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SITUATIONAL ANALYSIS 
Music4Life is a non-profit organization that seeks to provide public school districts with 

ready-to-play instruments to distribute to children who wouldn’t otherwise be able to afford them. The 

organization accomplishes this goal by collecting used instruments, refurbishing them and donating 

them to local schools who then distribute them to families at their discretion. 

 

Music4Life was started in 2007 by Richard N. J. Lee and David Endicott. Beginning in the 

Seattle Public School District, the organization now partners with eight school districts in Western 

Washington, operating via booster clubs that work closely with school superintendents and band 

directors.  

 

Music4Life has also built strong connections in the local community. The organization currently 

partners with businesses such as Kennelly Keys for discounted repair rates and local government and 

community organizations for outreach and events. It also works with Lamar Outdoor for billboard 

advertising and KING for television and radio. Music4Life does not currently have any sort of 

“competition,” and it has been prominently recognized and supported by mayors and city councils in 

King and Snohomish County.  

 

However, Music4Life has a small staff and a limited budget, which limits its potential output. 

Furthermore, student demand could outweigh supply. Though Music4Life has existed for over ten 

years and has accomplished a lot of good during that time, its reach is still relatively short. Though the 

“May is Music4Life Month” proclamation is exciting, it was only first enacted in 2018.  

 

This campaign would look to solve the problems of limited output and short organizational 

reach by connecting with new potential donors and raising general awareness of the brand. 

Music4Life simultaneously needs to draw attention from donors and recipients. Public relations and 

marketing work should reach donors with a call to action to contribute money or instruments, and it 

 



 

should reach the public with the information that there is an option for them if they can’t afford an 

instrument.  

 

AUDIENCE 
 

In this campaign, the audience for Music4Life contains three key segments: Adults with gently 

used instruments; moderate/high-income adults with a vested interest in instrumental music and/or 

children’s and educational issues; and children and their parents who are interested in music 

education but cannot afford an instrument. 

 

To represent these audience segments, three user personas have been prepared. While these 

fictional characters don’t represent the total breadth of these audience segments, they are a helpful 

aid in encapsulating the key values for each, guiding the messaging strategies used for each 

segment. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

SWOT ANALYSIS 
 
 

 

GOAL 
 

While students may have an interest in instrumental music, the instruments themselves are 

costly, preventing many from pursuing an activity that could greatly enrich their lives. The goal of 

Music4Life is to eliminate that barrier of entry by providing public school districts with ready-to-play 

instruments to distribute to children who wouldn’t otherwise be able to afford them.  

 
 
 

 
 
 

 
 

 



 

 
 
 
 
 
 
 

OBJECTIVES  
 
In this campaign, Music4Life has two primary objectives:  
 

1) To grow monetary or instrument donations.  
2) To raise awareness so students and parents know that there is an option for them if they 

aren’t able to afford an instrument.  
 
While Music4Life would also seek to gain support through volunteer work and other partnerships and 

donated services, this campaign will focus on reaching the general public instead of other 

organizations or businesses.  

 

 
 

 
 
 
 
 
 
 
 

 



 

STRATEGIES 

Media Outreach 
 

Since Music4Life works with school districts at a local level and is geographically restricted to Western 

Washington, local media outlets should be contacted with press releases and/or story pitches -- 

especially as Music4Life Month approaches. 

TACTICS 
 

A) Media List. 
Agency X has created a media contact list with relevant local contacts in print and 

digital. One contact that is especially promising is Live in Everett, as they have a vested 

interest in music-related events (such as the Music4Life concert in May) and the overall 

betterment of the city. Furthermore, the staff also has connections to Agency X’s 

Washington State University.  

 

The full media list can be found in Appendix I.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

Events 

Music4Life does already plan and host events, but our recommendation would be to establish 

some sort of regularity in their scheduling. When trying to reach donors, face to face appeals can be 

more persuasive. When trying to raise brand awareness, face to face interactions can be more 

memorable. Events would give Music4Life to make these persuasive appeals and cement itself in the 

mind of the general public.  

