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Introduction

This campaign was formed by three Auburn University students majoring in public

relations for a Public Relations Campaigns class. This course was designed to develop our

strategic thinking skills, to allow us to apply public relations processes and to instill valuable

team working skills. It is a culmination of everything we have learned as public relations majors

and gives us the opportunity to display our knowledge. To do this, we have developed a public

relations agency called Loveliest PR on the Plains. As an agency, we believe in work, hard work,

that will result in brand awareness, positive impressions and successful campaigns. Our client for

this course is Auburn Relay for Life, an on-campus organization. Our goal is to create a

campaign that will increase their overall participation and brand awareness. We aim for this

campaign to exemplify our hard work and learning from the past four years spent at Auburn

University.
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Overview

As a student-run chapter for an organization under the American Cancer Society, Auburn

Relay for Life is dedicated to helping communities attack cancer. For the 2021-22 academic year,

Auburn Relay for Life has 53 members who are teaming up, virtually and in person, to make a

difference. Consistently low attendance at Auburn Relay for Life’s public events is one of our

main concerns. Our campaign for Auburn Relay for Life is committed to helping the on-campus

organization increase both their membership numbers and to helping them compete with similar

organizations on the Auburn University campus.

Auburn Relay for Life is interested in pursuing this campaign not only to increase their

numbers and popularity, but also to increase awareness on Auburn’s campus of both Relay for

Life and the American Cancer Society’s missions. Due to the small follower base on social

media platforms, our campaign involves more modern and innovative suggestions that we feel

will elevate awareness of the organization.
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SWOT Analysis

The American Cancer Society was founded in 1913 with its original purpose being to

educate people on cancer and raise awareness about the disease. According to the American

Cancer Society website, this nationwide health organization is dedicated to fighting cancer

through funding research, creating cancer education campaigns and advocating for the expansion

of cancer research through federal funding. According to the Relay for Life website, in 1985, Dr.

Gordon “Gordy” Klatt walked and ran for 24 hours around a track raising $27,000 to help the

American Cancer Society. Thus, Relay for Life was started and 19 teams participated in

fundraising for 24 hours that next year. Now, Relay for Life is the world’s largest

volunteer-based fundraising event with 1.5 million volunteers and since 1985, has raised 8 billion

dollars for the American Cancer Society. Auburn’s Relay for Life team, also called War Damn

Relay, hosts an annual Relay for Life main event. It also works throughout the year to educate

everyone on campus about cancer prevention, early detection and treatment. The organization

currently has 39 members and their fundraising goal is $25,000.

Strengths:

Auburn Relay for Life has many strengths regarding acceptance of all people, networking

within the community and quick communication. With the support of the Auburn community

and the school, Auburn Relay for Life has become a well-known, well-respected club at Auburn

University. Auburn Relay for Life should continue their current tactics to maintain these

strengths.

Social

Auburn Relay for Life has become a place that is not concerned with social status.

Instead, they welcome people of all popularity and backgrounds. They invite sororities,
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fraternities and other clubs to join forces to fight for their cause. By encouraging attendance from

all people, they have increased their attendance, membership and overall support.

They are also extremely passionate about their cause: raising money for The American

Cancer Society. Their passion not only drives their organization, but it inspires new members.

Because of this obvious love and passion for cancer patients, they easily recruit new members.

They put their heart and soul into their events and fundraisers, making them more successful in

the end.

In addition, they have an excellent relationship with local businesses. They often host

events held at local businesses. They also have benefit nights, which are beneficial for Auburn

Relay for Life and the business.

Political

Auburn Relay for Life’s executive board is strong and generally on the same page. They

are good at communication amongst themselves. They are excellent at brainstorming ideas and

listening to one another. During the pandemic, they came together to figure out a plan for the

upcoming events. They achieved this despite the unclear communication from the university at

the time.

Economical

Economically speaking, Auburn Relay for Life has benefited the community. By working

with local businesses through their benefit nights, Auburn Relay for Life has exposed people to

these businesses and encouraged people to spend their money at these locations. With the help of

Auburn Relay for Life, cancer survivors and community members are able to raise money to

support research, prevention, detection, education, and patient support at the local and national
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level.  They are also raising money for a national volunteer organization. Their funding helps

keep this organization in business.

Technological

Auburn Relay for Life is strong in their quick communication with potential members via

email and social media, as well. They spread awareness, encourage participation and provide

information to potential new members. By utilizing technology, they have increased the number

of members and awareness of their organization.

Through these strengths, Auburn Relay for Life has become an organization comprised of

a variety of students. It is supported by many local businesses, Auburn University and even other

organizations.

