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Team Credentials

Andrew Clark

Andrew has five years of  
marketing experience and 
is currently serving as the 
marketing analyst for Data 
Systems International. 
Andrew received his un-
dergraduate degree from 
the University of Kansas in 

Journalism: Strategic Communications. Andrew will 
receive his master’s degree in marketing communica-
tions from the School of Journalism and Mass Com-
munications at the University of Kansas in May. 

Katie Jolly

Katie is a marketing pro-
gram manager at Cerner 
Corporation, where she has 
had several roles related to 
healthcare IT marketing 
and communications. She 
earned her bachelor’s degree 
in Business Administra-

tion from Truman State University in 2008. Katie will 
receive her master’s degree in marketing communica-
tions from the School of Journalism and Mass Com-
munications at the University of Kansas in May. 

Cheri Schoenhals

Cheri is the public relations 
manager at GBA Engineers 
Architect where she has been 
for over nine years.  She re-
ceived dual bachelor degrees 
at Kansas State University in 
Business Administration in 
marketing as well as in com-

munications with an emphasis in advertising. Cheri 
will receive her master’s degree in marketing com-
munications from the School of Journalism and Mass 
Communications at the University of Kansas in May. 

Professor James Gentry

This project was supervised 
by James K. Gentry, Ph.D., 
Clyde M. Reed Teaching 
Professor at the School of 
Journalism and Mass Com-
munications at the Universi-
ty of Kansas. Prior to joining 
KU as a journalism dean in 

1997, Gentry was dean at the University of Neveda, 
Reno, for five years and before that was a member 
of the faculty at the University of Missouri School of 
Journalism. 
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Executive Summary

Children’s Center for the Visually Impaired has pro-
vided unique and essential services to visually im-
paired children in the Kansas City metro area for over 
60 years.  The quality of care and education is praised 
by countless parents, community members and even 
accrediting organizations.  The organization is heav-
ily reliant on fundraising to fund its operations. Like 
many nonprofits, CCVI continually aims to find new, 
creative ways to increase engagement from the com-
munity.   A team of three University of Kansas gradu-
ate students worked with CCVI and several of its key 
stakeholders to develop a strategic marketing commu-
nications plan to address this issue.

The team conducted primary and secondary research 
to better understand CCVI’s unique situation.  The 
secondary research helped the team grasp the land-
scape regarding visual impairment, education and 
therapy available for visually impaired children, insur-
ance coverage, similar services, and other nonprofit 
organizations. 

The team also conducted primary research in the 
form of several interviews and surveys.  Interview-
ees included board members, a parent of a student, 
and participants of the Trolley Run.  Survey audi-
ences included Trolley Run participants, CCVI board 
members, CCVI Young Friends members and CCVI 
parents. 

The CCVI team developed several strategies to help 
CCVI increase awareness of the organization in the 
community, improve its perceived value and to in-
crease efficiency in its fundraising efforts.   Strategies 
include:
•	 Utilize success stories
•	 Strike emotional chord with potential volunteers 

and donors
•	 Emphasize the CCVI name in event promotion
•	 Improve website content and social media reach
•	 Enable people to experience life with a visual im-

pairment
•	 Personalize campaigns
•	 Revamp donation page on website

The team created tactics to support these strategies, 
timeline recommendations, budget estimates and 
an appendix that contains detailed primary research 
information.
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“More than 85 percent of 
what a child learns is derived 
through vision...”
- CCVI website



History 
The Kansas City Nursery School for the Blind first 
opened its doors in 1952 as an educational facility to 
address the needs of children with visual impairments.  
The organization was initially supported by the Kansas 
City Association for the Blind, the Junior League of 
Kansas City, Missouri and the Delta Gamma Alumnae 
Chapter.   In 1982, the organization changed its name 
to the Children’s Center for the Visually Impaired.

CCVI Today
CCVI exists to empower visually impaired children 
and their families to function successfully in the 
world.  It prepares children of all ages to successfully 
transition to regular school districts through diverse 
experiences and proven educational principles.

CCVI works with all children with a visual impair-
ment, regardless of whether they have multiple dis-
abilities, with the goal to prepare them for life with 
their visual impairment by offering these programs:
•	 Infant Program
•	 Preschool and Kindergarten classes
•	 Itinerant and consulting services

General information about 
visual impairment
Since vision is one of the most important ways chil-
dren learn during early development, a visual impair-
ment impedes this learning. Visual impairment has 
several definitions. With regard to education, the 
definition of visual impairment, including blindness, 
is an impairment that, even with correction, adversely 
affects a child’s educational performance, according to 
the Individual with Disabilities Education Act (IDEA). 
The term includes both partial sight and blindness 
(“Categories of Disability Under IDEA”).

Visual impairment is the least common disability in 
children. The rate at which visual impairments occur 
in individuals younger than the age of 18 is 12.2 per 
1,000. Severe visual impairments (legally or totally 
blind) occur at a rate of .06 per 1,000 (Odle, T.). 
Although the rate for visual impairment may be low, 
often children with visual impairments have one or 
multiple other disabilities.

Industry and legislation
The Children’s Center for the Visually Impaired 
(CCVI) does not fall into a specific industry category. 
It is an educational facility which caters to a specific 
disability of visual impairment for children. While the 
focus of CCVI is to educate children, the education 
centers around teaching the children how to live and 
function with their visual impairment.

Federal legislation for visually impaired children falls 
under the umbrella of disability. There have been 
several disability-related pieces of federal legislation 
passed since the 1960s, including the Individuals with 
Disabilities Education Act (IDEA), No Child Left 
Behind (NCLB), Section 504 of the Rehabilitation 
Act, Americans with Disabilities Act (ADA) and the 
Assistive Technology Act. Each of these laws plays an 
important role in the education of children with dis-
abilities, including visual impairment.

Services for visually impaired 
children
Parents have several options for assistance for their vi-
sually impaired child.  Most parents learn about their 
child’s visual impairment from a physician or oph-
thalmologist.  They are then typically referred to state 
organizations that can then guide them toward the ap-
propriate venue of care.  Several types of organizations 
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Situation Analysis

can ultimately assist these families, including school 
districts, state schools for the blind, private schools 
and organizations, and rehabilitation centers. 

Competition
CCVI offers a service to visually impaired children 
and their families that is unique to the Kansas City 
area. Although there are numerous organizations that 
offer services to disabled children, no other organiza-
tions in the Kansas City area are completely dedicated 
to preparing visually impaired children to succeed in 
an academic setting.

Because CCVI relies heavily on donated funds to 
provide services, other nonprofit organizations may 
compete with CCVI for donations. In addition, several 
local organizations serve children with disabilities and 
host fundraising events similar to those of CCVI.

Funding
CCVI’s  funds come from several sources.  Approxi-
mately one-third of CCVI’s budget comes from state 
and local school district contracts, insurance and 
parent-funded tuition. The remaining two-thirds must 
be raised in the private sector with special events and 
donations from individuals, corporations, founda-
tions, service groups and the United Way.
CCVI’s fundraising events are:
•	 Trolley Run
•	 CCVI Food Fight
•	 Derby Day
•	 Holidays in Crestwood
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The United States has 
42,000 children with a 
severe visual impairment.
-The National Dissemination Center for Children 
with Disabilities



Secondary Research

National Landscape 
Visual impairment is defined as “the vision loss of a 
person to such a degree as to qualify as an additional 
support need through a significant limitation of visual 
capability resulting from either disease, trauma, or 
congenital or degenerative conditions that cannot be 
corrected by conventional means, such as refractive 
correction or medication (Arditi, 331).”

Educational institutions in the U.S. classify visual im-
pairment into the following categories:
•	 Partially sighted
•	 Low vision
•	 Legally blind
•	 Totally blind

Vision impairment can happen at any age. Most vision 
conditions in children stay the same throughout their 
lives. Visual impairments in children vary – some con-
ditions may result in vision problems for only a short 
time, while others get worse over time and result in 
poorer vision or blindness as the child gets older (Rais-
ing Children Network).

In November 2012, the National Dissemination Cen-
ter for Children with Disabilities released statistics of 
children in the United States that have some degree of 
visual impairment. The study found that the U.S. alone 
had:
•	 490,420 children with vision difficulty (the term 

“vision difficulty” refers only to children who have 
serious difficulty seeing even when wearing glasses 
and those who are blind).

•	 42,000 children with a severe vision impairment 
(unable to see words and letters in ordinary news-
print). 

•	 59,341 children who are legally blind.

Children with visual impairment have four common 
options for educational programs: state departments of 
education, schools for the blind, rehabilitation pro-
grams and multiple disability programs (American 
Printing House for the Blind). 

Table A below shows the number of students enrolled 
in each type of program in the United State in 2010. 

Table A
Distribution of Eligible Students Based on the 

Federal Quota Census of Jan. 4, 2010
Visual

Readers
Braille

Readers
Auditory
Readerss

Pre-
Readers

Non-
Readers

Total

State
Depts of
Education

14,210 3,897 3,179 10,313 17,5333 49,132

Schools 
for the
Blindd

918 950 464 1,671 1,156 5,159

Rehab
Programs 1,045 458 965 347 458 3,273

Multiple
Disability
Programs

47 22 96 38 1,172 1,375

Totals 16,220 5,327 4,704 12,369 20,319 58,939

Source: American Printing House for the Blind

Legislation
Legislation to provide proper education for children 
with disabilities has seen vast improvements since the 
1960s. Visual impairment falls into the category of a 
disability and therefore under the following legislation:

Individuals with Disabilities Education Act (IDEA)
Originally enacted in 1975, the law was created to 
ensure children with disabilities received a free ap-
propriate education (FAPE). It has been amended 
several times, most recently in 2011. The Act guides 
how states, school districts and public agencies provide 
early intervention, special education and related ser-
vices to more than 6.5 million eligible infants, toddlers, 
children and youth with disabilities.

No Child Left Behind (NCLB)
This law was enacted in 2001 and amends the Elemen-
tary and Secondary Education Act (ESEA). It brought 
multiple changes to the nation’s educational systems 
by holding schools more accountable for the progress 
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of students, including those with disabilities. NCLB 
is currently being evaluated by Congress and in the 
process of reauthorization.

Section 504 of the Rehabilitation Act
This legislation came prior to IDEA in 1973 and is a 
civil rights law that prohibits discrimination on the 
basis of a disability. Not all students with disabilities 
qualify for special education under IDEA. Section 504 
plays an important role in education by covering those 
students. This law applies to public and secondary 
schools.

Americans with Disabilities Act (ADA)
The ADA was passed in 1990 to protect the civil rights 
of people with disabilities in all aspects of employ-
ment, accessing public services, and guaranteeing 
access to public accommodations. The act entitles stu-
dents, parents and others to equal access and an equal 
opportunity to participate in public school services, 
programs, and activities.

Assistive Technology Act
Originally enacted in 1988, the Assistive Technol-
ogy Act is often referred to the Tech Act. It has been 
amended several times, most recently in 2010. The 
Tech Act improves the access and function of people 
with disabilities in school, work, home and commu-
nity. The intention is to ensure people with disabilities 
have access to assistive technology devices and ser-
vices (Disability & Education Laws).

