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meet the bb&co family

BB&CO BB&CO
Jacob Fischer

Katherine Snyder

i’m jacob Fischer, i am a fourth year studying strategic com-
munications and hope to use my degree to work in public 
relations for a major sports team. i worked on running the 

focus group, secondary research and writing the budget for 
our proposal. i’m very grateful for the opportunity to work 

with an organization as great as the roosevelt and i have 
loved learning about all that it does. 

i’m kat snyder, i am a fifth year in the school of Communication with a 
minor in non-profit management. i will be graduating this december. 
i want to empower people and help them step into their purpose. 
i would love to be a public speaker and advocate for organiza-
tions that i support and am passionate about. my dream is to start a 
non-profit of my own that works to prevent suicide and depression 
through international mission work. 

my role for this project was managing the relational aspects and per-
sonally connecting with our publics. i also spent time working with a 
few young loyal customers to put a part of our campaign into action! i 
loved being a part of a group where each person brought something 
unique and effective to the table. i truly enjoy our campaign because 
of the social interactions and connections it created while spreading 
the word of a mission that is making a difference. 

Trina Thomas

Kim Wu

Matthew Reny
i’m matt reny, a fifth year in the school of Communication, stu-
dying strategic communications. with my education and expe-

rience in the professional world i plan to someday work for a 
pr firm in new york City. 

For the roosevelt Coffeehouse campaign, i organized and 
conducted much of the primary research. my time spent on this 
campaign and working directly with the roosevelt Coffeehouse 

has been very valuable and i have enjoyed aspect of it. 

i’m kat snyder, i am a fifth year in the school of Communication with a 
minor in non-profit management. i will be graduating this december. 
i want to empower people and help them step into their purpose. 
i would love to be a public speaker and advocate for organiza-
tions that i support and am passionate about. my dream is to start a 
non-profit of my own that works to prevent suicide and depression 
through international mission work. my role for this project was ma-
naging the relational aspects and personally connecting with our 
publics. i also spent time working with a few young loyal customers to 
put a part of our campaign into action! i loved being a part of a group 
where each person brought something unique and effective to the 
table. i truly enjoy our campaign because of the social interactions 
and connections it created while spreading the word of a mission that 
is making a difference. 

i’m kim wu. i’m a third year studying strategic Communi-
cation and hopefully i shall be graduating in the summer 
of 2017. i was born in south africa, thus i’m an interna-
tional student. i dream of owning a sloth one day, and 
becoming a visual development animator at walt disney. 

my role for this project was that of the designer. i feel ab-
solutely thrilled to have met kenny and learn about the 
roosevelt Coffeehouse (i talk about it all the time), and 
i love how open-minded the organization is to working 
with college students to expand their business. 

working with my group was fantastic. 
we’re the dream team.. 
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Future goals of the company include 
opening a second location and pro-
ducing a documentary on the story 
of the roosevelt Coffeehouse. the 
owner, kenny sipes, had the origi-
nal idea to open the shop near the 
ohio state university campus, but 
came across the current location on 
long street first. the future second 
location would more than likely be 
located on or near the campus to at-
tract the millennial generation. sipes 
is also considering the prospect of 

expanding into nashville, tn due 
to the culture of accepting non-
profit organizations. sipes also 
wishes to someday make a docu-
mentary film to tell the story and 
background of the shop and of 
people benefitting from the con-
tributions of donors and custo-
mers. sharing this story with the 
public would solidify the reputa-
tion of the roosevelt in the com-
munity and leave a physical trace 
of its global impact. 

BB&CO

The Situation
 the roosevelt Coffeehou-
se has a powerful mission and 
purpose in the Columbus commu-
nity. however, as a relatively new 
business with other local coffee 
shops and franchises nearby, the 
shop has to position its mission 
statement as an asset in order to 
attract the loyalty and donations 
of globally minded millennials, 
skeptical donors and current cus-
tomers in order to increase con-
tributions to fighting injustices.

 

Situation Analysis
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the roosevelt Coffeehouse sells 
high quality coffee as a means 
to donate to organizations which 
fight against three main in- justi-
ces: hunger, unclean water and 
human trafficking. 

the roosevelt is a part of the re-
deeming injustice non-profit orga-
nization which supports both lo-
cal and global organizations. this 
enables them to leave an impact 
across the world by alleviating 

the roosevelt Coffeehouse has 
a relatively short history, opening 
in april 2015. acquiring the spa-
ce about a year earlier, it took a 
year for fundraising, renovations 
and inspections until the shop 
was cleared to open. the roo-
sevelt has stood debt-free from 
its opening due to fundraising 
and generous donations. Being a 
non-profit organization itself, the 
roosevelt Coffeehouse chose to 
donate to multiple organizations 
with reputations of transparency 
and innovative ideas to fight the 
injustices. the roosevelt chose 
to divide its support based upon 
the small margin for error when 
donating only to one justice or-
ganization. the grand opening 
for the shop was a successful 
communications activity that the 
roosevelt Coffeehouse held to 
promote itself. the event relied on 
community support for giveaways 

these issues and saving lives. since opening the Co-
lumbus shop in april of 2015, the roosevelt has do-
nated an estimated $25,000 to multiple organizations.
the organization is able to use their donors and co-
ffeehouse customers to make a global impact.

The Vision

to restaurants, hotels, concerts 
and snacks. Columbus Zoo, Ga-
teway Film Center, Funny Bone 
offered tickets and the grand pri-
ze was floor seat tickets to a sold-
out twenty one pilots show. since 
opening day, the roosevelt has 
not hosted any other promotional 
or public relations events.
       now in its second year, the 
coffeehouse continues to grow 
and donate funds to support clean 
water, fighting hunger and human 
trafficking. using unique and local 
roasters help their coffee stand 
out. to supplement the coffee ex-
perience, the roosevelt partners 
with local bakeries and stores for 
food such as doughnuts and ba-
gels to sell. kenny has appeared 
on media outlets such as 10tv, 
Conquering Columbus podcast 
and the roosevelt has been co-
vered in many local magazines.

History & Current Status

The Publics
the internal publics for the roosevelt are its employees, the redee-
ming injustice, the non-profit board members, investors, and suppliers 
such as stumptown, one line and the local bakeries. these groups all 
have financial influence on the coffeeshop, decision making power and 
culture shaping power. the environment created in the roosevelt is 
to be accepting of all people which is represented in the shop located 
strategically next to Faith mission, a homeless shelter. employees de-
monstrate to new and loyal customers to treat the Faith mission’s clients 
with respect and dignity. 

the redeeming injustice expands upon this value of humane equality 
by using the tip jar and generous donations to support non-profit organi-
zations focused on fighting unclean water, hunger, and human trafficking 
around the world. the Coffeehouse draws in employees, investors, and 
board members which are passionate about serving their community 
and making an impact.  

