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The Walt Disney Corporation has been a long-time partner of the nonprofit, The MakeA-Wish Foundation. In honor of the 100,000th Disney Wish that was granted globally through
Make-A-Wish and the 60th anniversary of Disneyland, Disney released #ShareYourEars, a
campaign to raise $1 million for Make-A-Wish (Disney Parks, 2016). Orlando is the top wish
destination and Los Angeles is the third for Make-A-Wish Kids (Make-A-Wish, 2013). Both of
these cities are home to Disney theme parks, Disney World and Disneyland. For Disneyland’s
diamond anniversary, Disney held a social media fundraiser that let fans share photos of
themselves in the Disney ears with the hashtag #ShareYourEars on the social media sites of
Twitter, Facebook, and Instagram to unlock a $5 donation to Make-A-Wish.
Since 1980, Make-A-Wish has grown to have a global appearance with chapters on six
continents of the world. Make-A-Wish was inspired after a local police force in 1980 helped
grant the wish of a young boy Chris Greicius who later passed away from leukemia (Make-AWish, 2016). The following year, the first official Make-A-Wish Kid Frank “Bopsy” Salazar had
all three of his wishes granted. One of Frank’s wishes was to visit Disneyland. Overall Disney
has maintained a great presence throughout the history of Make-A-Wish. Disney has helped
wishes come true for Wish Kids such as trips to Disney Theme Parks, shopping sprees at the
Disney Store and Wish Kids have spent a day on the set of television shows for Disney Channel
and ESPN.
The social media campaign for #ShareYourEars lasted during the time frame of January
29, 2016 to March 14, 2016. Even if fans didn’t have a set of Disney Ears one would buy at a
theme park, Disney challenged the fans to get creative by using soup cans, pom poms or CDs for
the ears. At the campaign’s release, Disney announced that they would have a capped $1 million
donation from pictures from the #ShareYourEars social media campaign. Roughly 200,000
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social media posts had to be made meet the million-dollar donation cap. The campaign was
going to rely on stakeholder management which requires managers to think strategically about
their business overall and about how they can effectively communicate with stakeholders in
which the organization resides (Cornelissen, 2014, pg 41). Web content is important that in that
organizations use social media to reach out to external publics (Sweetser, pg 295).
By using social media as a platform, it relied on word of mouth of the Disney fan base.
Word of mouth is consumer to consumer brand communication-has been emphasized in
marketing literature for more than a half-century (Colliander, 2011, p. 314). Framing
accountability through the concept of legitimacy means the organization engage with stakeholder
not just for instrumental reason such as a connection between stakeholder management and
corporate performance, but for normative reason such as underlying concepts like group rights
and social contracts (Cornelissen, 2014, pg 43-44). The concept of group rights within normative
reasons appeals to the Disney fan base where it makes them want to get involved in
#ShareYourEars’ cause for celebration and philanthropy.
On February 21, 2016, ABC hosted a Disneyland 60th Anniversary Special on the ABC
television network during the #ShareYourEars campaign. During the special, Disney featured a
segment on how posting a #ShareYourEars photo would help contribute to Make-A-Wish.
Around this time frame, #ShareYourEars received increased media coverage along with an
increase in the amount of photos with the #ShareYourEars hashtag. Local news stations in the
Los Angeles Area such as NBC Los Angeles began to cover stories.
Disney implemented a few communication tactics for the social media strategy besides
the hashtag of #ShareYourEars. Disney used a website for #ShareYourEars with the URL
shareyourears.org. Given that public relations has a high value on two-way communication and
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aims for this dialogic approach it seems appropriate that practitioners and academics would
embrace investigations on how the Internet can be used for organization-public relationships
(Sweetser, 2010, pg. 10). On Facebook, Disney fans could use a special #ShareYourEars frame
for profile pictures. The frame not only helped with word of mouth communication, but it helped
provide an explanation as to why people were sharing pictures in their Disney ears. Disney
designed a special logo for the #ShareYourEars campaign with Mickey Mouse ears over the o.
Disney Parks held a sweepstakes on the fundraising website of Prizeo for participants for a
chance to win a “Dazzled” Mickey Mouse Ears, a getaway for a Disneyland Resort for a two-day
stay, and private tour of Walt Disney Reimagineering, which is the creative engine of Walt
Disney Parks and Resorts (Prizeo, 2016). If ten submissions were made for one person, they
would receive a limited edition #ShareYourEars t-shirt. Disney made a special set of ears
honoring the 60th Anniversary of Disneyland. The entire $19.95 sales price of the
commemorative ears would go to Make-A-Wish and was only sold at Disneyland stores (Harker,
2016).
There are seven functional building blocks to social media which include identity,
conversations, sharing, presence, relationship, reputation and groups (Kietzmann, et. Al, 2011,
pg. 241). Disney has a huge existing presence on social media with memes or conversation about
new and old Disney Movies. Sharing is a major element of the #ShareYourEars because it
creates conversation about not only Disney, but also there are children with terminal diseases
that have wishes made true because of fundraising with Make-A-Wish. Disney and Make-AWish already have a positive reputation, but there are two relationships that #ShareYourEars is
building off of, one is Disney’s relationship with fans and the other being the partnership
between Disney and Make-A-Wish. Engagement implies a two-way symmetrical model of
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dialogue and consultation through which communication practitioners build stakeholder
relationship that are reciprocal, evolving and mutually defined, and that are a source of
opportunity and competitive advantage (Cornelissen, 2014, pg 55). People in the Disney groups
already identify with being Disney fans who love the theme parks and movies so
#ShareYourEars calls the Disney fan base to help with the cause.
To help celebrate the diamond anniversary of Disneyland, other Disney-owned television
networks, parks and Disney programs used their social media pages to notify the public about
#ShareYourEars. This campaign reached a global audience for Disney fans. Disney Channel
Latinoamerica shared a video on Facebook of the cast from the TV show Soy Luna on social
media in regards to the campaign (Disney Channel Latinoamerica, 2016). Disney celebrities
from the past and present such as Derek Hough of Dancing with the Stars, Raven-Symone of
That’s So Raven, Laura Marano of Austin & Ally shared pictures. Make-A-Wish made multiple
social media posts of Wish Kids participating in #ShareYourEars. The posts Make-A-Wish made
highlighted the Facebook frame, the sweepstakes and the purpose of the campaign.
Posts for #ShareYourEars varied from those who visited the park to those who did not
even step foot in a Disney theme park. Some schools had a day where students wore their ears to
school. The campaign had involvement from brands, Harvey’s Seatbelt Bags participated in the
event by sharing a photo of two girls playing with a dog in the Mickey Mouse Ears to help with
the cause (Harvey’s, 2016). The posts overall showed a celebration of Disney fans for a great
cause and there was a lack of negative sentiment from participants.
On March 14, 2016 the final day of the campaign, Disney held a press conference at
Disneyland in front of Cinderella’s castle on behalf of the results of #ShareYourEars. Michael
Colglazier, President of Disneyland Resort, was the main speaker for the event. Jon Stettner,
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President and CEO of Make-A-Wish International thanked Disney and the participants for their
efforts. Colglazier announced that not only did they reach the fundraising goal, but they decided
to double the donation resulting in a grand total of a $2 million donation (Eades, 2016). A short
highlight video was released online to share the details about the press conference afterward.
Disney has not announced if there will be an annual #ShareYourEars campaign for 2017 or in the
future.
Due to the success of the inaugural #ShareYourEars campaign, Disney should implement
#ShareYourEars as an annual fundraiser. The fundraiser should happen over a six-week period
where the Disney not only encourages members to post photos of them in their Disney Ears, but
to participate in additional fundraisers for Make-A-Wish. Overall, #ShareYourEars is a great
definition of Corporate Social Responsibility. Corporate Citizens operating within a CSR model
would consider long-term social interests, not just quarterly profits along with being a way to
develop legal, ethical and global best practices within a large corporation (Lipschultz, 2015, pg
82). Communication about updates for #ShareYourEars should be provided throughout the year
such as stories on the Wish Kids and their experience of their wishes granted by Walt Disney.
During the six weeks of the campaign, Disney should highlight wishes that Disney has
been granted because this shows a return on investment to the donors. Return on investment or
ROI is a presentation of facts for organization investing in public relations programs that want to
understand what they are getting in return for being involved with the organization (Moyer,
2013). Chi Omega Fraternity’s fundraiser is for Make-A-Wish. Disney should work with the
national offices of Chi Omega to distribute campaign materials for collegiate chapters to promote
#ShareYourEars on college campuses. Photo booth props and backgrounds should be made to
have people take pictures with ears so they can participate in #ShareYourEars. With this strategy,
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Chi Omega will serve as street team educators for college students about the charity work of
Make-A-Wish.
Disney should create events for fundraising to encourage fans to become more involved.
