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Section I: Executive Summary 
 

James Madison Advertising (JMA) presents a fundraising campaign for March of Dimes 

consideration. JMA reviewed the March of Dimes’ strengths and weaknesses and concluded that 

the greatest need for the organization is more funding in order to successfully carry out its 

mission -- improve the health of babies by preventing birth defects, premature birth, and infant 

mortality. The 24-hour dance marathon JMA has configured would benefit the organization 

financially and bring the March of Dimes a favorable and more recognizable status in the local 

Piedmont-Shenandoah community.  

Dance for a Chance challenges participants to stay on their feet for a 24 hour dance-a-

thon – an event that raises money to benefit the Piedmont-Shenandoah Valley March of Dimes. 

In addition to dancing throughout the night, there would be an array of enjoyable activities, such 

as contests, live performances, delicious food and beverages, and special events. Throughout 

the night, March of Dimes would highlight and pay tribute to those families and individuals who 

have experienced the effects of or have lost someone they love to prematurity or infantile 

disease.  

Dance for a Chance is a Piedmont-Shenandoah Valley-wide event, which would take 

place in four different counties each year, starting with Albemarle, Fredrick, Shenandoah and 

Rockingham. The campaign would run in eight different counties in the first two years. The 

organization would evaluate the campaign after the first year of its induction. If Dance for a 

Chance proves successful, necessary corrections for the proceeding year will be made. 

Evaluation and control will create a better campaign, thus causing the event and donations to 

increase in size on a yearly basis. 

Based on demographic research, JMA recommends targeting high school students and 

families within the Piedmont-Shenandoah Valley. These targets have vast potential to create 

word-of-mouth advertising to a significant amount of influential people.  

JMA wants to utilize relationship marketing throughout this campaign. Our company 

would reach the target audiences via social media – Twitter, Facebook, YouTube, internet 

advertising, promotional and informational giveaways, traditional promotion, and public relations. 
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These various forms of media reach targets on a daily bases, thus giving our message efficient 

frequency.  

In order to increase monetary funds for March of Dimes, Dance for a Chance helps 

participants raise money using pledge forms, and allows anyone to donate by sponsoring 

participants, or via the event webpage, www.marchofdimes.com/Virginia/dance. For March of 

Dimes’ convenience and direction, JMA has collected the necessary information to appropriately 

run the campaign to benefit as it is intended to. 

 
For the Event Layout, see Appendix A 
 
For Event Schedule, see Appendix B 
 
For a List of Activities, see Appendix C 
 
For a Location Schedule, see Appendix D 
 
For Pledge Forms, see Appendix E 
 
For Event Webpage, see Appendix F 
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Section II: Situational Analysis 
 

 
Opportunities: 
 

• Difficult economic conditions are causing families to seek local and affordable forms 
of entertainment. 

 
• All demographics and age groups can participate. 

 
• Shenandoah Valley communities are typically small, therefore close-knit. 

 
• Communities often seek safe events for members to attend to enhance community 

bonding. 
 
• Health and physical activity has become more important to Americans. 

 
• There is a large audience of those who can personally relate to the cause since high 

school pregnancy rates in the Shenandoah Valley are 1.5% higher than the state 
average. 

 
• Special Events brought in $42.7 million of donations for the March of Dimes in 2008. 

 
• Dance-a-thons have risen over $150,000 for their related cause. 

 
 
Threats: 
 

• Economic downturn has caused less spending and donating to charities. 
 
• Competing events within the Shenandoah Valley. 

 
• Americans are living more hectic, on-the-go lifestyles. Thus, they are more time-

constrained. 
 

• Competition from charitable organizations within the geographic area and nation-
wide. 

 
• After the first three months of the school year, apathy sets in for students. 

 
• March of Dimes viewed as a national not localized charity in the Shenandoah Valley. 
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Section III: Goals and Objectives 
 

Problem Statement: Due to the high pregnancy rate in the Shenandoah Valley, which is 1.5% 
above the state average, more funds need to be available for the March of Dimes to accomplish 
its mission of improving the health of babies by preventing birth defects, prematurity, and infant 
mortality. 
 
Goal: To increase funding for the March of Dimes Piedmont-Shenandoah Valley 
Division. 
 
Objectives: 
 
To raise at least $50,000 after operational costs for March of Dimes’ Piedmont- Shenandoah 
Valley Division by April 1, 2011, by hosting a series of 24-hr dance-a-thons at local high schools. 
 
To raise at least $17,500 dollars per dance event in 2011. 
 
To host one event in each of the following counties: Rockingham, Shenandoah, Augusta, and 
Fredrick over the course of four weekends in February and March 2011. 
 
To host one event in each of the following counties: Page, Highland, Orange, and Albemarle over 
the course of four weeks in February and March 2012, based off evaluations of 2011 campaign. 
 
To increase contributions to 2012 Dance for a Chance by 50%, based off total earnings of 2011 
Dance for a Chance. 
 