Internal



the external publics for the roosevelt are its residents of Columbus, 
customers, donors, other local coffee shops such as Brioso and star-
bucks, partner organizations which receive funding from the shops and 
the local Columbus media. all of these external publics are related to 
the shop because they are located in the same community. as a result, 
these external publics experience the shop and can be persuaded to 
support or oppose it based on external factors. 

the roosevelt is able to attract donors and customers based on the 
culture created from their internal publics. as a result the shop’s internal 
and external publics significantly impact its success.

External
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S tr  e n G t  h S W ea Kn   eS eS

oPPor

tunitieS

threatS

Serving specialty coffee

Two forms of income to support 
the business

An established social media pre-
sence

1
2
3
4
5

A favorable community
 reputation

A unique mission state-
ment which sepa-
rates the Roose-
velt from its com-
petitors

Website doesn’t clearly show the 
mission statement

The web page loads very slowly

The social media accounts are 
not updated consistently

1
2
3
4
5

There are very few signs that 
describe the mission statement 
to customers

Skeptical donors are unaware of which 
organizations are receiving 
the donations because the
shop does not effectively 
communicate 
its mission

Partnership with local businesses to sell food in the shop and 
in turn, those businesses promote and/or sell Roosevelt co-
ffee

Expand the product and merchandise to local markets and 
farmers markets

An existing wide-variety of frequent customers leads to crea-
tive ideas to reach specific target audiences

Reaching out to founders and CEO’s of the organization The 
Roosevelt supports for testimonial and stories

Creating a documentary to support the mission of The Roo-
sevelt and help calm the doubts of skeptical donors and cus-
tomers, along with peaking the interest of new customers

1
2
3
4
5

Convenience of other shops, especially Starbucks because 
they are more well known

The reputation of it becoming such a trendy place that it may 
deter customers from even wanting to try it

Small businesses such as the Roosevelt risk being replaced or 
wiped out when they do not expand

If the donors don’t become more included in the Roosevelt’s 
mission then they may stop donating.

Location of competitors such as Brioso being right across the 
street

1
2
3
4
5

 the media shapes public opinion and its coverage of the roosevelt has been 
favorable. the Columbus dispatch published an article from may 2015 that in-
troduced the shop as “an urban coffee shop with a different mission.” 

the Columbus dining magazine, Crave, noted the shop as “dedicated to ma-
king sure your cup of java lasts longer than a caffeine buzz. roosevelt is a non-
profit coffee shop with a goal to support the fights for clean water and against 
hunger and human trafficking.” 

the media plays a role in beginning and ending trends in the community. the 
roosevelt would benefit from being recognized in the media as more pro-
found than a trend in order to establish a long term presence in Columbus.



the roosevelt has a number of so-
lid opportunities in place to help 
grow the shop and the mission. 
the shop partners with other local 
Columbus businesses for the food 
that they sell to supplement the co-
ffee experience for its customers. in 
turn, these outside businesses can 
help promote and possibly sell the 
roosevelt’s notorious specialty co-
ffee in their own shops and donate 
portions of these sales back to the 
roosevelt. By having local business 
agree to promoting the mission of 
the roosevelt in-shop and on social 
media, it brings in more outside sou-

rces to back the quality and the 
mission of the roosevelt Coffee-
house and expand its reach. on top 
of this, the roosevelt can broaden 
its sales of coffee and merchandi-
se by expanding to local markets, 
farmers markets, etc. in the Colum-
bus area. with the availability of 
the coffee at places other than the 
roosevelt itself, it can reach more 
people and build on the current 
wide-variety of locals. another op-
portunity is the variety of locals that 
frequent the shop, allowing for the 
creation of more diverse strategies 
that can reach specific audiences.

Opportunities

BB&CO

the roosevelt has multiple stren-
gths and unique characteristics 
which allows it to stand out as a co-
ffee shop. the shop is one of few 
places in Columbus which sells spe-
cialty coffee supplied by stumptown 
in portland, oregon and locally from 
one line.  selling rare and high-
quality coffee helps drive customer 
loyalty and results in more dona-
tions. also, the roosevelt is able to 
have two forms of income to support 
the business through donors and 
customer purchases. as a result, the 
business can bring in more profits if 
both of these publics are satisfied. 
another strength is that the roose-
velt has established a website and 
multiple social media accounts such 
as a twitter, instagram and Face-

book, which have been utilised to 
promote the shop. the roosevelt 
has a favorable reputation in the 
community for creating an inclu-
sive environment which attracts 
customers from all types of demo-
graphics and backgrounds. For 
example, yelp.com has rated the 
shop a 4.5 out of 5 stars and a ma-
jority of customers reviewing the 
shop appreciated the inviting at-
mosphere and good quality coffee. 
the roosevelt has a strong mission 
statement that separates it from 
local competitors because of its 
involvement in global issues. the 
strengths of the roosevelt have 
positioned the shop to have long-
term sustainability in the Columbus 
community. 

BB&CO

the roosevelt supports many organizations that support either clean wa-
ter, fighting hunger and human trafficking. testimonials and stories from 
these organizations can help express what the coffee is sold for. rea-
ching out to the Ceo’s and founders of these organizations for thoughts 
and quotes can help share the mission with the customers and target 
audience. with the goal and idea of creating a documentary for the roo-
sevelt Coffeehouse, these testimonials and stories can help tell the story 
of the shop itself. a documentary can be played in the shop and shared 
through social media to help prove the impact of every purchase and why 
it began, along with draw new customers to help.

in order to direct and define what our primary research would look like 
for this campaign we conducted secondary research. our focus for the 
secondary research was to find information that would provide a better 
understanding on the most effective forms of social media, the impact of 
video content on social media and how a consistent social media pre-
sence increases the growth of the organization. we also focused on how 
often millennials support non-profits or get involved with global issues. 
this helps us determine if millennials would be an effective target for the 
roosevelt Campaign. 

Strengths

the roosevelt also has several 
weaknesses which limit the busi-
ness’ ability to maximize its impact 
in the Columbus community and 
towards fighting injustices. the web-
site does not have a visible mission 
statement or vision statement on its 
home page. another issue with the 
website is that the webpage loads its 
content slowly and it causes users, 
customers, and donors to not want 
to wait for the website to load. the 
roosevelt does not have consistent 
use of its social media accounts. For 
example, the Facebook page will 
post back-to-back days, but then

wait a week to post again. as a re-
sult, it is unable to expand donors 
and customers’ awareness. the 
coffeeshop does not  effectively 
communicate the mission state-
ment to their customers inside the 
shop through signs or noticeable 
materials. as a result, they are mis-
sing the opportunity to convert cus-
tomers into generous donors. the 
roosevelt also has struggled with 
skeptical donors because it does 
not tell customers in an effective 
way which organizations the do-
nations and purchases are going 
towards.