The Run Disney Series hosts half marathons at Disney theme parks which have themes such as
princess, superhero, and Star Wars. Run Disney could create a half marathon that serves as a
fundraiser for Make-A-Wish. To reach a larger audience, race locations should be made across
the United States along with the theme parks. A social media manager should be advised to
cover the race events as part of the social media strategy.
Social media usually serves as an extension of an outreach. Disney needs to implement
more activities for their young fan base under the age of 13. Parental guidance might limit this
age group from posting pictures of themselves online. Disney needs to implement responsibility
into this campaign. This is a reason why outside fundraisers should be available such as
implementing a Share Your Ears program at Disney Stores. This is where children could make a
donation by customizing a pair of Disney ears in the store.
Disney provided a cap or a limit on the donation amount for #ShareYourEars. Disney
should add another effort for fundraising to compliment the fundraising efforts for the hashtag
#ShareYourEars. This will prevent criticism from the capped donation. Disney could provide
customers with the option of making a $1, $5 or $10 donation at purchases at Disney Stores and
Disney theme parks. Yoplait’s “Save Lids to Save Lives” initiative has been criticized as a $2
million donation cap (Wolverton, 2011). Although no negative sentiment toward
#ShareYourEars was found online, Disney needs to be wary of critics. During the next
installment of #ShareYourEars, a portion of all sales from Disney products, parks and purchases
should be allocated to Make-A-Wish.
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The communication within social media sites might trigger crowdsourcing in which
audiences piece together bits of information into a larger narrative for storytelling (Lipschultz,
2015, pg. 7). Community plays a role in the development of individual social identities and
realistic relationships between people as well as people spending time online share common
characteristics that separate them from those less likely to participate (Lipschultz, pg 39).
The average cost of a wish to be granted is $10, 130 (Make-A-Wish, 2016). To help with
stakeholder communication, Disney will create a Wish Report, which is a fundraising report
about #ShareYourEars which will be distributed to show a return on investment for donors.
Disney could have provided around 197 wishes with the $2 million donation. Disney should aim
for setting a goal of raising $5 million dollars for Make-A-Wish.
Additional fundraising on behalf of Make-A-Wish Disney should honor the Make-AWish fundraising guidelines such as no telephone or door-to-door solicitation. Since Disney is
running a social media campaign, they Disney should never specifically direct message followers
via social media about fundraising. Overall, this was a successful campaign that is not only
beneficial for Make-A-Wish, but for the Disney brand. Social media usually serves as an
outreach for a specific cause. The Disney VoluntEARS, a group part of Disney Worldwide
Outreach Program made up of Disney Cast Members who volunteer their time to helping others,
should implement an outreach toward fundraising for Make-A-Wish Foundation and helping the
Wish Kids. Disney should host an event around Make-A-Wish’s World Wish Day on April 29,
where they finish the next fundraiser campaign of #ShareYourEars and host the press conference
where the donation amount is released. Disney could also host Wish Kids to celebrate Wish Day
at Disney.
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One tactic that was lacking on the social media accounts was video content. Cisco
reported that by 2019, 80% of social media traffic will be video based (Walter, 2015). The
content could include instructions on how to make a #ShareYourEars post, how to volunteer and
make other donations for Make-A-Wish. Video content of Wish Kids participating in Disney
wishes from their experiences at Disney Store Shopping Sprees, theme parks and cruises. This
type of video will help the conversation continue about #ShareYourEars. Collaborative projects
enable the joint and simultaneous creation of content by many end-users and are, in this sense,
probably the most democratic manifestation of User Generated Content (Kaplan and Haenlein,
2010, pg 5).
Social Networking sites was an excellent platform for Disney to generate fundraising.
Social networking sites are applications that enable users to connect by creating personal
information profiles, inviting friends and colleagues to have access to those profiles, and sending
email and instant messages between each other (Kaplan and Haenlein, 2010, p. 7).
In the Barcelona Principles Principle 2 states, outcomes include shifts in awareness
comprehension, attitude, and behavior intended to purchase, donations, brand equity, corporate
reputation, employee engagement and public policy should be measured (Global Alliance, et al.,
2010). On top of that awareness along with generating sales leads are often considered key
performance indicators, which focus on continuous monitoring of social media and sales activity
data (Lipschultz, 2015, pg 70). This is a critical principle for Disney because they need to
measure whether people perceives #ShareYourEars as a corporate tax write-off or the celebration
of wishes made possible by Disney. This is important when measuring purchases that go to
Make-A-Wish.
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Overall, Disney held a successful campaign that provided fundraising for a long-time
philanthropic partner. Social media allowed Disney to reach a large audience with a huge fan
base. Although no negative sentiment was found toward this campaign, Disney needs to prepare
for critics. Return on investment is critical for fundraisers and Disney needs to provide fans with
tangible results. Social Media will serve as a center for information about #ShareYourEars and
engagement with Disney fans. With additional fundraising efforts outside of social media,
Disney will be able to reach a larger audience that can provide more opportunities for donations.
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Guest Post by Emma Hawes
The warning
It was a day I was busy with a paper and work assignments: February 4. I was obsessively checking my email inbox, and saw one from
Instagram saying my password had changed. I decided to take the warning seriously, but not totally obsess over it. So I emailed them
back, stating it must be a glitch, that I hadn’t changed the password, and filled out the form.
The next day (Feb. 5), I received another email from Instagram saying to send a mugshot style photo with some numbers included on it
and my username. I figured they’d confirmed it was me from a picture taken in late July at the Aspen Bay Candle Sale with my friend
Brittany.
The storm
That night I just wanted sleep in (the next day was a Saturday). No such luck.
My brother woke me up. “Emma, you need to check out your Instagram. Your account looks hacked,”he said as he placed his phone in
front of my eyes, which included photos of straight-up porn under my Instagram handle. I leapt up out of bed, gasping and shouting,
“Oh my God!”in a shaky tone. 6:45 am on a Saturday and I’d already had enough.
When I grabbed my phone, I saw that three friends had already contacted me: the first at 6:20 am from a friend, and the other two young
mothers. All of them had gone to college with me and knew this was not my character. I can’t even tell you the cuss words that rushed
through my mind. I was mortified! Who on earth in public relations, marketing or social media would hire me?!
The first thing I did was text my boss to let him know about the situation. Then I tried to see if I could change my Instagram password
and I checked the settings, but I could not.
Learnings from social
My area of interest is in crisis communication. From studying crises in social media, I’ve learned that brands often communicate through
a diﬀerent social media channel to get the word out when an account and/or website has been hacked (this is not one of those times to
keep quiet). So I decided to communicate to all of my friends and followers on LinkedIn, Twitter and Facebook that my Instagram had
been hacked, and the photos did not reflect my character at all.
As the day went on, more college, church and other friends contacted me to find out what was going on. Within 20 minutes of the
hacking, a friend tried to calm me down, saying that no one would believe that I would actually post those photos.
The thing is, you don’t want someone’s kid seeing photos like these. So I decided to see if I could delete them, as I could still see my
Instagram feed. It wasn’t easy, because well over 100 photos had been posted, and I occasionally got a notification that a friend had
reported my account as a violation of community guidelines.
By 9:30 am that morning, all of the nasty photos had been deleted, but I was still worried.
Talking with the big dogs
Immediately after I took down the nude pictures, it seemed as though the messages from concerned friends stopped, but I was still a
bundle of nerves. I checked my email, and Elliott from Customer Service at Instagram had messaged me back telling me to give the email
address tied to the account.
In college, I took a Law class, which I think everyone in Communication needs to take. I reminded myself that I could
tell Instagram that, if my account was not terminated, then it would be a third party of neglect. Also, being in public relations I
viewed the fake posts as misrepresentative of my character, which could cause damage to my career.
This was baﬄing to me: even though photos were being posted, my username and bio were still listed, even my favorite Bible verse!
When Instagram got back to me, they said the email did not match. I thought (and told them) this was unfair, because I had contacted
them as soon as I knew something was wrong. I told them I’d like access to the account either given back to me or terminated.
BUT… then Elliott emailed me back and told me that, due to the privacy of the owner of the account, they could not tell me anything
about it.
It felt like the scene in “Tommy Boy,” when David Spade tells the lady at the airport, “I’m Earth, have we met?”
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Tommy Boy (10/10) Best …

