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Purpose 
The Partnership Against Domestic Violence’s (PADV) vision is a community free of domestic violence. 

Each year, we honor our commitment to this vision with a strategic communications campaign held 

during Domestic Violence Awareness Month - October. For 2019, we are proud to announce that we will 

focus our efforts on a social media campaign, which will provide a cost-effective way for us to create an 

effective and coordinated community response to intimate partner violence. 

The purpose of the “Empowering New Advocates for Social Change” social media campaign is 

threefold: 

1. To introduce PADV to new audiences. 

2. To become engaged with new audiences and interact with them in a way that requires 

meaningful responses and coordinated action with PADV. 

3. To increase awareness of intimate partner violence and present information that will empower 

support systems to advocate on behalf of victims. 

 

Key Objectives 
With the campaign’s purpose in mind, we derived the following key objectives with measurable goals to 

attain: 

1. To introduce PADV to new audiences. 

a. We will incorporate hashtags to attract new audiences. 

b. We will mention (@organization’s name) partners and friends of PADV to expand our 

reach. 

c. We will encourage existing followers to engage with campaign content and share with 

their followers. 

2. To become engaged with new audiences and interact with them in a way that requires 

meaningful responses and coordinated action with PADV. 

a. We will create an interactive one-page website with a responsive template that includes 

downloadable, branded graphics to share on social media. 

b. We will create an online quiz about intimate partner violence. 

c. We will encourage subscription to our newsletter or events email distribution list. 

d. We will mobilize new volunteers with orientation and training sessions immediately 

following the campaign, in November. Both in-person and online options will be 

available for our Atlanta-area safehouses and events. 

3. To increase awareness of Domestic Violence and present information that will empower 

support systems to advocate on behalf of victims. 

a. We will educate about the risks and characteristics of intimate partner violence (IPV). 

b. We will present upcoming volunteer (individual and team) and sponsor/donor 

opportunities. 

c. Prior, during, and after this campaign, we will issue press releases about our events and 

the campaigns’ successes with engagement statistics. 
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Audience Analysis 
When considering the purpose of this campaign, we desired to target people of certain professions in 

addition to those who may personally know a victim. The audiences are comprised of professional adult 

men and women who would be considered as members of a victims’ support system. This audience 

would be supportive of the campaign objects and welcome advocacy. The following groups and their 

respective circles of influence will be targeted: 

• Partners: Therapists, local law enforcement agents, lawyers, food bank employees, doctors, 

nurses, social workers, local government officials, clergy and those who would directly engage 

with victims by trade.  

• Sponsors/Donors: Individuals and organizations (and their stakeholders) who would sponsor or 

donate time (volunteer hours or services), money, and wish-list items for our safehouses and 

guests. 

• Social Media Followers: While our goal is to reach out and gain new followers, we also realize 

that our existing followers will be engaged as well. We will leverage this relationship by posting 

topics recently shared to help our existing followers open the discussion. 

 

Strategic Planning 
Strategy is important on social media. We want this campaign to stand out from normal PADV posts and 

we want to attract new followers. In addition, October is a special month for us. We will cross-promote 

the 8th Annual Candlelight Vigil at the Intercontinental Buckhead Windsor Garden with our posts, as well 

as other upcoming opportunities to honor, serve, and learn. This will also be beneficial from a public 

relations perspective, capitalizing on the buzz of the month and rising popularity of the vigil.  

 

Strategic Environment 
At PADV, we are accustomed to October being an exceptional month where we focus on Domestic 

Violence Awareness related activities and initiatives. Internally, the emphasis will be on preparing 

brand ambassadors and thought leaders. Thought leaders are our subject matter experts (SMEs) 

who will be tapped for media interviews, speaking engagements, and quick :30 second videos for 

social media. All colleagues and contractors, however, will be encouraged to be brand ambassadors 

by sharing this campaigns’ social media posts. 

Externally, this nationally-recognized month will be prime time to generate new followers and 

publicity. Social media posts will subtly promote PADV services. Recent news stories and testimonies 

from our safehouse guests will be utilized, as well. 

Strategic Approach 
Connecting our target audience to the campaigns’ objectives will require an understanding that we 

are speaking to those who potentially had minimum awareness or education regarding intimate 

partner violence and PADV. We will spell out acronyms and ensure that language is easy to 

understand. As the nature of social media, messaging will be concise and brief. We will speak to 

those who desire to help a victim recover. This includes a loved one such as a family member, friend, 

co-worker, or neighbor. Also included are crisis intervention workers who are on the “front lines” 
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and desire to provide more tailored assistance to those they serve who are victims of intimate 

partner violence. 

The Tagline 
The slogan for this campaign is: Use Your Voice to Empower the Voiceless 

Key Messaging 
The core message for this campaign is advocacy. For purposes of this campaign, we define an 

advocate as one who supports a victim of intimate partner violence and his or her dependents with 

the resources needed to live safely, heal emotionally and physically, and become stable. Key 

messages include: 

o Speaking on behalf of victims… 

o Supporting victims of crime and their rights… 

o Victims of intimate partner violence should be treated with dignity. 

o Victims may not know what resources are available to them, but I do. 

o I’m here to help. 

o I know the risks and warning signs of intimate partner violence. 

o Intimate partner violence is a crime. 

o Victimization weakens but advocacy strengthens… 

o Victims may feel as though they don’t have a voice. But they do, and it matters. 

o I may not have all the answers, but I do have resources like the 24/7 Domestic Violence 

Hotline. 

o In order to leave an abusive situation, victims need to safety plan. As an advocate, I can 

help by directing victims to the right resources. 