Weaknesses

as a small, local coffeehouse, the 
roosevelt has to work hard to 
stand out compared to larger bu-
sinesses such as starbucks and 
tim hortons. this is a threat in any 
industry, but with the coffeeshop 
being a non-profit, the mission and 
cause is a great momentum boost. 
But, without expansion and growth, 
another threat faces a shop such as 
the roosevelt. the risk of closing 
and being replaced is a common 
occurrence with smaller business 
that don’t drive enough traffic and 

growth. also the location of com-
petitors can be a big threat to any 
business. For example, Café Brioso 
sits across the street from the roo-
sevelt Coffeehouse and can be 
dangerous for the future of another 
similar business. the growth must 
be approached correctly so that it 
does not deter customers away from 
trying the coffee. Being too tren-
dy can make customers not want 
to become a regular so that they 
are not following everyone else.
       

Threats

The donors of the shop are key to the success and any future growth 
of the business. Without including these specific donors in a visible 
place and throughout the mission of the non-profit, they could stop 
donating towards the cause. With more involvement with the donors, 
they will know how important they are to the success and will con-
tinue to help in the future. For a non-profit, this threat can mean the 
future of the business and should always be a priority to cover. 

Secondary Research



What Social media Plat-
form Would be the moSt 

effective? 

hoW doeS video content 
have an imPact in termS 

of online content?

hoW doeS conSiStency 
on Social media helP dri-
ve and GroW your meSSa-
Ge and buSineSS?

hoW often do millen-
nialS SuPPort non-Pro-
fitS or Get involved in 
Global iSSueS. 

We wanted to explore what social media platform to fo-
cus on improving based on what will give The Roosevelt 

the most reach and exposure.  Facebook is one of the 
platforms that we want focus on due to the 75% increa-
se in posting of videos per user and the 8 billion videos 

views per day. 

The other social media account we want The Roosevelt 
to enhance is Instagram. This is due to the fact that 90% 

of Instagram users are younger than 35, which means 
Instagram is a good platform to reach globally minded 

millennials.

According to Jayson DeMers on Forbes.com, posting 
“actively” on most social media platforms is important to 
“how your company is perceived on social media”. He 
suggests that at least one post a day is the standard on 
Twitter and Facebook. 

But, for “faster platforms” posting more than once a day 
will boost your social media presence even more. With 
the base following of the Roosevelt social media, more 
consistent posting will help boost growth.

Video has become one of the most impactful way to 
speak to an audience. Consumers are 39% more likely 

to share video content, 36% more likely to comment and 
56% more likely to give comment a like. Visual content is 
more than 40x more likely to get shared on social media 

than other types of content. 

The average consumer with an Internet connection wat-
ches roughly 206 videos per month, and Nielsen claims 
64 percent of marketers expect video to dominate their 

strategies in the near future. 

According to the National Center for Charitable Statistics, 
approximately 25.3% of Americans that are over 16 years 
old volunteered or donated to an organization from 
2010-2014. This statistic demonstrates that the target age 
group that the globally minded millennials fall under are 
interested in volunteering or donating, potentially to The 
Roosevelt.  According to nonprofithub.org, millennials will 
have the largest buying power in the U.S. by 2017. They 
are currently second to the Baby Boomers. Resultantly, 
targeting this group will sustain The Roosevelt’s impact

Will they be an effective target group for the 
roosevelt coffeehouse campaign?



because there are millen-
nials than non-millennials 
in the U.S. that will donate.  
Additionally nonprofithub.
org said the key to convin-
cing millennials to want to 
donate to the non-profit or-
ganizations is resonating 
with the issue rather than 
the organization. For exam-
ple, young people bought 
TOMS at a high rate when it 
was first introduced becau-
se they knew that for every 
pair of shoes they bought, 
one pair was being dona-
ted to a child in need. The 
Roosevelt has a similar bu-

siness model in that selling 
coffee, which is a hot com-
modity amongst millennials, 
offers direct donations to or-
ganizations fighting human 
trafficking, unclean water, and 
hunger.  According to the For-
bes Fund, 85% of millennials 
are motivated to give to a cau-
se when there is a compelling 
mission statement behind the 
organization. Additionally the 
Forbes Fund states that 78% 
of millennials would stop gi-
ving to a non-profit if they don’t 
see the value impact from their 
volunteerism or donations.

this research supports the notion that globally minded millennials are a 
worthy target group to center the campaign around because they are an 
emerging buying power, 1 in 4 already volunteers, and they want to sup-
port global issues. millennials have the spending power, size, and heart to 
carry the roosevelt to its goals.

Goal Statement

 To leverage the mission state-
ment of The Roosevelt Coffeehouse 
in order to encourage recurring do-
nations and an established presen-
ce in the Columbus Community.

Key Publics

Globally-
minded 

Millennials

Working
Professionals

Coffeehouse 
Customers

Globally-minded millennials are a 
demographic of college students 
currently between the ages of 18 to 
24. this public is well educated and 
has a grasp on the realities of in-
equality and injustices in the world. 
according to the pew research 
Center, they are more ethnically di-
verse, less religious, less likely to 
have served in the military, and on 
track to be the most educated ge-
neration in history. as a more edu-
cated generation than their parent’s, 
globally-minded millennials are cu-
rrently in college majoring in areas 
such as computer science and in

ternational business (linked in Bu-
siness). their lifestyle in college 
makes them prone to be ambitious 
towards their career and involved 
in community service organiza-
tions. since they have less time 
and money to donate towards a 
non-profit organization such as the 
roosevelt they need to feel a per-
sonal connection to the cause. ac-
cording to the Forbes Fund, 85% of 
millennials are motivated to give to 
a cause when there is a compelling 
mission statement behind the orga-
nization. 

Globally 
Minded

Millennials

The Smortado

  Globally-minded millennials have grown up in the digital age and 
have created social media accounts such as twitter, instagram, and Face-
book. according to the harvard institute of politics, Facebook is the most 
used platform for young americans age 18-29. nearly all college students 
are on Facebook as 88% reported having an account (harvard). due to 
their interest in connecting with their friends and family online they also 
have a strong sense of community. they want to be involved in the latest 
trend while at the same time play an integral role in leading social chan-
ge. kenny sipes, the owner of the roosevelt, has expressed a particular 
interest in reaching this specific public.



Loyal
Roosevelt

Coffeehouse
Customers

The Large Latte

 they are important to the roosevelt Coffeehouse particularly be-
cause they have the most potential to become social media influencers, 
regular customers, and recurring donors for the shop. the owner, kenny 
sipes, has already shared with BB & Co his interest in focusing on mi-
llennials and even opening a second location on ohio state’s campus. 
Globally-minded millennials can be reached by hosting them in-person 
and on social media platforms, especially Facebook. the influence that 
the globally-minded millennials have is through sharing social media con-
tent on behalf of the roosevelt to their thousands of followers. they saw 
an instagram post of the popular seasonal drink called the s’mortado and 
decided to try the roosevelt because of it. they are able to influence the 
next generation of charitable giving behind the baby boomers because 
they will have the most spending power. 