Angry and upset, I decided to message him screenshots from friends saying that my account had been hacked. Yet again, he said he
could not do anything. I replied as well, saying how demeaning this was, and letting him know that if it were not resolved, I would contact
an attorney.
No rest
That night, I had nightmares about my account having even more nudity posted on it. A friend messaged me the steps and a form to
report the account, just as I had done before; and then I figured I should try to find a possible loophole for legal issues at Instagram.
Instagram has a legal-related mailbox: lawenforcement@instagram.com. Even though I viewed it as a place for celebrities to report
images being used without permission, or fake accounts, or some pedophile on Family Watchdog creating a fake account to look at kids
in the community, it was worth a shot. Plus, hacking obviously breaks the rules, so I figured it was worth a try. I also re-submitted the
form that my friend Austin had sent me, just to ask for help again. Finally, I also decided to report the followers who added my now-fake
account.
Slight progress, but still a pain
The next night I had even more nightmares, but this time I came up with the bright idea to message someone I went to high school with. I
sent her detailed instructions asking her to report the account as someone she knew being impersonated.
Immediately after that action, my account was removed. Like a crazy person, I called another friend who’d warned me about the hacking,
to ask if it was still there. He confirmed that it was gone.
And: I received another email from Instagram (Elliott again). Surprise, surprise, he told me he couldn’t release information about it, but the
account was not on there. So, I asked whether I’d get the account back or would have to create a new one.
I received no more responses either from Elliott or the law enforcement mailbox. While I understand the privacy and protocol
at Instagram, they need to have a better plan for situations like mine.
Moving on
For a moment, I wasn’t sure I wanted to get back on Instagram, and this is not like me. Being social, on social, is part of my personality
(my friend Roman, who I mentioned earlier, became my friend and trivia teammate because of social media). In fact, my boss found me
because of my activity on social media!
Since I use social media to connect with people in my PR network as much as I do personally, I decided I shouldn’t let this ruin me, and
set up a new account. My username isn’t as consistent as it used to me (I had @emmamhawes on all my social media accounts), but it is
what it is. It felt silly making my settings private, but I didn’t see any other option. And I’m beyond thankful for my boss, Tim, and his
understanding over the situation, as I’m still employed.
I’m mad at how Instagram handled this, because they could have launched an investigation or taken care of the situation earlier. Also
there are many other cases of people who have been hacked, but they got their accounts back.
How did I do?
At work, I have a habit of grading myself according to the amount of work I’ve done, and spelling mistakes that I’ve made on projects.
It’s kind of like my own personal SWOT analysis, which I conduct frequently. This motivates me to do better, while reminding myself that
someday I will hopefully have some musicians as clients at a Nashville PR agency, and possibly teach PR classes in a university setting.
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Looking back I must admit, I had no idea what to do other than to try to change the password, tell friends to report it and contact
Instagram, and then reach out to them again. I was learning this stuﬀ on the spot. The grade I would give myself is a B minus. I feel a little
stupid about this, but then again I was proactive when I saw something suspicious… so I guess a B- isn’t too bad in this instance.
Steps for Internet safety: lessons learned
First, don’t be afraid to question anything.
Contact these email accounts and links to report a hacked Instagram account.
lawenforcement@instagram.com
https://www.facebook.com/help/instagram/368191326593075/
If this has happened to your friend, tell them their account has been hacked, and share these steps with them. It also helps a
lot if you report any suspicious accounts that you may see.
Investigate by trying to obtain the user names of people tagged in the posts. This could help them take down other accounts that
are NSFW or kids.
Take screenshots of the messages your friends sent you to warn you that your account has been hacked, then send them to
Instagram as evidence.
Communicate to your publics that the account was hacked and doesn’t represent you as a person. People will most likely
guess you didn’t post the pictures, but it can still be embarrassing. Make sure to give everyone regular updates as to what’s going
on.
If you still have access to your account, try to delete pictures that are posted and report the followers that added you after the
account was hacked.
Tell your friends to report it as “this profile is pretending to be someone” – not as pornography or spam (I should have been more
clear with my friends).
The appropriate way to report an account is go to the person’s account, then hit the ellipse or the three dots on the upper
right hand corner.
Next, click “I believe this violates the community guidelines;” then “report account;” then “this profile is pretending to be
someone else;” and then hit “someone I know.”
If you are a person, tell your friends to do this. BUT – if you are representing an organization, give instructions to the right
people within your company to report the account.
It would look silly if a company like Lululemon told the followers to take these steps to report a violation.
Having your social media account hacked feels like a huge violation. But don’t let it stop you from being you. I hope this never happens
to you, but if it does, perhaps this post will come in useful.

