

media can help to reach what interpersonal strategies cannot.  With a focus on action 

strategies, organizational media helps to carry those out. By using social media, 

MMORE can interact and personally engage their publics, most specifically moms, to 

disseminate messages on a larger yet broader scale. Social media also provides 

MMORE the opportunity to ask for feedback and get ideas for fundraising efforts. Social 

media platforms help connect people within publics to form a connection, further 

creating a network of individuals who share MMOREʼs vision. This connection 

establishes a sense of dialogue which helps to gain the publicʼs trust. Social media is 

low cost, making it a strong strategy for MMORE with a limited budget. Passing out 

brochures at events will be effective in distributing information about multiple myeloma 

and MMORE, ensuring that all information is consistent and easy to understand. 

Tangible materials with the campaignʼs message, “We Canʼt Do MMORE Without You” 

will also add an element of consistency, reminding publics that they are needed and 

giving them a sense of responsibility. 

News Media 

Using press and media releases, news media has strong potential to reach a 

large audience at a low cost. Because awareness is a major goal and objective for 

MMORE, news media provides credibility to any content published. By sending out 

press releases for print media, MMOREʼs message can reach latent publics. People 

ages 65 and older are among the population who attend to print media according to 
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primary research. The majority of the population gets their news from TV; thus part of 

the plan incorporates media advisories to attract press to events. Live coverage would 

create buzz and add another element of personal appeal. 

Tactics 
 

This campaign focuses adding press coverage to existing events while also 

adding an event in September to support the multiple myeloma month. Tactics will be 

spread out over the course of a five month span.  

MoveMMORE 

During the first week of May, 2,500 fliers will be distributed to the elementary 

schools within the Dublin City School district, New Albany and Upper Arlington schools 

as well. Based on research, these are the communities with the highest household 

incomes, thus having more money to donate to the MMORE cause. The fliers will 

provide a description of MoveMMORE including time, date, location and next steps to 

register and attend. The schools will be given the informational fliers with an RSVP 

section for MoveMMORE and will be responsible for further distribution to fourth and 

fifth grade students. The fliers will require parents to identify if they are going to 

participate in the race as family teams or as individuals with the option to not participate 

but to give a donation. The fliers will also state that to sign up, parents can connect to 

the MMORE Facebook page or simply return their RSVP to the school. The RSVPs 

connected to the fliers are to be returned to the school within a two week deadline from 

the distribution date for a member of MMORE to pick up and record the participants. 
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During the second week of May a press release about the MoveMMORE race will be 

distributed to a media list that includes Columbus local newspapers.   

The social media editorial calendar will provide dates and descriptions of 

postings regarding sign up information, how to donate, other organizations with whom 

MMORE interacts, etc. The news releases and the fliers will provide social media 

information to draw people to the social networking sites initially. The message “We 

Canʼt Do MMORE Without You” will be spread via a viral marketing technique across 

social media.  

At the event on June 1st, the initial point of contact with the publics will be at the 

sign in table. Attendees will register by filling in name, email address, name of school 

district and check box if they know a multiple myeloma patient. Every person will receive 

a T-shirt upon registration as well as a raffle ticket. Three tote bags filled with donated 

gifts will be raffled off based on the registration.  

Any children who arrive will be given a poster board yard sign for a poster design 

contest. With markers on site, children can begin decoration before the race. They will 

be able to leave their signs at the decoration table during the race and they can pick 

them up when the event is over. To actually enter the sign design competition, a photo 

must be uploaded to Facebook and the MMORE page must be “liked.” A volunteer will 

be present at the sign making table to take photos of children with their signs. Photos 

will be uploaded to the MMORE Facebook page. The volunteer taking the photos will 

explain how to find participantsʼ photos on the MMORE Facebook page. To complete 

the entry, people must go to the Facebook page and “like” their post. The winning 
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design will become the cover photo of the MMORE Facebook page. The contest will be 

completed on July 1 and the MMORE Facebook page will be updated with the new 

cover photo on the Fourth of July. Also at the sign in table there will be a public giant 

sheet of paper for attendees to write down any grassroots event ideas as well as a 

private signup sheet for hosting grassroots events. After the race there will be a family 

oriented picnic. Food donations will be provided for after race snacks. At this time 

MMORE will give the announcement of the “We Canʼt Do MMORE Without You” 

campaign and the Fourth of July activities that will be held in Dublin. After the picnic 

there will be games such as Frisbee and cornhole for the families to play in addition to 

the blue and green tie-dye station for MMORE shirts. Photos will also be taken here to 

upload to social media pages. 

MMORE Independence 

For the Fourth of July celebration in Dublin, location chosen based on secondary 

research, MMORE will register for a table at the Dublin fireworks display. For the table 

decorating contest that is held on Fourth of July, supplies such as ribbon, balloons, etc. 

are to be bought by the third week of June. After MoveMMORE and for the remainder of 

June, there will be event information about MMORE Independence at Dublinʼs 

Independence Day posted on the MMORE website as well as on the MMORE Facebook 

page cover photo. MMORE will also ask family members to post photos and comments 

of what activities they do for the Fourth of July. Throughout this campaign, educational 

posts from MMORE on Facebook will explain how the donations for research will enable 

myeloma patients to have freedom from their disease. The educational posts will also 
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show why “We Canʼt Do MMORE Without You.” On the Fourth of July, the table inside 

the stadium where the fireworks are held will be centrally located to hand out MMORE 

brochures to the surrounding attendees. 