To have residents aware of the March of Dimes 24-Hour Dance for a Chance campaign by 
November 26, 2011. 
 
To have 169,886 (60%) residents realize that Dance for a Chance is a 24-hour dance-a-thon that 
raises funds for the local Piedmont-Shenandoah Valley March of Dimes by December 3, 2010. 
 
To have 113,258 (40%) residents show interest and conviction to donate to or participate in the 
March of Dimes 24-hour Dance for a Chance by December 26, 2011.  
 
To have 84,942 (30%) residents show desire to donate to or participate in the] March of Dimes 
24-hour Dance for a Chance by January 11, 2011. 
 
To have 19,820 (7%) residents donate to or participate in the March of Dimes 24-Hour Dance for 
a Chance by February 11, 2011. 
 
 
 
*Operational costs without donations: $20,578.41   With Donations: $17,046.29 
 
**Numbers are targeted towards the cumulative population estimate of 283,144 for Albemarle, 
Fredrick, Shenandoah and Rockingham Counties. 
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Section IV: Target Market Analysis 
 

 
A. Primary Target Market I: Rebecca 

 
i. Target Market Profile 

 
The primary target market for the March of Dimes 24-Hour Dance for a Chance is 

Rebecca. She is a 16 year old sophomore attending public high school in the Piedmont-
Shenandoah Valley. Rebecca is an ideal target for the March of Dimes’ Dance for a Chance 
because she is apart of the younger target segment. Therefore, is more willing than others to stay 
the entire duration of the event.  
In addition, she attends the high school in which the event is being held. Therefore, she is directly 
exposed to publicity and will generate word of mouth through her strong social influence.  

ii. Psychographics Profile 
Rebecca: 

• is a typical teenage high school student within the Shenandoah Valley 
• views life with a sense of optimism and security and with a growing interest in 

community involvement and civic duty 
• is open to new experiences 
• is independent and self-reliant 
• considers herself well-liked, but not particularly popular 
• is thought to be adventurous and spontaneous by her friends 
• is heavily influenced by the opinions of her peer group 

 
iii. Geodemographic Profile 

 
 Rebecca belongs to a middle income family in Augusta County. She lives with both of her 
parents and older brother, Michael. Rebecca is typically between the ages of 12-19. Her large 
peer group consists of approximately 15,200 high school students within the Shenandoah Valley. 
Individuals 12 – 19 years old represent 58.4% of Virginia’s population. Her large peer group 
consists of approximately 15,200 high school students within the Shenandoah Valley. Individuals 
ages 12-18 represent 12.1% of the population. (Brown & Washton, 2002). Thus, Rebecca 
represents approximately 34, 260 people in Dance for a Chance’s operating area. 
 
iv. Behavioristic Profile 
 
 Many behaviors describe Rebecca. She is relatively active in her school as a member of 
the big brothers/big sisters organization and a member of the JV soccer team. In her free time, 
she enjoys listening to music, going to the movies with friends, attending high school sporting 
events, and expressing her artistic abilities through painting and drawing. Although Rebecca is 
financially dependent upon her parents to pay for main expenditures, she earns extra money by 
working at a local restaurant as a server. She typically shops at Hollister, Abercrombie & Fitch, 
Forever 21 and Target. 
 Rebecca’s media habits include: internet, television, radio, cell phone and magazines. 
She spends the most amount of time on the internet, primarily as a social tool, and watches 
approximately 11 hours of TV a week. She listens to radio Monday-Friday during drive times and 
subscribes to Seventeen magazine (Brown & Washton, 2002). 

 
 
For a photo of Rebecca, see Appendix G 
 
 
. 
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B. Primary Target Market II: The Donahue Family 
 

i. Target Market Profile 
The Donahue’s – Bill, Mary, Matthew and Sara – are a well-known, affluent family 

within their Albemarle County community. They are socially active and community oriented. 
Therefore, they have many social ties. Mary serves as a member of the PTA for her two 
children’s school district and Bill volunteers as a coach for his son Matthew’s little league baseball 
and soccer teams. The Donahue’s enjoy spending time together as a family. They hope to instill 
good values in their children by actively donating their time and money to help others.  