Emma Hawes is currently working as a freelance social media content creator, while attending graduate school online at Purdue
University. Hawes has a bachelor’s degree in communication, with concentrations in journalism, public relations and broadcasting from
Mississippi State University. In college, Hawes was a freelance broadcasting technician, working behind the scenes for games with ESPN.
When she is not behind her MacBook, iPhone or camera, she enjoys watching comedy, reading and cooking. Her fictional idol is Leslie
Knope on Parks and Recreation.
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you can comment directly from your email (of course, you can always do that on the blog as well) - how cool is that?! And we won't spam
you - promise.
Name (optional)

Subscribe
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4 Comments/in Crisis Communications, Public Relations /by Guest Contributor/#permalink

There are 4 comments

Join the conversation

Shonali Burke · March 10, 2016 at 10:21 am
What a horror story, Emma. I’m just glad you were able to get it taken
care of. Thanks so much for sharing your experience and lessons
learned with the WUL community.
Reply

Tiﬀany Jones · October 29, 2016 at 1:16 am
When people say hackers are not reliable i laugh at them. I was
introduced to this
wonderful hacker when i had issues with my husband, he helped me
hack into his emails. His
work are legit and he also oﬀer other services such as clearing bad
driving and criminal
records, background checks, monitoring locations, locating missing
people, tracking scams,
bank account hacks and transfer, facebook, whatsapp, text
messages, phone records, email
hacks, instagram hacks, They oﬀer same day services too, and
ofcourse he provides a good
work.he saved my life literally, at least i owe him publicity. Contact
him at
(Godeyeviewhacker@hotmail.com)
Reply

Adele · January 25, 2017 at 7:18 pm
Hello, I found your article whilst googling for help. This evening my
Instagram was hacked. I feel sick!! Pictures of my children and other
sentimental images are on there. I’ve tried submitting a report on
Instagram but keep getting the log in or sign up to Facebook page.
I’ve emailed the law enforcement email address you posted…thank
you!! I’m just hoping it either gets removed from all the reporting my
friends have done or I get an email back saying they’re looking into it.
It’s definitely made me think twice about social media and what I
share. Thank you
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Emma Hawes · January 26, 2017 at 11:36 am
I know the feeling of it making you feel sick. I hope that this
works for you. However, I have seen so many diﬀerent
outcomes from diﬀerent people with IG accounts being
hacked.
Reply
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THE SALVATION ARMY

THE SALVATION ARMY: EXECUTIVE SUMMARY, #BEYONDTHEDRESS
The Salvation Army, an international movement, is an evangelical part of the Universal
Christian Church and meets human needs without discrimination (Salvation Army, 2016).
In 2015, a Salvation Army social media campaign originating in South Africa raised
awareness of domestic abuse. The campaign played off an optical illusion and a viral social
media conversation that debated whether a popular dress was white and gold or black and
blue. The Salvation Army’s message referred to an image of a woman covered in bruises
wearing a white-and-gold dress. The message asked, “Why is it so hard to see black and
blue?”
The social media posts, using the hashtag #thedress, sparked worldwide response.
The image had more than 30.6 million Twitter impressions within 24 hours, with 4.6 million
of them credited to the @SalvationArmySA account. The image coincided with
International Women’s Day on March 9, 2015, and since has been shared through more than
200 broadcast outlets, publications, news sites and blogs (Ireland/Davenport Group, 2015).
We propose that the Salvation Army take advantage of the original campaign’s
success with a supplemental effort titled #BeyondTheDress. This new campaign will
include:
•

audiences in South Africa, Europe, the Americas, South Asia, and the South
Pacific and East Asia;

•

the active public – Crusaders for the cause who seek out information;

•

the engaged public – People who at present know about domestic violence but
have not yet given their loyalties to the cause; and

2

THE SALVATION ARMY
•

the aware public – People who at present have a passion for the issue/cause and
who could potentially be persuaded to join.