The most recent legislation directly related to visual 
impairment was introduced on Feb.14, 2014. H.R. 
4040 or The Alice Cogswell and Anne Sullivan Macy 
Act focuses on the visually impaired and deaf or hard 
of hearing.

The legislation would ensure:
•	 Every child who is deaf and/or blind, regardless of 

whether they have additional disabilities, will be 
properly counted and served

•	 Each of a child’s unique learning needs will be 
properly evaluated

•	 States will engage in strategic planning to be sure 
that they can in fact meet each child’s specialized 
needs

•	 The U.S. Department of Education will do its part 
to hold states and schools accountable

•	 Students who are deaf will be served by qualified 
personnel

•	 Students who are blind will receive state-of-the-art 
services and skills supported through a new major 
national collaborative initiative addressing their 
unique learning needs  

The Act has only been introduced in the House, 
but the American Foundation for the Blind (AFB) 
originally drafted the act in 2013 and is encouraging 
everyone to contact members of the House and Senate 
to co-sponsor H.R. 4040 (PR Newswire).

Insurance coverage
Insurance is a difficult topic to understand and can 
be confusing, especially for parents of a child with a 
visual impairment. With the new Healthcare Reform 
laws, the issue of insurance coverage becomes even 
more daunting. One of the main reforms with the new 
law is that anyone with a pre-existing condition can-
not be denied insurance coverage. This may help to 
create new options for families that did not previously 
have private health care.

Private insurance coverage varies between each pro-
vider; therefore, in order to find out what is available, 
parents must call their insurance company and ask 
about the coverage available to them.

Supplemental Coverage
There are some options available to help parents who 
are not currently covered under another insurance  
which  provides assistance with the cost of having a 
child with a disability. The options are based on in-
come and eligibility of the disability. This supplemen-
tal coverage includes: 
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Supplemental Security Income (SSI) 
In order for a child younger than age 18 to qualify for 
SSI, he or she must meet Social Security’s definition 
of disability for children, and his or her income and 
resources must fall within the eligibility limits. The 
amount of the SSI payment differs from one state to 
another because some states contribute to the SSI pay-
ment.

Eligibility requirements include:
1.	 The child must not be working or earning more 

than $1,070 a month. (This earnings amount usu-
ally changes every year) 

2.	 The child must have a physical or mental condi-
tion, or a combination of conditions, that result in 
“marked and severe functional limitations.” This 
means that the condition(s) must extensively  limit 
the child’s activities.

3.	 The child’s condition(s) must have been disabling, 
or be expected to be disabling, for at least 12 
months, or must be expected to result in death.

It can take three to five months for a state agency to 
decide if the child meets the eligibility requirements. 
There are some exceptions where SSI will make pay-
ments right away and up to six months while the state 
agency decides if the child meets the eligibility re-
quirements (“Social Security”).

Following are some conditions that may qualify, ac-
cording to the Social Security Administration:
1.	 HIV infection
2.	 Total blindness
3.	 Total deafness
4.	 Cerebral palsy
5.	 Down syndrome
6.	 Muscular dystrophy
7.	 Severe intellectual disorder (child age 7 or older) 

and
8.	 Birth weight below 2 pounds, 10 ounces.

Each state also has financial assistance programs for 
disability services. For the states of Kansas and Mis-
souri, these include:

KanCare
KanCare is the program through which the State of 
Kansas administers Medicaid. Launched in January 
2013, KanCare delivers care to more than 360,000 
consumers across the state. Kansas has contracted 
with three health plans, or managed care organiza-
tions (MCOs), to coordinate health care for nearly all 
Medicaid beneficiaries.

The Kansas Department of Health and Environment 
(KDHE) and the Kansas Department for Aging and 
Disability Services (KDADS) administer KanCare 
within the State of Kansas. KDHE maintains financial 
management and contract oversight of the KanCare 
program while KDADS administers Medicaid waiver 
programs for disability services (“KanCare”).

Missouri HealthNet for Kids
The purpose of the MO HealthNet program is to 
provide medical services to persons who meet certain 
eligibility requirements as determined by Family Sup-
port Division (FSD). The goals of the MO HealthNet 
program are to promote good health, to prevent illness 
and premature death, to correct or limit disability, to 
treat illness, and to provide rehabilitation to persons 
with disabilities (“Department of Social Services”).

Under the program, parents have several options 
regarding the cost of providing care for a child with a 
disability. Often, the parent must take the initiative to 
research the options and understand which, if any are 
right for them.

Similar Organizations
Although there are several schools throughout the 
United States that provide services to visually im-
paired and blind children, not all of them offer the 
same programs and services as CCVI. The Anchor 
Center for Blind Children in Denver and VIPS in 
Louisville are the most similar.

Anchor Center for Blind Children
According to the AnchorCenter.org website, the An-
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chor Center provides three main programs, including 
Infant and Toddler Services, the Preschool Program 
and Home Services. Similar to CCVI, these programs 
are designed to educate children on living with their 
disability and to prepare them to integrate into the 
public or private school system.

Fundraising events include:
1.	 Sunset in the Country - This event is in its 18th 

year and attendance is by invitation only. The din-
ner and auction are hosted by Jim and Pam Crowe 
at their home. Companies have the opportunity to 
sponsor a table with the proceeds benefitting blind 
and visually impaired children in Colorado.

2.	 A Million for What Matters - A partnership 
fundraising contest between Anchor Center and 
Concerts for Kids. Contestants purchase a ticket 
for $10 with a chance to win a 2014 Ford Mustang, 
courtesy of Sill-Terhar Ford. One hundred percent 
of the ticket purchase goes back to Anchor Center. 
Contestants guess the weight of The Austin Young 
Band including instruments and equipment to the 
hundredth of a pound. 

3.	 ForeSight Golf Tournament at Sanctuary Golf 
Course – The June golf tournament  is presented 
by Re/Max benefiting Anchor Center. Participants 
can have a team, sponsor a hole or place company 
signage in promotional materials.

The Anchor Center offers donors various ways to 
donate:
1.	 Monetary donations - Anchor Center tells donors 

exactly what their contribution goes toward.
•	 $25 provides three braille books for the pre-

school class
•	 $60 provides a home visit to an infant and 

family
•	 $100 provides three hours of music therapy
•	 $250 provides a functional vision assessment 

for a child with suspected vision problems
•	 $500 provides six weeks of the toddler pro-

gram for one child

2.	 Anchor Angel Circle of Giving - Members of the 
“Anchor Angels” pledge to give a minimum $1,000 
gift for two consecutive years (just $83.34 per 
month). Giving levels include:
•	 Bronze Angel -- $1,000 gift for two consecutive 

years
•	 Silver Angel -- $2,500 gift for two consecutive 

years
•	 Gold Angel -- $5,000 gift for two consecutive 

years
•	 Platinum Angel -- $10,000 gift for two con-

secutive years
•	 Diamond Angel -- $20,000 gift for two con-

secutive years
Angels receive a keepsake pin.

3.	 Kaleidoscope Color Circle - As a Kaleidoscope 
Circle Sponsor for $10 or more per month, a gift 
provides the therapy and education the children 
with visual impairments need. Sponsors receive 
updates on children’s activities through the news-
letter as well as the website. Sponsors are welcome 
to visit a classroom to see firsthand how the gifts 
make an impact on the lives of the children. 
•	 Blue Circle: $10 a month

	 Blue is considered beneficial to the mind and 		
	 body.

•	 Yellow Circle: $25 a month
	 Yellow is associated with joy, happiness, intellect		
	 and energy.

•	 Red Circle: $50 a month
	 Red is full of energy, strength and determination	
	
4.	 Gift Planning - Planned gifts are typically made 

from assets in the estate rather than disposable 
income, and come to fruition upon death. 

5.	 Wish List -– The Anchor Center provides a wish 
list of items, and every item donated allows the 
Center to save on operating costs. 
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Visually Impaired Preschool Services (VIPS)
The second organization similar to CCVI isVIPS. 
According to the vips.org website, the organizaiton 
offers programs that include the Program for Infants, 
Program for Preschoolers, and Education and Sup-
port Programs for Families. The services are designed 
to teach children to use their other senses and to help 
families to cope.

Fundraising events include:
1.	 ReVision - ReVision, sponsored by Brown-For-

man Corporation, is an exhibition of artists’ work 
that explores the world of art through the eyes of 
the blind and visually impaired. ReVision re-
examines the traditional gallery presentation as a 
tactile, auditory and spatial experience. 
The event brings together artists and patrons for 
an evening of art, hors d’oeurves and live music.

2.	 VIPS Yum! Brand Corporate Cup - May golf tour-
nament. 

VIPS offers various ways to donate including:
1.	 Monetary donation – Funds typically are used to 

help with the expenses of running the school.

2.	 Donation to a fund – Donors can choose from the 
following funds.
•	 $55 for Magnification Devices
•	 $125 for Instruction for Cane Use
•	 $250 Provide In-Home Instructional Visit
•	 $600 iPad for Student Use

3.	 Donation of a scholarship – Scholarships are used 
to cover expenses of children attending the full-
time preschool that are not covered under another 
service provider.

4.	 Buy a Fountain of Hope Brick - Bricks are laid 
around a Fountain of Hope in a designated gar-
den. They can be inscribed with commemoration 
for a special loved one.

Competition
CCVI is the only organization in the Kansas City area 
that offers specialized instruction for children from 
infancy who are visually impaired, including those 
with multiple disabilities. Other organizations, how-
ever, provide varied services for the visually impaired.
Alternative programs and schools for the visually 
impaired include:
•	 School districts

Many school districts have well-developed special 
education programs.  Since these programs re-
quire a large financial investment, some districts 
are hesitant to refer children to specialty schools 
such as CCVI.  They believe they can offer a com-
parable experience for visually impaired children 
without contracting with an outside organization. 
In reality, some of these districts cannot provide 
the specialized attention blind or visually impaired 
children need and children may lag behind unnec-
essarily for years. 

•	 Kansas State School for the Blind
Located in Kansas City, KS, KSSB is an alternative 
school for blind and visually impaired children.  
Teachers are licensed to instruct blind and visually 
impaired children, but also have specializations 
in areas such as math. Students range from pre-
kindergarten to high school graduates. 

 
Since the majority of CCVI’s budget comes from 
donations, other nonprofit organizations in the Kansas 
City area and those serving children with disabilities 
may compete with CCVI for donations. 

Other nonprofits in the Kansas City metro area with 
services similar to CCVI include:
•	 Children’s Therapeutic Learning Center

Children’s TLC offers specialized care to children 
with a variety of developmental disabilities. It also 
shares a building with CCVI.  

•	 Triality
Triality specializes in personalized services for 
people of all ages with developmental disabili-
ties.  Triality Tots Early Intervention Center offers 
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services for young children along with at-home 
services. 

•	 Northland Early Education Center
NEEC provides early education and therapy for 
children up to five years of age with special needs. 

Other nonprofits in the Kansas City metro area with 
similar fundraising efforts include:
•	 Head for the Cure Foundation

Head for the Cure raises awareness and fund-
ing for the fight against brain cancer.  It began its 
signature event, a 5k held in Kansas City, more 
than 10 years ago. Today, events have expanded to 
include races in 10 other cities across the United 
States.