TACTICS 
 

A) Music4Life Month 
 

Music4Life should take advantage of its support from King and Snohomish 

Counties and hold several events in the month of May. In 2019, Music4Life is holding a 

benefit concert at the Historic Everett Theatre and, pending its reception, should be 

considered in following years.  

 
B) Exclusive fundraisers 

 
This March, Music4Life held its second annual exclusive “friend-raiser” event in 

Seattle to court larger monetary donations. These events should be increased to 

quarterly, with a different booster club taking hosting responsibilities each quarter.  

 
C) Booths at community events 

 
Music4Life booster clubs should look for ways to become involved in community 

events in their city, such as street fairs or city-wide music events. One potential event 

could be the Fisherman’s Village Music Festival, which is held in downtown Everett 

every May. These booths could also lead to new partnerships and allies in the 

professional space.  

 

 



 

Social Media Activity 
 

According to the Pew Research Center, "Roughly two-thirds of U.S. adults (68%) now report 

that they are Facebook users, and roughly three-quarters of those users access Facebook on a daily 

basis” (​https://www.pewinternet.org/2018/03/01/social-media-use-in-2018/​). Music4Life’s primary 

audience for future donors and beneficiary’s of its services are adults, so it would be advantageous for 

Music4Life to leverage Facebook to raise brand awareness and potentially reach future donors. While 

Music4Life does already use Facebook, we recommend the following tactics to improve their social 

media efforts. 

TACTICS 
 

A) Coordinate social media presence. 
 

Music4Life currently has separate Facebook pages for each of their booster 

clubs. While this could be advantageous so district-specific messages can be 

communicated directly to geographic segments, it could also create a poor overall 

impression on people if their specific booster club doesn’t have an active social media 

presence.  

 

Therefore, we recommend coordinating social media activity across all booster 

clubs to present a coherent brand message. This way, if a new potential patron or parent 

searches for Music4Life on Facebook, they are presented with current, relevant 

information and perceive Music4Life as an active organization.  

 

Action steps that can be taken in this tactic would be to create a “social media 

calendar” with recommendations for what type of posts to post on what day of the week. 

For example: “On Monday’s, find and share an article about music education. On 

Tuesday’s, share a parent or child testimonial on how Music4Life has impacted them. 

 

https://www.pewinternet.org/2018/03/01/social-media-use-in-2018/


 

On Thursday’s, write a post about the history of Music4Life.” A centralized means of 

communication for social media coordinators should also be implemented for the sharing 

of articles and events that would be relevant across booster clubs.  

 
B) Facebook ads. 

 

Some portion of Music4Life’s communication budget should be allocated to 

Facebook advertising, especially leading up to fundraising events and “May is 

Music4Life Month.”  

 

At this juncture for Music4Life, an extensive social media ad campaign might not 

be beneficial or feasible, so basic post boosting would be a good starting point giving the 

limited budget and manpower of the organization. Concise posts with custom crafted 

visuals should be “boosted” to the audience segment of “People who like this page and 

their friends.” This will promote the post’s standing in Facebook’s news feed and will 

keep the organization and its events at the forefront of patron and parents’ minds.  

 

The duration and specific dollar values behind each boosted post are left to the 

discretion and budgetary restrictions of Music4Life.  

 
 

 
 
 
 
 
 
 
 
 
 
 

 



 

BUDGET 

 
 
 
 
 
 
 
 
 
 
 
Exclusive fundraisers: $1,800/event; $5,400 annually 

Food: $750 
Flyers: $600 
Miscellaneous costs: $250 
Compensation for performer(s): $500 

 
Facebook ads: $1,800 annually 

$50 per booster club, per quarter  
$5/day, 10 days 

 
Booth for community events: $700  

Portable outdoor canopy, table, table dressings: $300 (one-time)  
Printed materials: $300 
Booking fee: $25/event (4 events/year) 

 
 

 
 
 
 

 

 



 

TIMELINE 
 
 
 

 

 

 
 
 
 
 
 
 

 

 

 
 
 

 
 

 



 

 

EVALUATION 
 

Growth in donations will be measured by the combined total number of monetary and 

instrument donations. The goal would be to increase the current number by 10% at the end of the 

campaign. Quality of instrument donations and growth in the dollar amount of monetary donations 

should also be considered, but not as the primary metric. 

