
 
 
 

 
 

 

 

 

COMMUNICATIONS STRATEGY 
Kisses4CANFAR 2017



  Background 

Kisses4CANFAR was launched in the fall of 2012 as an awareness program to engage and educate 
young people.  

A quarter of all new HIV diagnoses in Canada are amongst youth 
ages 16-29, and this is largely due to generational misconceptions 
about HIV and HIV transmission.  

The Kisses4CANFAR campaign aims to approach this demographic in a way that they will respond to: 
through digital media and by sparking conversations about relationships and sex. The campaign ran 
from February 1-15, in 2013 - 2016. The timing was selected because it leverages Valentine’s Day, a 
holiday that matches the theme of the campaign. 

From 2012-2014, CANFAR collaborated with a PR agency to execute the Kisses4CANFAR campaign. 
The communications mix was widespread:  

> School fundraising events led by university campus clubs 

• CANFAR clubs across Canada held small fundraising events such as bake sales with 
Kisses4CANFAR print resources, smooch temporary tattoos and smooch pins to be distributed 
to students. The aim was primarily to raise awareness and emphasize the importance of 
education in preventing transmission, and secondarily to raise funds for CANFAR. 

• The campaign reached an estimated 2 million students across 3,000 schools, in all provinces 
and territories in both 2012-2013 and again in 2013-2014. 

> Social media fundraising  

• The #smoochselfie: CANFAR launched an Instagram, Facebook and 
Twitter campaign calling on Canadians to post selfies wearing red 
lipstick, smooch tattoos, or smooch pins, and making a “smooch” 
kissing face, and to tag #kisses4CANFAR and #smoochselfie. Prizes 
were given to the best selfies (as chosen by the CANFAR staff) as 
incentive.  

• The aim was to raise awareness about CANFAR and to 
encourage an open dialogue about HIV amongst young 
people.  

• Across all three social media platforms, the 
#kisses4CANFAR hashtag accumulated 4.4 million 
impressions in 2012-2013 and 20 million impressions in 
2013-2014. 

> “Inappropriate valentines”: free downloadable valentine e-cards 
from CANFAR 

> Provocative advertising in Toronto subway cars 

> Media hits 

• A public service announcement that aired on Much Music in 2013.  

• A partnership with ALDO in 2012-2013 
o $30 ALDO gift cards were sold through the Kisses4CANFAR website, and ALDO donated 

$15 to CANFAR for each gift card sold. This raised $21,000 for CANFAR  

• The Canadian TV program “the social” plugged the campaign and took a #smoochselfie on air, 
and promoted the campaign in a blog post, in 2014.  



In its first year (2012-2013), Kisses4CANFAR accumulated more online attention than any CANFAR 
campaign had to date, and raised $90,000. The 2013-2014 campaign focused more on the 
#smoochselfie and less on fundraising, accumulating five times the impressions of the year before.   

The Kisses4CANFAR campaign was executed in 2014-2015, but had far less impact than in the two 
previous years. This is primarily because CANFAR was no longer connected to the PR agency, so there 
was much less work done to get the attention of the media. The 2015 
campaign was comprised only of: 

> Campus clubs – engaged 2.5 million students and distributed 47, 000 
condoms 

> The #smoochselfie – 1000 selfies were posted 

The following table summarizes the strengths and weakness of the past 
three years of Kisses4CANFAR. 

 

Strengths Weaknesses 

In its first two years, Kisses4CANFAR 
generated massive amounts of new 
online attention for CANFAR, 
particularly with a younger 
demographic not previously involved 
with CANFAR.  

“Eggs in too many baskets.” 
Kisses4CANFAR was targeting a number 
of communications channels with no 
cohesive strategy and without carefully 
planning/monitoring any of them. 

On social media, the #smoochselfie 
engaged its target demographic of 18-
35 year olds.  

The audience skewed younger – to 
undergraduates – a group that have less 
disposable income or social connections 

Kisses4CANFAR provided university 
campus clubs with a campaign to work 
with, facilitating fundraising and 
education. 

2015 and 2016 were significantly less 
successful than 2012-2014, weakening 
the reputation of the campaign.  

 

Kisses4CANFAR social media accounts are still live, but have been inactive since February 2016: 

Instagram (@kisses4canfar): 214 followers (106 posts) 

Facebook (Kisses 4 CANFAR): 877 page likes  

Twitter (@Kisses4CANFAR): 4 followers (33 tweets) 

The 2017 communication strategy builds on the previous success of Kisses4CANFAR, but promises to 
have a greater impact by narrowing the scope and specifying the objectives. The campaigns strengths 
are played up and the weaknesses are addressed. The following strategy ensures that after slowing 
down in 2015 and 2016, Kisses4CANFAR comes back bigger and better in 2017.  