•	 Arthritis Foundation Kansas City
The Arthritis Foundation hosts several events in 
the Kansas City area to raise awareness and funds 
for arthritis education and programs. Events 
include a walk, two Jingle Bell runs, an arts event 
and celebrity appearances. 

•	 Children’s Therapeutic Learning Center
Children’s TLC raises money to fund specialized 
care to children with a variety of developmental 
disabilities. The Children’s TLC Groundhog Run 
attracts more than 4000 runners each year and is 
unique as it is entirely underground. 

•	 Operation Breakthrough
Operation Breakthrough focuses on providing 
early education child care and social services for 
children in Kansas City’s urban core. The orga-
nization is a beneficiary of the annual Jazz in the 
Woods event, which is Kansas City’s largest free 
music festival.

•	 Ozanam
Ozanam provides a variety of services for children 
and families in need.  Annual fundraisers include 
a golf tournament, disc golf tournament and holi-
day gala.

About CCVI
CCVI  has addressed the needs of visually impaired 
children for over 60 years.  In 1982, the organization 
changed its name to the Children’s Center for the 

Visually Impaired. CCVI moved to its current loca-
tion in midtown Kansas City in 1999.  The Children’s 
Center Campus, as it is known, is the home of three 
nonprofit agencies serving children in the Kansas City 
area: CCVI, Children’s Therapeutic Learning Center 
(TLC) and the YMCA Early Learning Center.  This 
campus provides a playground, cafeteria, gym, therapy 
pool and six classrooms for students. 

The organization has grown from serving just a hand-
ful of students in 1952 to nearly 300 infants through 
elementary school-aged children today.  It has re-
ceived strong financial and volunteer support from 
various community groups, companies, individuals 
and school districts. CCVI plays an important role in 
the community as the only school in the Kansas City 
area that offers specialized instruction for children 
from infancy who are visually impaired, including 
those with multiple disabilities.

CCVI has received accreditation from the National 
Accreditation for Council for Agencies Serving 
People with Blindness or Visual Impairments (NAC) 
as well as the maximum five-year accreditation from 
the National Association for the Education of Young 
Children (NAEYC).  More than 75,000 consumers 
receive services from organizations accredited by NAC 
(“NACBLVS”).

CCVI Services
CCVI offers an individualized experience for each 
student. The services begin at infancy and continue 
through all stages of development. The service cat-
egories provided by CCVI are the Infant Program, 
Preschool & Kindergarten classes, and the Itinerant or 
Outreach Program.

1.	 The Infant Program - This is a home-based pro-
gram that allows the child to be in his or her natu-
ral environment and be supported with teachers, 
nurses, therapists and social workers.
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2.	 Preschool and Kindergarten classes - The classes 
are held at the CCVI campus and prepare children 
for entry into the public or private school systems.

3.	 Itinerant or Outreach Program - This program 
provides direct instruction and consulting services 
to area school districts, mainly in outlying areas. 
The services provided through this program may 
include assessment and monitoring of functional 
visual development, training on specialized class-
room equipment such as closed circuit TV, braille 
equipment and magnifying devices, developing 
in-service programs for staff, training of classroom 
aides, and providing support to classroom teach-
ers, aides and parents.

CCVI also provides specialized services which include 
braille instruction, orientation and mobility, deaf/
blind services, assistive technology, low vision train-
ing, speech, occupational, physical and aquatic thera-
pies, and family support.

Since a significant number of students attending 
CCVI have multiple disabilities, it is important for the 
CCVI staff to do more than teach. Staff also includes 
professionals in occupational, speech/language and 
physical therapies, as well as in the specialized in-
struction areas of braille and orientation and mobility. 
CCVI teachers are certified in Early Childhood Spe-
cial Education and Blind/Partially Sighted, according 
to the CCVI website.

CCVI Events
CCVI relies on several events for a significant portion 
of its budget each year.  These events are recurring and 
have become well-known in the Kansas City commu-
nity.
•	 CCVI Food Fight  

This event, held annually in February, is a culinary 
competition featuring top chefs in Kansas City.  It 
celebrated its fifth anniversary in 2014.

•	 Trolley Run 
The Trolley Run is the largest timed four-mile race 
in the country.  More than 11,000 people partici-
pated in the 2013 event, which marked its 25th 
year. 

•	 Derby Day  
Derby Day is an experience that offers drinks, ap-
petizers, silent auction, a hat contest and a gerbil 
race.

•	 Holidays in Crestwood 
Several merchants in the Brookside area of Kansas 
City donate 10 percent of their sales during three 
days in December.  CCVI also holds a luncheon 
and visit with Santa during the event.

Partnerships with Local Eye Centers
Since 2001, Sabates Eye Centers has been the title 
sponsor for the Trolley Run.  This title sponsorship 
provides an important contribution to CCVI’s budget 
each year.   Sabates Eye Centers promotes the event on 
its website as the “SEC Trolley Run.”  While Sabates 
uses the same logo as CCVI, the language and name 
used varies and weakens the Trolley Run name.  

Durrie Vision is the presenting sponsor for CCVI 
Food Fight. The Durrie Vision website only mentions 
CCVI in a blog entry from 2010.  Durrie Vision has a 
representative on the CCVI board.

Finances
Two-thirds of CCVI’s budget comes from the private 
sector in the form of donations from corporations, or-
ganizations such as the United Way and other service 
groups, and individuals. The remainder comes from 
school district contracts, tuition from parents and 
insurance coverage.

CCVI’s revenue is estimated to be $3.5 million for the 
2013 - 2014 school year.

13



Secondary Research

Figure 1
Children’s Center for the Visually Impaired 

2011-2012 School Year Revenue

Source: “About CCVI.” CCVI.org. Children’s Center for the Visually 

Impaired, n.d. Web. 3 Feb. 2014.

CCVI expenses include the cost to deliver programs 
to 300 children, administrative costs and expenses 
related to fundraising efforts. 
 
Figure 2

Children’s Center for the Visually Impaired 
2011-2012 School Year Expenses

 Source: “About CCVI.” CCVI.org. Children’s Center for the Visually 

Impaired, n.d. Web 3 Feb. 2104.

Donor Demographics and Trends
CCVI enjoys a nation-wide donor base, with funds 
coming from more than 3600 unique zip codes since 
2003.  Logically, however, the majority of donors 
and donations come from the Kansas City metro 
area.  Figures 3 and 4 show the areas with the greatest 

number of donors as well as the largest amount of 
donations. 

Figure 3
Zip codes with 100 or more unique donors 

(2003 – 2013)

Figure 4
Top 8 zip codes bringing in more than 51 percent of 

all donations 2003 – 2013

 Zip code 64121 is too small of an area to be shown on map but is part of the top 8 zip codes.

As can be expected, the average donation to CCVI is 
higher than the median donation due to a number of 
large donations. Figures 5 and 6 show the median and 
average gift amounts since 1990. 

14
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Figure 5

Figure 6

 

CCVI realizes the importance of growing its donor 
base for continued and increased funding for its vital 
programs. Table B shows that the number of new do-
nors and size of donations has steadily increased over 
the last several years. 

Table B
Year No. of New Donors Amount

2010-2011 419 $215,158
2011-2012 462 $318,810
2012-2013 391 $574,293

Figure 7 illustrates the four most common ways new 
donors engage with CCVI. The largest number of new 
donors (110) gave to CCVI in the form of an honorar-
ium or as a memorial. CCVI also saw a boost in new 

donors through its 60th anniversary campaign, gen-
eral contributions and designated donations through 
the United Way. 

Figure 7
CCVI New Donor Engagement

Nonprofit Giving Trends
As consumers, technology and the economy all evolve 
over time, nonprofits must adjust to ensure their needs 
are continuously met.  Data is provided by Blackbaud 
(formerly Convio), an industry leader in nonprofit 
fundraising. Figure 8 illustrates how people receive in-
formation about their top charities and how it differs 
by generation. 

Figure 8
Top Charity Information Channels by Generation

Source: McLaughlin, Steve. “Charitable Giving Report: How Nonprofit 
Fundraising performed in 2012.” Blackbaud.com. Blackbaud, Inc. Feb. 

2013. Web. 5 Feb. 2014.
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As a note, generations are defined as the following, 
according to UN.org:
Generation Born
Gen Y 1981-2000
Gen X 1965-1980
Boomer 1946-1964
Matures (Traditionals) 1925-1945

Table C shows that Matures, Boomers and Gen X are 
currently the most attractive segments as they contrib-
ute the most per year.  However, looking at Figure 4, it 
is apparent that Gen Y plans to increase their giving in 
the next year more than the other segments. Members 
of Gen Y are increasing their earnings as they grow 
their careers and plan to increase their giving accord-
ingly.

Table C
Estimated Donors and Contributions by 

Age Segment

Figure 9 shows how each generation initially gets 
involved with charities. The most common forms of 
engagement for all generations are donating directly 
to the charity (money or goods) and visiting the 
organization’s website.  Members of Gen Y or Gen X 
are more likely to initially engage through volunteer-
ing, fundraising or participation in events than older 
generations.

Figure 9
First Form of Engagement

According to Blackbaud, members of Gen Y are most 
likely to give less than $100 per year while members 
of Gen X, Boomers and Matures are most likely to 
donate between $100-499 per year.

Figure 10
Generational Groups and Average Contributions 

Per Year

 
Source: McLaughlin, Steve. “Charitable Giving Report: How Nonprofit 
Fundraising performed in 2012.” Blackbaud.com. Blackbaud, Inc. Feb. 

2013. Web. 5 Feb. 2014.
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Source: Bhagat, Vinay, Pam Loeb, and Mark Rovner. “The Next 
Generation of American Giving.” Convio.com. Convio, Mar. 2010. Web. 
5 Feb. 2014.

Source: Bhagat, Vinay, Pam Loeb, and Mark Rovner. “The Next 
Generation of American Giving.” Convio.com. Convio, Mar. 2010. Web. 
5 Feb. 2014.
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Figure 11
Methods of Donating by Generation

 
Source: Source: McLaughlin, Steve. “Charitable Giving Report: 
How Nonprofit Fundraising performed in 2012.” Blackbaud.com. 

Blackbaud, Inc. Feb. 2013. Web. 5 Feb. 2014.

Timing of Giving
According to a 2012 report by Steve McLaughlin at 
Blackbaud, organizations in the human services sector 
receive 34.5 percent of their donations between Octo-
ber and December of each year.  Much of this is due to 
year-end campaigns and a last chance to receive a tax 
deduction.

Table D
Giving Trends by Month

 

Source: Source: McLaughlin, Steve. “Charitable Giving Report: 
How Nonprofit Fundraising performed in 2012.” Blackbaud.com. 

Blackbaud, Inc. Feb. 2013. Web. 5 Feb. 2014.

Increased Competition
Technology has shrunk the world and expanded the 
boundaries of nonprofits’ donor bases.  This can mean 

gaining donors from new sources, but it also means 
increased competition from countless new nonprofit 
organizations, according to Marc Chardon of npEN-
GAGE. When a major disaster strikes Asia, people 
in the United States often jump to donate via text 
messaging, the Web or by phone.   Technology has 
made this extremely easy and a very popular way to 
give.  When people donate to these national or global 
causes, it can impact giving to local charities that they 
may have given to otherwise.

