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Introduction 

Due to civil wars in Liberia from 1989-1996 and 1999-2003, education in Liberia has 

been severely affected. As a non-profit organization that aims to help with education in Liberia, 

NGU Tribe struggles because it faces many problems. Awareness about the current status in 

Liberia in the United States is low, and NGU Tribe’s brand recognition is also low in the Greater 

Lafayette community. With NGU’s focus on the Delaney Burgess Orphanage School (DBOS), 

the organization struggles with funding as well when trying to establish self-sustainable models 

for the school. Our agency, L.D.M. Boko, tried to help solve NGU’s problems through public 

relations campaigns. There are several benefits for non-profit organizations to use strategic 

public relations campaigns. Since non-profits tend to have less funding than corporations, use 

campaigns for awareness and brand recognition is more economical than using advertisements 

and commercials, and it provides similar results with special events and advocacy for a good 

cause. L.D.M. Boko started a public relations campaign over the course of three months from 

January to April 2017, to help solve NGU’s problems, and the final results and evaluations will 

be discussed in the following report.  

 

Situational Analysis 
 

NGU Tribe (standing for Never Give Up) is a non-profit organization seeking to inspire 

and equip people all around the world to fearlessly pursue the life they are meant to live. NGU 

serves as a helping hand for people overcoming various struggles globally through funding 

various services, projects, and campaigns. Currently NGU’s main focus is at a school in Liberia, 
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West Africa called DBOS which is home to approximately 200+ students and 15+ teachers and 

faculty members. 

Prior to planning and executing our campaign, L.D.M. Boko conducted formative 

research to identify NGU’s main problems through formative research and evaluation of the 

organization from a critical communication perspective.  In our formative research we examined 

NGU’s past campaigns. After thoroughly evaluating NGU Tribe, L.D.M. Boko determined the 

organization's main problem was financial stability. NGU has been unable to keep up with 

teacher pay, student resources, and simple every day building upkeep due to their lack of 

funding. This problem was the number one issue that L.D.M. Boko set out to solve through our 

campaign. Additionally, L.D.M Boko recognized the organization's need for a more manageable 

and active social media channel, a quarterly newsletter, strongly relationships between key 

stakeholders, and overall consistency to raise awareness which then leads to increased financial 

standing. All of these problems were incorporated into the planning and execution of L.D.M. 

Boko’s campaign.  

 

Campaign Planning 
 

The goal of the campaign is to raise awareness about NGU Tribe among key stakeholders 

in the Greater Lafayette community with the ultimate goal of building longer lasting 

relationships with them. Rationale: Many people are not aware about NGU Tribe. We want 

people in the Greater Lafayette area to learn about NGU Tribe and build better brand 

recognition. 
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Objectives: 

● Objective #1: Recruit 7 businesses in the Greater Lafayette Community by April 20th, 

2017 to sponsor one child/teacher yearly, at a cost of $600 every year, for 5 years.  

○ Rationale: We want to build relationships with businesses in the Greater 

Lafayette community and raise awareness about NGU Tribe and ways they can 

get involved.  

● Objective #2: Recruit 4 Purdue Greek organizations to sponsor one child yearly by April 

20, 2017, at a cost of $600 every year, for 5 years.  

○ Rationale: We wanted the Purdue Greek Community to be aware of NGU Tribe 

and build relationship with Greek Organizations.  

● Objective #3: Recruit 2 Purdue student organizations to sponsor one child yearly by 

April 20, 2017, at a cost of $600 every year, for 3 years. 

○ Rationale: We wanted Purdue student organizations to become aware of NGU 

Tribe and build relationships with them and bring NGU into the Purdue 

community.  

● Objective  #4: Recruit 2 families from 3 local elementary schools to sponsor one 

child/teacher each by April 20, 2017 for the next year, at a cost of $600 per family. 

○ Rationale: Building a relationship with the elementary school is important, but 

building relationships with the families that send their children to the elementary 

school is also important. Since NGU Tribe helps fund an elementary school with 
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families in Liberia, we thought it would be a great connection to build 

relationships with elementary school families in Lafayette.  