Weaknesses:

While Auburn Relay for Life has many strengths, they also have areas of weakness. From

their social media presence to their trouble following leaders, Auburn Relay for Life could

improve on some aspects of their organization.

Political

The biggest political weakness for Auburn Relay for Life was the lack of willingness to

adapt to change within the executive board members. The COVID-19 pandemic caused

everybody to reevaluate and adjust their means of operation, however, Auburn Relay for Life

struggled with this tremendously. Another weakness for the organization was the lack of support

and funding from the Student Government Association. Other organizations similar to Auburn

Relay for Life, such as Auburn University Dance Marathon (AUDM), are able to receive funding

and budgets through SGA. Because of the lack of support from SGA, all funding for Auburn
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Relay for Life is obtained through fundraising and membership dues, which were both difficult

to acquire during the pandemic lockdown.

Social

Members of Auburn Relay for Life lack the initiative necessary to be a strong

organization. The members require constant reminders and direction for tasks, both big and

small. The organization is never going to be able to achieve their goals of increasing membership

numbers and recognition around Auburn if the entirety of the group is not willing to work for it.

Auburn Relay for Life has five committees led by executive board members: General,

Marketing, Sponsoring and Recruitment, Special Events and Event Logistic Committees. Within

these groups, however, there are power struggles and difficulties working as a group. This is a

social weakness that the organization needs to overcome if they want to achieve their goals.

Economic

In addition to lack of funding being a political weakness for Auburn Relay for Life, it is

also an economic weakness. Other chapters of Relay for Life at other universities, such as the

University of Georgia chapter, receive funding from their SGA. Because of this, their campaigns

are more successful than the Auburn chapter’s campaigns. Cancer research is a competitive

market on Auburn University’s campus with competitors like AUDM and Greek organizations

who support the same cause as Relay for Life. While it’s not necessarily a weakness that

numerous organizations are raising money and awareness for cancer research, it is a threat to

Auburn’s chapter of Relay for Life. The chapter could lose the charter from the national

organization if they fail to bring in a certain amount of money in fundraising by the end of the

academic year.
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Technological

Technology is Auburn Relay for Life’s biggest weakness, specifically social media. The

organization as a whole is lacking expertise in social media management as well as failing to

create effective content. Attention to detail is extremely low, resulting in obvious spelling and

grammar mistakes in both informational posts and captions of social media platforms. The

organization still meets online via Zoom, and there is a lack of communication outside of their

weekly meetings. This has resulted in numerous past instances where incorrect information was

given to members and posted to social media. The organization has failed to establish a

recognizable brand identity on any social media accounts. The marketing committee has

rebranded the organization every year for the past three years, making the organization difficult

to recognize or remember.

Opportunities:

Auburn Relay for Life has many opportunities to increase membership and participation

with the help of the Auburn community and campus. It is important that Auburn Relay for Life

focuses on relevant and trending tactics to keep students and the community informed, interested

and involved. Loveliest PR on the Plains will focus on political, social, technological and

economic opportunities for Auburn Relay for Life.

Political

The largest political opportunity that Auburn Relay for Life has is to include local

politicians in the main event. Having city council members or the mayor attend the Auburn

Relay for Life event will create earned media opportunities and therefore increase the

community awareness of the organization. The influence of representatives shows community

members and students that if busy and important figures like the mayor take the time to
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participate, so can they. Another opportunity would be for Auburn Relay for Life and Alabama’s

Relay for Life organization to meet at the Capitol to kickoff their events. In 2018, representatives

from Auburn University’s Beat Bama Food Drive and the University of Alabama’s Beat Auburn

Beat Hunger met with Governor Kay Ivey to commemorate the 25th anniversary of the annual

food drive competition. Like the Beat Bama Food Drive, Auburn Relay for Life could partner

with the University of Alabama and include Kay Ivey. The Governor’s participation would show

the state and students the importance of fighting cancer through fundraising, and the media

coverage from the event would inform more people about the organizations and their purpose.

Social

Next, social opportunities are also key in increasing involvement for Auburn Relay for

Life. The organization could invite and encourage Auburn athletes to participate in Auburn

Relay for Life events for increased publicity. Auburn athletes attract a lot of Auburn students and

community members, and their participation draws community attention. While athletes are not

necessarily political, this opportunity could also be seen as a political opportunity due to Auburn

athletes being representatives of the university. In addition, Auburn Relay for Life could partner

with local businesses and restaurants to have benefit nights. Benefit nights are fun for students

and community members to attend and mutually beneficial for the business and Auburn Relay

for Life. Finally, with new freshmen and students on Auburn's campus, Auburn Relay for Life

has the opportunity to recruit new members.