Other trends and statistics
A hot political topic over the past several years has 
been tax reform, particularly the charitable giving tax 
deduction.  Currently, charitable donations are tax 
deductible, meaning they can reduce taxable income.  
Many have called into question whether the country 
can continue to afford this large tax break and if the 
missions of some charitable organizations keep the 
spirit of the code intact.  Lawmakers are currently 
looking at ways to reduce tax breaks that favor the 
wealthy, and this is certainly one that can fall into that 
category.  Many nonprofit organizations are lobbying 
against such a change, as it could drastically impact 
donations received. 

According to a 2011 CASE Campaign Report, the top 
10 percent of donors (those who make  the largest 
contributions) contributed 95 percent of total funds 
raised in a campaign sample (Kindelsperger).  While 
gaining additional donors is undoubtedly important, 
this illustrates the fact that those top donors are vital 
to the success of campaigns for many nonprofits.

Some sectors of nonprofit agencies receive more 
money than others. According to the Midwest Center 
for Nonprofit Leadership, human services agencies 
make up more than a quarter of the nonprofit agencies 
in Kansas City, but only receive slightly more than 10 
percent of all revenues. 

17
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Nonprofit Marketing Best Practices
The following list is a summary of several nonprofit 
marketing best practices. 
•	 Ensure your mission and vision resonates with 

every campaign, communication and event. 
Every donor should know about the organization’s 
cause as well as how the organization uses each 
donation (Berstein). 

•	 Respond to change by adjusting marketing and 
fundraising efforts.  
When economic climates, technology or other fac-
tors cause change, organizations must be proactive 
and adjust accordingly (Blackbaud).

•	 Be personal.
Organizations should make every attempt to con-
nect with donors on a personal level.  This can 
range from telling success stories to personalizing 
email campaigns. Organizations can also benefit 
from testing email subject lines to understand 
what resonates with donors (Blackbaud).

•	 Thank donors and volunteers.
It may seem obvious, but nonprofits need to en-
sure their donors and volunteers feel valued and 
appreciated, regardless of commitment (Koenig).

•	 Recruit high quality staff and volunteers.
A nonprofit’s staff and volunteer base is typically 
the face of the organization.  Ensure they under-
stand and are committed to the organization’s 
goals and mission (Bernstein).

18
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“...helping kids with such 
specific needs, and making 
sure they can live productive, 
rather than dependent lives.”
-CCVI Board Member
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Strengths

•	 Unique service: CCVI is the only organization 
completely dedicated to preparing visually im-
paired children to succeed in an academic setting 
in the Kansas City area.

•	 High profile event: CCVI has a successful, iconic 
fundraising event in the Trolley Run.

•	 High quality services: CCVI customizes pro-
grams to each student with staff that includes pro-
fessionals in occupational, speech/language and 
physical therapies. CCVI has received the maxi-
mum five-year reaccreditation from the National 
Accreditation Council for Agencies Serving People 
with Blindness or Visual Impairment (NAC) and 
the maximum five-year accreditation from the 
National Association for the Education of Young 
Children (NAEYC).

•	 Family focus: Provides support programs and 
services for parents of the students.

•	 Strong communications: Local news coverage of 
events and active Facebook presence.

•	 Fundraising: CCVI has a network of past donors 
it can leverage for future donations as well as stra-
tegic partners to assist in fundraising and execut-
ing events.

•	 Staff and volunteers: CCVI has internal capabili-
ties to execute fundraising events and marketing 
initiatives.

Weaknesses
•	 Organization and cause awareness: There is 

little connection between fundraising events and 
CCVI’s cause.

•	 Funding: CCVI’s budget is largely comprised of 
donations and funding from events.

•	 Data on donors: CCVI does not capture signifi-
cant demographic information on its donors.

•	 Website content: CCVI’s website is dominated by 
text and does not emphasize donor calls-to-action. 

•	 Promotion of personal stories: CCVI does not 
share personal success stories of students broadly 
across multiple channels.

•	 Location:  CCVI’s shared facility with Children’s 
TLC and the YMCA can cause confusion and 
inhibit differentiation among the organizations.  In 
addition, the facility can be difficult to get to, park-
ing is limited and it is not near many residential 
areas.
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Opportunities

•	 Captive Trolley Run audience: Take advantage 
of the heavy participation and recognition of the 
Trolley Run to promote CCVI and its cause.

•	 Fundraising via social media: Use social me-
dia tools to promote fundraising rather than just 
awareness.

•	 Additional social media channels: CCVI current-
ly utilizes Facebook and Instagram. It could take 
advantage of other channels such as Twitter and a 
public-facing blog.

•	 Untapped market of potential donors: CCVI has 
thousands of donors, but has the potential to reach 
many more. It could tap into existing databases to 
gain new donors or target new audiences with dif-
ferent campaigns.

•	 Additional family support:  Parents need reli-
able caregivers that are qualified to care for their 
visually impaired children. CCVI could provide 
scheduled child care services on weekends or help 
certify caregivers.

•	 Lion’s Club: CCVI has an existing partnership 
with the Lion’s Club but could leverage the organi-
zation to help gain awareness and funding. 

•	 Hands-on experiences: Help donors understand 
life with a visual impairment.

Threats
•	 Other nonprofits: There are more than 2,500 

nonprofits in the KC Metro and each is trying to 
acquire funds from the metro residents.

•	 Federal and state funding: If legislators lose 
focus on visual impairment disabilities, funding 
could be cut and impact CCVI’s ability to provide 
services.

•	 Tax laws: Potential changes to tax laws could 
reduce or eliminate tax deduction for charitable 
giving. 

•	 Brand confusion: Participants may believe their 
Trolley Run donations are benefitting Sabates Eye 
Center rather than CCVI.

•	 School districts: If school districts do not contract 
with CCVI and choose to provide services in-
house, CCVI will lose a portion of its funding and 
referrals.
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“I love CCVI and all the 
people associated with it. 
They work extremely hard 
and give much more than 
their time to the 
organization....”
- Parent
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Purpose
To gain a better understanding of the community’s 
awareness of CCVI and opportunities to improve that 
awareness, the team conducted primary research us-
ing surveys, in-depth interviews and a website audit.

Method
The team sent surveys to Trolley Run participants, 
CCVI board members, parents of students at CCVI, 
and Young Friends of CCVI. All responses were gath-
ered through the online software, Survey Monkey.

In-depth interviews were conducted in order to gain 
a better understanding of CCVI from the perspective 
of a parent, board members and Trolley Run partici-
pants. Each of the surveys gave different insight and 
understanding of CCVI’s reputation in the communi-
ty. All in-depth interviews were conducted in person 
at various times and locations. 

The website audit was performed to find opportuni-
ties for improvement that are inexpensive and easy 
to implement. Each page was reviewed and analyzed 
based on overall website best practices.

Surveys
Trolley Run Participants
See Appendix A for a copy of all questions and re-
sponses. 

The research team conducted a survey of past Trol-
ley Run participants from Feb. 10 to Feb. 21 to better 
understand participants’ experiences and attitudes 
toward the event.  The survey was sent to 6,119 people 
who had participated in the Trolley Run in 2013. A 
total of 349 people responded for a response rate of 
5.7 percent.  

The survey primarily focused on participant demo-
graphics, the participant’s experience at the Trolley 
Run and the association between the Trolley Run and 
CCVI.

The Respondents
•	 69 percent of respondents were female
•	 53 percent were between the ages of 25 and 44
•	 68 percent of respondents heard about Trolley Run 

through word of mouth
•	 The majority were local; 99 of the 115 unique zip 

codes entered were in the Kansas City metro area

Key Findings
Trolley Run Experience
The survey confirms that participants feel the Trolley 
Run is a well-organized, great event.  A solid majority 
(65 percent) said their experience at the Trolley Run 
was better than other races in the area.  Additionally, 
79 percent of respondents said they had participated 
in the Trolley Run more than once.  There were a few 
recurring themes about logistics.  

Respondents left a large number of survey comments, 
including:

“It’s an awesome, family friendly race. Course is great, 
supporters on the course are great, start and finish are 
excellent. It’s a new favorite for me.”

“It’s a well organized race that attracts a broad popu-
lation from the metropolitan area. I have found the 
registration process and event efficiently run.”

“The commitment to accessibility was inspiring - 
staging audio cues for all runners along the way was 
brilliant!”

“Love the trolley run but sometimes not enough food/
drink for the slower walkers!”
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Association with CCVI
Most survey respondents indicated they were aware 
the Trolley Run was a fundraiser for CCVI, although 
some indicated they did not understand CCVI’s mis-
sion. When prompted for ideas on how to increase 
visibility for the CCVI name and cause through the 
Trolley Run, respondents offered the following ideas. 
Several more can be found in the appendix:
•	 Increase CCVI visibility on advertising materials 

and t-shirts
•	 Provide better awareness of the children’s stories
•	 Ask CCVI students or grads to have more involve-

ment in Trolley Run activities
•	 Change the name of the race

“Maybe promote CCVI more though. I’m not really 
sure what they do, their charter, how they are funded, 
etc.”

“Maybe something at the start of the race when people 
are standing, waiting, about “What is CCVI? Who 
do they help? How can you help?” would get more 
people’s attention during a more “captive audience” 
portion of the event.

“The name of the race should be changed to reference 
visual impairment. Could have some sort of ‘spotlight’ 
on the children benefiting. Organize something near/
around the location of CCVI (like packet pick up at 
CCVI center).”

Conclusion
From the survey results, it is clear participants enjoy 
the Trolley Run and is a major successful Kansas City 
event. While most of the people who responded to 
this survey stated that they were aware that the Trolley 
Run was a fundraiser for CCVI, many acknowledged 
that a strong connection between the event and the 
organization was lacking.

 

CCVI Board Members
See Appendix B for a copy of all questions and re-
sponses.

The research team wanted to get an honest insight on 
how the CCVI board members view what the or-
ganization does well, that the organization needs to 
improve on, and what recommendations and ideas 
members had for the team from a marketing perspec-
tive.

The survey was sent to 41 CCVI board members and 
10 responded.

The Respondents
Seven respondents were female. Most of the board 
members were introduced to the organization through 
a friend or work colleague. One board member be-
came aware of the organization through the Trolley 
Run. Two respondents are on the marketing commit-
tee, two are members of the executive committee and 
one respondent is the liaison to the advisory board.

Key Findings
Board Member Involvement
The board members all have a passion for the orga-
nization, citing the mission, cause and leadership as 
reasons they stay involved with CCVI.

“Great mission, strong leadership, sound financials 
and the ability to utilize my professional skills.”

Future Goals
Most of the board members‘ goals for the future relate 
to finances, as the survey respondents noted they 
would like to see the organization find more stable 
financing and move toward becoming financially 
independent so it can serve more children. One board 
member would like to see CCVI have higher visibility.

“I would like to see CCVI have a stronger voice and 
brand recognition in our community.”
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Recommendations
The board members had several recommendations. 
They mainly want to find ways CCVI can better con-
nect to the community and share its story while also 
improving its brand recognition and visibility.