Working 
Professional

Potential
Donors

The Regular Coffee

 working professional donors are a demographic of Columbus re-
sidents between the ages of 26 to 35 who are established in the workfor-
ce. after obtaining their bachelor’s degree from college, they established 
their career in Columbus because it is one of the best cities for young 
professionals, according to Forbes.com. they have less than five years 
full time work experience and for that reason they are working diligently 
to impress their boss to move up the corporate ladder. on average, this 
public has a salary of $49,000 (Forbes). they have debt from student 
loans and are financially planning their futures thinking of starting a family. 
according to Business insider, men and women are getting married on 
average at age 28 because they want to have all of their affairs in order 
with their careers before settling down. this shows that working profes-
sionals are practical in whom they build relationships with rather than half 
hazardly connecting to them. they are concerned with their finances and 
budget because of their long term future planning and for that reason will 
not support charities that aren’t having a significant impact. 

 the working professional donors have disposable income which 
they use on charities for personal satisfaction or tax write-offs. the donors 
are aware of the shop’s mission statement, yet criticize the transparency 
of the roosevelt sending funds to outside organizations. they want to 
know if their financial contribution is actually making a significant impact in 
the community and will donate to other non-profits if they feel as though 
it is not. this public has the power to set the tone for the roosevelt’s suc-
cess because without them, the shop does not have any impact. they will 
rely heavily on email because they use it for networking and working pur-
poses. they also check their social media accounts and will attend social 
events which support their professional development. they are skeptical 
and will be persuaded to support the roosevelt based upon logic and 
statistics of their impact rather than just making a personal connection to 
the injustices the shop fights against.  

 the loyal roosevelt Coffeehouse customers are a demographic 
of Columbus residents which visit the shop at least 3 times a week. the-
se specific customers are involved in a variety of community organiza-
tions and ministry work. they are passionate about being involved in their 
community and making a change. loyal customers come from a variety 
of ages and backgrounds but are identifiable through their passion and 
belief in supporting the three injustices the roosevelt is fighting against. 
they enjoy coming to the shop to enjoy a latte but they linger around for 
the conversations with the staff  and the atmosphere.  

 the loyal customers are sociable and often invite their friends, 
family and colleagues to the shop for meetings. they heard about the 
roosevelt through word of mouth and since their first visit have been the 
biggest advocate. this particular public is able to shape the culture of the 
shop and simultaneously set it on its course for the future. it demonstra-
tes the shop’s ability to create not only new customers but retain current 
customers based upon their satisfaction. they are able to be reached in 
person at the shop because they are frequent visitors as well as online 
through the website and social media accounts because they follow the 
roosevelt’s instagram and Facebook pages.

Objectives
Globally 
Minded

Millennials

● to impact awareness among globally-minded millen-
nials; specifically to increase comprehension of the roosevelt’s 
mission and organizations which they support (40% within 3 
months). 

● to impact the action of globally-minded millennials; spe-
cifically through increasing engagement and promoting the 
roosevelt Coffeehouse (35% within 3 months).

Working
Professional

Potential
Donors

● to impact the acceptance among donors; specifically to 
strengthen their belief that the roosevelt’s injustices are of per-
sonal importance to the donors. (30% within 3 months). 

● to impact the action of donors, specifically to increase 
the amount of recurring monthly donors to the roosevelt’s we-
bsite donations (10% within 3 months)



 when asked if the roosevelt did a good job of promoting them-
selves, many of the customers mentioned it being a perfect word-of-
mouth business and there is a lot of personal connection. outside of 
in-person promotion, some said that they see things on social media 
and some said the roosevelt could do a better job posting more pro-
motional content. overall, good reactions, but more social media con-
tent could boost promotion.

 the customers were then asked what they thought about the 
location of the shop.

 every customer thinks that the location of the roosevelt is either 
great, convenient, or both. many mentioned that it is nice to be down-
town, but still away from a lot of the loud noise of the busier streets. 
a couple of Columbus state students really enjoy the short trip from 
school to the shop. there were mixed reviews on the parking situation, 
one said that “parking is a pain” and another said he finds parking very 
easily when visiting. overall, the downtown location is great and it really 
brings in a mixed bunch of customers to interact with.

 to conclude the interviews, each customer was asked about 
their individual experience in the roosevelt, what the environment is 
like, and if there are any future improvements they would like to see.

 one response really jumped out at us and truly sums up what all 
nine responses meant. “.” all nine had nothing but positive things to say 
about their experiences at the roosevelt, elaborating on the environ-
ment and the connections that can be made at the shop.

 some of the improvements that were suggested included more 
promotional events for the coffee shop and the causes they are hel-
ping fight, fundraising, and designated nights with later hours for music 
and socializing. we got the sense that the current environment is just 
perfect and the only improvements that can be made are an increase 
in planned and organized events and fundraisers.

Loyal
Roosevelt

Coffeehouse
Customers

● to impact the awareness of the roosevelt Coffeehouse 
customers, specifically to expand the customer’s understan-
ding of the mission and values in order to make their expe-
rience and support of the shop more personal (50% within 3 
months). 

● to impact the action of the roosevelt Coffeehouse cus-
tomers, specifically to increase the number of first-time guests 
brought to the roosevelt by loyal customers (20% within 3 
months)

 in order to collect primary research we have planned to use a few 
different research methods such as; focus groups, online surveys, and 
individual interviews with customers.

Primary Research

General results from 
in-person interviews 
at the Roosevelt Co-

ffeehouse

 to reach our loyal customer public, we conducted interviews with 
nine different customers in the roosevelt Coffeehouse. in-person inter-
views at the roosevelt Coffeehouse was a chosen method to receive 
true feedback and observe emotions from customers. the responses 
were as expected and very beneficial to our data.

 the chosen customers were asked if they knew the mission state-
ment, what their overall thoughts on the mission were, and if it was being 
followed effectively by the business.

 all nine roosevelt customers knew the main idea of the mission 
statement, but not word for word. many of them responded with positive 
thoughts on the mission and how the roosevelt truly follows what it says. 
some added that it is difficult for the customers to know if the mission is 
being followed effectively. they would love to see visible evidence in the 
shop to follow month-by-month to see how well the shop is doing.

 we then asked how they had heard of or found the roosevelt the 
first time.

 the majority of the customers had heard of the coffee shop either 
from a friend or from knowing kenny personally. one customer said that 
he had come across the promotional video online and decided to come 
check it out in person.