Technological

Furthermore, in an age where technological advancements are being made every day and

media consumption is at a high, there are many technological opportunities for Auburn Relay for

Life. First, Auburn Relay for Life needs to consistently post content on Facebook and Instagram.
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Posting regularly increases your followers and engagement and keeps your loyal audience

interested with good content. Next, for their Instagram, Auburn Relay for Life can have

Instagram takeovers by influencers or show the “day in the life” of a committee member on a

busy day. This allows the public to see interesting behind the scenes information and understand

how Auburn Relay for Life works. Influencer takeovers could be done by Miss Auburn or our

SGA President. This type of takeover increases the follower count and makes people interested

in the organization. In addition, Auburn Relay for Life could purchase a Snapchat filter for the

main event and encourage attendees and members to take pictures with the filter and post it. This

will increase the exposure of the main event. Furthermore, it is also important that the events

held by Auburn Relay for Life have photo opportunities so that people can post about Auburn

Relay for Life. This may mean building a backdrop with Auburn Relay for Life’s name on it or a

hashtag for Auburn Relay for Life. Also, TikTok has many opportunities for great brand

exposure so creating an account for the organization is important. Auburn Relay for Life can

make TikToks about what Relay for Life is, how someone can participate and the things you can

do at the events. These TikToks can also be reposted to Instagram as Reels.

Economic

The above stated opportunities all work together in increasing awareness, membership

and participation with the ultimate goal being fundraising for the American Cancer Society.

These strategies and ideas all work towards capitalizing on economic opportunities and growth.

Threats:

While there are many opportunities for Auburn Relay for Life, it is also important for the

organization to assess their political, social, technological and economic threats.
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Political

COVID-19 precautions and enforced capacity limits by the state could potentially cancel

the events. Last year the main event was canceled due to COVID-19. This year Auburn

University is enforcing an indoor mask mandate which could discourage people who do not

prefer to wear masks from attending.

Social

One of the first social threats that Auburn Relay for Life faces is graduating members

which threatens the organization with the loss of membership, leadership, experience and talent.

Next, other campus organizations would be Auburn Relay for Life’s biggest competitors. Other

organizations have larger and better recruiting processes which means less students participating

in Auburn Relay for Life because of their involvement and time being used elsewhere.  Also,

with the large number of campus organizations, SGA must be selective with funding so Auburn

Relay for Life must compete with other organizations to receive aid. Furthermore, due to

COVID-19, people now might be apprehensive about gathering in large groups like the main

event. This could pose a threat to event attendance.

Technological

Other campus organizations continue to pose threats to Auburn Relay for Life in

technological ways like having more established and recognizable brands with large social media

presences that draw more members and attention.
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Economic

All of the above threats are also economic in nature because they affect Auburn Relay for

Life’s fundraising efforts. In addition, because of COVID-19 there are 5.3 million fewer jobs in

August 2021 than in February 2020 according to the Center on Budget and Policy Priorities. This

threat means that community members now suffering from financial hardship might not have the

luxury of donating to Auburn Relay for Life this year.

Conclusion

After determining the strengths, weaknesses, opportunities and threats of Auburn Relay

for Life, Loveliest PR on the Plains feels that we are able to provide the organization with

strategies and tactics to achieve their goals. Keeping these things in mind, we are able to play up

their strengths and downplay their weaknesses. Thus, we will be able to create a plan that will

work to the advantage of Auburn Relay for Life. In summation, this SWOT has provided insight

to the most effective way to help Auburn Relay for Life.
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Situation Analysis

Problem Statement

Auburn Relay for Life’s event attendance, membership numbers and brand awareness have

decreased over the past year.

Auburn Relay for Life’s Mission Statement

The mission of Auburn Relay for Life is to save lives, celebrate lives and lead the fight for a

world without cancer.

Background and Secondary Research

Relay for Life is the main volunteer-driven cancer fundraising event for the American

Cancer Society. Relay events are mainly held during the spring months but can take place all

year. Most events are held at colleges, high schools, fairgrounds and military installations. The

purpose of Relay for Life is to raise money and awareness for cancer. Relay for Life embraces all

types of cancer and has its own cancer research team.

In the mid-1980s, Dr. Gordy Klatt, a Tacoma colorectal surgeon, wanted to increase the

income of his local American Cancer Society office and decided to personally raise money by

running marathons. He spent 24 hours circling the track at a local college in Tacoma and raised

$27,000. After support on the track from volunteers, Dr. Klatt thought about ways to get others

involved in fundraising. The vision resulted into over 5,200 Relay for Life events across the

United States today.