“Increase visibility of the mission and the need for 
CCVI in the community. Connect with the com-
munity more broadly so they recognize this amazing 
resource and can empathize with the children and 
families who are in need of visual impairment ser-
vices, therapies, and special education.”

CCVI Strengths & Weaknesses
For the organization’s strengths, the board members 
cited the volunteer commitment, CCVI’s staff and 
clear mission. For the organization’s weaknesses, the 
board members mentioned the need for so many fun-
draising events, CCVI’s connection to the community 
and a lack of community awareness.

“Lack of community awareness about who we are and 
what we actually do. Our brand is not strongly tied to 
our biggest event.”

How the CCVI Board Compares To Other Boards
Those who serve on other nonprofit boards said they 
found their experience on CCVI’s board to be more 
engaging and fun.

“This has been the best, very organized, lots of partici-
pation.”

Conclusion
The CCVI board members all share a passion for the 
organization and its mission. The board recognizes 
that CCVI needs to do a better job of connecting with 
the community and building its brand.

 

CCVI Parents
See Appendix C for a copy of all questions and re-
sponses.

The research team wanted to get an honest insight into 
how those with a child currently enrolled at CCVI 
viewed the organization and what suggestions they 
had from a marketing or brand awareness perspective.

The survey was sent to 129 CCVI parents who had 
registered their email address and 19 people or 14.7 
percent completed the survey. 

The Respondents
Of the 19 respondents, 17 were female. The respon-
dents also submitted 15 unique zip codes from around 
the Kansas City area. Most of the parents first became 
involved with CCVI when their child was just a couple 
of months old, and all participants became involved 
when their child was two years old or less. Ten par-
ticipants participate in CCVI support groups, while 
seven indicated that they do not participate in CCVI 
support groups.

Key Findings
Additional Resources or Information
Most of the parents felt there are no additional re-
sources or information CCVI could provide to fami-
lies. A few suggestions were to add satellite centers 
since the downtown location is not convenient for all 
families, an after-school program, and more informa-
tion on what resources are available for families once 
their child leaves the program.

“Maybe more info on what’s available to the children 
once they complete their time at CCVI such as other 
special schools.”

Insurance Coverage
About half of the survey respondents were not aware 
that some insurance plans cover therapies for the visu-
ally impaired. Of those that were aware of potential 
coverage, most obtained this information through 
individual research or their insurance provider. Only 
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three participants learned of possible insurance cover-
age from CCVI.

“Yes; however, you guys only work with 1 or 2 insur-
ance agencies. I’ve asked for 2 yrs for you to get on 
more insurance plans but I keep getting excuses.”

Event Participation
The survey results showed that the parents encour-
age friends and community members to participate in 
CCVI fundraising events. Eleven respondents encour-
age their friends and family to participate in the Trol-
ley Run, while five encourage general giving. Only one 
respondent indicated that she/he does not encourage 
event or fundraising participation.

Conclusion
The parents had several interesting ideas on how 
CCVI can improve its services, and there seems to be 
a lack of communication with parents regarding in-
surance coverage. It is also evident that CCVI parents 
do a good job of encouraging others to participate in 
fundraising events or general giving. 

CCVI Young Friends
See Appendix D for a copy of all questions and re-
sponses.

The research team wanted to get additional under-
standing of CCVI Young Friends members’ experi-
ence and views of CCVI. The survey was sent to 140 
CCVI Young Friends members and 12 people or 8.6 
percent completed the survey. This survey primarily 
focused on learning the Young Friends’ thoughts on 
what CCVI does well, what the organization could 
improve, and their recommendations.

The Respondents
Of the 12 respondents, eight were female. Most re-
spondents were introduced to CCVI through volun-
teer activities in high school or college.

Key Findings
Staying Involved With CCVI
The Young Friends members enjoy seeing firsthand 
how CCVI improves the lives of the children it serves. 
Volunteering is also a social and networking activity 
for the Young Friends members.

“I love CCVI and all the people associated with it. 
They work extremely hard and give much more than 
their time to the organization. And I really like that it 
is an organization helping kids and families that really 
need help.”

Future Ideas for CCVI
The survey respondents would like to see CCVI be-
come more of a household name in the Kansas City 
area, which they hope will lead to increased fundrais-
ing and a wider volunteer base. They believe it is also 
important to continue to get young people involved 
with the organization and to promote volunteer op-
portunities.

“I would love if the organization was a household 
name outside of the tight knit community already af-
fected by CCVI. This awareness will stem not the right 
word here more fundraising and volunteer opportuni-
ties for CCVI.”

Marketing Suggestions
The Young Friends would like to see CCVI use more 
photos and videos to better tell its story. The respon-
dents would also like to see the organization leverage 
social media more and show the impact the school has 
on the families that use it.

“Get the word out about CCVI and what it does. I 
think the photos and videos that CCVI posts on its 
social media tug at the heartstrings and show the 
importance of CCVI to those it serves. I think getting 
the word out that the Trolley Run (which many know 
about) benefits CCVI is important as well.”
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Strengths & Weaknesses
The survey respondents cited the CCVI staff, the 
relationships they build with families and the school’s 
resources as strengths of the organization. Weaknesses 
include awareness and exposure in the community.

Events
Respondents stated that the Trolley Run is the most 
successful event, followed closely by Food Fight. They 
believe both are well-known events in the community.

“Historically, I think it has been the Trolley Run. But, 
there are others that are equally as popular (Food 
Fight).”

Conclusion
The Young Friends members that took this survey 
recognize that the organization has many strengths 
and could benefit from added exposure and awareness 
in the Kansas City community.

In-Depth Interviews
CCVI Parent Interview
On Feb. 26, the research team conducted an interview 
with a parent of two CCVI students. For a list of ques-
tions and summary of responses, see Appendix E. 

The interviewee
The interviewee was a father of twin daughters who 
both attend CCVI; one receives therapy for cerebral 
palsy and Cortical Visual Impairment, while the other 
attends as a sighted peer.  The girls are three years old 
and began attending the school this year, although 
they had been part of the CCVI infant program for 
several years. 

General experience
The interviewee stated that his family was extremely 
satisfied with its interactions and experiences with 
CCVI over the last couple of years. Like many of the 
parent survey respondents, the interviewee was satis-
fied with the amount of information CCVI provided.  
He stated that the teachers and therapists do a great 

job of providing daily updates and are always respon-
sive. 

Insurance coverage
When asked about his awareness of insurance cover-
age, the interviewee explained that all finances were 
covered by his local school district.  While it was ini-
tially time-consuming to work with the school district 
to create a plan for his daughter, he is satisfied with 
the result and the cooperation of the district to ensure 
his daughter has quality education at CCVI. 

Fundraising
The interviewee explained that his family is very vocal 
about their experience at CCVI and that all of their 
friends and family know about CCVI.  Many par-
ticipate in the Trolley Run as a result and one family 
friend even volunteers time in the classrooms.  He was 
not aware of any other CCVI events that his friends or 
family participate in.

He did recommend that CCVI try to incorporate 
more experiences for donors to understand visual 
impairment. He said that the experiences provided to 
parents helped him understand his daughter’s day-to-
day struggles and he would like others to be able to 
experience that as well. 

Trolley Run Participants
On Jan. 28 and March 4, the research team conducted 
interviews with Trolley Run participants. For a list of 
questions and summary of responses, see Appendix F. 

The interviewees
The first interviewee is an avid runner who ran on the 
University of Kansas’ track and cross country teams 
and also ran professionally after graduation. He par-
ticipates in every major Kansas City area race.

The second interviewee grew up in the KC metro and 
was aware of the Trolley Run but only ran in it a few 
times. After his daughter was born blind in 2013 and 
he became more involved with CCVI, he said the 
Trolley Run will be a staple every year. 
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General experience
Both interviewees have had good experiences with the 
run, stating it is well-organized and well-promoted. 
Each of interviewees also indicated it is the fastest 
four-mile race in the country and this is appealing to 
avid runners.

Benefitting CCVI
When asked about whether they knew who benefitted 
from the Trolley Run, both answered no. Each of them 
knew Sabates Eye Center was the sponsor, but were 
unaware of who the race benefited. Many runners 
are only running for the race rather than the cause it 
benefits.

The second interviewee became aware after having his 
daughter and spoke with other runners who race in it 
regularly and he said they were aware of the proceeds 
going to CCVI. He felt his lack of awareness was more 
due to his ignorance than lack of promotion. 

Information at the Race
Both interviewees were aware of information being 
given at the race but nothing of significance stood out 
in their minds. The first interviewee noticed people 
handing out flyers and putting marketing materials 
under car windshield wipers. The second interviewee 
stated he is typically only concerned about getting the 
t-shirt and big number and throws the rest away.

 
CCVI Board Member
On Feb. 11 and March 11, the research team con-
ducted interviews with two influential CCVI board 
members. For a full list of questions and summary of 
responses, see Appendix G. 

The interviewees
One of the interviewees has a daughter who was born 
with a depth-perception issue. After her daughter was 
enrolled in CCVI’s program, the interviewee became 
committed to helping CCVI better serve children with 
visual impairments. She originally volunteered in the 
classroom before becoming a board member.

The second interviewee is the Chief Marketing Of-
ficer for Durrie Vision, who has a strong marketing 
background and has experience in the vision industry. 
Durrie Vision has had a long-standing relationship 
with CCVI, which led to her involvement with the 
board. 

CCVI strengths
One interviewee cited the execution of the Trolley 
Run as a strength for CCVI, and in general the or-
ganization’s promotion and execution of events and 
anniversaries. She also pointed out that CCVI keeps 
organizational costs low and rarely wastes funds. She 
also has a high regard for the CCVI staff.

Recommendations
One interviewee mentioned that it can be hard to find 
out how to get involved with CCVI from the website. 
Additionally, she thinks the organization should move 
away from having multiple social media and event 
websites and keep all information centrally-located on 
one website and one Facebook page. She would like 
to see CCVI improve its social media usage for event 
promotions and to grow CCVI’s list of supporters.

The research team also heard recommendations for 
CCVI to communicate success stories from children 
that have been through the program. One interviewee 
said she would like to show how CCVI enabled these 
children to overcome their visual impairment to reach 
their full potential. 

One interviewee would like CCVI to better educate 
the community about its services and impact. She 
feels the community needs to have a connection with 
blindness in order to better receive CCVI’s message. 
She also would like to see more videos created that 
show the children in the program as well as success 
stories on how children have improved. Both inter-
viewees emphasized the importance of associating the 
Trolley Run with CCVI. One interviewee suggested 
that CCVI do a better job of highlighting how dona-
tions benefit the organization.
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Web and Email Analyses 
Website Analysis Overview
See Appendix H for a full outline of the website and 
our analysis and recommendations.

The research team did an in-depth, section-by-section 
analysis of CCVI’s website. The team focused on both 
the visual aspects of the page as well as the quality of 
content.