  



 

  Company objectives 

• Raise $50,000  

• Establish a reputation for CANFAR as  
a. Canada’s leading resource for expertise in HIV/AIDS and related issues 
b. A top of mind Canadian charity organization 

• Build relationships with young professional influencers 

• Educate the public about HIV/AIDS and the social, political and health issues surrounding the 
disease  

 

  Communications objectives  

• Build a social media following and email list of target audience members  
o Obtain 500 new emails 
o At least 500 Instagram followers and 500 twitter followers 
o Engage pre-existing followers/email contacts 

• Increase the amount of user-generated content created using the #kisses4CANFAR hashtag by 
300% from the 2016 campaign 

• Showcase Kisses4CANFAR in the media 

• Increase HIV/AIDS awareness in the target audience 
 

  Target Audience 

Kisses4CANFAR was launched in an effort for CANFAR to reach 18-30 year olds, an audience that is 
typically less informed about HIV/AIDS and less involved in the cause. But Kisses4CANFAR’s target 
audience can be narrowed down even further.  

Primary audience: Kisses4CANFAR targets females. The nature of the campaign itself, being a selfie in 
red lipstick, lends itself to a female audience, and this is confirmed by the overwhelming female 
engagement in past years. There are two age demographics: CANFAR campus club programs target 18-
23 year old undergraduate students, while the greater campaign targets both the students involved on 
campus and a wider audience of 24-30 year old young professionals or mature students. Regardless of 
which of these age group they falls into, Kisses4CANFAR’s potential supporters have a number of 
things in common: 

• They are likely already seeking opportunities to support charity. They value giving back to their 
community. They want to feel like they have the power to make a difference, and want to do 
things that will give them a sense of moral reward. They respond to aspirational and positive 
messages.   

• They are motivated academically/professionally, are well rounded, and are actively seeking, or 
least open to, volunteer and social opportunities.  

• They have little to no prior knowledge of HIV/AIDS as a cause, but are open to learning because 
they want to feel engaged in the cause they’re supporting.   

• They are social beings; they enjoy going out and meeting new people in the real world, but are 
also actively engaged on social media. They use Instagram on a regular basis, and enjoy 
posting pictures of themselves and their friends. 



• They have an interest in fashion and beauty, and are aesthetically inclined. They regularly shop 
for make-up and may already follow fashion and beauty blogs.  

Secondary audience:  

Although the primary target audience is undeniably female, it is important to note that many men have 
engaged in Kisses4CANFAR in the past, whether by attending fundraising/awareness events or by 
posting a #smoochselfie. It is important to always keep this secondary audience in mind and never to 
be exclusive to women. Many young professional men share the same values described above, and 
therefore respond well to this campaign.  

  Communications mix 

In order to successfully achieve the objectives of the campaign, the communication mix is more 
focused than in previous years. The overall shape of the campaign is as follows: 

• The #smoochselfie social media campaign is the meat of the overall campaign.  

• There will be a campaign launch party. 

• CANFAR campus clubs will be sent promotional material to help them fundraise and to engage 
their campuses in the selfie campaign, as in previous years.  

Corporate sponsorship from Bite Beauty 

One strong partnership will help promote the campaign while keeping it focused. The #smoochselfie 
concept begs for a lipstick sponsorship. Bite Beauty is the right partner because they are a Canadian 
company with values aligned to CANFAR, and that already has our target audience’s attention. Bite 
Beauty would create a specific lipstick for the campaign that is CANFAR red. This could be done either 
by mixing to create our exact red, or by simply re-naming a lipstick that is the correct colour for the 
length of the campaign. This lipstick would be sold from Bite with 50% of proceeds going to CANFAR. 
This would achieve fundraising and also strengthen the #smoochselfie; the selfie could be associated 
with a specific red lipstick. Bite and Kisses4CANFAR would have a mutually beneficial relationship: 
Bite Beauty’s existing clientele learn about CANFAR and CANFAR’s audience become new customers 
of Bite. Further aspects of this partnership are mentioned in the sections below.  

This partnership will be important in targeting the 24-30 year old young professional audience. 

Email “blasts”  

CANFAR and 30 Under Thirty already have extensive email contact databases. This audience is readily 
available and includes many people from the target demographic.  

Social media  

The pre-existing Kisses4CANFAR social media accounts will be the home bases of the campaign. The 
target audience is active on social media and always looking for new social media trends. Social media 
has a history of successful campaigns raising awareness for charities (e.g. ALS ice bucket challenge). 