This family is an ideal target market due to their affluence, social connectedness and the 
importance they place on family values and charity. In addition, those in the affluent social 
segment allocate 4.5% of their overall expenditures to cash contributions—a category that 
includes contributions to charitable organizations—compared to 3.6% of the average consumer’s 
annual expenditures (Brown & Washton). In addition, affluent consumers are willing to spend 
triple the amount on fees and admissions ($1,817 vs. $588) in comparison to average consumer 
and are significantly more likely to attend live performances, such as theater, concerts, and 
dances. 
 

ii. Psychographics Profile 
The Donahue Family: 

• is a typical affluent family 
• have a Protestant-Christian outlook 
• have Republican views 
• value relationships 
• consider themselves conservative 
• view themselves as being patriotic Americans and good citizens 
• care about the image they portray to others 

 
iii. Geodemographic Profile 

The Donahue’s are a 4-person, Caucasian family in Albemarle County Virginia. Their 
annual income is approximately $151,000, which is 58% higher than the county median 
(Albemarle QuickFacts n.d). The family lives comfortably in a relatively large, 4-bedroom home 
with a large backyard. Luanne and Steve represent about 11% of the Shenandoah population. 
Thus, they represent approximately 31,146 people in the Dance for a Chance operating area. 
 

iv. Behavioristic Profile 
There are several behaviors that identify the Donahue family. In their leisure time, the 

family likes to travel, dine out, listen to music and read books. They are very active and enjoy 
spending time outdoors whenever possible. Once a week, the family holds “Family Night”, 
typically on Friday or Saturday, and attends church every Sunday morning. Mrs. Donahue 
frequently shops at Martin’s Grocery Store, CVS and Costco for family needs and owns a Lexus 
SUV, which they use as their primary family vehicle. 

Bill is an industrial engineer who volunteers his time at their Church. Mary is a stay-at-
home mother who volunteers her time with charities and her children’s school. Both of the 
Donahue children are involved in extracurricular activities. Sarah, who is in the 4th grade, rides 
horses and takes ballet and tap classes at the local dance studio, while Matthew, who is in the 1st 
grade, plays little league baseball and soccer. 

The Donahue’s frequently utilize the Internet for social and informational purposes. Bill 
and Mary stay current with local and national news via news broadcasts and newspapers. The 
family subscribes to the Wall Street Journal and magazines, such as Country Home and Home 
Journal. Although the family subscribes to premium television channels, they do not watch 
television very often as a form of entertainment (Brown & Washton, The Affluent Market in the 
U.S) 
 
For a photo of the Donahue family, see Appendix H 
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C. Secondary Target Market III: LuAnne and Steve Jones 
 
i. Target Market Profile: 

LuAnne, 51, and Steve, 52, is an older couple who have been married for 25 years. They 
are recent empty-nesters and are re-entering the honeymoon phase of their relationship. They 
enjoy date nights and feel that dinner and movies have become mundane and expensive forms of 
entertainment. Therefore, they seek new events and activities to keep them busy and spending 
time together. 
The Jones’ are an ideal target for Dance for a Chance due to their open schedules, dual incomes, 
and strong family values. They are looking for activities and events that keep them feeling 
youthful. LuAnne sees first hand the problem of premature births, and is motivated to help. Both 
LuAnne and Steve are members of the Baby Boomer generation -- the largest growing, most 
affluent generation in history. Over 3.7 million boomer households have a net worth in excess of 
$1 million. 
 
ii.     Psychographic Profile 
               LuAnne and Steve: 

• are typical baby boomers 
• are politically conservative 
• are family-oriented 
• see their home as a reflection of their lives and interests 
• do not consider themselves “middle aged” and do not like to be treated as such 

 
iii.    Geodemographic Profile 
 

LuAnne and Steve have resided in Fredrick County, Virginia, for nearly 20 years. LuAnne 
works as an occupational nurse and Steve as a professor. In total, the Jones’ make a combined 
annual income of approximately $128,000. This is 49.8% higher than the median household 
income (Frederick County QuickFacts n.d). The Donahue’s represent approximately 3.9% of the 
Shenandoah’s population. Thus, Donahue’s represent approximately 11,043 people in the Dance 
for a Chance’s operating area. 

 
 
iv.     Behavioristic Profile 
 

The Jones’ can be defined by many specific behaviors. For instance, the couple 
frequently shops at Target and Walmart. Both LuAnne and Steve enjoy their free time and have 
several hobbies. LuAnne enjoys gardening, cooking, and writing, while Steve enjoys hiking, 
fishing and sports. LuAnne drives a Volvo, and Steve a Volkswagen Passat. They like to visit their 
kid’s at their perspective colleges whenever possible. But lately, the two want to commit more 
time to each other. Traveling is getting expensive, so the couple wants to get creative in their 
romance. Since they are still active and able, the couple spends time giving back to the 
community when possible.  

The Jones’ media habits include the Internet, television, and magazines. They utilize the 
Internet for informational purposes, shopping and taking care of finances, due to its convenience. 
LuAnne also recently joined Facebook to interact with long lost friends. They both enjoy 
primetime shows on television throughout the week. Steve subscribes to sports magazines. 
LuAnne frequently buys “People Magazine.” 
 
For a photo of LuAnne and Steve Jones, see Appendix I 
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D. Secondary Target Market II: The Marshall Family 
 
i. Target Market Profile 
 

The Marshalls – Tim, Peggy, Jacob, Max, Lilly and Julie – are a lower- to middle-income 
family in Rockingham County. Tim and Peggy both grew up in Harrisonburg and had their first 
child at a young age. They married and continued their family soon after. Both Tim and Peggy 
both graduated high school, but had their first child before they could enroll in college. They both 
grew up in the local area and thus have strong ties with their local community and high school.  