Key Findings
Social Media Icons
CCVI has a strong social media presence, especially 
on Facebook. However, CCVI’s social media pages are 
not easily accessible from CCVI’s website. The homep-
age is the only page on the website that has a link to 
CCVI’s Facebook page, and this icon appears out-
dated. Social media icons could be added to the top 
corner of each page for easy navigation.

Images
Many pages on the website contain no pictures and 
are very text-heavy. CCVI has great photos on its 
Facebook page that help tell the organization’s story. 
These strong images could help improve the website 
if displayed throughout. Every page on the website 
should ideally have at least one image.

Using a Call to Action
It can require a lot of navigation to find ways to donate 
to CCVI, become a volunteer or interact with the 
organization if the user is not on the homepage. The 
website could use some calls-to-action that are static 
on every page, such as “learn about volunteer oppor-
tunities” or “join our mailing list.”

About CCVI
The financial information in this section is only up-
dated through 2010-2011. Updated stats and financials 
would make the website appear more up-to-date. Bet-
ter images would greatly strengthen the facilities page 
as it would allow the user to gain a better idea of how 

CCVI interacts with the children in the program and 
the services offered.

Events
The event calendar contains dates but lacks links to 
the actual event. These titles should have links that 
allow the user to learn more or register for the event. 
The social media links that correspond with these 
pages should be displayed on this page as well.

Conclusion
The CCVI website has strong content on many of its 
pages; however, the lack of images makes it hard for 
the organization. Adding images, social media icons 
and more calls-to-action would improve the user ex-
perience and help CCVI better communicate its story.

CCVI Website Analytics Analysis
See Appendix H for a three-month total of CCVI’s 
website analytics.

The research team examined CCVI’s website statistics 
over a four month period (October 2013 – January 
2014) to better understand what the organization is 
doing well and what it can improve.

Key Findings
Steady Website Traffic
CCVI’s website traffic is extremely consistent. The 
traffic took an expected dip in December likely due to 
the holidays, but its October, November and January 
visitor totals were 1,152, 1,129 and 1,155 respectively. 
Over this four month period, 70 percent of the website 
traffic consisted of new visitors.

Staying Power
The average visitor to CCVI.org stays on the site for 
a little over two minutes and visits about 3.5 unique 
pages. This shows that most people visiting the site are 
interested in learning about the organization.
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Bounce Rate
CCVI.org’s bounce rate over this four-month span was 
an average of 48.4 percent. This indicates the percent-
age of visitors that leave the site after visiting only one 
page. This rate ideally would be lower as the organiza-
tion should be aiming to be attracting website traffic 
that will not immediately leave the site. The bounce 
rates have decreased each month, however, so this 
number is moving in the right direction.

Conclusion
CCVI’s website benefits from a significant amount of 
new users every month. The organization should work 
toward improving the content on the homepage to 
entice users to stay on the site longer (which will de-
crease the bounce rate). Improving the click-through 
rate on the organization’s email campaigns also will 
improve traffic.
 

CCVI Email Marketing Analysis
The research team examined CCVI’s email marketing 
statistics to gauge the effectiveness of these campaigns 
and to find areas where the organization could im-
prove.

Key Findings
Unsubscribed Addresses
The only email that had a significant number of un-
subscribes was the Trolley Run email that went out 
to both CCVI organization contacts and past partici-
pants of the event. This is to be expected given that 
many Trolley Run participants are unaware of CCVI’s 
tie to the event. Building a better brand connection 
between CCVI and Trolley Run should help decrease 
this unsubscribed total. The low unsubscribed per-
centages from other emails suggest that the content 
going out is relevant to the recipients.

Open Rates
The open rates for all emails are very high. According 
to Constant Contact, the average open rate for non-
profit organizations is 23 percent, but most of CCVI’s 
emails achieved an open rate of 30 to 40 percent. The 

organization should utilize second and third sends to 
those who haven’t opened the email already to ensure 
the maximum number of recipients open the message.

Click-Through Rates
Despite the high number of email opens, most emails 
resulted in only a few “clicked through to other links.” 
CCVI should examine the call-to-action used in these 
messages – it may need more attention to prompt the 
recipient to click through to the website. The average 
click-through rate for similar organization is around 
12 percent, according to Constant Contact.  Many 
of CCVI’s emails only attained a 1 to 4 percent click 
through rate with the exception of some Trolley Run 
announcement emails. 

Conclusion
CCVI’s email marketing program enjoys healthy open 
rates few unsubscribed addresses. The organization 
should attempt to better leverage this and improve the 
click-through rates, which will boost interaction with 
CCVI and improve the website’s traffic.
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“I would like to see CCVI 
have a stronger voice and 
brand recognition in our 
community.”
- CCVI Board Member
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Based on our primary and secondary research, we 
formulated three objectives that will help the organi-
zation strengthen its strategic position:

1.	 Increase awareness of CCVI and its services in the 
Kansas City metro area

2.	 Increase the perceived value of the CCVI brand
3.	 Build the number of donors and fundraising ef-

fectiveness

In the following section, we will break down each 
objective into strategies with corresponding tactics 
that will outline the necessary steps CCVI must take 
in order to achieve its goals.

Objective 1: 
Increase awareness of CCVI and its 
services in the Kansas City metro 
area
Strategy 1: Utilize success stories
Primary research makes it clear that CCVI could 
benefit from sharing success stories of the children 
they have helped.  We heard from parents and board 
members of the great experiences children had with 
the organization, but those stories are not prominently 
shared. 

It is also clear from primary research that there is a 
lack of association between CCVI and the work it 
does.  Many people have heard of the CCVI or the 
Trolley Run, but do not know what type of services it 
offers.  Sharing the stories of those impacted by the 
organization will help increase awareness of CCVI 
and its services.  As a result, people will be more likely 
to donate money and time to an organization they see 
adding value to the community. 

Tactic: Create “success stories” section on the CCVI 
website with features on former and current stu-
dents and children.
CCVI should consistently add one new profile each 

month. Examples of stories include recent events 
such as participants in the Regional Braille Challenge 
(posted on CCVI’s Facebook page) or a brief article 
about a graduate beginning his freshman year at a lo-
cal university. 

The pieces should focus on the children and families 
to lend credibility, but always incorporate how their 
time at CCVI helped them succeed. 
 
Tactic: Share success stories via email and social 
media pages.
CCVI should “recycle” the content from the website 
success stories and share via email, Facebook and 
Twitter.  Always include a link back to the website 
story to drive more traffic to the website. 

Tactic: Ask students to speak at donor events
Donors like to know how their gifts are being spent. 
They have a lot of options when it comes to giving to 
nonprofits and charities, and they want to know that 
they are making an impact. We recommend asking 
former students to share their stories at CCVI events 
to tell donors firsthand how CCVI helped them get to 
where they are now.

Strategy 2: Strike emotional chord with potential 
volunteers and donors
People are inspired when they experience an emo-
tional connection between a nonprofit organization 
and the community. While some organizations are 
hesitant to use emotional appeals, emotion is one of 
CCVI’s strongest assets and the organization should 
take advantage.

Tactic: Sell braille Valentine’s Day cards and 
Holiday cards
Most people do not have the opportunity to touch and 
feel braille writing. Receiving a braille card is a way 
for the general public to appreciate what students at 
CCVI are learning. CCVI should sell braille greeting 
cards for Valentine’s Day and Christmas each year. 
Cards should be available on CCVI’s website, promot-
ed through social media, on sale at CCVI events and 
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sold by volunteers at craft fairs and similar events. The 
back of the cards should clearly indicate that proceeds 
benefit CCVI, information about visual impairment, 
how children are impacted by the donation and the 
CCVI website. The Chicago Lighthouse for People 
Who Are Blind or Visually Impaired has a similar 
greeting card program, which has received local media 
coverage (Miller). We suggest selling boxes of six cards 
for approximately $15. See Appendix I for sample.

Tactic: Share photos and videos of students on so-
cial media sites and CCVI website
The old saying is true; a picture is worth a thousand 
words. CCVI can describe its excellent services with 
words, but showing a picture of a teacher guiding a 
small child with a cane will help the audience under-
stand the impact that CCVI makes on these children’s 
lives. CCVI should include a minimum of one image 
per page on its website and continue to post pictures 
regularly on its social media pages. 

Strategy 3: Emphasize the CCVI name in event 
promotion
Hosting events as fundraisers is important revenue 
source for CCVI, but in order to retain ongoing in-
volvement from participants, CCVI needs to strength-
en the association between events and the organiza-
tion. Board member, parents, event participants, and 
our analysis of CCVI’s web presence all pointed to 
this fact.  This was one of the most prevalent themes 
throughout the research process.   

Tactic:  Better promotion of CCVI before and dur-
ing the Trolley Run
Our research consistently showed that there is a lack 
of promotion of the CCVI name and cause before 
and during the race.  The CCVI name should be more 
prominently placed on race t-shirts and other promo-
tional materials.  CCVI also can place signage along 
the race route thanking participants for supporting 
CCVI. Post-race, participants should have numerous 
opportunities to experience hands-on activities to bet-
ter understand visual impairment, such as a short race 
course wearing simulation goggles.  Packet pick-up 

volunteers should promote these activities before the 
race to increase participation. Participants that visit all 
post-race experience stations should be entered in to 
a raffle for gift certificates to local restaurants such as 
those in the KC Hopps group. 

We also recommend utilizing the relationship with Sa-
bates Eye Center to its fullest potential. Ensure that all 
marketing materials on the Sabates website are in line 
with CCVI brand guidelines.  Also request that CCVI-
provided marketing materials are placed with recep-
tion areas of Sabates Eye Center locations for further 
visibility. In the future, we recommend CCVI carefully 
analyze the benefit of having a title sponsor for the 
Trolley Run. While title sponsors generate valuable 
funds, CCVI loses out on recognition and awareness.  
The comments in the Trolley Run participant survey 
support this finding. 

Tactic: Consolidate event promotion websites and 
social media pages under a main CCVI page
Primary research indicated a lack of a cohesive event 
promotion strategy. We recommend that the event 
websites fall under the CCVI.org domain while keep-
ing the same functionality (such as registration and 
FAQ) as they have today. This emphasizes the connec-
tion to CCVI and directs people back to other CCVI 
content.  The website copy and headlines about events 
on the CCVI.org homepage must be strong in order to 
engage the audience and connect with them emotion-
ally. The message about CCVI should remain constant 
across all event pages; participants can make a differ-
ence in children’s lives and have fun at CCVI’s great 
events. 
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Objective 2: 
Increase the perceived value of the 
CCVI brand
Strategy 4: Improve website content and social me-
dia reach
CCVI currently has a solid website and Facebook 
presence.  As with most organizations, this presence 
can be improved even further to make the most of the 
thousands of impressions it makes each year. We rec-
ognize that CCVI is planning to update its website in 
the near future and recommend the following tactics 
be implemented at that time.

Tactic: Update website visuals 
While the content on CCVI’s website is very infor-
mative, we recommend supplementing content with 
strong images. CCVI has great subjects to work with 
– children in an educational and therapeutic environ-
ment. We specifically recommend emphasizing images 
on the homepage with a light box or image carousel. 
CCVI should ensure that the logo consistently re-
mains the same color. It should not change color to fit 
the design of particular page or site - the logo needs to 
be a consistent identity mark. 