Relay teams consist of approximately 8-15 people and are led by a team captain. The

team captain recruits members for the team and facilitates fundraisers for the event. Relay for
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Life events are 24 hours long to represent that when someone has cancer, it is present 24 hours a

day and does not sleep.

The registration fee to participate in a Relay for Life event is $10. The American Cancer

Society asks each participant to raise at least $100, but it is not required.

Auburn Relay for Life has active accounts on both Facebook and Instagram. Both

accounts, however, are labeled under different names for the organization. Their Facebook page

is entitled Relay for Life of Auburn University but their Instagram account is @wardamnrelay.

This lack of cohesive organization names is a key factor in their struggle for recognition on

Auburn University’s campus.

Relay for Life creates a URL page for every chapter of the organization. Auburn Relay

for Life technically has a website, but it is a part of Relay for Life’s website. Auburn’s chapter

rarely uses this website and does not advertise the URL in any of their social media accounts.

The provided URL page shows the members of Auburn’s chapter, fundraising teams and

automatically updates how close Auburn Relay for Life is to reaching their fundraising goal for

the year.

Background and Secondary Research: Existing Research

In November 2020, Auburn Relay for Life collaborated with Relay for Life chapters from

the University of South Carolina, University of Tennessee, University of Florida and University

of Georgia in an SEC membership recruitment competition.

The objective of the competition was simple: recruit as many members for your

university’s chapter of Relay for Life in a time-sensitive competition. The university chapter who
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recruited the most members at the end of the competition received bragging rights until the

following year when the competition was held again.

Auburn Relay for Life had a great strategy for the 2020 competition. They played to the

emotional driver of their audience by posting video footage from football games against the other

universities and encouraging their followers to help them “beat” the other schools.

Auburn Relay for Life was, however, out performed, both in recruited members and

social media. The University of South Carolina and University of Florida chapters dominated the

social media tactic of the competition. Both organizations had fun and engaging graphics as well

as promotional codes for new members to use to receive a discount off their registration fee.

Overall, the competition was successful for Relay for Life and the American Cancer

Society. All five university chapters of Relay for Life collaborated for one cause and recruited a

total of 117 new members.

Auburn Relay for Life had a great campaign that they called “Why I Relay.” As part of

the application for Auburn Relay for Life, potential members were asked if a friend, family

member or they themselves had been affected by

cancer. The Marketing Committee then took these

responses and turned them into a way to make both

their social media and their organization more

personable.

Called “Committee Shoutouts,” members were

highlighted in an Instagram Post by a photo of them

with a caption explaining why that member joined

Relay for Life.
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Above is an example of a Committee Shoutout for Kate Nichols, a member of Auburn

Relay for Life marketing committee and served as the Assistant Director of Marketing for two

years. The caption read, “I relay for my aunt and grandmother, both breast cancer survivors, my

grandmother who lost her battle to pancreatic cancer and everyone who has been affected by

cancer. War Damn Relay!”

This campaign was very effective for Auburn Relay for Life. The campaign showed

potential members that the current members of this organization are students just like them and

reminded the current members that they all joined the organization for the same reason: fighting

cancer together.

Formal Research: Stakeholders and Publics

Throughout our research, we established that there are three main stakeholders in Auburn

Relay for Life: students, community members and Auburn University faculty and staff. While

each stakeholder views the problem differently, they are all aware that Auburn Relay for Life

struggles to gain participants and members, which they need in order to achieve their goals.

When students are looking for an organization to join, they often look for a way to get

involved, give back and build their resume. Auburn Relay for Life offers all three of these things.

However, students are choosing not to join or participate. Similarly, Greek Life requires

members to participate in community service organizations, yet Auburn Relay for Life is often

overlooked. Auburn Relay for Life needs to reach these people because they directly impact how

many members and participants are involved.

Similarly, the Auburn community members can impact the failure/success and be

impacted by the failures/successes of Auburn Relay for Life. Community members can change

how well off Auburn Relay for Life is by donating money and supplies for the organization. In
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addition, Auburn Relay for Life hosts events to raise money and awareness; members of the

Auburn community can help out the organization by allowing them to host events on their

property and attending these events. At the same time, they are affected by the success or failure

of Auburn Relay for Life because the organization raises money that could impact members of

the community.

Staff and faculty at Auburn University interact with Auburn Relay for Life in a similar

manner. They are outside observers of the organization and may connect with its purpose. As a

result, they can easily influence and encourage member participation. In addition, they can

promote support from the community and school.

These stakeholders have the potential to make or break this organization. We hope that

enacting our campaign will result in a positive outcome from the stakeholders.

