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June 1 – June 30, 2017 

BLOCK PARTY 2017 
The Block Party 2017 campaign kicks off in June and runs for four weeks. It is intended to build excitement and 
raise funds in preparation for the start of the Carter Work Project which brings Jimmy and Rosalynn Carter to 
Canada to build 150 homes in honour of Canada’s 150th Anniversary. The Block Party 2017 campaign is different 
from the Carter Work Project in that it is less focused on larger corporate funding, and is intended to appeal to 
young people, students, and families who want to get involved in community and neighbourhood building at a 
grassroots level. This campaign encourages people to get involved wherever they are, and in whatever small ways 
they can.  

A Block Party inspires images, sounds, and voices of neighbours coming together to celebrate, to help each other, 
and to get to know each other. This campaign seeks to provide a meeting place where people can learn about our 
mission, hear some great music, share stories, get to know each other, and ultimately raise funds to build houses 
for people in their own communities. We want people to know that they don’t have to be builders, they don’t have 
to travel to remote locations, and they don’t have to make huge donations to make a difference. Small activities 
such as a lemonade stand, a bake sale, a musical performance, and odd-jobs – whatever you can do – can be a 
great way to inspire people to give.  

CONTENT STRATEGY 
We want to reach people of all ages, in the spaces where they already meet, and show them how to get involved 
and raise funds in fun and easy ways. We will use social media channels to showcase content and tell stories which 
speak to individual targeted audiences. We will use Facebook, Instagram, Twitter, YouTube, and the Habitat for 
Humanity blog at www.habitat.org/stories, but the primary focus will be on Facebook, Twitter, and YouTube. 
These target the families that we want to motivate to get involved. These reach the most people, and the broadest 
spectrum of people. The following table illustrates the audience we seek on each channel, and the messages we 
wish to convey. 

  

http://www.habitat.org/stories
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Channel Audience Messages 

Facebook 

Irregular 
schedule: 
Sometimes 
every 2 days. 
Sometimes 
every 6 days. 

 families 

 parents 

 small businesses 

 men: women = approx. 
45:55 

 ages: 18 – 29, 30 – 49, 50 – 
64 

 lower income, some college, 
all areas 

 Get your family involved in 
helping other families. 

 Activity ideas for all ages – kids 
to teens, to adults, to elders.  

 No donation is too small. 

Twitter 

Irregular 
Schedule: 
Sometimes 
several 
times/ day. 
Sometimes 
every 4 -5 
days. 

 businesses 

 job seekers 

 media 

 government 

 non-profit organizations 

 men: women = 50:50 

 ages: 18 – 29  

 affluent, educated, 
urban/suburban 

 #CollegiateChallenge  = 
college students/ school 
groups 

 Get your school group 
involved.  

 Get your business involved. 

 Get active in your community. 

 Start an activity that everyone 
can participate in. 

 Give generously and inspire 
others to do so. 

YouTube 

Approx. 
1/month. 

 families 

 TV watchers 

 award recipients 

 volunteers/ staff/ donors 

 ages: 18 – 65 

 all demographics 

 Our success stories/ Your 
success stories. 

 How people like you can make 
a difference. 

 Thanks to staff, volunteers, 
donors 
 

Instagram 

2 – 3/ week. 

 international 

 workers/ volunteers 

 activists/ social justice 

 men: women = 44:56 

 ages: 18 – 29, 30 – 49 

 lower income, educated, 
urban 

 Use your education and your 
activism to help others.  

 Get involved in international 
justice. 

 

Blog 

Undated. 

Evergreen. 

 workers/ volunteers/ donors 

 international 

 families 

 corporate sponsors 

 

 Our success stories. 

 Here’s where your work makes 
a difference. 

 Get your family involved. 

 Get your business involved. 
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CONTENT CALENDAR  
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CONTENT PLAN  
1. FACEBOOK POST: SATURDAY, JUNE 3 

Even kids can build houses! 

Wyatt and Owen donated their lemonade money to a 
Habitat house “to make other kids feel happy”. #BlockParty 
http://www.habitat.org/stories/5-amazing-kids-who-make-
a-difference 

 

This Facebook post is intended to reach the “moms and families” audience, and features a simple thing that kids 
can do to get involved in fund raising. It links to owned content on the Habitat for Humanity blog which is 
evergreen, undated, and could be recycled in any season. When people follow the link to the blog post, there are 
opportunities at the bottom of the post for people to get involved with Habitat, or make donations. The post also 
connects with our “Block Party campaign as it’s a realistic activity to have at a Block Party. I would not use this in 
paid advertising. It seems too exploitative to use the kids and their earnest efforts in paid ads. 

