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HOW MAKE-A-WISH ENGAGED

Their Facebook
Community and
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In a Nutshell:

Make-A-Wish wanted a way to
accelerate growth of their social
program. In the process, they gained
revenue, a strengthened digital
community, and a new perspective on
how to leverage social media. Let's go.
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ABOUT

Make-A-Wish

Every 20 minutes, a family hears the devastating news that their
child is diagnosed with a critical iliness, leaving many families feeling
helpless, or worse, hopeless. That's where Make-A-Wish comes in.

When asked to give an overview of Make-A-Wish, Sioban Kerr—the
organization’s Director of Social & Digital—didn't hesitate: “it's a
community of people who come together to make life-changing
wishes possible for children with critical illnesses.” And she actually
means life-changing, as wishes can help children build the physical
and emotional strength they need to overcome their diagnoses.

Make-A-Wish’s belief in the power and impact of a wish is what guides

the organization and inspires them to grant the wish of every eligible
child—that is, children with critical illnesses (not necessarily terminal
illnesses). The best part? Many wish kids say their wish was a turning
point in their fight to get better, and go on to lead healthy lives.

Since its founding in 1980, Make-A-Wish has granted more than
500,000 wishes.

THE

— Challenge

Make-A-Wish is a highly reputable and well-known organization—
regarded as the second most-loved nonprofit brand in the U.S. and
their Facebook Page shows it, as a nearly “self-sustaining” platform,
consistent month over month.

The problem? It was stagnant (with very little time to spare from
their limited in-house resources). And for every wish the organization

grants, there are three more children in crisis who still need the hope..

so, they turned to social media.

The Make-A-Wish team had worked with GoodUnited in the past,
and after taking everything in-house a couple years prior, knew that
in order to grow the program and meet rising revenue expectations,
they needed to invest in trusted resources.

GOODUNITED

I'wish to be
a singer

Nathan, 11
nervous system
disorder

My entire team is three
people. e manage our
enterprise website, all of
our organic social mediaq,
and digital fundraising—
which includes revenue
goals that we want to see
grow year-over-year. We
needed to do something to
bridge that gap between
where we were and
where we needed to be.

=SIOBAN KERR
DIRECTOR, SOCIAL & DIGITAL
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ACQUIRE NEW
3 SUPPORTERS AND —_
RECONNECT WITH

LAPSED SUPPORTERS

GOODUNITED

Their goals:

THE

Make-A-Wish and GoodUnited picked up like old
friends. Together, the teams planned a Challenge—
including a paid ad strategy—and ongoing
communication plan with GU’s conversational
technology to work toward a strong and scalable Iwishaoine
program. an artist

Ana, 10
autoimmune

Through a month-long 30-Mile Walk/Run Challenge disorder
and calculated community management, Make-A-
Wish saw a hugely successful pilot event, amassing
nearly 3x their projected revenue and a 109% increase
in average fundraisers on the platform.

Not to mention: they fostered an engaged and
supportive online community—made up of almost
6,500 wish alumni, families, medical professionals, wish
granters, and more—all looking to remain a part of the
Wish family. And something we're selfishly most proud
of? Make-A-Wish is now approaching social media
fundraising differently than they traditionally have: as
an opportunity to build lasting, meaningful relationships
with supporters (versus merely acquisition) in hopes of
sustaining a powerful force for their cause.

=SIOBAN KERR
DIRECTOR, SOCIAL & DIGITAL
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GOODUNITED

THE "

Data and results speak for
themselves. For us, revenue

Is important and our biggest

In just a few months (with a little help from their QOQ[ because it's what fuels our

friends at GoodUnited), Make-A-Wish has gained . i<h h
an evolving perspective on relationship-based mission to grant wishes. When

fundraising, a sustainable revenue stream, and an our initial Challenge exceeded

active digital community. . .
9 ¥ our revenue expectations, it

Re-connecting with lapsed donors and giving all showed our leadership the true
supporters an opportunity to get involved in a fun way opportun /'tg of social fundra/s/ng.
paves the road for Make-A-Wish to continue to give ’,
hope—the driving force behind their mission to create —SIOBAN KERR

life-changing wishes for children with critical ilinesses. DIRECTOR, SOCIAL & DIGITAL

According to Make-A-Wish, parents, wish alumni and
doctors overwhelmingly agree that wishes:

¢ Areanecessary part of the medical treatment journey;

e Improve the odds of survival;

« Increase hope, strength, joy, confidence, self-esteem, quality of life, and well-being;
¢ Serveasacoping mechanism and a turning point during treatment;

e Bring families closer together and strengthen relationships with loved ones; and

* Help overcome traumatic stress, hopelessness, depression, and loneliness.

With this critical fundraising from their social platform, wish kids get more than a fun day
away. They get normalcy. They get hope.