•

media – which represent where the public gets their news and could be
influenced heavily by the government.

Objectives
Through this campaign, we hope to:
•

serve our audiences through brand awareness, social media, advertising, such as
public transportation, and public service announcements;

•

gain volunteers and increase our service reach through carefully crafted,
powerful and compelling messages that motivate audiences with calls to action;

•

move toward and find a solution to domestic violence, especially against women;

•

strengthen laws that support domestic violence prevention;

•

establish a call center manned by two to three trained staff members per region.
However, we also will need volunteers ranging from health care experts to
psychology professionals. The call center will help make arrangements with
shelters to ensure services are delivered;

•

increase volunteers by 10 percent and donations by 15 percent.

The following highlights how we intend to reach each proposed audience.
Regional information: South Africa
Due to the traditional African views of humanism and communalism, the message
will be that people can join together to raise domestic abuse awareness (Sriramesh and
Vercic, 286). However, for simple messages, we want to say domestic abuse is often
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hidden, and while most abuse cases are not reported, the abused will not be alone through
this process.
Children view the horrible sight of abuse and experience it as adults (Dunkle, et. al
231). The main message of the campaign is that there is a way to get out of an abusive
situation, and people at the Salvation Army South Africa Branch can help the abused
receive resources such as shelter, food, and emotional and legal support. The stories of
volunteers will be told on social media to encourage others to help. The main
communication materials with the contact information will be pinned for visibility on social
media.
Regional information: Europe
TNS Opinion & Social (2010) conducted a survey on domestic violence against
women in all 27 European Union states. That survey illustrates the vast majority of EU
citizens (98 percent) have heard of domestic violence against women; 92 percent of
respondents said they have heard it discussed on television; 59 percent have read about
domestic violence in print publications; 41 percent say they have heard about domestic
violence on the radio; 29 percent have heard about it through friends (p. 14-15).
Most EU citizens believe providing information to the victims of domestic violence
and the public is a good way to tackle the problem, although some forms of information are
more effective than others (TNS Opinion & Social, 2010). What is more, TNS Opinion &
Social (2010) reports that 70 percent of people think that providing a toll-free phone number
for women seeking help and advice is effective for combating violence. Moreover, 61
percent of people in the EU regard campaigns to raise public awareness as very useful,
compared with 31 percent who see them as being fairly useful; publishing information on
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the Internet for women seeking help and advice is very useful according to 58 percent of
respondents (p. 12).
Regional information: The Americas
The Salvation Army in the Americas offers thrift stores, and targets disaster relief,
alcohol and drug abuse prevention, and hunger and poverty solutions.
The United States – Public relations should focus on two-way symmetrical efforts
for collaboration and public participation (Sriramesh and Verčič, 2009). Clear, professional
messaging should be used on Facebook and Twitter. On social media, regularly updated
blogs would also reach people seeking help. Journalists have been criticized over growing
commercialization and do not offer two-way symmetrical conversations (Sriramesh and
Verčič, 2009). Media interaction would still be beneficial.
Canada – The U.S. and Canada have some similar cultural characteristics including
with their uncertainty avoidance. However, it is generally recognized that most Canadians,
individually or as members of groups, have a high degree of access to Canadian mass
media. In 2007, Toronto residents became the most likely users of Facebook of any world
city. (Sriramesh and Verčič, 2009). The Salvation Army should use social media and mass
media to reach out to audiences in Canada given its citizens’ activism.
Mexico – The use of mass media is very effective for motivating prospective
audiences where family and personal communication are vital strategies. The Internet has
helped advertising and direct promotion because one-to-one technologies have had a more
persuasive effect on prospective audiences, especially with rising literacy rates.
South America – Quality of products and services, environmental protection, and
social responsibility are relevant matters in South America (Sriramesh and Verčič, 2009).
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Volunteerism has grown in Brazil as a result of its growth in democracy, but there is often
more talk than action especially in urban centers (Sriramesh and Verčič, 2009). Brazilians
might need to be encouraged to avoid indifference.
Regional information: South Asia
In South Asia, 61 percent of women report experiencing physical and/or sexual
violence by an intimate partner during their lifetime. For example, from 50,703 in 2003, the
number of reported cases of domestic violence in India has increased to 118,866 in 2013, an
increase of 134 percent over 10 years, far outpacing the rise in population over the same
period (BBC India). Those numbers don't include the thousands of estimated unreported
cases, in which the persisting stigma leads to the fear of being shunned by family, society or
further abuse. Most women don't talk to friends or colleagues if they are abused.
In 2005, India passed the progressive Protection of Women from Domestic Violence
Act (PWDVA), rights-based legislation that was stricter on punishing offenders and
expanded the definition of domestic violence to include non-physical and sexual violence.
In South Asia, religious organizations still prevail in cultural attitudes where wife beating is
justified.
The Salvation Army wants to inspire women in South Asia to break the silence, to
stop domestic violence by talking to authorities, and to make them understand that domestic
violence should not be accepted under religious or cultural circumstances.
Regional information: South Pacific and East Asia
Domestic abuse is prevalent in both Australia and New Zealand. Just under half a
million Australian women reported that they had experienced physical or sexual violence or
sexual assault in the past 12 months (DOMESTIC VIOLENCE STATISTICS). As well,
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“33 to 39 percent of New Zealand women experience physical or sexual violence from an
intimate partner in their lifetime,” according to a study by Janet Fanslow and Elizabeth
Robinson (DOMESTIC VIOLENCE STATISTICS).
One out of 5 Chinese women had experienced physical violence from their partner in
the past year (Xu et al., 2005). China has been making reforms to try to curb this statistics,
and, “China’s first law prohibiting any form of domestic violence against women came into
effect on 1 March” (BBC News, 2016).
“There is no doubt that domestic violence remains a serious social problem in
Indonesia, where close to 150,000 cases of violence against women were recorded in 2009.
The number of domestic violence cases reported in that year was more than two and a half
times that of the preceding 12 months. Ninety-six percent of these were cases of violence
by husbands against wives” (Ford, 2012). In Japan, 17.4 percent of men and 33.2 percent of
women who participated in the survey experienced either physical assault, threats or have
been coerced into sexual acts, more than 10 percent of women repeatedly (Tabin, 2012). In
South Korea, 53.8 percent of respondents who had been married had experienced spousal
abuse in the previous year, and 16.7 percent had suffered physical abuse (Hee-sun, 2012).
In the Philippines, “The NDHS revealed that one in five women age 15 to 49 has
experienced physical violence since age 15; 14.4 percent of married women have
experienced physical abuse from their husbands; and more than one-third (37 percent) of
separated or widowed women have experienced physical violence…” (Statistics on violence
against Filipino women, 2014).
Singapore’s most compelling statistic on domestic abuse is more about reporting
than experiencing. “Eight in 10 Singaporeans say they wouldn’t intervene if someone they
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knew– a friend, relative or neighbor – were being abused by a partner, a survey released by
a non-governmental organization found” (Mahtani, 2013). Taiwan takes domestic abuse
issues seriously. “In fact, violence against women is so significant in Taiwan that the U.S.
Human Rights Report (2012), a much-respected bi-annual U.S. government review, listed it
as being the gravest human rights challenge currently confronting Taiwanese society”
(Wild, 2014).
In Australia and New Zealand, social media activity is high. In Australia, top social
platforms are Facebook, YouTube and WordPress (Cowling, 2016). In New Zealand,
“Facebook, Twitter and Instagram have grown exponentially over the last five years.”
eMartketer recently studied social media usage across the globe and found that, “Southeast
Asia has some of the highest penetration of social network usage among internet users of
anywhere in the world.” Facebook has been the main driver, but Twitter is also popular in
the region (eMarketer, 2015). Messages regarding this campaign should be sent out
consistently on the aforementioned platforms, and translated into correct languages and
dialects.
Conclusion
The Salvation Army’s viral image has put them in a position to continue the global
conversation surrounding domestic abuse. Domestic abuse continues to be an issue that
faces men and women, no matter what part of the world they live in. By following up this
popular persuasive visual content with an even more robust communications campaign that
would touch all of the regions they operate within, the Salvation Army could successfully
live their mission of preaching the Christian Church’s message of love for all, raise
awareness of this issue, and help aid in bringing about real legal and cultural change.
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Appendix A
Press Release