RideMMORE 

Promotion of RideMMORE through social media and Columbus area bike shops 

will be the marketing focal point of this event. Beginning the first week of May, 

distributing signs with QR access codes throughout Columbus area bike shops to be 

placed next to registers. The QR code will link to the RideMMORE registration page on 

MMOREʼs website. MMOREʼs Facebook and Twitter accounts will “friend” and “follow” 

local bike shops and interest group accounts (@TrekColumbus, @paradisegarage, 

@ColumbusRides, @rollbikes, @B1bicycles, @outdoorsource, @consider_biking, etc) 

and tweet about RideMMORE details to them. Interaction with bike shops will spread 

the message “We Canʼt Do MMORE Without You” to those who bike and are interested 

in raising money for a specific cancer cause. During the second week of July, a press 

release will be sent out to local magazines in Columbus specific to exercise and outdoor 

lifestyle niche markets. The press release will cover MMOREʼs dedication to pairing with 

other philanthropic causes such as Pelotonia to fight all cancers, but specifically multiple 

myeloma. 

Sunday September 8, 2013: MMORE Family Day 

The MMORE Family Day is an event that embodies the importance of family, a 

fundamental reason why MMORE exists as an organization. With family-oriented 

activities that focus on togetherness, MMORE Family Day will focus on garnering 
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support from MMORE as an organization to help raise awareness and funds for multiple 

myeloma research. From the MMORE family to other families this event centers on 

acknowledging “We canʼt do MMORE without you.”   

MMORE Family Day includes families registering as teams who will compete in 

various challenges in a tournament style to win a prize. The prize will be determined 

based on donations from local organizations. Requests for donations will begin as early 

as July with volunteers and supporters reaching out to local businesses and 

connections. Cake donation requests will begin in the first and second weeks of July. 

The event will be held at Avery Park in Dublin.  

Food: The families will be asked to bring a dish for a potluck celebrating family 

tradition and pride through food. Participants will be presented with the opportunity to 

enter a recipe competition by adding their creations to MMOREʼs  Facebook page by 

posting a photo. To supplement, starting as early as May, MMORE volunteers will reach 

out to local food vendors, catering companies, bakeries, grocers and restaurants to 

request food donations for the event including cake. Number and amount of food will 

depend on the number of people who register and show up to initial events.  

Sign In: At the event there will again be a sign in table with the same setup 

mentioned for the MoveMMORE event including the grassroots sign up, donations and 

swag distribution. This table will also have a schedule of the activities of the day. An 

itinerary will provide details about the days events in addition to information about 

MMORE and multiple myeloma. From the sign in area, the family participants will move 
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into the dining area/resting area where they will receive the MMORE Family Day kick off 

with an opening message from Nancy and family.  

In preparation for this event, a permit must be obtained from the City of Dublin 

and completed by May 8 to secure the location of Avery Park. The second week of 

June, a volunteer myeloma specialist is to be secured to be at the event to present 

information to the attendees. By the first week of August the 10 tables and 50 chairs are 

to be ordered for seating in the dining area. At the start of July, a volunteer will secure 

donations for prizes for each game that families will participate in during the day. This is 

also when the disc jockey search will begin. The ideal is to have family oriented music 

that appeals to all ages. They will provide a microphone and speakers as well to assist 

with event announcements.  

Following RideMMORE, a social media campaign will begin focused on all 

aspects of family such as posting photos with grandparents or family recipes. Social 

media interaction will encourage others within the organization to share and engage 

with one another, furthering involvement.  Through the website and the Facebook page 

a call for potluck dishes for the event will be added by the second week of August as 

well as the ability to sign up a family team for the event. The deadline for family team 

sign up is September 1, a week prior to the event. Supplies for the event such as water 

balloons, plastic forks, plastic plates are to be purchased by the second week of August. 

To promote this event to moms, an insert for the first mailed school newsletter of the 

year is to be added by August 11. 
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There will be a myeloma specialist who Nancy will introduce in her initial address 

after sign in. After explaining the itinerary for the day, the water balloon toss will begin, 

led by a MMORE volunteer. After, the minute to win it games will follow also led by a 

MMORE volunteer. Families will then be directed to the picnic table area for a cake 

decorating contest. Upon completion, each family will get their photo taken with their 

cake and people are free to eat, socialize, visit the information table and take photos. 

During any down time, the DJ will play music and engage the crowd. There will be a 

table setup with information for families to learn more about the disease, research and 

treatment in general. To draw people to this information source, there will be a coupon 

incentive for the local frozen yogurt chain Groovy Spoon if attendees stop by the table. 

Coupons will be obtained by the second week of August.  