Results from the sur-
vey on non-profits 
and social media

 we next chose to create a survey in order to reach a wider, larger 
audience that covers all three publics; donors, globally-minded millen-
nials and customers. For our 19-question survey, we had 152 participants; 
99 of which completed the entire survey. the survey was sent out to a 
variety of people including students, roosevelt Coffeehouse donors and 
supporters, and other Columbus-based citizens. For more accurate re-
sults, only those of who completed the entire survey will be analyzed and 
discussed. 

 of the 99 completed surveys, the majority age-range for the par-
ticipants are between 18-23 years old. For ethnicity, 92.8% of the partici-
pants answered that they are white. there is a good mix between males 
and females that took the survey with 60% begin female and 40% male. 

For a full demographic breakdown, see below:



 the type of posts that the participants are most likely to engage 
with are pictures. they were asked to give pictures, text, and videos 
a number (1-3) based on which they are most likely to engage with (1 
being most likely, 3 being least likely). pictures received a 1.37 average 
among all participants, text received a 2.06 average and videos recei-
ved a 2.57 average.

 the majority of the participants do follow at least one non-profit 
on social media (70, 71.4%).

 on a five-point likert scale, the participants were asked to choo-
se between ‘extremely important’ (1) and ‘not at all important’ (5) on 
how important social media consistency is for a business/organization. 
there was a 2.02 average, ranking between ‘very important’ (2) and 
‘moderately important’ (3), but much closer to ‘very important’.

 the number of posts-per-day that a business or organization 
should shoot for on social media is a highly debated discussion. the 
participants were asked how often a business/organization should post 
on three separate platforms per day; Facebook, instagram, and twitter. 
For Facebook, 87 participants (88.8%) chose 1-2 times a day. For insta-
gram, 92 participants (93.9%) chose 1-2 times per day. For twitter, 60 
(61.2%) people responded 1-2 times a day, 29 (29.6%) responded 3-4 
times a day, and nine (9.2%) people responded 5+ times a day.

 a large majority of the survey-takers believe that a social media 
presence has an impact on a business’/organization’s reputation (91, 
93.8%). also, 82 people (83.7%) said that a business’/organization’s so-
cial media presence influences their relationship with said business.

  we left the final question open to the survey-taker to write as 
much or as little about why they may or may not expect a personal re-
lationship with a business/organization. For a sample of the responses, 
every 15th response will be shared here, while all of the responses will 
be available in the appendix.

 Following the demographic questions, the participants were as-
ked about the roosevelt Coffeehouse. the majority (61 participants, 
61.6%) of the survey-takers had heard of the roosevelt before this sur-
vey. more than half were aware that the roosevelt was a non-profit 
organization (53, 54.6%) while the other the others did not know or their 
answers were non-applicable.

 we received interesting results when asking about non-profits 
in general. more than three-fourths (76, 76.8%) of the participants res-
ponded ‘yes’ to being frequent supporters of non-profit organizations. 
when asked to rank six different injustices by importance to the survey-
taker, the roosevelt’s clean water, human trafficking and hunger ranked 
second, third and fourth overall, respectively. poverty took the top spot 
while education and social equality ranked fifth and six, respectively. of 
the three injustices the roosevelt helps fight, the participants are most 
likely to support the fight against human trafficking followed by hunger 
and unclean water.

 after asking about non-profits and the roosevelt Coffeehouse, 
the participants answered a number of questions on social media and 
the importance of it for businesses.

 the most commonly used social media platform among the 
participants is Facebook (45, 45.9%). instagram was the next most 
commonly chosen platform with 32 people (32.7%) choosing it as their 
most-used social media. twitter came in third with 16 (16.3%) and five 
participants answered “other” (tumblr, email, none x3).

 when asked what time of day they are most likely to be on so-
cial media, the answers were very spread out. the most used time 
was late night, 9:00 p.m. – 12:00 a.m. (30, 30.6%). evening (24, 24.5%), 
morning (20, 20.4%), afternoon (19, 19.4%) and ‘other’ (5, 5.1%) followed 
the majority-chosen ‘late night’.

BB&CO

17 or younger: 2 (2.1%)
18-23 years old: 56 (57.7%)
24-27 years old: 3 (3.1%
28-32 years old: 5 (5.2%)
33-39 years old: 2 (2.1%)
40-49 years old: 11 (11.3%)
50 or older: 18 (18.6%)  

White: 90 (92.8%)

Black or African American: 5 (5.2%)

Asian/Pacific Islander: 1 (1%)

Hispanic or Lantino: 0

Native American or American Indian: 0

Other: 1 (1%)  

Age Ethnicity

Male: 39 (40.2%)
Female: 58 (59.8%)

Gender

●  “if i’m familiar with the staff of a business or organization i am much more likely to
 spend time there and support it. i feel much more welcomed and at home if i know 
 who’s working there.”
● “i want to feel engaged with something that i want to be a part of.”
●  “the key to a successful organization is to develop a relationship with its custo-
 mers, so it is reasonable to expect any organization to go out of their way and 
 reach out to the people that make it successful.”
● “relationships drive loyalty.”
●  “unknown.”
● “i expect a relationship with a business/organization because that business/orga-
 nization cannot exist without its customers.”
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The Roosevelt Coffeehouse fosters 
an environment of engaging with 
the local community to fight against 
injustices globally.

Overall Focus Group 
Results and Discus-

sion

 we conducted a five-person focus group that was made up of 
globally-minded millennials. the focus group was chosen to get face-
to-face interaction like the interviews, but away from the roosevelt itself. 
with the group of five globally-minded millennials, they were able to 
build off of the questions provided and truly discuss amongst each other 
on the topics on non-profits and social media. 

 Following a general discussion on charitable donations, non-
profits and the roosevelt Coffeehouse, we were provided with valuable 
information regarding social media and video types for the campaign.

 the focus group members all agreed that there should be two 
different types of videos; infographics and the roosevelt background 
and cause. the infographic videos will be made to provide information 
regarding the roosevelt’s impact on the organizations it contributes to. 
the history and background videos are to show the people that the 
roosevelt has helped to impact.

 the participants also provided us with important information on 
video length. they said that shorter videos, between one and two minu-
tes, would better keep the audience’s attention. 

 the group all agreed that having the infographic material displa-
yed in the roosevelt Coffeehouse would be beneficial for increasing 
awareness among in-shop customers.

Strategies
 our campaign strategy consists of digital media, transparent 
Communication, and a recurring special event. the strategies will di-
rectly reach our target publics which will help us to achieve our objecti-
ves and campaign goal. 

 most of our strategy would have a larger focus on digital media 
because our research reflected the virtual world is steadily becoming 
the standard platform upon which organizations promote and build their 
brand. according to BB& Co’s primary research, 71.4% of our total sur-
vey participants stated that they followed non-profit organizations on 
social media. our research also found that 33% of participants felt that 
an organization’s social media presence is “extremely important” and 
41% said it is “very important”. this is almost 75% of the total participants 
that value the importance of a strong social media presence that actively 
engages with its audience. 