Primary Research

Loveliest PR on the Plains used a survey as our method of primary research (see

Appendix K). We chose a survey because it allowed us to collect quantitative data from a large

sample of people. We used Qualtrics to administer the survey. The survey was distributed to

Auburn students and community members using GroupMe and text message groups. We

specifically chose Auburn related group messages to reach the desired target audience. The

survey was published on September 28th and closed on October 18th. The survey consisted of 15

questions that mainly asked about people’s perception of Auburn Relay for Life and motivation

for participating in campus organizations.There were 85 total survey participants consisting of 60

women, 24 men and one non-binary person. Out of the participants, 82 currently live in Auburn

and three were former Auburn residents. We asked a few other demographic questions like
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salary, college year and if the participant was currently a member of Auburn Relay for Life.

These questions were qualifying and allowed us to learn more about who was taking the survey.

At the beginning of the survey, we asked a Likert type scale question asking participants

to mark how much they agreed with the statement, “I have heard of War Damn Relay and

understand who they are and what their purpose is.” We asked this question to gauge how many

of our survey takers were at all familiar with the organization and at what level of familiarity.

The results showed that 71.76% of the participants chose “Strongly Disagree”, 14.12% chose

“Somewhat Disagree”, 4.71% chose “Neutral”, 7.06% chose “Somewhat Agree” and 2.35%

chose “Strongly Agree”. This shows that the vast majority of participants have not heard of

Auburn Relay for Life and do not understand who the organization is or their purpose. This

indicates poor brand awareness for Auburn Relay for Life and can be a large factor as to why

their membership and attendance numbers are so low. This reaffirms Auburn Relay for Life’s

problem statement.

The next question asked was “How did you hear about War Damn Relay?” The most

popular multiple choice answer was “I have not heard of War Damn Relay” and 77.78% of the

participants selected this response. Then 11.11% chose “Word of Mouth/Friends”, 7.78% chose

“Social Media” and 3.33% chose “AuInvolve”. It is clear that not many of the participants

recognize War Damn Relay and this survey could be the first instance of them hearing about this

organization. There are many opportunities for improvement here, and Auburn Relay for Life

can continue to use AuInvolve and social media more effectively to reach a wider audience.

They also could capitalize on opportunities like Camp War Eagle and O-week.

The following questions asked if the respondents follow War Damn Relay on social

media. “No” was chosen by 97.65% of the participants and “Yes” was chosen by 2.35%. This is
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another indicator of the lack of awareness of Auburn Relay for Life and presents a great

opportunity for this organization to improve their social media platforms and to begin posting

consistently. We also asked what social media platform was most commonly used. This question

helps us know what platforms to potentially prioritize. Instagram and Tiktok were the two most

chosen answers.

As a follow up to an open question asking about what campus involvement people were a

part of, we asked what attracted people to the current organizations they are involved in. We

asked this question so that we could understand why people choose to be involved in an

organization and how we could use this to our advantage. The results were as follows: 29.89%

chose “Friends/The People”, 24.14% chose “Mission of the organization”, 18.39% chose “Fun

events”, 15.52% chose “Resume Builder”, 6.9% chose “Low time commitment” and 5.17%

chose “Free stuff/merchandise”. These results gave us a good idea of what draws people to

organizations and we can use these answers in strategies and tactics to increase membership and

attendance. For example, having and making friends in your organization was an important

factor for the participants. So Auburn Relay for Life could publicize their great team

environment and formed friendships to attract students to the organization.

To conclude the survey, we asked what would motivate the participants to join War Damn

Relay in the form of an open response question. The most commonly written answer was

“Knowing more about it and how to join”. By asking this question, we were able to see what

would motivate people to join specifically Auburn Relay for Life. The answers supported our

hypothesis that the lack of branding and awareness was the root of declining participation and

membership. With this information, we see that Auburn Relay for Life needs to focus on creating

a well-known brand while using social media and people to motivate others to join.
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Causes for the Problem

Auburn Relay for Life struggles with participation and attendance at their events for

many reasons: lack of brand awareness, inconsistent branding, changing their events, limited

social media posts and little to no funding. Not only are all of these aspects important on their

own, but the combination of them creates an organization that struggles to increase their value

and relevance in the Auburn community.

Auburn Relay for Life has many names including War Damn Relay, Auburn Relay, Relay

for Life and many more. In addition, the organization changes their logo and overall branding

annually. While we understand that they are attempting to modernize and keep their branding

trendy, they are actually diminishing all the work and brand awareness gathered from the

previous year. When people look at their logo, they do not recognize it; it is not familiar to them.