The Marshall family is a beneficial secondary target market due to their strong ties to the 
Shenandoah Valley and remaining connection to the high school and community. Their 
demographic represents over a third than of the Valley’s current population. The Marshalls 
represent a demographic that will have an elevated desire to attend the Dance for a Chance 
event since their segment is 68.4% more likely to volunteer/ attend events that go towards a good 
cause and 84.9% likely to seek family-oriented events.  
 
ii. Psychographic Profile 

The Marshalls: 
• are a typical lower income family 
• have a traditional Catholic-Christian outlook 
• have conservative Democratic views 
• value family 
• consider themselves conservative 

 
iii. Geodemographic      
 

The Marshalls live in Harrisonburg, Virginia, where they reside in a small, 3-bedroom 
home. Neither Tim nor Peggy attended college. However, Tim plans on taking night classes at 
the community college once the children become older. The family’s combined annual income is 
$58,000, which is approximately the average median family income for the area (Jobs by Salary 
Search Results). Tim, 30, is a car mechanic with an annual income of approximately $35,000 per 
year. Peggy, 28, is a hair stylist with an income of approximately $23,000 per year.. However, 
supporting 4 children make it difficult to make ends meet. Therefore, Tim takes up random side 
jobs as a handyman to earn additional income. The Marshalls represent approximately 32% of 
the Shenandoah Valley population. Thus, the Marshall’s represent approximately 90,606 people 
in the Dance for a Chance’s operating area. 

 
iv. Behavioristic Profile       
 
 There are several behaviors that can typically be identified with the Marshall family. They 
have limited free time during the school year; with work and the kids after school activities. 
However, in their free time the Marshall’s seek out low-cost community oriented events. The 
Marshall’s main form of at home entertainment is basic cable television. Specifically, Peggy and 
Tim enjoy watching prime-time reality TV, while the children enjoy Saturday morning television 
and after-school programming. Both Peggy and Tim  are among 54.4% of the population that 
read the local newspaper and listen to the local radio to be informed in their community. Peggy 
and the older children frequently utilize the internet. Peggy searches for online bargains and 
comparison shops, while the kids use the internet primarily for homework. 
 The Marshall’s frequently shop at Wal-Mart and are value-oriented shoppers. They clip-
coupons and consistently bargain hunt at high volume, off-retail locations, such as Sharp 
Shopper. Peggy is normally pressed for time between work and transporting the kids to their after 
school activities the family frequently eats at fast-food restaurants, such as McDonald’s and 
Hardee’s. 
   
For a photo of the Marshall Family, see Appendix J 
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Section V: Recommended Positioning Strategies 
 

 
Positioning 

JMA provides the positioning of the March of Dimes as a local charity whose issues and 

mission directly affect members of the Piedmont-Shenandoah Valley. Dance for a Chance will 

exude the importance of the organization’s cause within the community. The event will stress that 

76% of its donations go towards funding program activities, including research, advocacy, 

community programs and educational activities. This positioning makes donators’ feel a closer 

connection to the cause and that their donations are benefiting their local community, as well as 

the March of Dimes. 

 

For Positioning Grid, see Appendix K 

 
B. Branding and Identity 

 
The Dance for a Chance campaign will establish March of Dimes as the leading non-

profit organization in the Piedmont-Shenandoah Valley. Currently, the Shenandoah Valley 

community views the March of Dimes almost primarily as a national charity. Dance for a Chance 

will be a series of events to establish the March of Dimes as an organization that directly impacts 

the local community.  

The name, Dance for a Chance, is simple, straight forward, and draws on emotion. It 

suggests that donators are personally able to give babies a chance with their help and donations. 

By entitling the event this, JMA hopes to encourage the community to participate in making a 

difference in March of Dimes efforts to improve the health of babies. 

Target markets will correlate Dance for a Chance with March of Dimes through the 

consistent use of the color schema, font choice, and visual templates that are commonly 

identified with March of Dimes. Utilizing the same font and color schemas for Dance for a Chance 

promotional items will tie the local event to the national charity. The consistency will be a constant 

association that March of Dimes directly aids the community of the Piedmont-Shenandoah Valley 

and Dance for a Chance. 

The logo “D4AC” is a contemporary symbol that JMA chose to help demonstrate how 

March of Dimes adapts to social customs and is able to incorporate them to better serve the 

mission of the organization. JMA feels this will be a recognizable symbol that people will directly 

relate to the event and the charity. The mother symbol that accompanies the logo is the common 

design used by March of Dimes brand. It represents the nurturing approach of the organization 

towards babies, and thus will promote the idea that March of Dimes directly nurtures and cares 

for the local community. 
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For Branding Color Scheme palettes, see Appendix L 
 
For “Arial Rounded MT Bold” font sample, see Appendix M 
 
For the Dance for a Chance logo, see Appendix N 
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Section VI: Logistics Schedule 
 
 
1. Finalize schedule with high school locations (sporting events, dances, etc need to be clear) 

with completed building forms on August 1st, 2010 (6 months prior to the event) 
 
2. Open web page for March of Dimes Dance for a Chance on September 1st, 2010 (five months 

prior to event). 
 