Social Media Platforms 
o Pinterest – A board will be created on the organization’s page with pins that correlate 

with the posts (image and message) made on Facebook and Instagram. 

o Facebook – Utilizing the PADV page, we will post content that’s shareable and includes 

graphics, photographs, and short video testimonials. We’ll also use Facebook Ads, 

targeting specific men and women within certain zip codes in and around Atlanta, GA. 

o Instagram – The same graphics, photographs, and short video testimonials as used on 

Facebook will be shared on Instagram. In addition, we’ll utilize Instagram Live to share 

real-time interviews with Q&A and livestream special events as they occur. 

o Twitter – Twitter will be used to direct users to the campaign-specific website, 

Instagram livestreams, and to share statistics and fast facts. 

 

Campaign Look and Feel 
The writing tone is direct, informative, and compassionate. Design elements for photography 

include photos prominently displaying the domestic violence awareness purple ribbon and/or purple 

accents. Graphics have a light grey background with purple and green accents and black Roboto 

Family fonts. All social media platforms can connect to third-party vendors like PayPal for financial 

donations and Constant Contact for email subscription management, when necessary. We will refer 
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to PADV brand guidelines when selecting images and photographs. Our goal with the look and feel is 

to connect to the audience’s personal values for safety, togetherness, hope, and stability. 

 

Proposed Campaign Timeline 
The following weekly timeline shows each week’s theme, key milestone, and event promotion. 

 

 

  

Pre

Campaign

•Theme: Ramp up excitment for the upcoming social media campaign and events

•Key Milestone: All graphics and interviews approved, confirmed, and scheduled by 9/16/19

• Internal/External Promotion: Social Medial Campaign Teasers 

Week 1

•Theme: Use Your Voice to Empower the Voiceless - The Impact of IPV on the Community

•Key Milestone: Launch one-page website with IPV quiz tailored to volunteers and issue press release

•External Promotion: 8th Annual Candlelight Vigil at the Intercontinental Buckhead Windsor Garden (10/16/19) 

Week 2

•Theme: Use Your Voice to Empower the Voiceless - Corporate Social Responsibility and IPV

•Key Milestone: Run Facebook ads

•External Promotion: Executives in Action Breakfast & Program at the Capital City Club in Brookhaven (10/25/19)

Week 3

•Theme: Use Your Voice to Empower the Voiceless - Strategies for an Effective Response to IPV

•Key Milestone: Livestream of the Candlelight Vigil and issue press release

•External Promotion: Men's Leadership Breakfast at Suntrust Park's Delta Dining Club (10/30/19)

Week 4

•Theme: Use Your Voice to Empower the Voiceless - Political Isssues Impacting Victims of IPV

•Key Milestone: Pre-recorded interviews from the Executives in Action event

•External Promotion: Upcoming volunteer training and orientations for individuals or groups  

Post 

Campaign

•Theme: Use Your Voice to Empower the Voiceless - Ways to serve victims with PADV

•Key Milestone: Campaign reporting and statistics complete by 11/15/19 and issue press release

• Internal Promotion: Recap with reporting during November's all-company Meeting
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Campaign Tactic – Mocked-up Facebook Page 
The PADV Facebook page has nearly seven thousand followers and is a great tool for encouraging 

engagement with our target audience, who are more likely to regularly use Facebook. The branded 

layout is outlined below: 

Campaign 

Messaging, per 

weekly theme 

Campaign 

Messaging, per 

weekly theme 

:90 Subject Matter 

Expert Video 
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Campaign Tactic - Mocked-up Campaign Homepage 

This pop-up, one-page website will go-live on Oct. 1, 2019 at 12:01 a.m. ET through Nov. 15, 2019 at 11:59 

p.m. ET. Visitors are immediately directed to this page when entering padv.org. Note: When events pass, 

they will be replaced with upcoming volunteer events or training opportunities. The layout is outlined below: 

 

 

  

Safe Exit 

Button 

Rotating Social Media 

Graphics  
4 total, per weekly theme 

Main Feature: Interactive Quiz  

Introductory Paragraph –  

Use Your Voice to Empower the Voiceless 

Metro Atlanta Domestic Violence Hotline: 404-873-1766 

National Crisis Line: 800-621-4673 

Social Media Icons 

Contact, Privacy, and Copyright Information 

Enter Main Website Button 

Event Promo 1 

Descriptive 

paragraph on the 

importance of 

advocacy 

Enter Quiz 

Event Promo 3 Event Promo 2 

Live Twitter Newsfeed  
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Campaign Tactic - :90 Video Storyboard 
Below is a storyboard for a ninety second PADV subject matter expert interview.  

  

:5s Logo animation intro with music 

 

:15s Fade to introduction and topic by 

interviewer  

:10s Introduction of interviewee  

:50 1-2 questions with response :05 Thank you and close by interviewer 

:5s Logo animation with outro music 

Fade to black and “padv.org” 
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Additional Information 
More information on this strategic social media campaign will be provided in the next all-hands meeting, 

held on Thursday, Aug. 29, 2019 at the main conference room. A Zoom invite will be delivered to 

colleagues at remote locations and the safehouses.  

Additional information can be found on the Development and Marketing SharePoint site. In the “Oct. 

2019 Social Media Campaign” folder, you will find: 

• This social media campaign strategic planning document. 

• Colleague talking points. 

• An archive of all graphics, messaging, and interviews. 

• Campaign reporting (to be posted by Nov. 15, 2019). 

 

Contacts 
Please direct all media inquiries to Jeffrey C. Brown, VP of Development and Marketing. For questions 

specific to this campaign, please contact Chinua Joi Ivey, Manager of Corporate Communications. 

 

 

 

 

 

 

 

 

 

 

 