● Objective #5: Recruit one local elementary school from the Greater Lafayette area to 

partake in a week long event during the month of April every year for the next five years.  

○ Rationale: Since NGU Tribe has had successfully elementary campaigns in the 

past, we thought that another campaign in the Greater Lafayette community 

would help build a relationship with the elementary schools in the area, especially 

since NGU Tribe helps fund an elementary school.  

● Objective #6: Raise $300 through Brothers Purdue Bar and Grill by receiving 20% of 

each purchase on April 7th, 2017 

○ Rationale: We want to raise awareness of NGU Tribe and build a relationship 

with Brothers Purdue Bar and Grill. We thought we could do all of this and raise 

money to help fund NGU Tribe.  

● Objective #7: Raise $200 through Buffalo Wild Wings Event by receiving 15% of each 

purchase on April 17, 2017.  

○ Rationale: We want to raise awareness of NGU Tribe and build a relationship 

with Buffalo Wild Wings. We thought we could do all of this and raise money for 

NGU Tribe.  

● Objective #8: Get 4 mass media news outlets to cover NGU’s Brothers Purdue Bar and 

Grill event by April 5, 2017.  

○ Rationale: We wanted to build a relationship with the media outlets around the 

Greater Lafayette Area and make them aware of NGU Tribe. We also wanted to 
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gain media coverage to have people all over Lafayette aware of our event and 

NGU Tribe.  

Audience Segmentation 

For the purpose to better understand each public and and how to reach and involve them, 

we did audience segmentation based on four main parts: residents in Greater Lafayette, Purdue 

students and administration, local media, and NGU and DBOS related publics including 

students, parents, teachers at DBOS, nearby villagers, and NGU ambassadors.  

We planned to reach residents in Greater Lafayette and local businesses through news 

stories in local media, emails pitch about the sponsorship program, and the elementary school 

event to raise awareness and build brand recognition in the community. We mainly focused on 

social media to reach Purdue students based on their activeness online and prevalence of social 

media among these publics. We planned to reach out to local media through press releases. And 

since DBOS related publics are what NGU wanted to impact and serve, we proposed to make 

sure that they understand our campaign process and what we are doing to help.  

 

Campaign Execution 

In our proposal, we had one goal and six objectives that we had for our campaign with 

NGU Tribe. Our goal was to raise awareness among key stakeholders in the Greater Lafayette 

community and build longer lasting relationships with them. One way we tried to do this was 

creating social media posts for NGU Tribe to use on their social media accounts. We used 

Hootsuite which made it easier for NGU Tribe to post and schedule posts on multiple different 
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social media accounts including Twitter and Facebook. We ultimately increased NGU Tribe’s 

social media usage and their social media followers.  

We had the objective to recruit 7 businesses to engage in a sponsorship program in which 

we created a sponsorship program outline, rules and agreement forms for NGU Tribe. We also 

created a newsletter template that would keep stakeholders and sponsors updated on everything 

NGU is doing. We sent out the first newsletter to NGU Supporters and have the template for 

NGU to use in the future. We sent these program outlines to 30 local businesses in the Greater 

Lafayette community and also information about meeting up, learning about and starting to 

building a relationship with NGU Tribe. We did not get any sponsorships out of the local 

businesses but we were able to create and print general flyers and business cards for NGU Tribe 

and go door to door in downtown Lafayette and tell businesses about NGU Tribe and have at 

least 8 businesses hang up our flyer in their front window or on a bulletin board in their store. 

Going and speaking to the businesses helped put a face to NGU Tribe and show them we are 

serious about forming a relationship with them.  

Our second objective wanted to recruit 4 Purdue Greek organizations to sponsor a child. 

For this objective, like the businesses, we used the email sponsorship/relationship template to try 

and gain either a sponsorship or build relationships with the Purdue Greek Community. We were 

not able to receive any sponsorships this school semester since all the Greek organizations have 

previously budgeted out their semester to include donating to charity. However, Kappa Kappa 

Gamma sorority has agreed to be a sponsor for NGU Tribe in Fall 2017.  