SALVATION ARMY PRESS RELEASE
CONTACT:
Major Brad Halse
Communications Secretary
Email: IHQ-Communications@salvationarmy.org
Telephone: +44 (0) 20 7332 8090
Mobile/cell: +44 (0) 7825 427088

FOR IMMEDIATE RELEASE:
Trending Global: Salvation Army Turns #TheDress into the #BeyondTheDress
Coalition in South Africa.
LONDON, UK (March 9th, 2016): The Salvation Army in South Africa has changed the
conversation from simply one of fashion to a worldwide conversation about domestic
violence.
The Salvation Army took “The Dress”, (hashtag #TheDress) which had become so
popular in the news of late, and used it as the backdrop to ask the question on Twitter,
“Why is it so hard to see black and blue?”
That question was followed by the bold statement, “The only illusion is if you think it was
her choice. One in 6 women are victims of domestic violence. Stop abuse against
women.”
This innovative and powerful campaign by The Salvation Army in South Africa highlights
that domestic violence is often overlooked by society.
In South Africa, The Salvation Army will host a Black and Blue Walk-a-thon on August
9th 2016: National Women’s Day. The event will launch the “#BeyondTheDress”
Coalition in continuing raising awareness about domestic violence throughout the South
Africa region and internationally.
We salute The Salvation Army in South Africa for raising awareness about domestic
violence in such a timely way. Nearly 14.1 million women in South Africa experience
domestic violence every year.
For 150 years The Salvation Army has been helping women in need and is the second
largest provider of shelter for victims of domestic abuse, with 7 shelters in South Africa.
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Appendix B
Advertisement for public transit, social media and print publications.
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Appendix C
Flyer 1-Targeted toward the publics who are abused.

THE SALVATION ARMY

17

Appendix D
Flyer 2-Targeted toward the publics who are volunteers.
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Appendix E
#beyondthedress Logo

Emma Hawes
Purdue University
COM 61011-Strategic Communications and Ethics
Theranos

Executive summary
Theranos was a promising start-up company that tested droplets of blood for diseases such as
cancer and Lyme disease. Elizabeth Holmes, CEO of Theranos, founded the company in 2003
after dropping out of Stanford University at the age of 19 to pursue the company from her fear of
needles as a child. On October 16, 2015, the Wall Street Journal released an article about the
company’s deceptive practices, then things began to fall apart for the $9-billion-dollar company.
The article revealed that former employees had questioned the accuracy of the hand-held device,
the Edison, because 15 tests were done on the Edison as opposed to 195 tests on other medical
devices (Carreyrou, 2015). There were some tests that proved the accuracy of the Theranos
devices were off by 25%. In the WSJ article, it stated some doctors had refused to use Theranos
due to inaccurate results.
The company received such great praise in the Silicon Valley technology industry and it raised
money very quickly. It was named “one of the top medical and technological innovations in
2013” (Campbell, 2013). Walgreen’s rushed the partnership with Theranos. In 2011, Holmes
brought the equipment to Johns Hopkins University and the researchers would verify the data as
a third party source, and the data was never validated (Weaver, 2016). Prior to the termination of
the partnership, Walgreen’s wanted to discontinue the partnership, but they were afraid Theranos
would sue for a breach of contract. Doctors stated that they didn’t rely on the results. Theranos
used a loophole by not selling their products to labs to bypass the FDA’s approval to sell its tests.
After this occurred it May 2016, more events unfolded over the summer.
In June 2016, Brooke Buchanan, the communications director, left Theranos. In summer 2016,
Theranos was banned from lab research in California for two years. The company decided to
appeal the decision of the ban on August 26, 2016. It was stated that Holmes is unlikely to