3. Distribute pledge forms to local high schools surrounding the event for interested students on 

November 19, 2010 (approximately three months prior to the event) 
 
4. Begin assembling volunteer base on December 1, 2010. (approximately two month prior to 

the event) 
 
5. Send out initial informational press release on December 10, 2010 (two months prior to the 

event) 
 
6. Contact and coordinate promotion and release dates with newspapers, radio stations, and 

television stations on December 10, 2010. (two months prior to the event) 
 
7. Begin promotion for March of Dimes Dance for a Chance in Rockingham County on 

December 17, 2010. (one month and three weeks prior to the event) 
 
8. Contact all sponsoring companies to secure food and beverage donations on January 6, 

2011 (one month prior to the event) 
 
9. Send press release to radio and television stations on February 3, 2011. (one week prior to 

the event) 
 
10. Send pre-event emails to registered participants and donators February 6, 2011. (one week 

prior to the event) 
 
11. Begin gym setup on February 10, 2011 (one day prior to the event). 
 
12. Hold the first March of Dimes 24 Hour Dance for a Chance at Turner Ashby high school in 

Rockingham County on Friday, February 11, 2011.* 
 

13. Send post-event emails to participants February 13, 2011. (2 days proceeding the event) 
 
*Schedule is pending on school’s sport schedule. 
 
 
 
For Building Forms, see Appendix N 
 
For Volunteer Contacts, see Appendix P 
 
For Volunteer Application Form, see Appendix Q 
 
For Confirmed Sponsors and Food/Beverage Donations, see Appendix R 
 
For Confirmed DJs, see Appendix S 
 
For News Release, see Appendix T 
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Section VII: Recommended Advertising Strategies 

 

A. Social Media/Internet Advertising 

 
i. March of Dimes Virginia Website – www.marchofdimes.com/Virginia 

JMA suggests that March of Dimes utilizes its current website, 

www.marchofdimes.com/Virginia, to direct visitors to the Dance for a Chance website, 

www.marchofdimes.com/Virgina/dance. Visitors will be directed to this site through its ‘Events’ 

Page. By utilizing the existing March of Dimes website, JMA hopes to grab the attention of those 

seeking the March of Dimes in their area, as well as those who have heard about the event via 

word of mouth. 

 

To see a graphic of www.marchofdimes.com/Virginia, see Appendix U 

 

ii. Event Website – www.marchofdimes.com/Virgina/dance 

The Dance for a Chance website, www.marchofdimes.com/Virgina/dance, will be available 

for visitors to find information regarding the event, such as dates, times and locations, as well as 

learn more about the March of Dimes organization. March of Dimes’ donation progress, a graph 

displaying total contributions raised after each event, will be placed on the site for goal tracking 

purposes. Participants and volunteers can sign up for the event and purchase tickets online. 

There will also be a ‘Donations’ section for those who are unable attend, but willing to support the 

cause. 

 

For www.marchofdimes.com/Virgina/dance, see Appendix  

For a Total Contributions Graph, see Appendix V 

 

iii. Facebook Group 
To attract our younger target audience, JMA recommends utilizing the social networking site, 

Facebook, by forming a March of Dimes Dance for a Chance group. Invitations would primarily be 

sent to all high school students within the Shenandoah Valley, but will not exclude other 

members. Reminders would be sent regarding times and location of the next Dance for a Chance 

event. Wall posts and discussion boards will be enabled, thus allowing members to leave 

comments regarding the event and March of Dimes. In addition, links to the March of Dimes 

website, www.marchofdimes.com/Virginia, will be posted on the site to encourage members to 

donate.  

Facebook should be utilized because it is an easy and cheap way for Dance for a Chance to 

connect with its younger primary target market. It helps create viral marketing and word of mouth 
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through its ‘Invite a friend’ button, comments and message section, and easy upload of pictures 

and videos. Serving more as a blog, Facebook allows for a site that is more dedicated to fans and 

participants of the event than the Dance for a Chance or March of Dimes websites are. 

 

For the Facebook Group, see Appendix W 

 

iv. YouTube 

YouTube is a video sharing website on which users can upload and share videos. JMA 

encourages the community to capture this special moment with their digital and/or video cameras 

and post their videos on YouTube. JMA would make a separate Dance for a Chance YouTube 

channel, where current March of Dimes ads will be displayed. YouTube has become a large 

source of social media on the internet that speaks to our primary target audience, high school 

students. By directing this target to the Dance for a Chance YouTube channel, we could direct 

visitors back to the www.marchofdimes.com/Virginia/dance website where they could make 

additional donations.  