Next to the information hub will be a photo booth type setup where families can 

take pictures. Images will be uploaded to MMOREʼs Facebook page and email 

addresses will be recorded with a corresponding image number. Photos will be emailed 

to respective email addresses after the event along with a thank you for coming and 

next steps to stay connected to MMORE.  

MMORE Family Day: Direct mail tactic (Targeting 65 and older)  

To ensure grandparents feel included at MMORE Family Day, at MoveMMORE, 

kids will be prompted to write letters to their grandparents inviting them to MMORE 

Family Day in September. MMORE will prepare envelopes including information about 

MMOREʼs Family Day and how to get involved in grassroots events. Parents will 

provide addresses to the grandparents and the letters will be given to MMORE 
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volunteers to send off in the mail. As the analysis of the target audiences shows, the 65 

and older public would prefer to be informed through the non-Internet based channels 

such as TV, direct mail and face to face. Based on this research, the tactic enhances its 

persuasiveness by making the letter personal with the handwriting by their 

grandchildren. For those who do not have access to grandparentsʼ addresses or family 

members who live out of town, children can write letters to local people aged 65 and 

older contacts received from an aggregate list provided by Central Ohio Elderly Care.   

News Media 

In the first week of May, a pitch will be sent to the local town and community 

newsletters about MMOREʼs June event. The story will feature a human interest 

component of Sarah Kaufmann and her family will give media outlets sufficient time to 

implement a story into their calendars. The release will also include dates and time of 

upcoming events.  

A media advisory the week before the event will provide press to attend the 

event, giving MMORE the opportunity to extend reach even more. 

For the MMORE Independence event in July, a press release will go out to local 

communities in the surrounding Columbus area targeting moms. The story will focus on 

family togetherness and MMOREʼs dedication to using good causes to bring people 

together.  

For RideMMORE, a story will be released during the second week of July to 

focus on a particular patient or family member of a patient aged 65 and older who is 

involved in RideMMORE and has participated in a grassroots event. This will give a 



 

51 
 

personal appeal to both mom publics and publics over age 65. By focusing on the 

success of the grassroots event, the release will point readers to creating their own 

events as well.  

Media coverage for MMORE Family Day is the biggest push because it is during 

multiple myeloma month. A media release and advisory will go out to local outlets to 

draw audiences to attend and donate. By emphasizing the family aspect, the target 

audience for the event is all of MMOREʼs publics. 

A pitch will be sent to local news stations in Columbus to do a story on MMORE, 

its events and Nancy Kaufmann. The story will focus on how MMORE as an 

organization began through family , its events and the campaign of “We Canʼt Do 

MMORE Without You.” 

For all press releases and media outreach, publications will include The 

Columbus Dispatch, Columbus Alive, Columbus Post, Daily Reporter, Granville 

Sentinal, German Village Gazette, Short North Gazette, and Columbus Parent, are 

among the local print news outlets that would reach the mom public. The press release 

can drive traffic to social media pages and the website to garner donations. 

Social Media 

With an editorial calendar, organizing posts and regular updates will help to keep 

messages consistent, providing information about events and how to get involved for 

already established connections. At all four events, volunteers will provide information 

about how to connect with MMORE on social media, providing specific links and 

instructions on posting photos and tagging MMOREʼs page. All print materials will 
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include messages that direct users to social media pages. Social media information will 

also be provided in all news releases and media stories. For all events, registration 

volunteers will ask each attendee if they like MMORE on Facebook and if they follow 

MMORE on Twitter. For each approaching event, the Facebook banner image will 

change, promoting dates and information. The website will also promote the nearest 

event. At MoveMMORE, announcements will be made throughout the day to follow 

MMORE on Twitter to keep updated on upcoming events during the summer. With the 

blank yard sign pass out, youth publics will be prompted to decorate and moms will be 

asked to post images on social networking sites of the creative efforts. Prior to the 

MMORE Independence event, a photo sharing event will promote users to post images 

with their families during their favorite Fourth of July activities. Throughout the 

campaign, social media messages will include information about multiple myeloma, 

getting tested, and how to support MMORE. The overall theme, “We Canʼt Do MMORE 

Without You” will be consistently woven into social media messages to maintain 

consistency. 

Evaluation 

Moms ages 25-45 

Action: Increase the number Facebook likes by 15%; increase number of Twitter 
followers by 20%  

• Monitoring MMOREʼs Facebook and Twitter pages starting at the beginning of 
May and checking to see if they have increased by the end of September. 
 

Action: Get 150 moms to give contact information at MoveMMORE 
• Count how many moms give their contact information at MoveMMORE by using 

a signup sheet. 
 

Action: Get 150 moms to September event 
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• Count the number of female adult attendees that arrive. 
 
Acceptance: Have 200 signs placed in front yards and pictures posted on Facebook. 

• Count how many pictures of the signs created are posted on Facebook by 
mothers. 
 

Ohio residents 65 and older 

Action: Send kidʼs letters to 50 myeloma patients aged 65 and older with pamphlet 
information 

• Count how many letters are sent to Dublin community members aged 65 and 
older. 
 