 

Growth in awareness will be measured by social media engagement -- that is, likes, comments, 

and shares. Social media should be evaluated every other quarter to examine the effectiveness of 

boosted posts. An initial social media evaluation should also be conducted to see the organization’s 

current statistics regarding engagement. 

 
 
 

 

 

 
 
 
 
 
 
 
 
 

 



 

FORMATIVE RESEARCH 

Introduction 
 

The following is a report of how our agency would implement a research plan for Music4Life. 

The primary goal is to raise overall awareness which will, in turn, increase instrument and monetary 

donations as well. The first survey measures general brand awareness. The second survey is 

designed to gain insights from donors, both musical and monetary, so these audiences can be more 

effectively reached by marketing and public relations messages. The scope of this survey could begin 

with the current school districts working with Music4Life. Current school districts involved are Auburn, 

Bremerton, Edmonds, Everett, Highline, Kent, Northshore, Seattle and Shoreline. The main limitation 

of this survey is that it is self-administered, which always has the risk of a lack of response and 

therefore lack of data. 

Brand Awareness Survey 
 

The focus of the brand awareness survey is to help gauge public awareness of this program. 

Music4Life has been around since 2007 and has made huge strides since then. With this survey, we 

would like to gauge how the public views Music4Life, or if they have heard of the program overall. A 

goal for this survey would be 50 responses. We are working closely with Mark Wilder from the Everett 

booster club, and we will be sending him the survey to further distribute outside of our own circles.  

  

Link to Brand Awareness Survey:​ ​https://goo.gl/forms/Z7AbOKGLVkTKSoQy2 
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Instrument & Financial Donor Survey  
 

The focus of the donor survey is to gain insights concerning donor motivations and attitudes. A 

number of factors may influence an individual’s decision to become involved with Music4Life. This 

survey aims to see what factors tend to be more influential so marketing and public relations efforts 

can target these motivations, leading to more effective communications. A secondary function of this 

survey also is to gauge donor interest in volunteer involvement so Music4Life can grow their volunteer 

base from individuals who are already connected to the organization. 

 

Distribution of the donor survey is entirely the responsibility of Music4Life, as Agency X does not have 

access to donor lists and their contact information. 

  

Link to Donor Survey: ​https://forms.gle/XqoiYWAjTpuNkTWNA  
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APPENDIX I: MEDIA CONTACT LIST 
 
 

Author Email 

Publication / 
Phone 
Number URL 

Greg Sandow greg@gregsandow.com 
An Artsjournal 
Blog 

http://www.artsjournal.co
m/sandow/ 

Lawrence A. Johnson ljohnson@theclassicalreview.com 
washingtonclassica
lreview 

http://washingtonclassical
review.com/ 

Michael Rietmulder mrietmulder@seattletimes.com Seattle Times 

https://www.seattletimes.
com/author/michael-rietm
ulder/ 

Jim Allen jima@spokesman.com Spokesman 
http://www.spokesman.co
m/staff/jim-allen/ 

Andrea Brown abrown@heraldnet.com The Herald 
https://www.heraldnet.co
m/author/andrea-brown/ 

Margaret Bikman 
margaret.bikman@bellinghamherald.com BellingHamHerald 

http://www.bellinghamhe
rald.com 

Dean Kahn dean.kahn@bellinghamherald.com 
Whatcom 
Magazine 

http://www.bellinghamhe
rald.com 

Janae Ealson janaeeaslon.westernfront@gmail.com Westernfrontonline 
http://www.westernfronto
nline.com/ 

Daisy James daiseyjames.westernfront@gmail.com Westernfrontonline 
http://www.westernfronto
nline.com/ 