2. FACEBOOK POST: THURSDAY, JUNE 8  

Turn your unwanted stuff into houses! 

Every #BlockParty needs a yard sale. Why not clear out your 
stuff and donate the proceeds to Habitat? No amount is too 
small.  

 

Photo: Allen Chu – Yard Sale 2007 005 CC license 
https://creativecommons.org/licenses/by/2.0/legalcode 

This Facebook post also seeks to get families involved in whatever small ways they can. June is the perfect time for 
spring cleaning, and yard sales, and we want to remind people that donations are welcome in any amount. This 
post doesn’t need to link to anything else, but can live on its own as a reminder and inspiration. The #BlockParty 
makes the content time-sensitive, as it falls in with this particular campaign, but with a little tweaking, it could link 
to evergreen content. It could be made into an article or blog post featuring yard-sale tips. This could also be 
promoted in paid ads. This could easily become a banner ad on other sites, such as HGTV – perhaps running at the 
side of one of the “Home Improvements” shows. People often watch these online shows for ideas on storage and 
reducing clutter, so the theme would be a good fit. It also has a simple message – not too complicated, and would 
appeal to people who just want to clean out their stuff 
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3. TWITTER POST: SUNDAY, JUNE 4 

Thanks to Centennial College #ProfessionalWriting students 
for working on our #BlockParty in Toronto! 
#CollegiateChallenge 

 

This Twitter post is connected to Habitat’s #CollegiateChallenge which is designed specifically to showcase and 
thank school and college groups who travel together to take part in builds in remote locations. Twitter is often 
more serious, more educated, and more focused on activism than Facebook, so Twitter is a good platform for this 
kind of message. It could be thanking any school group in Canada, and reminding people that students can make a 
big difference. It might inspire other school groups to become active. The nature of Twitter is not evergreen, but 
with a little effort, this could be turned into a blog post which would be evergreen. There are blog posts on Habitat 
for Humanity Stories which feature individual success stories. It would fit there. I find it hard to see how this would 
translate into a paid ad. It’s a very specific action that might have limited appeal to the general public. 

4. TWITTER POST: SATURDAY, JUNE 10 

Your business can make donations-in-kind! ReStores accept 
appliances, décor, and building materials. Make it a 
#BlockParty and gather up everything you don’t need! 

 

This Twitter post targets small businesses and encourages them to make donations-in-kind. They could even get 
together with other businesses and partners and pool their resources. This might appeal more to those involved in 
industry, in activism, and in promotional activities on Twitter. To make this evergreen, it would have to be turned 
into a blog post, or used on the website as a landing page for the ReStores. This could be tweaked and turned into 
a paid banner ad, also on the HGTV website, or any site that is connected with homebuilding, home furnishings, or 
hardware.  
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5. YOUTUBE VIDEO POST: FRIDAY, JUNE 2 

Canadian artists Reuben and The Dark donated this song 
for your #Block Party!  

Download the single on iTunes in the month of June, and 
all proceeds go toward homes for families. 

 

The YouTube post is done in partnership with a Canadian band (such as Reuben and the Dark, but could be anyone) 
which has volunteered to create a promotional video for an original song. The song will be available on iTunes for 
the month of June, and proceeds will be donated to Habitat. The song ties in with the music aspect of a block 
party, and thus fits the campaign message. It is designed to draw donations, and will be heavily cross-promoted on 
Twitter, Facebook, and Instagram throughout the month. After the campaign is finished, the content can be 
tweaked to remain evergreen. This could easily be used in a Facebook ad or a Sponsored Story, as it would be 
highly shareable. 

6. INSTAGRAM POST: MONDAY, JUNE 12 

Make your #BlockParty an international festival!  