 Guided by our findings from our primary and secondary research, 
we are confident that using digital media would be the best strategy 
to reach Globally-minded millennials. they will be able to engage with 
the roosevelt online, learn more of the mission statement, and spread 
awareness. as a result, we can expect to see the desired 40% increa-
se of mission statement awareness from this group because the online 
content of the campaign will effectively reach them and resonate with 
their values. the digital media strategy will provide opportunities for glo-
bally-minded millennials to promote the roosevelt Coffeehouse.

Digital
Media

 in order to reach working professionals, we develo-
ped a strategy that would present a more transparent break-
down of the way in which the potential donations would be 
financially distributed. 

 skeptical donors want to know that their money is 
being used effectively and to full use. the results from the 
online survey we conducted showed that almost half of the 
total participants were willing to support the organisation in 
its three areas of focus (hunger, human trafficking and un-
clean water). it is important that the roosevelt Coffeehouse 
allows their potential donors to know exactly where their 
money is going and how it is being used. this build trust 
between them and the roosevelt Coffeehouse and would 
consequently present opportunities to develop a long-term 
relationship with the donors. they would then be more per-
sonally involved and increase the roosevelt’s transparency.

Transparent
Communication

 we want to enhance awareness of the causes the 
roosevelt Coffeehouse fights against and the organizations 
they support by bringing the globally-minded millennials to 
the coffeehouse. we also seek to implement opportunities 
for the globally-minded millennials to promote the roose-
velt Coffeehouse. 

 our strategy for these millennials would fulfill our ob-
jectives by reaching out to them through the use of social 
media. globally-minded millennials use social media as a 
tool for finding information about world news, issues, as well 
as a way of seeking opportunities to make a difference. the 
results from our research showed that 57.7% of our partici-
pants fall within the age range of 18 to 23 years. From this 
statistic, we safely assume that the larger part of the roo-
sevelt Coffeehouse’s customers are comprised of globally-
minded millennials. the roosevelt Coffeehouse’s mission 
is attractive to those who want to be active in the fight for 
justice and should make full use of social media to their ad-
vantage.

Recurring
Special

Event

Message
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Connecting the
Message to

Globally-minded
Millennials

 the message for the campaign is applicable to globally-minded 
millennials because this public is passionate about supporting issues 
rather than organizations. the message will resonate with them because 
it provides them an opportunity to have a hands on experience and enga-
gement with their community. Focusing on the mission statement as a tool 
to bring the community together will appeal to globally-minded millennials 
whom at their core want to be a part of the social change in the world. 

Connecting the
Message to

Working
Professional

Donors

 the message is applicable to the working professional donors be-
cause it emphasizes that the roosevelt Coffeehouse is an organization 
that values a transparent relationship with their donors. this transparency 
is achieved by informing the donors how their money would be handled 
financially, and the manner in which the donations would impact the orga-
nizations that the coffee shop supports. 

Connecting the
Message to

Loyal
Coffeehouse

Customers

the message would also fit well with the third key public which are the 
coffeehouse customers. this is because the roosevelt Coffeehouse is 
an organization that believes in the value of building on the relationships 
they already have and in deepening the connections already made, and 
expanding in the way they engage with them. not only is the roosevelt 
Coffeehouse trying to reach a larger audience, but they also care about 
the solid network they have already created and should thus continue to 
build on that foundation

Tactics

 the video promotion series would be a way to visually represent 
the internal and external factors of the roosevelt Coffeehouse. the vi-
deo promotions would be a series of short videos that would specifically 
be targeting the globally-minded millennials but could equally impact 
the donors and customers as well. this would be a great opportunity 
for the roosevelt to enhance its social media presence, and create a 
visual invitation to the shop itself while taking people on a virtual expres-
sion of the impact the coffeehouse has made externally as a non-profit 
with its connection to so many organizations. 

 our overall timeline for the video campaign would be about three 
months. the video series would be divided into three segments, each 
focusing on a different aspect of the shop in order to effectively explain 
its story. january would focus on the internal atmosphere of the shop, 
February would focus on the infographics and march would focus on the 
external impact the coffeehouse has made as a non-profit.

Video
Promotion

Series

 our campaign consists of four main tactics; a video promotion 
series, infographics, enhancing the shop, and implementing after-hour 
events hosted by the roosevelt.

 each month of the campaign would release a total of four videos 
related to the focus area segment of the month. three videos, approxi-
mately 15 to 30 seconds long, would be released weekly.  the last video 
of the month would be a compilation of those videos, along with a new 
informative piece included. 

 the january videos would focus on the environment of the shop, 
emphasize the inviting atmosphere, show the conversational community 
the roosevelt creates and present the mission statement. this would 
be an incredible way to extend a virtual invite to people through social 
media. 

 February would be a great time to promote infographics in order 
to show people the impact that the money donated to the roosevelt 
has had over the past year. February videos would focus on finances 
in a creative and visual way by showing monthly breakdowns of where 
money has gone over the past year, organizations they are presently 
focusing on donating, and even promoting new goals for the shop going 
into the new year. 

 march would focus on the external impact that the roosevelt Co-
ffeehouse has had by connecting with different representatives of some 
of the organizations that they donate to each month. these videos focu-
sing on individual organizations receiving donations from the roosevelt 
would feature interviews of representatives and clients which have be-
nefitted from the work of the organizations.

Infographics  infographics would be designed to breakdown where the dona-
tions go each month in order to improve financial transparency and in-
crease the trust of working professional donors. the infographic break-
down will be posted on the roosevelt Coffeehouse’s Facebook, twitter, 
instagram, website, in newsletters and even within the within the shop. 
these can be updated and released every month. 

the infographics will create a more personal connection to the dona-
tions by creating a visual of where the money goes and how it actually 
makes an impact.

Enhancements
At The Shop

 we thought we could enhance awareness of the mission throug-
hout the shop in a few ways. one idea we had would be to paint a chalk 
wall and creatively show a monthly breakdown of the donations on the 
chalk wall. this would help customers visualize the impact the roose-
velt is making locally and around the world. another part of the plan is 
to print decals of the symbols for each injustice that the roosevelt fights 
against and put them on the windows. 
 
 the three symbols and a short statement below the decal to ex-
plain their meaning would be included on the windows. this would in-
crease the awareness of the mission statement inside and outside of 
the shop as customers and pedestrians walking along long street can 
learn more about the values of the coffeehouse.