resign from Theranos (Carreyou, Siconolfi, & Weaver, 2016). In a press release, Theranos stated,
“they didn’t know of any harm by patients and even though testing had stopped in California,
Theranos was still continuing lab operations in Arizona” (Carreyrou, Siconolfi, & Weaver,
2016). On October 6, 2016, Theranos stated that they will shut down its blood-testing facilities
and shrink its workforce by more than 40%. The crisis is still ongoing almost a year later.
Situation Analysis
This situation faces a major ethical dilemma because it deals with deceptive results for a medical
testing device that could skew the results on one’s blood levels. A product by Theranos could
have prevented someone from getting medical help for a health concern that was life threatening.
The main element of the ethical dilemma is that the product is deceptive, which could have
harmed one’s health. It is stated in the Public Relations Society of America for disclosure of
information where one must display honesty and accuracy in all forms of communication. One
must avoid deceptive practices and act promptly to correct erroneous communications for which
a member is responsible (PRSA, 2016).
In the American Society of Clinical Laboratory Science Code of Ethics, it states to commit your
job to the patient, profession and society (American Society of Clinical Laboratory Science
Code, 2016). As a result of providing inaccurate information, Theranos violated all three areas of
the ASCLS’s Code of Ethics. This matches a statement in the Journal of Medical Ethics that
“The decision of who gets what treatment (fairness and equality). Other values soon included
were respect from persons-the patient (and the person treating the patient) have the right to be
treated with dignity, truthfulness and honesty- the concept of informed consent” (Neuberger,
2015). Theranos should have been honest with the results that were on the device and possibly
withholding the release of the Edison devices until more accurate results were achieved.

Theranos’ tone of denial began to change with a press release that was issued on the Theranos
Newsroom on October 5, 2016. The press release stated that it will shut down labs and comply
with the Federal Drug Administration. It stated “After many months spent assessing our
strengths and addressing our weaknesses, we have moved to structure our company around the
model best aligned with our core values and mission” (Holmes, 2016). On the updated website, it
stated that the products such as the miniLab was not approved by the FDA nor was it available
for sale (Theranos, 2016).
Method:
First several codes of ethics were reviewed to guide the actions by Theranos. The following
codes of ethics were the American Society for Clinical Laboratory Science, the Journal of
Medical Ethics and Public Relations Society of America Code of Ethics. Articles were scanned
through on a timeline of the events beginning with the Wall Street Journal article that brought
light to the controversy to the most recent news of Theranos stating that they would put their
attention on the miniLab platform even after shutting down facilities and cutting their workforce
by 40%. Articles and documents of communication on all sides of the matter were scanned Code
of Ethics were used to provide guidance on the tone of the article.
Results
Although the situation is currently ongoing, Theranos has received a negative image amongst
multiple stakeholders such as government agencies, the medical community and the general
public. Amid the controversy, Walgreens dropped its partnership with Theranos amongst the
controversy of the inaccurate results of the blood testing. In August 2016, Holmes was
promoting minilab, which had not been approved by laboratories (Carreyou and Weaver, 2016).
Theranos was halted from running a lab, and they didn’t close the labs until about two months

later on October 5. As a result, 40% of employees will lose their jobs. Roughly 340 out of 790
employees will lose their jobs (Carreyrou and Weaver, 2016). Currently, Theranos is dealing
with federal and state laws. It was stated in the press release that they will work toward obtaining
FDA clearances and build commercial partnerships.
Recommendation
The chance of survival looks minimum for the organization. However, the organization needs to
hope for the best and prepare for the worst by instilling transparency. Transparent
communication deals with the awareness objectives of increasing knowledge and understanding,
simply means making your case (Smith, 2013, pg 140). In general, Theranos needs to abide by
the PRSA Code of Ethics for communication tactics.
Theranos should have ceased activity in the labs prior to the FDA demanding that they stop
working in the labs. Policies need to be into place to compare multiple results from testing and
the accuracy. Third party testing will be used on the equipment to ensure accuracy.
Elizabeth Holmes needs to step down as CEO and continue on with another position in the
company if she wants to stay dedicated to the cause like Susan Brinker during the Susan G.
Komen Foundation (Myers and Reynolds, 2013). In fact, she should have stepped down once the
controversy occurred to help the organization survive and achieve the right path toward
redemption. Theranos should also conduct 200 tests on the devices and compare it to the
standards of accuracy.
The communication strategies for Theranos will change and follow the PRSA Code of Ethics.
The newsroom on the Therano’s website should never be used to write articles that are defensive
nor should the organization have defensive strategies. If someone were to be at fault, the
organization would admit to the wrong doing. Theranos should be willing to admit that they were

in the wrong and results were skewed and work toward compensation of clients who used the
testing. To instill honesty with investors, stakeholder relations will be used on such things such
as financial reports, progress reports and partnerships with third party sources such as
universities. When a state bans Theranos from operating a lab, no labs will open in other states
and Theranos will abide the law and regulations.
Theranos shut down labs on October 5, 2016, which was the correct action. However, this action
might come a bit too late for the organization. Theranos should possibly consider working with
in the medical technologies field. Instead of being secretive the organization needs to instill
transparency.
Ultimately, a code of conduct needs to be set up by Theranos. The code should be based around
the PRSA Code of Ethics, American Society of Clinical Laboratory Science Code of Ethics and
Journal of Medical Ethics. By creating a code of ethics, it will protect those Theranos
communicates with, the medical field and specifically the industry of phlebotomy. The code will
be enforced to guide the employees at Theranos for their practice in medical research, working
with research patients and the public. If an employee has been found to violate the code, they
will be punished which could result in one losing their job.
Due to the statement in the Journal of Medical Ethics, patients could have signed up to have their
blood tested for research to test the accuracy of the equipment. Walgreen’s was wrong for
beginning their partnership Theranos without a confirmation of lab results via a third party.
However, they should never partner with a brand unless the results are confirmed as accurate.
Walgreen’s is a health based company so they should consider the well-being of their customers
just like Theranos. However, before any product that Theranos releases it must have clearance by
the FDA. If Theranos does happen to no longer exist, then it will end on the right terms.
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It’s that time of year when you hesitate posting a political gaffe of a candidate in fear that your Facebook page will become a battle ground by
posting the article. The truth is election brings out the worst in both parties. Let’s stop fighting for a moment and think about how awesome, and
scary, it is that the future of our country is determined by your vote. So not only do your part and vote this election, but do your research over
candidates from non-biased sites. It is inevitable that all candidates make mistakes regardless of the party.
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If there’s one mistake we see each year, it’s a political candidate or campaign manager who does not ask an artist to use their music. It just backfires
and makes the candidate look bad for not doing their research. Even though a musician might share the same political views they may not want to
endorse the candidate. Songwriters need to be included too because Sam Moore changed the lyrics of the Sam and Dave hit “Soul Man” to “Dole
man” for Bob Dole. However, the songwriter Isaac Hayes demanded a cease and desists where eventually the song wasn’t played. Enter Sam Moore
in 2008, when he asked Barack Obama to quit using “Hold On I’m Coming.” His statement included how his vote was a private matter between him
and the ballot box. However, he did perform for Obama later at the 2013 Inaugural Ball.