Awareness: Have the 65 and older public view the news release through 10TV 
• Count how many people view the segment on 10TV news, then use our 

calculations to estimate how many people 65 and older would have seen it, goal 
of 10,000 people 65 and older (calculations were made by taking 10TV newsʼ 
reach of approximately 475,00 people in Franklin County (10TV News, 2013), 
then seeing that Franklin Countyʼs population is made up of 10% people 65 and 
older (State & County Quickfacts, 2013d), then dividing that number by 42% 
which is what percentage of retirees watch evening news (Brandon, 2010), and 
finally trying to reach half of that population which is approximately 10,000).  
 

Youth ages 6-12 

Action: Have children make up 30% of MoveMMORE event attendees.  
• Count the number of children that attend MoveMMORE compared to total 

attendance. 
 

Awareness: Have 2500 children read signs sent out to local schools 
• Count how many signs are sent out. 

 
Action: Have 200 sign contest entries posted to Facebook by deadline.  

• Keep track of the number of signs made by counting those posted to Facebook.  
 

Action: Get 50 children to write letters to grandparents and/or people aged 65 and older 
who are Ohio residents at MMORE Family Day. 

• Count how many letters are written at the MMORE Independence event. 
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Budget 
 

Black and White copies from Staples are $0.06 per page for 
quantities 2000 to 3000 

2500 fliers, 100 additional copies for signups 
2600 copies total 

$156 
 
 

Tote Bags 
3 tote bags at $6.24 each $18.72 

Yard Signs 
200 stakes at $0.65 each 
8 packs of 25 poster board at $11.45 each 

 
 

$221.60 

2 bottles tie-dye color dye $4.98 

MMORE Independence table decorations $20 

Table at the Independence Day Fireworks $100 

     Direct mail blank postcards and postcard stamps - 100 count $52.84 

Dublin Special Events Permit for 9/8 $125 

Picnic Plates - 600 count $13.14 

     Green Plastic Forks - 600 count $37.95 

Balloons/Water balloons $7.98 

Tables and Chairs for September 8th: Lasting Impressions Event 
Rentals 

50 chairs at $0.80 each 
10  4ʼ x 30” Banquet tables at $6.00 each 

$100 
 

Gift cards to go inside tote bags (target, restaurants, etc.) $120 

TOTAL     $978.21 
Residual Supplies 
 

• T-shirts provided by MMORE 
• Camera and someone to take pictures 
• Markers/pens from peopleʼs homes 
• Paper from local elementary school 
• Brochures 
• MMORE bracelets provided by MMORE 
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Timeline

 

May - week 1#

• Buy table for Fourth of July in Dublin  and work on attaining permit for Avery Park - May 1#
• Start asking for food donations for both Family Day and MoveMMORE#
• Start asking for swag donations for tote bags for MoveMMORE #
• Distributing fliers with QR codes in Columbus bike shops#
• Send pitch to media about MMORE's MoveMMORE event via email#
• By May 8 - permit from Dublin to secure Avery Park for Sept. 8#
• Pass out 2,500 MoveMMORE fliers including an RSVP to 4th and 5th graders in Dublin, New 
Albany, and Upper Arlington school districts#

May - week 2#
• Press release about MoveMMORE sent to Columbus local newspapers#
• Order 3 tote bags, arrange radio spot, 2500 fliers, stickers, signs for design contest#

May - week 3#

• May 14 - food donations solidified for MoveMMORE#
• Secure swag donations for tote bags#
• RSVPs for MoveMMORE returned to school by this week, picked up my MMORE employee on 
Friday#

May - week 4#

• Finalize swag (3 tote bags filled with donated swag, bracelets) organization for hand out#
• get everything set for check in at race#
• Send out media advisory week before moveMMORE#

June- week 1#

• Sign up for grassroots events at check-in#
• Pass out swag #
• Kids sign contest begins at MoveMMORE#
• Announce MMORE Independence and “We Canʼt Do MMORE Without You”#
• After MoveMMORE, post grassroots ideas and contact those interested in hosting a grassroots 
event (captains) to let them know MMORE is there to assist them any way they can#

June - #
weeks 2, 3 

and 4#

• Book myeloma specialist to be present at MMORE Family Day by 2nd week#
• 3rd week - Order decorations (ribbon, balloons, etc) for table decorating contest#
• Post about MMORE Independence on social media all three weeks#
• Social media - Promote MMORE Independence and “We Canʼt Do MMORE Without You”#
• Press release to surrounded communities of Dublin#
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July - weeks 
1 and 2#

• Sign contest ends July 1, winner announced July 4#
• Ready Fourth of July involvement/swag items#
• Solidify food donations for MMORE Family Day, including cake#
• Press Release sent to local exercise/outdoor magazines in Columbus#
• Keep consistent contact with captains of grassroots events/see if interested in MMORE 
Independence activities#

• Start searching for band/DJ volunteer and prize donations for Family Day#

July - weeks 
3 and 4#

• Social media focus on RideMMORE#
• Solidify band/DJ volunteer for MMORE Family Day#