Our third objective was getting a sponsorship from 2 Purdue student organizations to 

sponsor one child for NGU Tribe. We used an email template to reach out to multiple different 
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student organizations, however we were not hearing back or getting any responses. Since we 

were not able to hear back from many Greek organizations or any student organizations we 

really wanted to start focusing on the relationship building aspect. 

Our 4th, 5th and 6th objective had do with having an elementary school fundraising event 

and recruiting families of students to become a sponsor for elementary students or teachers at 

DBOS Elementary School. We reached out to many elementary schools in both Greater 

Lafayette area and the Indianapolis Area. We reached out to them using an email template 

talking about the event and sponsorship program. Many schools responded saying it was too late 

in the year to fit that in, which we respected and told them we were hoping to work with them in 

the future. Some responded saying they were only supporting one philanthropy or nonprofit. 

However, one elementary school in Fishers, Indiana reached out to us saying they were not able 

to do this fundraising event this late in the year, however, would love to meet with us and discuss 

doing the fundraiser in the Fall semester. We met with the Principal of Riverside Intermediate 

School in Fishers, Indiana and started forming a relationship with their administration. The 

students and teachers were encouraged to write letters and draw pictures to the students and 

teachers at DBOS Elementary School in Liberia. This has started forming a great relationship 

with Riverside and they have agreed to do a fundraising event with NGU Tribe in the Fall, which 

hopefully will turn into a potential sponsorship.  

Since we were not able to do a concrete event with the elementary schools in Lafayette, 

we still wanted to do a fundraiser of some sort. We had heard of certain restaurants in the past 

doing charity nights and a percentage of their proceeds go to a non-profit so we contacted those 

restaurants and heard back from Brothers Purdue Bar and Grill and Buffalo Wild Wings. We met 
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with Brothers Purdue to confirm details and we were able to plan and advertise for the event 

“Eat, Drink, Give” at Brothers Purdue on April 7, 2017. For this event we created, printed and 

distributed flyers and business card size flyers around Lafayette and around Purdue’s campus. 

We also promoted this event on NGU social media including Facebook, Twitter and Instagram. 

We wrote a press release for the event and sent it to WFLI, WBAA, The Exponent and Journal 

and Courier. During the event, our group members sat by the door with NGU Tribe Shop T-shirts 

and tank tops to sell to people coming in the door. We sold $120 worth of t-shirts and tank tops 

during our event. During the event, the Founder of NGU Tribe, Jennifer Burgess and her 

husband was able to attend and meet the members of LDM Boko. She was able to see our efforts 

for the event become a reality, which was very rewarding. For the entire Brothers Purdue Bar & 

Grill event, we were able to raise $457.96. 

Another event we set up was with Buffalo Wild Wings. We called and get connected to 

their general manager, filled out some applications and set a date for the event. We created, 

printed and distributed flyers all around Downtown Lafayette and around the Purdue campus. 

We promoted this event by advertising on NGU Social Media. Through this event, we were able 

to raise about $82.65 for NGU Tribe, since all customers that mentioned the fundraiser had 15% 

of their ticket go towards NGU Tribe.  

We wrote the press release for the Brothers Purdue event, which we embedded into the 

media kit we made for NGU Tribe. We created this in hopes they would use this in the future to 

raise awareness in the media about their organization and any future events they plan to hold, 

such as their elementary school fundraiser in the fall. NGU Tribe also asked us to update their 

website to make it more appealing to the eye and user friendly. This helped us in each tactic 
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since each type of advertising we made would include NGU Tribe’s website. The new website 

has a lot more information on what NGU Tribe does and photos of DBOS Elementary school. 

We also helped them create a new logo and general brand around that logo to add to their 

website. We also added this to all of the emails, flyers, newsletters, etc. that we created for them. 

Throughout our campaign, we were able to keep communication with the client through 

email and weekly phone calls. The founder of NGU Tribe was very easy to communicate with 

and it helped that a member of LDM Boko is related to the founder. We could have kept the 

founder more up to date on what we were working on since it seemed whenever we were 

updating her, it was a lot of information all at once. However, she was very quick to 

communicate back to us if we had questions or needed feedback. She was also very thorough 

with what she wanted from the start, which helped us to keep our objectives organized. 

