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Executive Summary 
 
The Piedmont-Shenandoah Valley Division of March of Dimes is an extension of the national non-profit orga- 
nization whose activities offer opportunities for volunteerism, raise funds for national research, and support the 
Shenandoah Valley community. 

“Healthy Babies, Happy Valley” is a campaign that hopes to increase awareness in women of the division’s 
local activities and support systems. The women in the community need to know that the March of Dimes is 
not just a national organization, but has a local presence in the Shenandoah Valley as well. Greater awareness 
in women of how March of Dimes is active in their community can bring the organization one step closer to its 
goal of lowering premature birthrates in Virginia. 

The campaign focuses on raising awareness in women of the Shenandoah Valley because they may be planning 
to have children (or know someone who is) and would be the audience seeking information and support. The 
tactics utilized in this campaign offer support for and promote discussion among these women about healthy 
pregnancies. They also promote local March of Dimes events concisely and more extensively so that informa- 
tion about events is clear and accessible. The tactics segment women into age demographics because each 
audience requires a different approach. 

The “Healthy Babies, Happy Valley” campaign employs a rational/informational approach and focuses on all 
women located in the Shenandoah Valley.  By publicizing local March of Dimes events more effectively and 
concisely as well as creating social media links with a local spin, March of Dimes will stand out to these women 
as an active organization in the community. Additionally, the campaign reaches out to local women through the 
use of broadcast media, helping March of Dimes gain a more personable reputation. 

This awareness campaign will solidify March of Dimes as an integral non-profit of the Shenandoah Valley.
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Situational Analysis

March of Dimes is a national non-profit organization whose mission is to “improve the health of babies by 
preventing birth defects, premature birth, and infant mortality.” March of Dimes funds research through 
donations, organizes events, and educates people about healthy pregnancy and birth.

In November of 2009 March of Dimes sent out a “report card” that described the current state of premature 
birthrates in Virginia. Unfortunately, Virginia received a “D” grade with premature birthrates hovering just over 
12%, slightly less than the national average of 12.7%. These were the latest statistics from 2007, but recent 
reports say that Virginia has progressed and premature birthrates have lowered. March of Dimes has been an 
integral part of this progression and hopes to lower the rates even more by 2010.
            
There are four divisions of March of Dimes in Virginia, splitting the state into more manageable regions. The 
Piedmont-Shenandoah Valley is one such division, but the activities and events specific to the Valley are lost 
amongst the others in Virginia. The division, like the others, does not have its own page on the site nor any other 
Internet resource from which March of Dimes can publicize local events and share local stories. Such a resource 
would bring people together, and perhaps facilitate in locals a sense of identity with March of Dimes. 

Though March of Dimes is a nationally active organization with a great reputation, it could stand to gain a more 
local presence in the Shenandoah Valley. 

Problems and Opportunities

Problems
• Locals don’t identify March of Dimes as an integral part of their community, largely because they see it only  

 as a national organization. It isn’t “close to home.
• Local donations to the March of Dimes are sent into a national fund in order to do research. Since the re  

 search is “behind the scenes,” locals do not see the direct result of their contributions.
• There are innumerable non-profit organizations in the Shenandoah Valley competing for attention, especially  

 in a recessing economy.
• March of Dimes does not pay for advertising, so they have limited means to spread awareness in the    

 Shenandoah Valley.
• There is no one place that lists Shenandoah Valley March of Dimes events.  

 
Opportunities

• March of Dimes is a nationally respected organization because it has achieved past goals to cure polio.
• There are many media outlets in the Shenandoah Valley that are eager to partner with non-profits. 
 -    March of Dimes is in good standing with many of these outlets.
• March of Dimes addressing an issue (premature birth) that has great appeal across many demographics,   

 especially women.
• Over 25% of women are using Internet to find medical and health information.

3



Goal

“Healthy Babies, Happy Valley” aims to increase awareness in women of the Shenandoah Valley of the local 
presence of March of Dimes.                                                                                                             

Objectives

By December of 2010, 60% of all women in the Shenandoah Valley should identify March of Dimes as not just 
a national organization, but as a local organization as well. 

Publics

This campaign focuses on all women of the Shenandoah Valley because it doesn’t matter how old a woman is; 
March of Dimes can and will be there for them throughout their lifetimes.
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Strategies

The strategies used in the “Healthy Babies, Happy Valley” campaign segment the female public by age 
demographics. Young, older, and senior-aged women will all be approached differently.

• The campaign will attract the external public of younger women by using social media to boost the 
 identification of March of Dimes with the Shenandoah Valley.

• The campaign will attract the external public of all women (but specifically adults and seniors) by sending 
controlled media to local traditional media such as print and online newspapers during key months of March 
of Dimes events.
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Tactics

Public Service Announcements
• We will have two PSAs. One will talk about the dangers of smoking while pregnant and the other will  give 

Virginia premature birthrate statistics and tips on how to be healthy while pregnant.  They will be in 30 and 
15 second time slots and  will be available in Spanish. Airing on the local radio stations, women driving to 
work, listening to the radio will hear our message and become aware of issues the March of Dimes is 

 working on.