August - 
week 1#

• Order ten tables and 50 chairs for MMORE Family Day (Sept. 8) by 1st week#
• Insert in first mailed school newsletter of the year - Aug. 11#
• Contact captains for grassroots events/see if interested in Family Day#

August - 
week 2, 3, 

and 4#

• August 9-11 Pelotonia/RideMMORE#
• Press release and advisory sent out about Family Day/myeloma by Aug. 15#
• Contact Central Ohio Elderly Care#
• Social media focus on family day#
• 2nd week - sign up for potluck dishes on Facebook uploaded & sign up for family team#
• 2nd week - supplies for Family Day purchased (water balloons, plastic forks, plastic plates, 
etc) and Groovy Spoon coupons obtained#

September- 
week 1#

• Deadline for family team to sign up - Sept. 1#
• Pick up cakes morning of Family Day#
• MMORE Family Day Sept. 8#
• Grassroots sign ups ongoing#

September- 
weeks 2 and 

3#

• Contact moms via email from Family Day - letters/drawings#
• Email pictures/thank yous/follow up information to families#
• Grassroots sign ups ongoing#
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Grassroots Survey Results 
1. For what organization did you conduct your grassroots event? Why did you 
choose this organization? 
 
I did my event for MMORE. I am Founder and President of the Central Ohio Youth 
Baseball League (www.coybl.org) and know many people in Youth Baseball 
Nationally.  I chose MMORE because at age 26, my son Matt was finishing his Masters 
Degree and getting ready to start his life and was diagnosed with Multiple Myeloma and 
we wanted to help any way we could to help find a cure. 
 
2. How did the organization contact you to host the event? What persuaded you 
to put on the event? 
 
I contacted them actually. I was driven to do the event because I feel that a cure is close 
and the researchers at OSU are at the forefront of the battle 
 
3. How many people attended? How much money did you raise? 
 
Over three years, we have had 388 teams or 4,600 people attend the event and we 
have raised $90,000.00 
 
4. How did you promote your event? Did you use social media? Word of mouth? 
 
I promoted the event on my website, Facebook and word of mouth.  
 
5. How did you collect donations? Did people donate online or give money to 
you? 
 
We raise money from entry fees, donations and Silent Auction 
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6. What would you do differently next time? 
 
If I could do anything different, it would be to find a way to get more volunteers to help. 
The park we play at has 31 Diamonds and is a huge park. Getting people to help and 
the weather issues are our biggest problems. 
 
Moms Public Survey Results 
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Youth Public Survey Results 
1. Which slogan do you prefer best? 

• Letʼs do MMORE – 3 votes 
o People should do more 
o Itʼs interesting and catchy 
o Itʼs to the point 

• The race starts at the finish line, letʼs do MMORE – 1 vote 
o Race about cancer and caught the students eye, gave hope. Thereʼs 

always a new beginning once you finish 
• We canʼt do MMORE without you – 11 votes 
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o Itʼs true 
Itʼs saying “we need you” for this to work 

o Everyone should help out 
o It sounds like you care who you say it to 
o Fun to say 
o Interesting and makes you think about it 

2. What is your favorite activity for the Fourth of July? 
• Fireworks – 10 
• Picnic – 2 
• Parade – 3 

3. If an organization was passing out a free promotional item, pick which items 
you would be most excited about 

• Phone case – 1 
• Sunglasses – 1 
• Beach ball -2 
• T-shirt – 2 
• Water bottle – 6 
• Frisbee – 3 

4. Where do grandparents live? 
• Columbus – 2 
• Ohio but not Columbus – 10 
• Out of State – 3 

5. How often do you see your grandparents? 
• Every day – 6 
• Once a week – 2 
• 2-3 times a month – 3 
• Once a year – 2 
• Less than once a year – 2 

6. Activities that sound the most fun 
• Bake sale – 1 
• Soccer game – 3 
• Baseball game – 1 
• Art contest – 3 
• Music concert – 2 
• Other – 5 (basketball, racing, swimming, football, church) 

7. Would you participate in a fundraising activity with your parents? 
• Yes – 12 
• I donʼt know – 3 

8. Know anyone affected by cancer? 
• Yes – 9 
• No – 3 
• I donʼt know – 3 

9. Age Group 
• 6yrs-8yrs – 1 



 

64 
 

• 9yrs-11yrs – 11 
• 12yrs-15yrs – 3 

10. Gender 
• Male – 7 
• Female – 8 

 
Ohio Residents age 65 and older Survey Results 
 
1. Which slogan do you prefer best? 

• Letʼs do MMORE – 6 votes 
• We canʼt do MMORE without you – 6 votes 
• We begin at the finish line, Letʼs do MMORE – 2 votes 
• Doing MMORE starts at the finish line —1 vote 

2. What is your favorite activity for the Fourth of July? 
• Fireworks – 8 
• Picnic – 1 
• Parade – 3 
• Cookout – 2 
• Other – 1 (see the Cleveland Orchestra at Blossom Music Center) 