Tactic: Update website content and copy
Additionally, we suggest consolidating some content 
(under About CCVI, for example) into one page that 
uses anchor links to navigate to the content as some 
pages currently contain little content. CCVI should 
also explore weighting certain text on the website to 
draw the user’s eye to important information.  Every 
page should prominently display social media links 
and a call to action, such as such as “learn about vol-
unteer opportunities,” “join our mailing list” or “do-
nate today.” See Appendix I for sample.
 
Tactic: Create a blog on the CCVI website
Entries should be written by a combination of volun-
teers, parents, graduates, board members and staff. 
This will help share how CCVI is impacting children 
and the community.  We recommend posting content 

weekly.  Content can also be posted to Facebook and 
Twitter to drive traffic to the website.

Tactic: Create CCVI Twitter handle
CCVI has effectively used Facebook to engage social 
media users. The Facebook page is full of great im-
ages, stories and other best practices.  We recommend 
that CCVI create a general Twitter handle to be used 
for event promotion and coverage, school updates 
(cancellations) and school news.  It would also be a 
convenient way to connect with media for increased 
event and school coverage. Facebook will continue 
to be used to tell the organization’s story and show 
the daily activities at CCVI. With the creation of this 
general Twitter handle, CCVI could retire the Food 
Fight handle. As the social media strategy grows, it 
is increasingly important to integrate social media 
and the website by creating social media feeds for the 
website. CCVI can also sync Facebook and Twitter to 
make cross-posting seamless. 

Tactic: Create Facebook campaign in early spring to 
promote Trolley Run and CCVI awareness
Take advantage of Facebook’s sharing capabilities to 
encourage Trolley Run fans to share an emotional 
message tying the Trolley Run with CCVI. The Trolley 
Run has a huge participant base and many are mem-
ber of Gen X and Gen Y and use social media heavily.  
For example, encourage participants to share a photo 
of a child with a caption of “I’m going 4 miles for the 
kids!” See Appendix I for sample. 
 

Strategy 5: Enable people to experience life with a 
visual impairment
Our research illustrates that many people do not con-
nect with CCVI’s cause. Even if they are aware of what 
CCVI stands for, they likely do not understand the 
types of services it provides and what life is like for 
students at CCVI. If people have the chance to experi-
ence visual impairment, they will be more likely to 
understand the value of CCVI’s services.   
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Tactic: Mail new donors packets with visual impair-
ment glasses, information on CCVI and a profile of 
a success story
Current donors told us how much impact CCVI’s cur-
rent year-end packet with visual impairment glasses 
has to them.  CCVI should send a similar packet to 
first-time donors who have given at least $50 within 
two months of the first donation. By giving them a 
glimpse into a student’s life, CCVI will help donors 
realize the impact of their donation and donors may 
be more likely to continue to give to CCVI. 

Tactic: Distribute visual impairment glasses at 
events
Several people told us in interviews and surveys that 
they would like participants at fundraising events to 
be able to experience what life is like with a visual 
impairment. CCVI can create interactive activities at 
current events to help achieve this. For example, we 
recommend creating a short 100 meter run/walk with 
“obstacles” after the event where runners have the 
opportunity to run the course wearing visual impair-
ment simulation goggles with the help of a guide.

Tactic: Share Trolley Run video via social media 
pages and email
The Trolley Run video available on YouTube and the 
Trolley Run website does an excellent job of simulat-
ing vision impairment while tying in the Trolley Run. 
While this video is currently available on YouTube, we 
recommend sharing it and videos with similar effects 
via social media and email campaigns leading up to 
the Trolley Run. 

Tactic:  CCVI Insights: Seeing Through Their Eyes
Each fall, invite key donors and volunteers for an 
exclusive, black-tie event, CCVI Insights: Seeing 
Through Their Eyes. 
•	 Local celebrities (athletes, news personalities, etc.) 

would be present to kick off the event and empha-
size the impact of gifts to CCVI. 

•	 Participants would eat a catered meal in the dark 
to simulate blindness.

•	 CCVI would host a blind auction where bidders 

could submit bids throughout the evening on 
items such as autographed memorabilia, donations 
from corporations and so on. 

•	 Participants would have the option to visit various 
stations to experience firsthand the occurrences 
of a day in a life of a visually impaired person. For 
example, they could wear simulation goggles, walk 
with a cane, and so on. 

•	 The event would have a smaller, intimate feel with 
around 50 guests or maximum occupancy for the 
CCVI cafeteria.

We recommend selling tickets for this event for $50. 
After the first event, CCVI should evaluate the success 
of the event and determine if opening to the general 
public is feasible.  
See Appendix I for full sample.
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Objective 3: 
Build the number of donors and 
fundraising effectiveness
Strategy 6: Personalize campaigns for many seg-
ments
CCVI currently has several strong email and direct 
mail campaigns that generate interest, revenue and 
goodwill. CCVI could make these campaigns speak 
to individuals by customizing to various groups and 
therefore making donors feel valued and important.

Tactic: Obtain more data on donors to segment ef-
fectively
CCVI could benefit from knowing donors’ age brack-
ets to better target messaging.  Members of different 
generations like to be involved and receive messages 
in different ways. Gender and marital status may be 
helpful as well. Women tend to be more nurturing and 
may be more affected by a different message. Married 
couples may have children or grandchildren and this 
might affect how they view the message.

Tactic: Acknowledge how donors and volunteers 
have personally impacted CCVI in the past in email 
campaigns
Call out past activities, such as “ Amy, as a registration 
volunteer for the Trolley Run last year, you helped us 
achieve our goal of ….” 
See Appendix I for full sample.

Tactic: Test various subject lines to see which are 
more effective
To better understand how donors react to different 
messages and language, CCVI should test two differ-
ent subject lines for a message.  The first subject line 
should be sent to 10 percent of the audience.  The sec-
ond subject line should be send to another 10 percent 
of the audience.  CCVI should analyze the responses 
and the more effective subject line should be used for 
the remaining 80 percent of the audience.  This works 
best with a large audience, such as Trolley Run partici-
pants.

Strategy 7: Revamp donation page on website
The donation page on the CCVI website currently is 
not prominently located.

Tactic: Create a Donate tab at the top of the page
Currently, visitors must click the “Get Involved” tab 
and search for the Donation page from there. Make 
it as intuitive as possible to find this important page.  
Additionally, the Donate button located on some 
pages is not very large or prominent. 

Tactic: Revise information about what services do-
nations provide for students
We recommend including smaller donation amounts 
to make all donors feel valued, similar to how CCVI 
lists this information on the Trolley Run website. Part 
or all of this information should also be displayed 
on the CCVI homepage to ensure all visitors see this 
important content. 

Tactic: Provide options for monthly donation op-
portunities
Many donors like to have automatic donations set up 
in order to giver smaller amounts on a regular basis. 
This encourage continued involvement for your donor 
base. 
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“I feel the community needs 
to have a connection with 
blindness in order to better 
receive CCVI’s message.”
- CCVI Board Member
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After launching this marketing campaign, it is important for CCVI to closely monitor both the analytics of these 
initiatives and how often certain action items are completed. The following metrics will provide the organization 
with useful benchmarks to ensure that these actions are being completed frequently enough to be effective and a 
general idea of what numerical success CCVI should aim for.

Social Media
•	 At least one Tweet a day and one re-Tweet a day
•	 One Facebook post a day
•	 20 new Twitter followers per month

Website
•	 100 more visitors and 40 more unique visitors per month
•	 Bounce rate down to 42 percent
•	 Every website page has at least one image
•	 Each website page has one call-to-action button or link

Email Marketing
•	 Include at least two calls-to-action in each email
•	 Aim for at 10 percent click-through rate to the CCVI website or a CCVI social media page from each email 

campaign  

Trolley Run
•	 Send survey to all Trolley Run participants after the race to gauge CCVI brand awareness and the execution 

of the event
•	 Number of participants in the after race events

Insights
•	 Number of RSVPs to the event
•	 Send a follow-up survey asking about experience at event
•	 Number of donors that increased their donation amount or new donors gave from attending the event and 

amount
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“It [CCVI] has a singular 
mission, has helped many 
people in the community, 
and maintains its visibility 
throughout the year.”
-Young Friends Member
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0-6 months:
•	 Begin collecting as much demographic informa-

tion as possible about donors, including age and 
gender.

•	 Personalize emails and test different subject lines 
on various audiences.

•	 Begin sending new donors “thank you” packets 
with visual impairment glasses included. 

•	 Start creating and collecting success stories and 
profiles of current and past students.  By con-
stantly looking for fresh ideas, CCVI will be able 
to regularly update content on its website, social 
media pages and email campaigns.  Begin sharing 
via email and social media immediately and via 
the website with redesign launch.

•	 Set up a schedule for a blog with staff, parents and 
volunteers slated to write every two weeks.  The 
blog will not launch until the website redesign, but 
it’s important to give writers plenty of notice.

•	 Identify former students with compelling stories 
that may be willing to speak at future events.

•	 Begin planning Insights event and promotion.
•	 Implement web suggestions including more im-

ages, blog, donation page revamp and social media 
icons when working on web redesign.

•	 Create CCVI Twitter handle to replace the Food 
Fight handle.

6 – 12 months:
•	 Beginning in October, sell Holiday cards on the 

website, holiday fairs and events.
•	 Promote sale of braille Valentine’s Day cards mid-

January through mid-February.
•	 Increase visibility of the CCVI name during Trol-

ley Run promotion.
•	 Organize visual impairment experience stations 

for the Trolley Run and coordinate prizes.
•	 Launch Trolley Run Facebook campaign.
•	 Share Trolley Run video via social media and 

email.
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Tactic Deliverables Estimated Cost or Hours

Success Stories
Success stories section on website

Success stories from website shared 
via email and social media

Initial creation - 2 hours with 4 hours 
per month thereafter

Initial creation - 1 hour with 2 hours 
per month thereafter

Former students speak at events Contacting former students to speak 
at events and student speaking 4 hours per event

Braille Cards

Valentine’s Day Cards and Holiday 
Cards created using braille type

1050 Holiday cards 
($2/card, 175 packages of six cards)

300 Valentine’s Day cards 
($2/card, 50 packages of six)

$2700 

Promotion of CCVI before and during 
Trolley Run

Facebook campaign
CCVI signs placed along Trolley Run 
route (Four 6’ x 2.5’ signs & stakes - 

$40/sign) 
Gift Certificates 

(4 - $50 gift certificates)

4 hours per month - routine FB posts
1 hour - sign placement

$360 - signs and gift certificates

Consolidate event promotion under 
main CCVI page

Creation of new Twitter page
Copy all event content sites to main 

CCVI site

2 hours for Twitter page
6 hours to copy

Update website visuals At least one photo per page
Update all CCVI logos to correct color 2 hours

Update website content and copy Social media icons, donate now icon 
and get involved icon on every page 3 hours

Create blog Embed blog into CCVI website
Content for blog every two weeks

2 hours to create
2 hours bi-weekly for content

New donor packets

Mail new donors a packet that 
includes visual impairment simulation 

glasses 
$3 per eyeglasses

$2 per packet for mailing 
(based on 225 new donors)