Communication Breakdown–
Whatever you say on the Internet is eternal because a screenshot of a deleted post lives forever. That happened to Bernie Sanders when a tweet was
sent out that said, “Greed, fraud, dishonesty and arrogance. These are just some of the adjectives we use to describe Wall Street.” The tweet was
deleted because the words were nouns not adjectives. It’s okay if you have to sing a Schoolhouse Rock song while writing to reintegrate basic
grammar.

Cruz fired his communication director around two weeks after the Iowa Caucus. Lies were spread about Ben Carson suspending his campaign after
Cruz won Iowa and Rubio’s religious beliefs. Just creating a lie about the opposing candidate is bad and if issues arise the first time the director
should not even have a second chance.

When celebrating, don’t get crazy–
Before John Kerry won the Democratic ticket in 2004 enter Howard Dean, the man who won the coveted Iowa Caucus. He stated his excitement
how he was going to win states then a scream that doomed his political career. Not only does that moment live on YouTube, but Dave Chappelle
made a skit, which parodied the scream.

Everyone is important –
Where does one begin on Donald Trump’s comments about different races and women? His comments about reporter Megyn Kelly is just one of the
many numerous comments. That is not a smart way to pick your battles considering that according to NY Magazine single women are currently the
strongest political force.

However, during a debate, Ted Cruz stated most Americans could not relate to Trump because he had New York Values. Well Cruz’s mistake was
just as bad because it is like calling someone from a rural area in Wyoming a country idiot.

Also, as much as you might want to get a certain demographic don’t try to reach out too hard. Hillary Clinton faced flack for the Hispanic
community when she posted an article that said “7 ways Hillary Clinton is just like your Abuela.” Soon after the post was made, #notmyabuela
became a trending topic on Twitter. Instead, she should have made the post in different languages to reach out to different demographics instead of
speaking Spanglish.

This entry was posted on Tuesday, March 29th, 2016 at 12:11 pm and is filed under BurrellesLuce, Communications, Media Industry, Media Relations, News Coverage, Public
Relations, Social Media, Uncategorized. You can follow any responses to this entry through the RSS 2.0 feed. You can leave a response, or trackback from your own site.
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I would be lying if I said going back to school is easy. It’s hard because it’s easier than what
you think. There’s so many other elements that make graduate school harder such as your
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friend circle is not with you and it is a whole new journey. Plus, the words “graduate school”
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seem like a monster, but it’s not. The hardest part is getting started and dealing with a
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change of schedule. However, I was willing to have something to do that was productive.
In college, I toyed around with the idea of graduate school. I looked at a few programs, but
with much excitement I decided that going out into the workforce might be the ideal route
for me.

ABOUT BRIAN LAMB
My dream did not come true. Upon graduation, I planned to continue working at my part-
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time job as a stage manager for Hail State Productions, until I found full-time employment.
That wasn’t the case. The lease on my house was running out and I had to leave that job.
However, I luckily landed a freelance gig, which helped me learn a variety of skills.
When moving back home, I thought about communications graduate programs. It did not

PROGRAM FINDER
DEGREE LEVEL
AREA OF STUDY

strike me as a good idea. In undergraduate, I had obtained 3 concentrations. It felt so sad to
me because I had worked countless hours from when my classes engulfed my free time and
serving on extracurricular activities to doing three hours of Pilates some days and catching
up on shows friends had recommended to me in undergraduate. My boss could probably tell
you that I was eager to work extra hours. While at a friend’s house, her mother said, “Well
Emma you might just want to look around again. Give it a try at least, but don’t jump in
hastily.”
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About a week later at Starbucks one day, I was sitting and I thought what if there was an
online communications masters program. I will never forget having an epiphany in that
brown leather couch. I only had about 20 minutes before I had to leave, but I didn’t waste a
moment Googling online graduate school programs.
After getting lunch one day, I received a phone call from Ramsey Ghunim, a member of the
online admission’s team. He was great at giving advice and listening. Ramsey learned a lot
about me such as my diverse background in broadcasting, journalism and public relations
while helping me apply for the program.
I learned that when choosing a graduate school program look at the set up of the program as
well as whether it is on campus or online. Purdue University’s online graduate program
seemed so right because I felt as though I would not be con!ned to a classroom. In
undergraduate, I had three concentrations where I had spent so much time on campus.
Getting into the program was a blessing, but I was still nervous. Right now, I’m proudly in my
fourth class and I’m not stopping until I get my Master of Science in Communication.
If you have trouble getting started, create your own circle related to your career and have
them motivate you. Plus, with a graduate school program online you can work at your own
pace. Also, it’s great because you do not have to leave your current job.
Trust me you are smarter than what you think. I had roughly 13 months between
undergraduate and graduate school, but time should not be an element. Don’t be concerned
about being the oldest person in the classroom. Yes graduate school is a commitment that
costs time and money, but consider it an investment. If you have any doubts, just push them
aside because you will be led in the right direction.
Learn More
Emma Hawes is a student in Purdue’s online Master of Science in Communication degree
program. The program can be completed in just 20 months and covers numerous topics
critical for advancement in the communication industry, including crisis communication,
social media engagement, focus group planning and implementation, survey design and
survey analysis, public relations theory, professional writing, and communication ethics.
About the Author
Emma Hawes is currently working as a freelance social media content creator, while
attending graduate school online at Purdue University. Hawes has a bachelor's degree in
communication, with concentrations in journalism, public relations and broadcasting from
Mississippi State University. In college, Hawes was a freelance broadcasting technician, where
she worked behind the scenes for games with ESPN. When she is not behind her MacBook,
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iPhone or camera, she enjoys watching comedy, reading and cooking.
*The views and opinions expressed are of the author and do not represent the Brian Lamb School
of Communication.
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