 

For a sample YouTube channel, see Appendix X 

 

v. Twitter 

Twitter is a free social networking and micro-blogging service that enables its users to 

send and read messages known as tweets. Tweets are text-based posts of up to 140 characters 

displayed on the author's profile page and delivered to the author's subscribers who are known as 

followers. The Dance for a Chance Twitter page will have frequent updates about the events, how 

much money has been raised, and how much is still needed. We encourage participants to post 

‘tweets’. Our team will be working around the clock to respond to any questions or problems they 

may encounter. Tweeter will allow participants’ families, friends and donators to follow t hem 

while at the event. Twitter will also allow participants who are attending upcoming events to see 

how much money the event has been raising, thus causing incentive for them to raise more. 

 

For a sample Twitter account, see Appendix Z 

 

vi. Email 

Pre-Event 

 Reminder emails would be sent to participants the Monday before the event. This 

reminds participants that they have 5 days to complete their donations and that they should 

physically and mentally prepare themselves. Included in the email would be a list of items we 

encourage participants to bring in order for them to have the safest, most enjoyable experience 
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they can.  

 

For a sample pre-event email, see Appendix Z 

 

Post-Event 

Personally addressed emails, signed by Dr. Jennifer L. Howse, President of the March of 

Dimes, would be sent to all participants congratulating them on their accomplishment, as well as 

thanking them for their time and contribution. This personal form of communication would enforce 

relationship marketing. In addition, this would direct recipients to the March of Dimes website 

where they would be able to make a donation. Email addresses would be taken from pledge 

forms online and at the event. 

 

For a sample post-event email, see Appendix Z 

 

E.  Promotion 

 

i. 4 x 6 Post-Card 

Laminated promotional post-cards would be made with 14 point cardstock gloss with 4 

color print on both front and back. These cards would be distributed to all high school students 

and teachers at Turner Ashby, Central High, James Wood High and Riverheads High. Laminated 

post-cards stand out from the average paper flyer that is normally distributed. Lamination makes 

these cards more durable, thus having a longer life span and creating pass-along readership. 

 

For a sample of a promotional post-card, see Appendix AA 

 

ii.  Registrations and Donations Table 

A registration and donations table would be located at the entry of the event. Participants 

would be greeted by friendly volunteers who are ready to answer questions, should there be any. 

This location allows for easy entry into the event and induces donations upon arrival and 

departure.  

 

For a photo of the registration and donations table, see Appendix AB 

 

iii. Fundraising Billboard 

A fundraising billboard would be mounted at the event, which would display the 

cumulative total of donations made throughout the night. This visual representation of the 

monetary goal would encourage donations as volunteers update the billboard with each $500 
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increase. Attention would be drawn to this display throughout the night by announcing the status 

of donations and how much is needed. 

 

For an image of the Fundraising Billboard, see Appendix AC 

 

iv. Sponsor Table 

Dance for a Chance sponsors, and their donations, would be recognized and highlighted 

through a sponsor table. The table’s donations would include: gift baskets, gift certificates, and 

other items. March of Dimes volunteers would manage the table, rotating shifts every 4 hours. 

These donations would serve as incentive for on-going contests that would be held throughout 

the event. Each $100 donation allows for the chance to win a raffle ticket which will be drawn at 

the end of the event. These sponsored donations would be awarded to the winner(s). A grand 

prize will be granted to the participant(s) that donate the highest monetary value. 

Sponsored gifts and prizes is a way to get the local business community involved in the 

charity. They also create more of an incentive for participants to donate money since they can 

possible receive something back from their donation. The more money donated, the more 

chances they have to win. 

 

For a photo of the sponsor table, see Appendix AD. 

 
v. Information Booth 

There would be a March of Dimes information booth at every event. A banner with the 

Dance for a Chance logo and slogan would be displayed above the booth, as well as promotional 

pamphlets. March of Dimes would supply all necessary literature about the cause, recent news, 

donation opportunities, and upcoming events. March of Dimes volunteers would work rotate shifts 

every 4 hours. An information booth would inform participants about the cause and how it locally 

affects the Piedmont-Shenandoah Valley region. Educating those at the event on how March of 

Dimes helps babies and families and by stressing their goals, missions, and initiatives will induce 

donations.  

 

For the Information Booth, see Appendix AE 

For the Banner, see Appendix AF 

 

F. Promotional and Informational Giveaways 

 
i. Dance for a Chance T-Shirt 
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Dance for a Chance t-shirts would be distributed free of charge to all participants who 

make the minimum donation of $65. Shirts would promote Dance for a Chance throughout the 

region by those who wear them outside of the event. These t-shirts would be purchasable for $15 

at each event, as well as via www.marchofdimes.com/Virgina/dance.  