Instagram and Twitter will be the primary social media channels for the #smoochselfie campaign. 

Instagram is inherently visual, and is where people want to post selfies.  

There are 58,425,292 posts on Instagram with the tag #selfie   

Most importantly, Instagram is big with the specific target demographic of 18-30 year old women. 
Instagram has overtaken Facebook and Twitter as the platform with the youngest demographic. 50% of 
18-29 year olds use Instagram; however, it is safe to say that a much higher percentage, if not all of 
this campaign’s target audience uses Instagram. Instagram is the choice platform of social influencers 
and beauty/fashion bloggers, which is why we are guaranteed to find our target demographic here.   



The Kisses4CANFAR twitter account, which currently has 4 followers, will be established as the other 
main channel for the campaign. Like Instagram, twitter is popular with a younger demographic: the 
highest age bracket using twitter is 18-34 year olds. Also, twitter is an effective channel for 
campaigning because of the hashtag culture. Twitter invented the hashtag, and remains the channel 
where people most often search for posts by hashtag. Therefore, it makes sense to get the 
#kisses4CANFAR hashtag onto twitter.  

Facebook  

Although Facebook receives attention for having an increasingly older demographic, millennials ages 
25-35 remain the largest demographic using Facebook. The Kisses4CANFAR Facebook page has 800 
likes, meaning it is the largest audience already at the campaigns disposal.  Despite being less photo-
oriented than Instagram by nature, Facebook seems to also be where many choose to post selfies. 

50% of all selfies are shared on Facebook (whereas 8% are shared 
on Instagram and 8% are shared on Twitter) 

 

Press releases/proposals for blogs and media hits 

An effective and relevant communication channel through which to reach our target demographic is 
blog posts, either from Canadian lifestyle and news blogs or from influential beauty and fashion 
bloggers.  Press releases and/or proposals will be prepared to reach out to bloggers to post about the 
#kisses4CANFAR campaign. We will also reach out to influencers to come to the launch party.  

Launch party 

An event launching the release of the CANFAR Red lipstick from Bite will provide an opportunity for 
supports to engage offline. A launch party is also effective for drawing media attention. The event will 
take place at the Bite Beauty Lab location on Queen St West in Toronto. An intimate event in the Bite 
store will be enticing to our target audience and to beauty influencers. The event will also provide an 
opportunity for fundraising and education/awareness.   

CANFAR Campus Clubs  

As mentioned above, CANFAR campus clubs’ involvement with #kisses4CANFAR will be continued as 
in previous years. Kisses4CANFAR at university campuses effectively engages the younger target 
audience (18-23), bringing them into the social media campaign, and is effective in fundraising.  

  Message  

Hire a freelance communications professional to manage the campaign 

Kisses4CANFAR has had less success in the past two years due to the lack of involvement from a PR 
agency. The 2017 campaign will be streamlined to focus on social media, and less on advertising and 
television spots. A communications coordinator should be hired to manage the campaign; the office 
staff is busy and focused on many other projects that overlap with this campaign. To achieve the 
greatest success, one person should be devoting their time entirely to this campaign.  

Email 

• An initial email “blast” will be sent out to launch to campaign, calling on email contacts to 
follow Kisses4CANFAR on Instagram, Twitter and/or Facebook and to participate in the 
#smoochselfie.  

• Follow-up promotional email blasts will be sent out updating them on the campaign, with the 
same call to action.  



• A thank-you email should be sent after the campaign ends to reach out to new email contacts 
that were acquired. 

• Only 4 emails should be sent in total.  

Social media 

• Instagram, Twitter and Facebook communication should be constant. An editorial calendar 
should be made ahead of time so that high quality content is posted every day of the campaign. 

• Original content will include 50% promotional posts calling to action to participate in the 
campaign and 50% informative content (facts and figures about HIV/AIDS in Canada). The 
latter provide supporters with the value of seeing where their time and money is going, and 
incidentally help promote participation in the campaign itself.  

• High quality user-generated #smoochselfies will be re-posted to the Kisses4CANFAR accounts. 

• The Kisses4CANFAR Instagram account will like every #smoochselfie that is posted with the 
#kisses4CANFAR hashtag, and will comment on selfies on occasion, using the person’s name. 
People are motivated to participate in hashtag campaigns by the reward of being called out by 
the company, and #kisses4CANFAR should deliver.  

• All of the Kisses4CANFAR accounts will seek out and engage with social media accounts from 
influencers.  