Your donations build houses in countries where the need is 
greatest. #HabitatForHumanity 

 

Instagram is a strange place for Habitat, and they seem to use it differently than the other platforms. Currently, it 
features travel stories, international success stories, and pictures of individuals and places where Habitat helps the 
neediest communities. This post suggests that people think about the global impact of their donations, and 
encourages their activism. The post would be evergreen if the title were tweaked a bit. With a few minor changes, 
this could become a banner ad on websites related to travel, or it could become a Facebook ad targeting young, 
mobile Millennials, interested in activism. 
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7. INSTAGRAM POST: SATURDAY, JUNE 24 

Get the #BlockParty started! 

#ThankYou to our volunteers and donors! We need your 
hands and hearts to make it work. Everyone deserves a 
safe and affordable home. #HabitatForHumanity  

 

This Instagram post targets the volunteers and activists who use our Instagram site. This is a reminder that we 
need support from everyone, and it tries to appeal to the social justice aspect of donating. The content is 
evergreen, as is our thanks, and the need for volunteers and donations. As a ‘Thank You’ message, I can’t see using 
this as a paid advertisement. It could be cross-promoted with Twitter, however, as that is a more activist type of 
platform too. 

8. BLOG POST: SUNDAY, JUNE 18 

Dads helping Dads 

Every Dad wants a safe, affordable home for his kids to 
grow up in. These Dads win “Father of the Year” for helping 
Habitat For Humanity turn other Dads’ dreams into reality. 

 

This blog post would live on the Habitat for Humanity blog, Stories (www.habitat.org/stories), which features 
evergreen content that highlights our successes, and focuses on individuals’ stories. This post, in honour of 
Fathers’ Day, focuses on Dads who have helped other Dads who needed a hand up. This is a very joyful and 
optimistic post, celebrating the achievements of real people who cared about their communities. The stories are 
undated, and can be cross-promoted in any other platform. This post does not tie in specifically with the Block 
Party theme, but like all the other blog posts, remains timeless. This could be tied in with Twitter and Facebook 
posts on Fathers’ Day. I can’t imagine this as a paid advertisement, as it doesn’t have a call-to-action, but is simply 
meant as a celebration of individual efforts, and a reminder that everyone needs help sometimes. 

  

http://www.habitat.org/stories
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9. BLOG POST: THURSDAY, JUNE 1 

 

This blog post is also posted on the Habitat for Humanity Stories blog. It is also evergreen content which could be 
used throughout the year. It is inspired by a similar post by a charity in Whistler 
(http://www.whistlercentre.ca/2015/08/neighbourhoods-work-block-parties/), and does neatly fall into our Block 
Party campaign theme. This falls more under the category of content marketing. It is only tangentially related to 
the mission of Habitat for Humanity. But it does offer a way for people to get involved with fundraising in their 
communities, and that is what we are trying to promote. I see the post featuring some of the celebrations that 
Habitat has hosted, or taken part in in different areas of the globe. If the tips are good, solid ideas, people will read 
it and come back to it. This could be used as a paid advertisement, as in the example below. 

10. PAID AD: FACEBOOK SPONSORED STORY:  

 

How to Host a Great Block Party 

When we finish a build, of course we celebrate! Everyone’s 
invited! We’ve got lots of tips for hosting your own Block 
Party for a good cause. 

 

Photo: Centre for Sustainability Whistler 
http://www.whistlercentre.ca/2015/08/neighbourhoods-work-block-
parties/ 

Habitat for Humanity 

S P O N S O R E D  

When we finish a build, of course we celebrate! 
Everyone’s invited! We’ve got lots of tips for hosting your 
own Block Party for a good cause. 

 

How to Host a Great Block Party 

A block party is a great way to meet your neighbours, 
share ideas, and just kick back and have a good time with 
the family. Thinking of planning a bash? Let us give you a 
hand. 

www.habitat.ca  

http://www.whistlercentre.ca/2015/08/neighbourhoods-work-block-parties/
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This paid Facebook Sponsored Story links back to the article on the blog. It can run on Facebook throughout the 
month. Facebook was chosen because we want to reach a large number of people; specifically, families, moms, 
and local event planners. Like the Facebook posts above, we want to motivate regular people to either donate, or 
get involved in their communities. This content, despite being tied in with the Block Party theme, is evergreen in 
the sense that the act of planning community parties isn’t likely to change much over the months and years. 
Anyone could use the tips for organizing their own events. This ad could work on Facebook or Twitter, as links to 
blog posts are frequently seen there. 