Socialize
Justice

Afterhours Event
At The Roosevelt 

Coffeehouse

 we plan to implement a monthly  “socialize justice” afterhour’s 
event hosted by the roosevelt. this event would take place in order to 
encourage people to socialize about ways to implement justice locally 
and around the world. the events would begin in january to kick off 
the new year and would hopefully attract globally-minded millennials to 
have a reason to consistently visit the roosevelt. 

 socialize justice could be promoted through social media, word 
of mouth, and flyers that could be given within the shop or hung up on 
campus and throughout Columbus. 

 these monthly events would take place the third week of every 
month and would have a variety of themes ranging from professional 
networking, socializing, open mic nights, implementing change and 
even taking action together. 

 in the primary research conducted, some people had sugges-
ted open-mic nights, live music, or just a night where people come to a 
coffeehouse open for conversation without other obligations. socialize 
justice events would be a perfect opportunity to attract and connect 
all of our publics and create community, inspire conversation, and drive 
people to take action and make a difference.

Globally-Minded 
Millenials

Method

Method

 to impact awareness among globally minded millennials; specifi-
cally to increase comprehension of the roosevelt’s mission and organi-
zations which they support (40% within 3 months).

we plan to distribute a survey in the beginning and the end of our cam-
paign to assess overall awareness of the roosevelt and their mission.

 to impact the action of globally minded millennials; specifically 
through increasing engagement and promoting the roosevelt Coffee-
house (35% within 3 months).

 social media tracking would be our way of tracking the globally-
minded millennials in the beginning, middle, and end of our campaign. 
this will allow us to track the amount of increase in posts, comments, 
likes, followers, mentions, or shares that the roosevelt gets from this 
public. 
 
 we would also interview any customers in the shop that fit this 
public in the beginning and at the end of the campaign. this would allow 
us to track the globally-minded millennials desire to get involved and 
evaluate how willing they would be to come to an event hosted by the 
roosevelt before implementing the socialize justice events. 

Working
Professional

Donors
Method

Method

 to impact the acceptance among donors; specifically to stren-
gthen their belief that the roosevelt’s injustices are of personal impor-
tance to the donors. (30% within 3 months).

 we will distribute surveys regarding overall awareness of the 
roosevelt and their mission, and interviewing people that are already 
donating about the level of transparency the roosevelt has with donors 
in the beginning of the campaign. 

 at the end of our campaign we would be conducting exit surveys 
and interviews with working professional donors about their thoughts on 
trust and transparency after our campaign releases the infographics and 
videos.

 to impact the action of donors, specifically to increase the amou-
nt of recurring monthly donors to the roosevelt’s website donations (10% 
within 3 months).

 in order to evaluate the impact that the campaign has on the ac-
tion of donors we will keep track of overall donations in the beginning of 
the campaign and compare the amount of donations at the end of our 
campaign to calculate the increase of donations.

Coffeehouse
Customers

Method

Method

 to impact the awareness of the roosevelt Coffeehouse custo-
mers, specifically to expand the customer’s understanding of the mis-
sion and values in order to make their experience and support of the 
shop more personal (50% within 3 months).

 we can evaluate the effectiveness at the end of the campaign 
by surveying customers about how they feel about the info graphics in 
the shop in order to collect an overall opinion on their effectiveness. we 
would also be surveying customers about the symbols of the mission 
statement and asking if they increase their awareness of the mission by 
making it more visual and noticeable. 

 to impact the action of the roosevelt Coffeehouse customers, 
specifically to increase the number of first-time guests brought to the 
roosevelt by loyal customers (20% within 3 months)

 as far as measuring the action of the customers it would be good 
to watch attendance and see if there is an increase in unfamiliar faces. 
it would also be good to interview young loyal customers and ask when 
they last brought someone new to the roosevelt.

Evaluation

our research found that individuals prefer to engage 
with images over videos or text on social media. due 
to this, the campaign will focus more on getting images 
onto social media, with videos to supplement.  when 
we evaluate mid-campaign, we will determine the suc-
cessfulness of the videos and images and adjust the 
campaign accordingly. 



 as this campaign takes place, our focus will be on three main pu-
blics; globally-minded millennials, potential donors, and customers. the 
intention of the campaign will be to increase each public’s awareness, 
acceptance, and actions towards the roosevelt Coffeehouse. in targe-
ting three separate publics, there are a variety of ways to evaluate the 
effectiveness of this campaign. 

 we will have an overall evaluation made on the awareness be-
fore our campaign starts by distributing a survey to each public, asking 
people about their awareness of the coffeehouse as a non-profit and 
its mission. this survey will allow us to have data collected that can be 
compared to the end results of the campaign. the comparison will ho-
pefully show an increase in people’s awareness of the coffeehouse, its 
non-profit status/impacts, and the mission it carries.

 we plan to evaluate the action of the globally-minded millennials 
through social media tracking in the beginning, middle, and end of the 
campaign. we hope to be measuring an increase in how the millennials 
help promote the roosevelt Coffeehouse through the follower gains, 
posts about the shop, shares, comments, likes, retweets, reviews, and 
reposts. 

 evaluation of the globally-minded millennials involvement and 
engagement with the roosevelt Coffeehouse will be measured from the 
beginning, middle, and end as well by assessing how many customers 
generally tend to be included in this public, and surveying them in the 
beginning and at the end in order to see if there is an increase in how 
many of them would be willing to come to events hosted by the roose-
velt Coffeehouse.

 to measure the impact on donor’s acceptance it would be good 
to have an exit survey and a few interviews after the info graphics have 
been put out in order to assess if it helped their personal understanding 
of where their donations go, or if it causes them to be more willing to 
donate. in order to evaluate the impact that the campaign has on the 
action of donors we will keep track of overall donations in the beginning 
of the campaign and compare the amount of donations at the end of our 
campaign to calculate the increase of donations.

 in regards to the roosevelt Coffeehouse customers, we hope to 
enhance their overall awareness of the mission and the impact of the 
coffeehouse by adding to the environment of the shop. we can evaluate 
the effectiveness at the end of the campaign by surveying customers 
about how they feel about the info graphics in the shop in order to co-
llect an overall opinion on their effectiveness. we would also be surve-
ying customers about the symbols of the mission statement and asking 
if they increase their awareness of the mission by making it more visual 
and noticeable. 

 as far as measuring the action of the customers it would be good 
to watch attendance and see if there is an increase in unfamiliar faces. it 
would also be good to interview loyal customers and ask when they last 
brought someone new to the roosevelt.

infoGraPhic



 we are trying to keep our budget low cost in order to give flexibi-
lity to our plan.  the one major cost will be for the videographer because 
it is essential to have well-produced video segments. we gave the vi-
deos a cost of $200 per video however we are going to attempt to off-
set some of these costs through individuals volunteering their time. For 
infographic videos there will be no cost because there are individuals 
willing to donate their time.  

 the estimated cost per networking event is $185 this is accou-
nting for having 3 baristas doing work for three hours and having flyers 
printed for the event with a $50 cost. these costs can easily be reduced 
by having less baristas work and using digital flyers.

 the estimated cost for the chalk wall is $30. this is to cover the 
cost of the chalk paint and supplies the wall itself will be painted through 
donations of time.
 
 the cost for window decals covers the cost for the window de-
cals as well as lettering that can be used underneath the symbols.