3. If an organization was passing out a free promotional item, pick which items 
you would be most excited about 

• Sunglasses – 3 
• Beach ball – 1 
• T-shirt – 3 
• Water bottle – 1 
• Tote bag — 6 

4. Where do grandparents live? 
• Columbus – 3 
• Ohio but not Columbus – 14 
• Out of State – 3 

5. How often do you see your grandparents? 
• Every day – 5 
• Once a week – 3 
• 2-3 times a month – 2 
• Once a month – 5         
• Once a year – 1   

6. To what degree would you be willing to contribute to a fundraising event to 
fight against cancer? 

• Make a donation to the organization – 12 
• Attend an event in support of the organization – 3 

7. Have you or anyone you know been affected by cancer? What type(s)? 
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• Yes – 14 
• I donʼt know – 1 
• Types of Cancer mentioned: Stomach, Breast, Colon, Lung, Kidney, Skin, 

Prostate, Bone, Esophageal 
8. How much money would you be willing to donate to cancer research? 

• $0—1 
• No more than $10 – 3 
• No more than $25 – 8 
• No more than $100 – 2 
• Mo0re than $100 – 1 

9. Would you be more inclined to donate to a cause if asked by a family member? 
• Yes- 9 
• No – 4 
• I donʼt know – 2 

10. Age 
• 55-65 – 7 
• 66-75 – 6 
• 76-85 – 2 

11. Gender 
• Female – 11 
• Male – 4 
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RideMMORE Flier 
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MMORE Family Day Layout 
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Contact Information 
 
Dublin City School District  

• (614) 764-5913 or info@dublinschools.net 
 
Upper Arlington City School District 

• (614) 487-5000 
 
New Albany City School District 

• (662) 534-1800 
 
Central Ohio Elderly Care 

• 614-523-3261 
 
Links to buy supplies 

Copies from Staples: 

http://www.staples.com/sbd/content/copyandprint/copiesanddocuments.html 

Tote Bags: 

http://www.amazon.com/Darice-Canvas-Tote-Bag-

Collection/dp/B004J00B9W/ref=pd_sbs_shoe_6 

Tie Dye: 

http://www.ritdye.com/diy-projects/tie-dyeing 

Yard Signs: http://www.bulkofficesupply.com/pacon-poster-board-4-ply-22-x28-2-sided-

25-ct-white.aspx 

Yard sign metal stakes: 

http://www.signoutfitters.com/corrugatedyardsignstake-15inchestall.aspx 

Green plastic forks: 

http://www.mypapershop.com/citrus-plastic-cutlery-silverware.html 

Postcards: 
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http://www.walmart.com/ip/10353073?wmlspartner=wlpa&adid=2222222222700000000

0&wl0=&wl1=g&wl2=&wl3=21486607510&wl4=&wl5=pla&veh=sem 

Paper Plates: 

http://www.target.com/s?searchTerm=paper+plates&category=0|All|matchallpartial|all+c

ategories&lnk=snav_sbox_paper+plates 

 
 
Itinerary for Family Day: 

2:00-2:30: Arrival and registration 
2:30: Welcome to our Family: speech from Nancy and family 
2:45: Water balloon toss 
3:00: Minute to win it games (see appendix) 
3:30: Cake decorating contest 
4:00 Let them eat cake! Eating, time for socializing, photo booth, music 
4:30 A big thanks for coming from Nancy and family 

 
 
Minute to Win It Games:  

Contestants will have 60 minutes to accomplish each selected task. 

An example of a Minute to Win It game: 

 “This Blows” - contestant has to blow up a balloon and then use the air from the 

balloon to blow 15 cups off the table, balloon can be blown up as many times as 

necessary to accomplish task in the allotted 60 seconds. 

To find more games similar to this, visit http://www.nbc.com/minute-to-win-it/how-to/ and 

pick at least five more for the contestants to participate in. 
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Editorial Calendar  
Date Facebook Post 

1-May 
We are exactly 1 month away from MoveMMORE. Help us fundraise with your grassroots 
events! Not sure how to put one on? Check this out to learn how [link] 

2-May 
[Photo of past grassroots events] The proof is in the pudding- this baseball team raised 
$x in only x amount of time. A fun and family filled day all helping multiple myeloma. 

3-May 
Thanks for letting our MMORE family come hang out with you Wyandot Elementary. 
Weʼre looking forward to seeing you at MoveMMORE on June 1! Register here! [link] 

5-May 
Have you seen our fliers up around Columbus? Check out @rollbikes for some great 
deals 

7-May 
Loved going to @PinneyElementary in Dublin today. We hope to see you all at 
MoveMMORE. Need more info on how to sign up? Check out our site [link to page] 

9-May 
Hey Deer Run Elementary! We know how active you love to be with your families. Come 
join our MMORE family at MoveMMORE. We Canʼt Do MMORE Without You! 

11-May 
What is your family doing today? A bike ride? A picnic? Take a pic and share it with us. 
We always love adding to the MMORE family photos. 

14-May There is still time to sign up for MoveMMORE. Just click here 

15-May 
So grateful to food donor x for feeding our family. Check out their menu here and don't 
miss all the deliciousness on June 1 at MoveMMORE. 