Similarly, when people discuss or search the web for Auburn Relay for Life, they are

unsuccessful and confused because everyone recognizes the organization by a different name.

The inconsistent branding contributes directly to their lack of brand awareness. We suggest that

Auburn Relay for Life structure their brand and create brand guidelines. This will specify their

logo, colors, typography and overall branding. The enforcement of these brand guidelines will

result in an increase of brand awareness.

Similarly, Auburn Relay for Life is typically known for their “celebration” event. This

event is ever changing and adapting to meet the desires of the organization’s leaders. By

changing the main event and supporting events, the organization is, again, limiting their brand

awareness. People often recognize on-campus organizations by the events they host. In addition,

word-of-mouth promotion of the event becomes unimportant when the event changes. This
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means that friends tell friends about how much fun an event was and suggest their friends

participate. When the event changes, it is unlikely for the friend to join.

Another way to increase brand awareness and encourage new participants is by staying

active on social media. As it sits, Auburn Relay for Life’s social media is not being used to their

advantage. Their Facebook, Instagram and Twitter lack substance. They rarely post and when

they do, their posts lack branding and clarity. After our research, we also noticed that they are not

posting vital information to reach their goals including announcing their new event, a color run.

Announcing important messages and maintaining interactions with their audience will benefit

them in the long-run. In addition, we suggest that they take advantage of new social media

platforms, specifically TikTok. This is the perfect place to reach their target audience. It allows

members to be creative, interact with their audience and bring about awareness for the

organization.

While these are all things that can be prevented and fixed, there are some reasons why

Auburn Relay for Life has not only struggled to gain new members and participants, but had a

decrease in overall participation: COVID-19. The pandemic has affected just about everything on

campus. Auburn Relay for Life was no exception. They had to cancel their main event in 2020

and held all meetings virtually. After talking to the current President of Auburn Relay for Life,

we learned that the previous leaders of Auburn Relay for Life struggled to adapt to the new

situation. Members left and participation was at an all time low. However, we are coming to a

point where things are returning to normal and the organization can make up for it.
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Other Publics to Help with the Problem

Although students are listed above as one of our key publics, there are two specific

student groups that could help address this problem. The first group is our Student Government

Association (SGA). To be able to increase participation in their events, Auburn Relay for Life

must be able to increase student awareness of their organization and mission. As seen in our

survey, the mission of an organization is a large motivating factor in becoming involved in a

campus organization. Auburn Relay for Life has a relatable and good purpose but if they are

unable to publicize who they are, people will be unaware of the organization's existence. SGA

can provide funding to Auburn Relay for Life so that they can increase their advertisement

budget. Through SGA, Auburn Relay for Life can also sign up to participate in O-week. This is a

week for organizations to display themselves on the concourse and recruit students.

Next, a second group that could help address Auburn Relay for Life’s problem is student

athletes. Student athletes are well known and well adored at Auburn University. Events involving

student athletes gather a lot of attention and even press. If athletes were to participate in Auburn

Relay for Life’s events, it would be a great publicity opportunity and potentially increase event

numbers and awareness. Seeing athletes participate in a good cause would motivate other

community members and students to participate as well.
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Goals and Objectives

Goal #1: To increase awareness in the Auburn community of the organization

● Objective 1: To increase social media (Instagram and Facebook) followers by

10% before April 2022.

● Objective 2: To increase Auburn Relay for Life’s presence around campus by

50% by the end of the academic year in 2022.

Goals #2: To increase participation in the main event

● Objective 1: To increase membership by 40% (15 members) by April 2022.

● Objective 2: To increase attendance at the main event by 10%.
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Execution

Goal #1:

To increase awareness in the Auburn community of the organization

Objectives:

To increase social media (Instagram and Facebook) followers by 10% before April 2022.

To increase Auburn Relay for Life’s presence around campus by 50% by the end of the academic

year in 2022.

Strategies: We will use clear branding to make Auburn Relay for Life more identifiable and

will create regular content to keep followers engaged and gain new followers. We will start a

TikTok to increase their social media reach. We will also have Auburn Relay for Life participate

in O-Days to gain more publicity on campus.

Tactic: Choose and enforce consistent and clear brand guidelines. These guidelines should

specify logo, colors, typography and overall branding (see Appendix A). Abiding by this

branding will allow Auburn Relay for Life to become a more recognizable and memorable

organization.

Tactic:  Create consistent online content adapted to each social media platform and public (see

Appendix B). Posting consistently keeps followers engaged and draws in new followers as well.

● Consistent content can be accomplished by creating a content calendar and

following a posting schedule (see Appendix J).