$675 glasses
$450 mailing

Use of visual impairment simulation 
goggles at events 10 goggles per event - $33 each $330

Trolley Run video distribution
Post video on social media pages and 

include a link to video in email 
campaign

2 hours

Insights fall fundraising event

Assemble local celebrities, invitation 
for event, catering for dinner of up to 
50 attendees, auction items for blind 
auction, thank you gift for volunteers

$300 - gifts (celebrities/volunteers)
$250 - printing and mailing of invites

$1000 - catering
4 hours - request auction items

Increased data gathering on donors

Compile demographics from all donor 
and volunteer submissions into master 

spreadsheet
Add new demographic questions into 

all donor/volunteer submissions

7 hours
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Tactic Deliverables Estimated Cost or Hours
Acknowledge how donors/volunteers 

have personally impacted CCVI in 
email campaigns

Email highlighting impact of donor/
volunteer

1 hour

Test various subject lines in emails Clone email campaign and divide 
target audience 1 hour

Create donate tab at top of web page Add button to website header 1 hour
Revise information regarding services 

donations provide for students
Revise content to include more 

donation amounts 2 hours

Provide option for monthly donation 
opportunities

Set up automatic donation form on 
website 2 hours

Totals*
55 hours initial set-up

32 hours per month for 
maintenance and upkeep

$6065
*Dollars are based on initial purchase and do not include future expenses.
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Trolley Run Participant Survey

Q3 In what ZIP code is your home located?
(enter 5-digit ZIP code: for example, 00544

or 94305)

Answered: 347   Skipped: 3

# Responses Amount

1 66208 19

2 64113 17

3 64114 14

4 64111 10

5 66212 10

6 66062 9

7 66205 9

8 66209 9

9 66215 8

10 64068 6

11 64079 6

12 64138 6

13 64155 6

14 66207 6

15 66210 6

16 64063 5

17 64081 5

18 64086 5

19 64112 5

20 64119 5

21 64131 5

22 66206 5

23 66221 5

24 64064 4

25 64082 4

26 64083 4

27 64116 4

28 64118 4

29 64157 4

30 66061 4

31 66109 4

32 66213 4

33 66223 4

34 64012 3

35 64014 3

36 64030 3
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37 64057 3

38 64060 3

39 64133 3

40 64158 3

41 66103 3

42 66202 3

43 66203 3

44 66204 3

45 66216 3

46 66224 3

47 66227 3

48 37754 2

49 63017 2

50 64052 2

51 64055 2

52 64061 2

53 64105 2

54 64117 2

55 64145 2

56 64152 2

57 64154 2

58 64477 2

59 64601 2

60 65803 2

61 66085 2

62 66102 2

63 66226 2

64 66614 2

65 23232 1

66 23606 1

67 55116 1

68 60045 1

69 60444 1

70 63026 1

71 63366 1

72 64015 1

73 64034 1

74 64058 1

75 64062 1

76 64074 1

77 64085 1

78 64089 1

# Responses Amount
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79 64106 1

80 64108 1

81 64109 1

82 64110 1

83 64115 1

84 64129 1

85 64130 1

86 64146 1

87 64151 1

88 64164 1

89 64465 1

90 64502 1

91 64505 1

92 64508 1

93 64801 1

94 65109 1

95 65203 1

96 65233 1

97 66002 1

98 66006 1

99 66007 1

100 66012 1

101 66030 1

102 66043 1

103 66044 1

104 66048 1

105 66053 1

106 66104 1

107 66106 1

108 66211 1

109 66217 1

110 66218 1

111 66219 1

112 66220 1

113 66431 1

114 66604 1

115 66762 1

116 67401 1

117 68154 1

# Responses Amount
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Showing where children were and how they've improved is important as well.  
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CCVI Website Analysis

Homepage

Analysis:
The homepage does a good  job of conveying what the organization is about and incorporating the 
organization’s overview video. Upcoming events and the latest news are easily accessible. The 
“How you can get involved” section gets lost in the clutter of these events, however. It is also hard 
to find the social media buttons as these are located on the bottom.

Recommendation:
CCVI has a strong social media presence. The social media icons for their channels (not just 
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Facebook) should be predominately displayed at the top of the page and on all pages. The page 
could also incorporate the Facebook feed on the left or right hand column to incorporate pictures 
and a better glimpse of what the organization does. The “How you can get involved”  button could 
use more attention and a call-to-action that helps it stand out. Add accreditation information 
somewhere to the page.

Programs & Services

Analysis:
This entire section has great information about what CCVI offers, however the pages are a bit 
bland due to a lack of images

Recommendations:
Incorporate images of children working with instructors for each page in this section. Add social 
media icons, the “How to get involved” icon and “join our e-mail list” to the top of each page for 
easy navigation. Use more bullet points to highlight important text or facts. Add accreditation 
information somewhere to the page.
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About CCVI

Analysis:
Content is strong in describing the organization, however this content also appears out of date. All 
accomplishments only go as recent as 2010 and the financial information shows 2010-2011. There are 
no images or graphs on these pages and except for the “Our Facilities” page, and these images are 
very small and do not enlarge when clicked on.

Recommendations:
Update all content to extend through 2014. Add social media and “How to get involved” buttons to 
the top of the pages. Try to incorporate at least one image or graph per page to break the wall of 
text. Add accreditation information somewhere to the page.

On the “Our Facilities” page, incorporate a slide show the user can scroll through showing larger 
images of the facility.
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News & Press Releases

Analysis:
This page has a good break down of the key CCVI events,  however the “Upcoming events” page 
does not contain links to the actual events, just the date. It is also hard to find the newsletters. The 
user has to scroll down to the bottom of the “News & Press Releases” page to find them.

Recommendations:
Put the past newsletters in a sidebar so they are easily accessible without having to scroll down. 
Also add links to the events on the “Upcoming Events” page. Add social media icons, the “How to 
get involved” icon and “join our e-mail list” to the top of each page for easy navigation. Add 
accreditation information somewhere to the page.

109



Volunteer Opportunities

Analysis:
Strong information, could benefit from more visuals.

Recommendations:
Add a few more pictures of volunteers with children and enlarge action items such as “Become a 
Volunteer” or “Make a Donation.” Add social media icons, the “How to get involved” icon and “join 
our e-mail list” to the top of each page for easy navigation. Add accreditation information 
somewhere to the page.
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FAQs & Resources

Analysis:
These pages provide great information on CCVI and support for parents and volunteers, however 
they are not easy on the eye due to the large amount of text. There also could be links to PDFs of 
brochures, photos, etc. to help educate.

Recommendations:
Add images to lighten up pages. Also add links for print resources (brochures, past newsletters, 
studies). Add social media icons, the “How to get involved” icon and “join our e-mail list” to the top 
of each page for easy navigation. Add accreditation information somewhere to the page.
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Contact Us

Analysis:
A simple, easy-to-use contact form. The image of the campus helps lighten up the page.

Recommendations:
Add an image of a map showing where the center is located. Also add links for print resources 
(brochures, past newsletters, studies). Add social media icons, the “How to get involved” icon and 
“join our e-mail list” to the top of each page for easy navigation.
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CCVI Social Media Pages Overview

Facebook

CCVI

Likes: 1,533

Contact Information: Phone, e-mail and website listed

About: Summary of organization, mission statement

Additional Social Media Site Links: Foursquare

Events: Events are posted with details and photos

Overview:

The CCVI Facebook page is very strong. All events are posted and the page does a good job 

of sharing stories of its students and volunteers. CCVI does a good job of using photos to 

share its story which strengthens the page.

CCVI Food Fight

Likes: 287

Contact Information: Website listed

About: Summary of event, event dates

Additional Social Media Site Links: None

Events: Events are posted with details and photos

Overview:

This page does a good job of promoting the event – there are constant reminders of the event, its 

purpose and links to purchase tickets. The focus on the event with pictures helps build 

understanding and excitement. However, with only 287 followers, this site does not have the reach 

the main CCVI Facebook page has.
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Twitter

CCVI Food Fight

Following: 76

Followers: 46

About: Summary of event, event dates

Additional Social Media Site Links: None

Overview:

This site has a limited reach with only 46 followers, and could be a part of a bigger Twitter 

page for the entire CCVI organization. CCVI should build relationships with key Kansas City 

influencers to give their events a wider reach and leverage a free way to spread news about 

the organization. CCVI could sync their Twitter to Facebook, which would automatically 

populate the feed with strong content.

YouTube

CCVI

Subscribers: 11 

Videos Uploaded: 5

About:  No information on organization

Additional Social Media Site Links: None

Overview:

The CCVI YouTube channel has a compelling video on the agency as well as showcases of 

their annual events. These videos could be better integrated on the CCVI website as well as 

the other social media pages.
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Trolley Run Facebook Campaign 

Campaign Overview 
CCVI will take advantage of Facebook’s sharing capabilities to encourage Trolley Run fans to 
share an emotional message tying the Trolley Run with CCVI. The Trolley Run has a huge 
participant base and many are member of Gen X and Gen Y and use social media heavily. 
CCVI will also leverage Facebook to increase awareness of the Trolley Run, CCVI and CCVI’s 
link to the Trolley Run.  
 
Campaign Goals 

 Increase event attendance 

 Increase Trolley Run awareness 

 Increase CCVI awareness 

 Establish link between CCVI and Trolley Run 

 Drive traffic to the CCVI website 
 
Strategy One – Photo Sharing 

 Encourage participants to share a photo of a child with a caption of “I’m going 4 miles for 
the kids!” 

 Add the hashtag of #2015TrolleyRun at the end of each caption 
 Post a photo once a week with a call-to-action of “share this photo if you will be 

participating in the 2015 Trolley Run!”  
 

 
 
Strategy Two – Trolley Run Awareness 

 Post a general fact about the Trolley Run, who it serves and why it is important 3 – 5 
times per week. 

 Include an image from a previous Trolley Run race showing audience engagement and 
CCVI volunteers with each post. 

 
Strategy Three – CCVI Awareness 

 Post a general fact about CCVI 3 – 5 times per week. 
 Include an image of CCVI volunteers and students interacting with each post. 
 Add a link to the CCVI “about us” page to each post with the call-to-action of “to learn 

more about CCVI and how you can get involved, please click here.” 
 
Strategy Four – Link CCVI & Trolley Run 

 Post 3 – 5 times per week on CCVI’s history and relationship with the Trolley Run. 
 Add a link to the CCVI “about us” page to each post with the call-to-action of “to learn 

more about CCVI and how you can get involved, please click here.” 
 

119



 

120



121


	Appendix6_CAS.pdf
	Binder1.pdf
	Appendix2.pdf
	A - Trolley Run Survey.pdf
	CCVI TR Zip Codes.pdf
	Page 1
	Page 2
	Page 3


	B - CCVI Board Member Survey Results (1)
	C - CCVI Parent Survey Results
	D - CCVI Young Friends Survey Results
	E - Parent Interview
	F - Trolley Run Interviews
	G - Board Member Interviews
	H1 CCVIWebsiteAnalysisRecommendations
	H2 CCVISocialMediaPagesOverview_H

	Appendix I - Samples

	Appendix I - Samples