• Contests 
o Sweepstakes: Throughout the campaign, there will be intermittent sweepstakes for a free 

Bite lipstick. To enter the contest, users will have to follow the account and tag three 
friends.  

o Selfie contest: Towards the end of the campaign, Kisses4CANFAR chooses and posts 
their 5 favourite #smoochselfies by users to a photo contest landing page where users 
vote for their favourite selfie. The winner gets a gift basket from Bite Beauty. This can 
be used as incentive throughout the campaign to get people to post selfies.  

CANFAR Red Lipstick by BITE 

• Print materials will be created for the display in stores and graphics will be created for the 
online store.  

• Each lipstick will come with a small insert with HIV/AIDS and facts and figures as well as a call 
to action to enter the #smoochselfie campaign with their new lipstick.  

Blog posts 

• Bloggers will be asked to post articles promoting the Bite-CANFAR collaboration and the 
#kisses4CANFAR campaign; a proposal that provides tips on content will be sent to the 
bloggers. 

• Articles will be written and submitted to Toronto media outlets such as blogto.  

Launch Party 

• The launch party will be promoted over social media to give an “exclusive” vibe, whereby only 
supporters who follow Kisses4CANFAR are invited to a BITE product launch.  

• Print materials will be developed for the launch party such as pamphlets and posters. The event 
will also focus on fundraising. 

CANFAR Campus Clubs 

• Packages containing promotional materials will be shipped to each of the clubs along with tips 
for fundraising and raising awareness on campus. 

 



 Timeline 

January 
2017 

January 4 Campaign launches 
Email blast 
Start of full-time social media campaign 

January 14 Mail packages to campus clubs 

2 Blog posts posted by today 

Email blast 

January 20 Launch Party @ BITE Beauty Lab, Release of CANFAR Red 
Lipstick 

February 
2017 

February 4 Selfie contest begins 

2 Blog posts posted by today 

Email blast 

February 14 Final day of Campaign (Valentine’s Day) 
Selfie contest winner announced 
End of social media campaign 

February 15 Email and social media “thank you” blast 

 

  Budget 

The following estimates assume no donations are made.  

Expense Estimated Cost 

Communications Co-ordinator @ $45/hour 

3 Months, 20 hours/week 

 

$10,800 

Print Materials  $5000 

Promotional Materials  

Pins, Temporary Tattoos, Condoms, Red 
Ribbons, Shipping to campus clubs 

$3000 

Blog features $2000 

Launch Party $3000 

Social Media post boosts $500 

 Total Expenses: $24, 300  



  Brand 

All content created for Kisses4CANFAR channels, from twitter to email to posters, should have the 
same aesthetic and be written in the same voice. Before publishing, the following checklist can be 
visited to make sure that content is on-brand: 

ü Is the tone of educational/informative content authoritative and confident without be 
condescending? 

ü Does the writing have personality?  
o Content should be written in the same voice as the users: educated, motivated, caring, 

social, fun 
o Low-mid formality – contractions and colloquial terms but no internet slang or sarcasm 

ü Have personal pronouns like “you” and “we” been used to relate and reach out to the audience? 
ü Does the content make the reader feel empowered?  

o Content should not engage but inspire 
ü Is there a clear call to action and a clear reward (whether tangible or moral) for taking such 

action?  
o Spread the word, educate yourself, post selfie, enter the contest, come to an event, etc. 
o Is the request realistic or does it take more effort than the target audience will be willing 

to make? 
ü Does the content encourage dialogue or provoke thought?  

o Communication should be a 2-way conversation.  
o Social media posts that ask a question or present striking facts and figures, 

ü Are the CANFAR missions and values clear? Are there accessible resources for more 
information?  

ü Are the visuals on-brand? 
o Graphics should be clean and chic, with lots of white space.  
o Aim for the same aesthetic that modern fashion and beauty blogs take on, or for Bite 

Beauty’s social media and branding aesthetic (https://www.instagram.com/bitebeauty/) 
o Lots of pink and red should be used to build the theme of Valentines Day as well as the 

CANFAR red branding 
o The modern, chic and clean graphic design of the 2015 Bloor Street Entertains 

campaign can be used as inspiration  
o See examples/inspiration at the end of this report. 

 

Evaluating success 

• Number of followers/page likes accumulated on each social media platform  

• Engagement on social media 
o Number of selfies posted 
o Likes and comments on content 
o Monitor conversations with the #kisses4CANFAR hashtag – Are they positive or 

negative? Is the campaign sparking discussion? 

• Contest landing page traffic 

• Number of email addresses collected 

• Number of lipsticks sold 

• Number of attendees of launch party 

• Total money raised, as well as analyzing money raised by each program (e.g. campus clubs vs. 
lipstick sales vs. launch party).  



 

 