timeline
november 2016

december 2016

february 2017

january 2017

The videographer will complete the campaign video series
The chalk wall within the shop will be prepped

Marketing materials and graphics for the social events designed and printed 

Week 1: Post the Wall decals within the shop. Release the first 15 second video on social media 
Week 2: Release the second 15 second video on social media

Week 3: Release the third 15 second video on social media
Week 4: Mid Campaign social media audit and Release the first 1 minute long video on social media and post on the website

Week 1: Draw the infographics on the chalk wall within the Roosevelt. Release the fourth 15 second video on social media
Week 2: Promote the socialized justice event Release the fifth 15 second video on social media

Week 3: Launch the first Socialized Justice Event and Release the sixth 15 second video on social media
Week 4: Release the second 1 minute long video on social media and post on the website

Week 1: Release the seventh 15 second video on social media
Week 2: Promote the Socialized Justice Event and Release the eighth 15 second video on social media

Week 3: Launch the second Socialized Justice Event and Release the ninth 15 second video on social media
Week 4: Release the third 1 minute long video on social media and post on the website.

1

-

-

3

-

-

-

3

-

$200

$0

$185

$15/hr

$50

$40

$30

$10

$75

$15

$30

Videographer

Infographic videos

Networking events

 Barista Pay (per barista)

 Flyers

Chalk Wall

 Chalk paint

 Paint brushes

Window Decals 

 Symbols of the Roosevelt’s causes

 Vinyl wording
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march 2017
Week 1: End of campaign social media audit

Week 2: Release surveys to publics using same distribution methods as primary research

Week 3: Hindsight meeting with Client to determine if objectives and goals have been satisfied.
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Focus Group

Focus Group  in order to collect primary research we have planned to use a 
few different research methods such as; focus groups, online surveys, 
and individual interviews with customers.

 the focus group will be used to gather an overall perspective of 
potential donors on whether or not they know the mission and if they 
would be willing to support fighting the injustices. it will also allow us to 
ask for a general opinion on how the roosevelt could enhance the pre-
sence of their mission within the shop itself.

Focus Group  in order to collect primary research we have planned to use a 
few different research methods such as; focus groups, online surveys, 
and individual interviews with customers.

 the focus group will be used to gather an overall perspective of 
potential donors on whether or not they know the mission and if they 
would be willing to support fighting the injustices. it will also allow us to 
ask for a general opinion on how the roosevelt could enhance the pre-
sence of their mission within the shop itself.
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Appendix
 in order to collect primary research we have planned to use a 
few different research methods such as; focus groups, online surveys, 
and individual interviews with customers.

 the focus group will be used to gather an overall perspective of 
potential donors on whether or not they know the mission and if they 
would be willing to support fighting the injustices. it will also allow us to 
ask for a general opinion on how the roosevelt could enhance the pre-
sence of their mission within the shop itself.

Focus Group
Questions

1. what do you look for in a non-profit before you make a donation 
 or contribution?
2. is it important for the mission of a non-profit organization to align 
 with your values?
3. what do structure do you look for in a non-profit for collecting 
 donations to support causes?
4. how much engagement do you want with the individuals or 
 groups benefitting from your contributions?
5. are there any aspects of a non-profit that have made you skepti
 cal to donate to them ?
6. what is the most effective way for the roosevelt to improve its 
 transparency to donors?
7. do you know what the mission statement of the roosevelt is? if 
 yes, how did you learn about it?
8. does the mission statement have a presence inside the shop?
9. are you interested in learning more about the organizations that 
 the roosevelt supports?

Online Survey  the purpose of our online survey would be to gather a better 
understanding of the globally-minded millennial’s expectations for social 
media engagements with the roosevelt Coffeehouse. we also want 
to understand their willingness to be involved with the non-profit.  the 
results will allow us to see how familiar they are with the non-profit and 
get a collective understanding of the causes people tend to be the most 
passionate about.  

Online Survey
Questions

1. are you familiar with the roosevelt Coffeehouse? yes/no
2. if so, did you know that it is a non-profit organization? yes/no
3. are you a frequent supporter of non-profit organizations? yes/no
4. which of the following issues are most important to you? rank 
them from 1-6, with 1 being the most important.
1. social equality
2. poverty
3. Clean water
4. education
5. human trafficking
6. hunger
5.          how likely are you to support organizations fighting the injustices 
 of hunger?
 1-2-3-4-5-6-7-8-9-10
6.  how likely are you to support organizations fighting unclean  
 water?
 1-2-3-4-5-6-7-8-9-10
7.  how likely are you to support organizations fighting human 
 trafficking locally and around the world?
 1-2-3-4-5-6-7-8-9-10
8.  what is your favorite form of social media and why? 
 (open response)
9.  when are you most likely to be on social media?
a. in the morning (8:00am- 11:00 am)
b. in the afternoon (12:00 pm - 4:00 pm)
c. in the evening (5:00 pm - 8:00 pm)



d. late night (9:00 pm - midnight)
10.  pictures are the best way to capture my attention.
 strongly agree -- agree -- neutral -- disagree -- strongly 
 disagree
11.  videos are the best way to capture my attention.
 strongly agree -- agree -- neutral -- disagree -- strongly 
 disagree
12.  do you follow any non-profit social media? yes/no
13.  how important is social media consistency for a business/organi
 zation?
 1-2-3-4-5-6-7-8-9-10
14.  how often do you expect a social media post from a business/
 organization?
 (open response)
15.  do you think social media presence has an impact on a 
 business/organizations reputation? yes/no
16.  how does an organization’s social media presence influence 
 their relationship with the public?
 (open response)  
 

Individual 
Interviews

 the individual interviews will allow us to analyze the perspective 
of the roosevelt on a more personal level. we will be able to hear about 
how individuals feel about the environment, the mission, and the interac-
tions or experiences they have had within the roosevelt Coffeehouse. 
interviews also create an opportunity for open conversation about what 
could improve customer’s individual experiences at the roosevelt.

Individual 
Interview  

Questions

1. are you aware of the fact that the roosevelt Coffeehouse is a 
 non-profit? do you know their mission statement?
2. the roosevelt Coffeehouse’s mission statement is: “a coffee
 house built to support organizations fighting the injustices of 
 hunger, unclean water and human trafficking, locally and around 
 the world.” 
 what are your thoughts on this mission? does it effectively 
 convey what the coffeehouse is actively doing?
3. how did you discover the roosevelt Coffeehouse?
4. do you feel the organization does a good job of promoting itself? 
 if so, how could they enhance that?
5. how do you feel about the roosevelt Coffeehouse’s location? in 
 what way do you think the location affects the organization 
 positively or negatively?
6. personally, how has your individual experience at the roosevelt 
 Coffeehouse been? how would you describe the environment? 
 what could be done to improve your experience at the 
 roosevelt?