16-May 
Multiple Myeloma needs your help! Check out how to create your very own event to help 
fundraise! 

18-May 
We just picked up the prizes for the MoveMMORE raffle. Youʼre not gonna wanna miss 
this. Bring your whole family for MMORE chances to win some serious swag! 

20-May 
Whatʼs the best fundraiser youʼve ever been to? Why was it successful? We would love 
your ideas. We Canʼt Do MMORE Without You! 

23-May 
Memorial Day is right around the corner. How are you going to celebrate with your 
family? 

27-May 
The MMORE family is rocking out in style. We love a good BBQ. [insert photo of the 
Kaufmanns]. Did you picnic? Share a pic with us! 

31-May We are so excited that MoveMMORE is finally here! Come stop by tomorrow 

1-Jun 

We need your help with our Facebook page! We're holding a contest for the best 
MMORE artwork to feature on our Facebook banner. Submit your children's drawings to 
our page to enter. The MMORE board will elect one lucky winner. Contest ends July 1st 
and the winner will be announced on July 4.  

2-Jun Post photos from the event to Facebook as soon as possible. 

3-Jun 
We got some great ideas for grassroots events [photo of suggestion board]. Which ones 
do you like the most? Comment and let us know. 

5-Jun 
Interested in putting on one of these events? Yes please. We Canʼt Do MMORE Without 
You! Message us or follow this link to find out how [link] 

7-Jun 
Keep the sign designs coming! They look great. Donʼt forget to put them up in your yard 
to spread MMORE family love.  

9-Jun 

MMORE Independence is an awesome way to spend your Fourth of July. Weʼll be at 
Dublinʼs fireworks to help celebrate our family and yours. What are you most looking 
forward to about July 4? 

11-Jun 

We were talking to [insert name] today about the latest advancements in multiple 
myeloma research. Big things are happening and you made it possible. We couldnʼt have 
done it without you! 

15-Jun 
We have a table to decorate for MMORE Independence. Dublinʼs table decorating 
contest is coming up. Any creative ideas? We need your familyʼs help! 

17-Jun 
Only a few weeks left to submit sign design entries. The winner will be famous as the 
official creator of the MMORE Facebook banner. Winner announced in July! 
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20-Jun What do you know about multiple myeloma? Want to learn MMORE? Click here [link} 

22-Jun 
Have you, your parents and grandparents been to the doctor recently? Make sure your 
family is staying happy and healthy.  

24-Jun 
[insert photo of Sarah Kaufmann and family] This is a family favorite. What is your 
favorite family photo? 

27-Jun 
Did you know that multiple myeloma is a type of blood cancer. Learn MMORE about it 
here [link] 

30-Jun 
The sign design contest ends tomorrow. Send in any last minute entries by posting a 
photo of your sign and its creator. Donʼt forget to tag us! 

1-Jul A month ago today we raised $x at RideMMORE. Big wheels keep on turnin.  

2-Jul 
Fourth of July is a great time for a lemonade stand. Why not make the proceeds go to a 
good cause? Click here to host a grassroots event [link] 

3-Jul 
Gotta love a night of family and food. Whatʼs your family doing on 4th of July eve? Check 
us out [Kaufmann family celebrating 4th of July] 

4-Jul 
Happy Independence Day! We're announcing the Facebook banner decorating contest 
tonight. Come stop by our table at Dublin's fireworks to find out the big winner! 

5-Jul 
Congratulations to [contestant winner] Thanks to all the fabulous artists who entered in 
the sign making contest.  

7-Jul 
We love our grandparents! [family photo] Weʼre celebrating them on Grandparentʼs Day 
two months from today at MMORE Family Day. Click here for MMORE info [link] 

9-Jul Weʼre getting together the prizes for MMORE Family Day. What do you want to see? 

12-Jul 
Have you signed up for RideMMORE yet? Check out Pelotonia's website to learn how to 
help our MMORE family accomplish One Goal- to end cancer. 

14-Jul We love biking [family photo]. Where are your favorite places to ride around Columbus? 

16-Jul 
Quick quiz: who is most likely to be affected by multiple myeloma? Older people or 
younger people? Click here for the answer [link to fact page of website] 

22-Jul 
Intimidated by the RideMMORE pelotonʼs route? No problem. Click here to find out how 
you can support the MMORE family in other ways.  

24-Jul RideMMORE is right around the corner. How have you been raising money? Let us know  

26-Jul 
The weather is getting toasty but there is no better time to have a lemonade stand. Who 
could say no to that? [photo of little kids at lemonade stand] 

28-Jul 
Have a photo from your latest bake sale, soccer tournament or lemonade stand? Post it 
and tag us! We can't do MMORE without you! 

31-Jul Weʼre getting our bikes all ready for the ride. Post a pic of you with your set of wheels! 

2-Aug 
Just a week away until RideMMORE's team gets to join the rest of Columbus to 
accomplish One goal! We are ready to ride! Are you?   