Tactic:  Create a TikTok account for Auburn Relay for Life to post content about the organization

and the main event (see Appendix C). TikTok is a current and popular social media platform that

can be used to increase brand awareness and followers through appealing content.
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Tactic: Participate in “Organization Days” or “O-Days” on campus each semester (see Appendix

I). O-Days are available to student organizations to promote their organizations on Haley

Concourse every Wednesday from 10:00 am-2:00 pm. Availability is on a first-come, first-serve

basis and tables are provided. Concourses are heavily trafficked with students, so O-Days offer a

great opportunity for organizations to be seen.

Tactic: Purchase promoted Instagram and Facebook posts once a month until April 2022 (see

Appendix H).

Goal #2:

To increase participation in the main event

Objectives:

To increase membership by 40% (15 members) by April 2022.

To increase attendance at the main event by 10%.

Strategies: We will create a website to explain their purpose and show people why to “Relay

for Life”. We will host influencers on their social media platforms to encourage main event

participation.

Tactic: Host both TikTok and Instagram “Take Overs” in which campus influencers like Miss

Auburn and Aubie have control of the accounts (see Appendix D). Seeing popular campus

figures supporting a cause can motivate students to want to join as well.

Tactic:  Create an Auburn Relay for Life website to further explain the mission of the

organization and how to become a member or participant (see Appendix E).

● Write blog posts about Auburn Relay for Life and interview community members

who have been impacted by cancer or Relay for Life (see Appendix G). This will
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make the issue more personal and bring light to the mission and influence of

Relay for Life.

● Create an informational website page featuring why current and past Auburn

Relay for Life members chose to join the organization and what they love about it

(see Appendix F). This will show other students what motivated their peers to join

and the benefits from doing so.
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Measurable Results

Our first goal is to increase awareness of Auburn Relay for Life within the Auburn

Community. We plan to measure the results in several ways: by evaluating the impact of

consistent branding, the new posting schedule, the TikTok account, O-Day participation and

promoted posts.

To see if consistent branding has made any impact on brand recognition amongst Auburn

University students and staff, we will randomly select staff and students walking around campus

to participate in a quick survey. Our team will be stationed around campus to find participants.

We will have each participant fill out a survey consisting of two questions: “Which Auburn

University club raises money for the American Cancer Society?” and “What is Auburn’s Relay

for Life’s main event?” Since the survey will be made on Qualtrics, we will use their analytics to

review the effectiveness of our consistent branding (See Appendix L).

To review the effects of the new, consistent posting schedule, promoted posts and the

creation of a TikTok profile, we will utilize the business analytics feature on each social media

platform.

To evaluate the impact of O-Day participation, we will take note of the amount of

sign-ups that come directly from O-Day. If we have at least one person sign up to either become

a member or participate in the main event, then our participation in O-Days will be successful.

In order to measure our second goal of increasing participation in the main event, we will

compare the attendance from the most recent in-person main event, 2019, with this year’s

attendance. We will also measure the number of club members from 2019 to the number of

members this year. By doing this, we will see if our tactics were beneficial.
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Recommendations and Conclusion

Social Media

After extensive research throughout the semester, we recommend that Auburn

Relay for Life take advantage of the opportunities available through social media

platforms. It is important that Auburn Relay for Life tags their members in as many posts

as possible. The organization will appear on members’ profiles by doing this, thus

receiving more views and content exposure.

Auburn Relay for Life has already done a great job with recognizing October as

Breast Cancer Awareness Month, but the organization has 11 more opportunities through

the calendar year to post content for other cancer awareness months. On all social media

platforms, for example, the organization could encourage members and followers to wear

yellow during the month of September for Childhood Cancer Awareness Month.

Traditional Media

Traditional media is an area that Auburn Relay for Life should utilize more

frequently. By hanging posters and flyers around campus, more attention will be brought

to the organization, specifically in high traffic areas like Haley Center, Mell Classroom

Building, Ralph Brown Draughon Library and the Student Center. Posters hung within

the Auburn community, such as grocery stores and churches, will educate people on the

organization and what events are taking place.
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Another traditional media we recommend using is radio advertising. Purchasing a

radio advertisement slot from the student run radio station, WEGL, is an excellent and

simple way for Auburn Relay for Life to gain recognition and raise awareness for their up

and coming events. WEGL has a wide audience that will reach not only students, but also

members of the Auburn community.

Website

It is extremely important for Auburn Relay for Life to take advantage of the

website provided to them through their parent organizations, Relay for Life and the

American Cancer Society. By doing this, information will be more easily accessible,

especially for those who do not understand or know how to use social media platforms.