Some things we could have done differently in our campaign would be to go into the 

sponsorship programs with the businesses, Greek organizations, student organizations and 

elementary schools with relationship purposes at first and not initially for the money. We also 

should have gone in earlier to the businesses to ensure they had enough time to time to think 

about if they wanted to be a sponsor or have a relationship with NGU Tribe. We should have 

thought of better ways to reach out to the local media, even though it was difficult to find a 

journalist to pitch to. We would also focus more on a feature story instead of a news story since 

that is more effective, especially with a nonprofit like NGU Tribe. Another thing we could have 

done differently is start execution of the tactics earlier and not spend so much time waiting for 

responses of businesses, Greek and student organizations and elementary schools.  
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Campaign Evaluation 

The evaluation of the campaign starts with the examination of each objectives. The first 

four objectives are in relation to the sponsorship program, so they will be evaluated together. 

Due to the time limits and the realistic issues with budgeting, we were not able to recruit any 

organizations or businesses as mentioned above to commit to a sponsorship program with NGU 

by the end of April 20, 2017. We did establish relationships with one greek organization, one 

elementary school, for a potential partnership/sponsorship for the next semester or next school 

year.  

The fifth objective about elementary school event is not achieved as well. Since 

elementary schools plan out their budget and events at the beginning of each semester, we were 

not able to host an event with any of the schools we reached out to. We have one school that 

expressed interests in working with NGU for next semester on fundraising events and potential 

sponsorship. 

For the two objectives targeted at the fundraising event at Brothers Bar & Grill and 

Buffalo Wild Wings, we had successes and issues at the same time. The event at Brothers was 

very successful in terms of achieving the goals we set. We raised a total of $457.96 including 

donations through Brothers, T-shirt sale on site, and also cash donations on site, which exceeded 

the $300 goal we set for Brothers by 52.7 percent. There are many reasons that led to the success 

at Brothers. April 7 is a Friday which is a usual busy day for bars to start with, when students are 

willing to go out for a drink with friends. The event we had only requires customers to show a 

flyer, and then 20 percent of what they spent on food or drinks are automatically added towards 
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the total donations to NGU. They do not need to spend extra money, which makes it easier for 

people to help with the cause. The nice weather that week made the night even more successful. 

Also, that weekend is the “Mom Weekend” for some greek organizations, so we have seen many 

students taking the parent to Brothers for a meal or a drink that night. With the publicity we 

planned on social media which started a week early, it reached many students, and as a result, we 

had a successful fundraising night at Brothers. The event was not without flaws.  

The event at Buffalo Wild Wings was not as successful. We raised a total of $82.65 

including donations through the restaurant, and cash donations on site. It does not meet the $200 

goal that we set in our objective. The event was set on April 17 (Monday), which tends to be one 

of the days where few people go out to eat in general. One thing to note is that on Tuesdays and 

Thursdays Buffalo has regular half-price offers for wings, so it would make sense that on 

Mondays people might wait to come in the next day so that they could enjoy the half-price 

discount. Since Buffalo is farther away from campus, and on Mondays students tend to be busy 

with school work, or tend to order take-outs or deliveries (but Buffalo does not do that), so we 

did not have a big student crowd at the restaurant. Regarding residents of Greater Lafayette area, 

we were not able to reach them effectively due to the lack of local media publicity. 

The last objective to get four mass media outlets to publish a story about the NGU night 

with Brothers by April 5 is not achieved. The reason is probably that we did not pitch the story 

well enough to grab the journalists’ attention. The press release we sent out mainly focused on 

what we thought are important aspects about our event and NGU Tribe, but forgot to emphasize 

on the main points that would interest a journalist. Also, after reflection and getting some 

feedback, we think that we might have done better if we chose to get a feature story published 
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instead of a news story. Because for journalists, a fundraising event is hardly news especially if it 

involves an organizations that few people know about. So that is probably one of the biggest 

reasons why we did not get media coverage for NGU and for the event.  