Steve Guntli steve@pointrobertspress.com 
The Northern Light 

http://www.thenorthernlig
ht.com 

Ian Fergusen ian@pointrobertspress.com 
The Northern Light 

http://www.thenorthernlig
ht.com 

Editor editor@thenorthernlight.com 
The Northern Light 

http://www.thenorthernlig
ht.com 

Tim Johnson editor@cascadiaweekly.com Cascadia Weekly http://www.cascadiaweek
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ly.com 

Amy Kepferle amy@cascadiaweekly.com 
Cascadia Weekly 

http://www.cascadiaweek
ly.com 

Bill Reader breader@seattletimes.com 
Pacific NW 
Magazine 

http://www.Seattletimes.c
om 

Editor editor@nwtravelmag.com 
Northwest Travel 
& Life 

http://www.NWtrabelmag
.com 

Editor (360) 376-4500 
The Islands’ 
Sounder 

http://www.islandssounde
r.com 

Sharon Kivisto sharon@sanjuanislander.com San Juan Islander 
http://www.sanjuanisland
er.com 

Editor 
https://www.organiclifestylemagazine.com/
write/ 

Organic Lifestyle 
Magazine 

http://www.organiclifesty
lemagazine.com 

Editor editorial@organicspamagazine.com 
Organic Spa 
Magazine 

http://www.organicspama
gazine.com 

Doug Bruell 

Submit a press release here: 
http://www.arlingtontimes.com/submit-pres
s-release/ 

Arlington Times, 
360-435-5757 

http://www.arlingtontime
s.com/ 

Editor 
http://www.bothell-reporter.com/submit-pre
ss-release/ 

Bothell-Kenmore 
Reporter , 
253-234-3506 

http://www.bothell-report
er.com/ 

Katie Leone KatieL@economicalliancesc.org 

Economic Alliance 
of Snohomish 
County  

Brian Soergel 
Brian Soergel 
edmondseditor@yourbeacon.net Edmonds Beacon 

https://edmondsbeacon.vil
lagesoup.com/ 

Editor 

Submit news story idea: 
http://lakestevensledger.com/index0.htm?sn
ame=target_form.asp&smenu=102&pform=
{{SubmitNews}} 

Lake Stevens 
Ledger 

http://lakestevensledger.c
om/ 

Editor lynnwoodtodayeditor@gmail.com Lynnwood Today 
http://lynnwoodtoday.co
m 

Editor 
Submit here: 
http://www.marysvilleglobe.com/submit-pre Marysville Globe 

http://www.marysvilleglo
be.com 
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ss-release/ 360-659-1300 

Dan Aznoff millcreekeditor@yourbeacon.net Mill Creek Beacon 
https://millcreek.villageso
up.com/ 

Editor editor@monroemonitor.com Monroe Monitor 
http://www.monroemonit
or.com/ 

Nicholas Johnson mukilteoeditor@yourbeacon.net Mukilteo Beacon 
https://mukilteobeacon.vil
lagesoup.com/ 

Editor http://www.northcountyoutlook.com/contact 
North County 
Outlook 

http://www.northcountyo
utlook.com/ 

Editor Kelven.may@sno.wednet.edu 
Snohomish High 
School  

Melanie Russell 
editor.tribune@snoho.com / 
michael.tribune@snoho.com 

Snohomish 
Tribune snoho.com 

Editor 
https://www.scnews.com/site/forms/online_
services/submit_news/submit_news/ 

Stanwood-Camano 
News http://www.scnews.com/ 

Editor businessnews@heraldnet.com 
The Herald 
Business Journal Heraldnet.com 

Yvonne Gallardo- 
Van Ornam director@monroewachamber.org 

Chamber of 
Commerce Monroe  

Julie Martin 
https://www.linkedin.com/in/juliemartinmu
kilteo/ 

Chamber of 
Commerce 
Mukilteo  

Dana Oliver dana.oliver@downtowneverettwa.org 
Downtown Everett 
Association  

Henry Yarsinske Contact@LiveInEverett.com 
Live in Everett, 
360-631-9711 https://liveineverett.com 

Garret Hunt Contact@LiveInEverett.com 425-308-1888 https://liveineverett.com 

Tyler Chism Contact@LiveInEverett.com 425-344-1727 https://liveineverett.com 
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