Auburn Relay for Life should put the URL link to their American Cancer Society website

in their bio descriptions on all social media platforms. Through this, followers and

potential followers will be able to see their fundraising status and the number of members

who are currently participating in the organization.

In addition to their parent website, Auburn Relay for Life could benefit from

creating their own website. Having a custom URL link and webpage design would be an

excellent way for the organization to stand out amongst other Relay for Life chapters as

well as similar organizations on Auburn’s campus. A way to include members in their

website would be having member blog posts. Allowing a different member to write a

blog post each week would increase awareness of the organization’s members. Similar to

their “Committee Shoutouts” posted on social media platforms, member blogs could
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serve a purpose of advertising. Members could share the link to the blog post they wrote

on multiple social media platforms, thus increasing awareness of the organization and

potentially increasing fundraising donations.

Conclusion

All in all, Loveliest PR on the Plains has loved working with Auburn Relay for

Life throughout this semester. We believe that Auburn Relay for Life will benefit

tremendously by adopting these tactics and strategies. Their target audience is anyone

affected by cancer, and this provides a great opportunity to expand participation to the

students at Auburn University. We recommend that Auburn Relay for Life implement our

campaign to increase student awareness of the organization, membership numbers and

attendance at their events.
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Appendices

A. Brand Guidelines Example
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B. Social Media Content Examples
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C. TikTok Account
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D. “Takeover Days”
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E. Website

41



F. “Why We Relay” Website Page
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G. Website Blog
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H. Promoted Post
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I. Flyer for “O-Days”
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J. Content Calendar
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K. Survey

Q1 - Do you currently live in Auburn?

Q2 - Please select which most accurately reflects your gender
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Q3 - What is your year in college?

Q4 - What is your yearly income?
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Q5 - Are you currently a part of War Damn Relay?

Q6 - Please share how much you agree with this statement: I have
heard of War Damn Relay and understand who they are and what their
purpose is.
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Q7 - How did you hear about War Damn Relay? Select all that apply.

Q8 - Please rank which social media platforms you use the most.
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Q9 - Do you follow War Damn Relay on social media?
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Q10 - What organizations are you involved in on campus or in the
community?

Q11 - What attracted you to the current organization(s) that you're
involved with? Select all that apply.
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Q12 - What is your favorite local place to eat?

Q13 - Please share how much you agree with this statement: I would
take time out of my week to volunteer for an organization I believed in.
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Q14 - Please share how much you agree with this statement: I would
support raise or donate money for an organization I am involved in.

Q15 - What would motivate you to join Relay for Life?
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L. Qualtrics Survey
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M. Budget
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N. Personas
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O.  Contact List

American Cancer Society Cancer Action Network Alabama
Email: ginny.campbell@cancer.org

Auburn Nutrition
Phone: (334) 734-0570
Address: 715 E Glenn Ave Ste 20, Auburn, AL 36830

Auburn SGA
Email: sga@auburn.edu
Phone: (334) 844-4240

Auburn’s SGA President, Rett Waggoner
Email: jgw0016@auburn.edu

Auburn University’s Involvement Ambassadors
Email: involve@auburn.edu
Office: 3130 in the Student Center

AUsome Nutrition
Phone: (334) 707-9077
Address: 1100 S. College St. Suite 102, Auburn , AL 36832

Behind the Glass
Phone: (334) 826-1133
Address: 168 E Magnolia Ave, Auburn, AL 36830

BurgerFi
Phone: (334) 502-0000
Address: 339 S College Street, Auburn, AL

Charming Oaks
Phone: (334) 329-7522
Address: 123 N College St, Auburn, AL 36830

Director of Auburn Athletics
Email: athletic_director@auburn.edu
Phone: (334) 844-9891

Frutta Bowls
Phone: (334) 521-5221
Address: 211 W. Glenn Ave, Auburn, AL 36830

Governor Kay Ivey
Address: State Capitol, 600 Dexter Avenue, Montgomery, AL 36130
Phone: (334) 242-7100

Miss Auburn & President of Panhellenic, Lady Frances Hamilton
Instagram: @ladyfran413
Email: lfh0007@auburn.edu

Taco Mama
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Phone: (334) 734-5030
Address: 149 East Magnolia Ave, Auburn, AL 36830

Therapy Boutique
Phone: (334) 821-3025
Address: 150 E Magnolia Ave, Auburn, AL 36830

Vista Print
Phone: (866) 614-8002

Well Red
Phone: (334) 246-3021
Address: 223 Opelika Road, Auburn, AL 36830

P.  Website Link

loveliestpr.wordpress.com
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