 

For a sample Dance for a Chance T-shirt, see Appendix AG 

 

ii. Dance for a Chance Cup 

Dance for a Chance plastic cups would be distributed to participants at the end of the 

event as a thank you and congratulations. Inside of the cups will be left over informational 

pamphlet on Dance for a Chance.  

Many people keep plastic cups in their homes and use on a daily basis. Therefore, these 

cups will serve as frequent reminders throughout the year to those who participated in the event 

and will keep the March of Dimes and Dance for a Chance in their minds 

 

For a sample Dance for a Chance cup, see Appendix AH 

 

iii. Tri-Fold Pamphlet 

Dance for a Chance tri-fold pamphlets mimic the March for Babies pamphlet. It explains 

the March of Dimes mission, Dance for a Chance and how to raise money, as well as dates and 

locations. These 8.5 x 11 pamphlets would be placed on the information tables, as well as inside 

of the plastic cups that would be distributed at the end of each event.  

Pamphlets are an easy way to explain the mission and purpose of Dance for a Chance 

and March of Dimes. They give details about the event and ways in which you can participate and 

donate. 

 

For a sample pamphlet – Front Page, see Appendix AI 

For a sample Pamphlet – Inside Pages, see Appendix AJ 

 

G. Public Relations 

 

i. News Release 

News releases are prepared publicity or news announcement. JMA suggests that March 

of Dimes submit a news release promoting March of Dimes 24-hour Dance for a Chance to 

selected newspapers, high schools and radio and television stations prior to each event.  

 

For a sample News Release, see Appendix AK 
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For a list of Media Contact Information for News Release, see Appendix AL 

For a Radio Station Contact Information for Local Announcements, see Appendix AM 

For Television Station Contact Information, see Appendix AN 
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Section VII: Budget 
 

 
Budget – Donations Included 

FACILITIES 

Central High Cost Units 
Per 

Event Total 
Gym Rental $300/day 2 days $600 $600 

Custodian $20/hr 24 hrs $480 $480 
Security $25/hr 25 hrs $625 $625 

James Wood High         
Gym Rental $250/day 2 days $500 $500 

Custodian $30/hr 24 hrs $720 $720 
Security $25/hr 25 hrs $625 $625 

River Heads High         
Gym Rental $200/day 2 days $400 $400 

Custodian $25/hr 24 hrs $600 $600 
Security $25/hr 25 hrs $625 $625 

Turner Ashby High School         
Gym Rental $200/day 2 days $400 $400 

Custodian $25/hr 24 hrs $600 $600 
Security $25/hr 25 hrs $625 $625 

Total Facilities Cost       $6,800.00 
     

MARKETING AND PROMOTION 

Social Media/Internet Advertising Cost Units 
Per 

Event Total 

Event website 
$510 - 

$690     $690.00 
Total Social Media/Internet Advertising       $690.00 
     
Promotion         
4 x 6 Post-cards  $0.03/unit 10,000 $75.00 $338.77 
Fundraising Billboard $69.99/unit 4 $69.99 $279.96 
Total Promotion Cost       $618.73 
     

Promotional and Informational Giveaways Cost Units 
Per 

Event Total 
T-shirts      

Youth (S,M,L,XL) $3.39/unit 450 $381.38 $1,525.50 
Adult (S,M,L,XL) $3.34/unit 900 $751.50 $3,006.00 

XXL $4.51/unit 100 $112.75 $451.00 
Plastic Cups $0.36/unit 1000 $90.00 $360.00 
Pamphlets $0.16/unit 1000 $40.00 $161.70 
Vinyl Banner (3' x 5') $64/unit 4 $64.00 $256.00 
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Total Promotional and Information Giveaways 
Cost       $5,760.20 
 
     

EVENT ESSENTIALS 

Decorations Cost Units 
Per 

Event Total 
Tables no fee     $0.00 
Plastic Table Cloths $22.00 6/pack $22.00 $88.00 
Chair rental $1.35 50 $50.00 $200.00 
Balloons $8.04 100/pack $16.08 $64.32 
Helium Tank $114.99 1 tank $114.99 $459.96 
Foil Weights $0.75 1 $3.75 $15.00 

Curling Ribbon $1.75 
500 

yards $5.25 $21.00 
Total Decorations Cost       $848.28 
     

Entertainment Cost Units 
Per 

Event Total 
DJ $150/hr       
Ipod Dock $34.99  $34.99 $34.99 
Speaker Set with Tri Pod $30.00 1 $30.00 $120.00 
General Projector $150.00 1 $150.00 $150.00 
Projector Screen $170.00 1 $170.00 $170.00 
Dance Dance Revolution (Xbox) $89.99 1 $89.99 $89.99 
Rock Band Bundle (Wii) $139.99 1 $139.99 $139.99 
Rock Band Guitar $14.99  1 $14.99 $14.99 
Palmer Face Paint (8 oz.) $3.15  12/pack $3.15 $12.60 
Face paint brushes $2.39  25/pack $2.39 $9.56 
Portable Projector Screen (70" x 70") $96.99 1 $96.99 $96.99 
Prizes $500.00 1 $500.00 $2,000.00 
Total Entertainment Cost       $2,839.11 
     