Blog
• Since the March of Dimes Virginia Chapter already has an existing blog that acts as a support and informa-

tion center for women who are pregnant, we are proposing to launch a blog that will bring specific faces to 
the mission and fulfill a different niche, by putting recognizable faces to the topic.  The March of Dimes has 
an ambassador family, but it is not present online.  We aim to start a “contest” to get five women from the 
Shenandoah Valley to share their stories.  These women can be any age. They will serve as online ambassa-
dors and localize the March of Dimes even more by speaking from towns across the Valley and representing 
a wide range of ethnicities, ages and experience levels with pregnancy.  The blogging “contest” will bring 
buzz to the March of Dimes through word of mouth and, once it is implemented, it will be a fantastic venue 
for women to follow these women through their pregnancies to get advice on healthy living and information 
on what it is like to be pregnant every day for nine months.

• If women respond well to this blog and there seems to be demand for more of the same after these women 
have stopped blogging, March of Dimes of the Piedmont-Shenandoah Valley can run the contest again.

Piedmont-Shenandoah Facebook Fan Page
• March of Dimes presently has its own fan page on Facebook with about 24,000 fan followers.  Since our 

goal is to spread awareness of the Piedmont-Shenandoah Division’s local impact, we think starting a fan 
page for the division would be a worthwhile (not to mention free) resource. On this fan page, fans can 
participate in discussions with others in the community, hear about local events and news, and stay in tune 
with the community chapter in general. Through the use of daily status updates, the Piedmont-Shenandoah 
Division can spark discussions, ask questions, and present facts pertinent to the community. By starting and 
viewing discussions with fans, March of Dimes will stand out as a non-profit. They will seem more person-
able and “in touch” with the locals and their culture. This page also offers fun quizzes to test a fan’s knowl-
edge of the Shenandoah Valley and March of Dimes.

Piedmont-Shenandoah Valley Twitter Page
• Although many chapters of March of Dimes have Twitter pages, the Piedmont-Shenandoah Valley does not. 

With nearly 14 million people “tweeting” in the United States alone, it would be a highly effective medium 
to spread awareness of the local events that March of Dimes plans in the Shenandoah Valley. Twitter is a 
free social medium that uses “tweets” that are similar to Facebook “statuses” that are short phrases that 
are updated multiple times a day. The phrases, or “tweets,” will show up on the Twitter pages of “follow-
ers” (people who have subscribed to the tweeter’s “tweets.” The page for the Piedmont-Shenandoah Valley 
would also be a great resource for spreading awareness of the blog competition because those who would be 
interested in blogging would most likely already be using Twitter. 
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Tactics (continued)

News Release for Facebook/Twitter
• In order to localize the March of Dimes in the Shenandoah Valley, the  “Happy Babies, Healthy Valley” 

campaign will publish a news release that focuses on the organization’s use of social media. This news 
release will enlighten listeners about the March of Dimes presence, both online and in the Shenandoah Val-
ley. March of Dimes’ presence on popular social networking sites such as Twitter and Facebook will both 
connect and personalize the March of Dimes with residents all around the Shenandoah Valley. In order to in-
form these residents about March of Dimes’ presence on these networks, our news release will focus solely 
on publicizing this information across the valley.

• Although March of Dimes has a Facebook page with an impressive following, it is not personalized to the 
Shenandoah Valley. In order to reach our goal to spread awareness in this region, launching a localized 
Facebook page will be an effective and cost efficient platform. Fans of March of Dimes’ cause will use the 
page to converse with their valley neighbors, update their calendars with March of Dimes events, and stay 
up to date with the March of Dimes’ progress in the Shenandoah Valley.

• The Shenandoah Valley division of March of Dimes is behind other divisions when it comes to social media, 
as they don’t have a Twitter, either. Twitter is an exponentially growing social networking platform that will 
benefit the March of Dimes awareness campaign for free. March of Dimes will also use this microblogging 
network to reach out to bloggers for their March of Dimes - Shenandoah Bloggers competition.

Broadcast Release for Blog competition
• The broadcast release for TV will bring more awareness about the blogging competiton that is happening in 

the Valley.  We know the March of Dimes has a great relationship with the TV station in Harrisonburg, so 
we have a better chance of them running our release there and likely in the other counties across Virginia as 
well. This release will give more exposure to the competition and the launching of the blog so that women 
know that the blog is out there.  The blog will then start to receive traffic to the site and applications for 
potential bloggers

News Release for Blog competition
• The news release will help spread word of the blog so that women are prepared for the competition and will 

have time to spread the word.  The news release will focus on the competition in the Valley and have quotes 
from the excited spokeswoman and local Valley women. By putting out a news release we will be able to 
gear the message toward the women who read the paper and they will be able to deliver the message through 
word of mouth to their friends and family who might not have read it.

Events Calendar
• This calendar of events outlines the events of the Piedmont-Shenandoah Valley March of Dimes. The cal-

endar will be posted on facebook and the individual dates will be used for Twitter and Facebook updates 
throughout the year. It consolidates the dates of events for only the Shenandoah Valley. Many local online 
newspapers and websites post community calendars for local events for free. We have included the websites 
of these media where the community calendars can be updated (see media list).