Some of the key publics we identified in the proposal were not effectively reached due to 

several reasons. In general, publicity on social media were not as effective to reach Greater 

Lafayette residents than to reach Purdue students, and we did not effectively reach a wide range 

of the community members through our campaign and events. We originally planned to reach 

elementary school students, parents, and faculty and staff through our elementary fundraising 

event. However, due to the scheduling and funding conflicts with elementary schools’ budgeting, 

we had to cancel the event, and focus on the events with local businesses. Because of that, we 

were not able to effectively reach out to the elementary school students, parents, and faculty and 

staff during this campaign. One of the elementary schools we reached out to responded with an 

interest to work with us for next semester.  
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Final Schedule and Budget 

Final Schedule 
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Initially, in the proposal, we had many days focused on the elementary school fundraiser event. 

After meeting with the school and realizing they would not be doing an event with us until the 

fall, our objectives, especially after spring break had to change. We added two events in April 

which kept us very busy with new, promotional tactics to work on.  
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Final Budget 

 
 

 
Lessons Learned 

 
Looking back at the campaign, LDM Boko Agency has learned a lot and so did the 

individuals within the agency. One of the lessons we learned with working with news media is 

that as public relations professionals we really need to understand their needs of getting a good 

story and cater to their readership before trying to pitch them with our own agenda. We also need 

to be aware in the future that the process from sending out press releases and actually publishing 

the story is much longer than we anticipated, so we should plan well ahead of time for that.  

We also learned that relationships are very important when it comes to clients and 

stakeholders. We tried to get a lot of businesses and other organizations to become sponsors 

before they even really knew about NGU Tribe. So, instead of asking for money from people 

right away, it is important to build a lasting relationship with them first and not focus on the 

funds.  
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Some things LDM Boko did well was not getting discouraged when things did not work 

out as planned. A lot of businesses, organizations and schools were a part of our objectives that 

ended up not responding or saying they were unable to work with us. Instead of getting frustrated 

and giving up, LDM Boko decided to hold 2 more events and raise almost $500 for NGU Tribe. 

One thing we could have done better is to focus on the relationship from the start. We could have 

initially walked into the businesses instead of sending an email. This would have shown the 

businesses we were serious about a relationship and potential sponsorship with them. We, as an 

agency, would have been able to give more information about NGU Tribe and answer any 

questions the business had about this organization.  
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Agency 
L.D.M Boko Public Relations Agency was started in 2017 in West Lafayette, Indiana. L.D.M 

Boko was named after the initials of the three woman who started the Agency and the Liberian 

word Boko meaning ‘I’m cool’ or ‘I’m good.’ This agency works with every one of their client 

closely and efficiently. L.D.M. Boko works hard to propel organizations into the success that 

they deserve.  

 

 

 

 

Delaney Burgess 

Delaney is the Executive Director at L.D.M. Boko Agency. Majoring in Public Relations and 

Strategic Communication, Delaney has experience with planning and executing strong public 

relations campaigns. Delaney’s job is to coordinate all public relations activities at L.D.M. Boko. 

She works with her team members to develop and carry out strong, strategically planned 

campaigns for their clients.  

Linyao Li 

Linyao Li is the Evaluation Director at L.D.M. Boko Agency. With her major in Public Relations 

and Strategic Communication, Linyao has had experiences of event planning and campaign 

planning. Linyao will be in charge of executing the campaign and evaluating it along the way, to 

provide feedback and adjust to achieve the best results. She also works closely with other 

members to plan, develop, and execute the campaign for the client.  
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Madi Nickander 

Madi Nickander is the Media Relations Director at L.D.M Boko Agency. Majoring in Public 

Relations and Strategic Communication, Madi has experiences in social media and media 

relations. Madi will be in charge of creating and building relationships with schools and 

businesses in the Greater Lafayette area and student and Greek organizations at Purdue 

University for the NGU Tribe Sponsorship Program.  
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Appendix 
Thank You Letter from NGU Tribe 
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Website Before 

 

Website After 
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NGU Tribe publicity general flyer 
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Brothers Bar & Grill flyer 
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Buffalo Wild Wings flyer 
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Media Kit 
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