3-Aug Weʼve risen $x so far for RideMMORE. Help us reach our goal! Click here to donate [link] 
5-Aug Get those grassroots events going! Schools still out, youʼve got plenty of time to play!  
6-Aug MMORE Family Day is just about a month away. Click here to sign up 

9-Aug 
Pelotonia is here! We are so excited for these bikers to roll up in style. [photo of last 
yearʼs ride] 

10-Aug Our riders are going strong [photo]. Weʼre so proud of them! 

11-Aug 
One Goal: weʼre a little closer to accomplishing the cancer wipeout. Thanks to all who 
donated. We Canʼt Do MMORE Without You! 

12-Aug 
After three days of riding, the MMORE family peloton raised $x for the cause. Thanks to 
everyone who helped! [photo] 

13-Aug 

We know that you and your family have some seriously awesome recipes. Show off your 
skills and bring potluck dishes to MMORE Family Day. Please sign up at the following 
link [link to google doc] 
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14-Aug 
Are you coming to MMORE Family Day on August 8? Weʼll see you there. Our whole 
family will be there. Will yours? 

15-Aug 
Groovy Spoon is helping out MMORE with some serious discounts and coupons to pass 
out on MMORE Family Day. Thank you from our family to yours! 

16-Aug 
Weʼve got some pretty groovy ideas about prizes at MMORE Family Day. I scream, you 
scream, we all scream for fro yo! Share a photo of your family with your Groovy Spoon 

17-Aug 
Have you told us what dish youʼre bringing to MMORE Family Day on September 8 yet? 
Click here to show off your culinary skills. [link to Google Doc] 

18-Aug 
Getting back in to school doesnʼt have to mean less time for family. What are you talking 
about around the dinner table tonight? 

21-Aug 
About two weeks left to sign up your family for MMORE Family Day. Click here to register 
and bring the whole gang! [link] 

22-Aug 
We are still looking for MMORE expert chefs. Let us know what you and your family are 
bringing to MMORE Family Day [link to Google Doc] 

23-Aug 
Have you ever seen Minute to Win it? Weʼre playing the same types of games at 
MMORE Family Day. Start training by watching some experts [link to game show video] 

25-Aug We still need MMORE recipes. We Canʼt Do MMORE Without You! 

27-Aug 
Labor Day is coming up and we are looking for something delicious for a picnic. Post 
your familyʼs best recipes below. 

29-Aug 
Have you tried any of the recipes posted? Let us know how they turn out, or better yet- 
show us! [family photo cooking] 

31-Aug Summer is winding down but weʼve got MMORE going on. [photo of a grassroots event] 

1-Sep 
September is officially multiple myeloma month. What are you doing to support 
MMOREʼs cause? We Canʼt Do MMORE Without You! 

3-Sep 

In less than a week we are celebrating the oldest and the wisest for Grandparentʼs Day. 
People are more likely to get multiple myeloma at an older age. Find out MMORE facts to 
share with your family members here. [link] 

5-Sep 

We are making the rounds through Columbus picking up donations for food, prizes and 
everything in between. Thanks to [insert specific sponsors/donors] for all your help. We 
Canʼt Do MMORE Without You! 

8-Sep 

Happy Grandparent's Day. What a perfect day to spend time outside with family and 
friends all joining together to fight against multiple myeloma. We are so excited for this 
day. You've done so much already and we can't thank you enough. We really can't do 
MMORE without you! 

9-Sep 
A great big thank you to everyone who came out to MMORE Family Day. Check out all 
the awesome photos we snagged and tag yourself!  

10-Sep 

As of January, MMORE had risen $x to fund multiple myeloma research. As of today, we 
have risen $y and couldnʼt be MMORE proud of our generous family that has gotten so 
big. Thank you for your continued support. As you know, We Canʼt Do MMORE Without 
You 
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FOR RELEASE ON 
 August 15, 2013 @ 12:01 AM 

For More Information: 
Nancy Kaufmann, MMORE 

nancy@mmore.org 
Office: 1-888-486-4240 

 

2013 MMORE Family Day 

We Canʼt Do MMORE Without You 

COLUMBUS, Ohio – The first annual MMORE Family Day canʼt do MMORE without 
you. 

Since 2005, MMORE has had three events: CelebrateMMORE, MoveMMORE, 
and RideMMORE, plus grassroots events that passionate volunteers have organized on 
their own. 

This year there is going to be a focus on the family aspect of MMORE because 
this organization would not be around if Sarah Kaufmann-Fink did not have an amazing 
family to support her and work toward a cure with her. 

We invite you to participate in Family Day, which will be a day filled with 
celebrating life and the people who are always there beside you; your family. 

The day will be celebrated at Avery Park on Sept. 8, 2013. Registration will start 
at 2:00 p.m. 

Family-style games will be available to participate in as well as a cake-decorating 
contest for those who want to decorate and eat a sweet treat with their families. 

The support from families is very important because the most affected age range 
is the grandparent age, 65 and older.  

Come out to celebrate a fun and family filled day because We Canʼt Do MMORE 
Without You. 

### 
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