Fliers for events, blog competition
• There will be fliers that promote the March for Babies events happening throughout the Shenandoah Val-

ley, as well as fliers that promote the blog competition and application requirements. They will be posted 
throughout the Valley on community bulliten boards.
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Evaluation

In order to determine the success of our campaign we will need to determine the effectiveness of the following:

• Site traffic to the blog
• Number of applications received for blog contest
• How many more people than previous years went to MOD events in Valley?
• Site traffic to March of Dimes national website and regional
• Number of followers on Twitter and number of “ReTweets”
• Facebook fan count
• Number participating in Facebook discussions
• Reach and frequency of PSAs
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Campaign Timeline
 
  
January 2010
• Implement “Healthy Babies, Happy Valley” Campaign
• Launch social media (Facebook/Twitter)
• Begin application process for bloggers
• Send Social Media Press Release
• Send Blog Competition Press Release 
 
March 2010
• Launch Blog (3/1)
• Release PSAs 1,2 (See appendix)
• Post March events on online newspaper and community websites
• Post March event fliers on area community boards and street posts
 
April 2010
• Release PSAs 1,2 (See appendix)
• Post April events on online newspaper and community websites
• Post April event fliers on area community boards and street posts
  
May 2010
• Post May events on online newspaper and community websites
• Post May event fliers on area community boards and street posts
 
June 2010
• Evaluate Campaign with informal public polls
 
September 2010
• Post September events on online newspaper and community websites
• Post September event fliers on area community boards and street posts
 
October 2010
• Release PSAs 1,2 (See appendix)
• Post October events on online newspaper and community websites
• Post October event fliers on area community boards and street posts
 
November 2010
• Release PSAs 1,2 (See appendix)
• Post November events on online newspaper and community websites
• Post November event fliers on area community boards and street posts
 
December 2010
• Evaluate the “Healthy Babies, Happy Valley” Campaign
• Depending on blog success, plan/launch another competition for bloggers
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2010 Calendar
 
 

April

March for Babies
Virginia Highlands
April 24, 2010
Sugar Hollow Park
Lee Hwy
Abingdon, VA 24210
Walk Distance: 5 miles
Registration Time:  9:00 AM 
Start Time: 10:00 AM
Phone: (540) 989-8030 

March for Babies
Charlottesville
April 18, 2010
Lexis Nexis Bldg Downtown Mall
701 East Water Street
Charlottesville, VA 22902
Walk Distance: 4 miles
Registration Time:  1:00 PM
Start Time: 2:00 PM
Phone: (540) 434-7789
 
March for Babies
Front Royal
April 10, 2010
Lions Park
Commerce & Warren Avenues
Front Royal, VA 22630
Walk Distance: 3 miles
Registration Time:  8:00 AM
Start Time: 9:00 AM
Phone: (540) 434-7789
 
March for Babies
Harrisonburg
April 17, 2010
Renaissance Park
345 South Main Street
Harrisonburg, VA 22801
Walk Distance: 6 miles
Registration Time:  8:00 AM
Start Time: 9:00 AM
Phone: (540) 434-7789
 

May

March for Babies
Winchester
May 16, 2010
Valley Health Wellness Center
401 Campus Blvd.
Winchester, VA 22601
Walk Distance: 6 miles
Registration Time:  8:00 AM
Start Time: 9:00 AM
Phone: (540) 434-7789

September

Signature Chefs
9/19 Charlottesville 
Phone: (540) 434-7789
9/24 Roanoke 
Phone: (540) 989-3030

October

March for Babies
Shenandoah
October 3, 2010
Massanutten Military Academy
614 South Main Street
Woodstock, VA 22664
Walk Distance: 4 miles
Registration Time:  1:00 PM
Start Time: 2:00 PM
Phone: (540) 434-7789

 

November

National Prematurity 
Awareness Month & 
Prematurity Awareness Day (11/17)
Winchester
Nov. 17, 2010
At Winchester Medical Center
1840 Amherst St. 
Winchester, 22601
Registration Time:  1:00 PM
Start Time: 8:30 AM in Hospital
 Conference Room
Sen. Jill Holtzman will host a press 
conference; MOD Volunteer June 
Hosaflook will announce the 2009 
Premature Birth Report Card for 
Virginia. Local General Assembly 
members will be given a tour of the 
hospital’s NICU.
 
 
Signature Chefs
11/08 Harrisonburg 
Phone:    (540) 434-7789

Signature Chefs
11/15 Augusta Co. 
Phone: (540) 434-7789



Recap

Healthy Babies, Happy Valley is an awareness campaign for the March of Dimes that will bring awareness of 
the March of Dimes Shenandoah Valley as a local organization for women in the Valley.  Through tactics such 
as a blog, facebook fan page and news releases, we will reach women of all ages throughout the Valley and en-
hance their awareness on the March of Dimes as a local organization and as an information center for all things 
health and baby.  Virginia scored a “D” this year on their premature birth report card, and by spreading aware-
ness of the organization, women in the Valley will identify with March of Dimes and make healthy changes to 
lower premature birth and better the health of their families and selves.
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