Food/Beverage Necessities Cost Units 
Per 

Event Total 
Plastic Cups $49.95 1,250 $49.95  $49.95  
Napkins $29.49 2,400 $29.49  $117.96  
Paper Plates $29.89 1,000 $29.89  $119.56  
Plastic forks $16.17 300 $16.17  $66.80 
Styrofoam cups $33.80 500 $33.80  $135.20 
Coffee Condiments (creamer, milk, straws) $36.00  $36  $144.00 
Name Tags $1.70 2 packs $0.85  $3.40 
Ticket Roll $3.42 1 roll $0.86  $3.42 
Total Event Essentials Cost       $640.29 
Food/Beverage Cost Units Per Total 
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Event 

Dominos Pizza $6.26  20 
 $  

125.20  $500.80  
Jimmy Johns Party Platter $46.00  4 $184.00  $736.00  
Blue Mountain Coffee $36.25  250 $36.25  $145.00  
Total Food/Beverage Cost    $1,381.80 
       

INSURANCE 
Insurance $250/event 4 $250 $1,000.00 
Total Insurance Cost       $1,000.00 
     
TOTAL EVENT COST (No Donations)    $20,578.41 

     
TOTAL COST PER EVENT (No Donations)    $5,144.60 

     
*donations available, but not confirmed     
     
Budget – Donations Included     

FACILITIES 

Central High Cost Units 
Per 

Event Total 
Gym Rental $300/day 2 days $600   

Custodian $20/hr 24 hrs $480 $480 
Security $25/hr 25 hrs $625 $625 

James Wood High         
Gym Rental $250/day 2 days $500   

Custodian $30/hr 24 hrs $720 $720 
Security $25/hr 25 hrs $625 $625 

River Heads High         
Gym Rental $200/day 2 days $400   

Custodian $25/hr 24 hrs $600 $600 
Security $25/hr 25 hrs $625 $625 

Turner Ashby High School         
Gym Rental $200/day 2 days $400   

Custodian $25/hr 24 hrs $600 $600 
Security $25/hr 25 hrs $625 $625 

Total Facilities Cost       $4,900.00 
     

MARKETING AND PROMOTION 

Social Media/Internet Advertising Cost Units 
Per 

Event Total 

Event website 
$510 - 

$690     $690.00 
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Total Social Media/Internet Advertising       $690.00 
 
     
Promotion         
4 x 6 Post-cards  $0.03/unit 10,000 $75.00 $338.77 
Fundraising Billboard $69.99/unit 4 $69.99 $279.96 
Total Promotion Cost       $1,998.73 
     

Promotional and Informational Giveaways Cost Units 
Per 

Event Total 
T-shirts      

Youth (S,M,L,XL) $3.39/unit 450 $381.38 $1,525.50 
Adult (S,M,L,XL) $3.34/unit 900 $751.50 $3,006.00 

XXL $4.51/unit 100 $112.75 $451.00 
Plastic Cups $0.36/unit 1000 $90.00 $360.00 
Pamphlets $0.16/unit 1000 $40.00 $161.70 
Vinyl Banner (3' x 5') $64/unit 4 $64.00 $256.00 
Total Promotional and Information Giveaways 
Cost       $5,760.20 
     

EVENT ESSENTIALS 

Decorations Cost Units 
Per 

Event Total 
Tables no fee     $0.00 
Plastic Table Cloths $22.00 6/pack $22.00   
Chair rental $1.35 50 $50.00 $200.00 
Balloons $8.04 100/pack $16.08   
Helium Tank $114.99 1 tank $114.99   
Foil Weights $0.75 1 $3.75 $15.00 

Curling Ribbon $1.75 
500 

yards $5.25   
Total Decorations Cost       $215.00 
     

Entertainment Cost Units 
Per 

Event Total 
DJ $150/hr       
Ipod Dock $34.99  $34.99   
Speaker Set with Tri Pod $30.00 1 $30.00   
General Projector $150.00 1 $150.00 $150.00 
Projector Screen $170.00 1 $170.00 $170.00 
Dance Dance Revolution (Xbox) $89.99 1 $89.99 $89.99 
Rock Band Bundle (Wii) $139.99 1 $139.99 $139.99 
Rock Band Guitar $14.99  1 $14.99 $14.99 
Palmer Face Paint (8 oz.) $3.15  12/pack $3.15 $12.60 
Face paint brushes $2.39  25/pack $2.39 $9.56 
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Portable Projector Screen (70" x 70") $96.99 1 $96.99 $96.99 
Prizes $500.00 1 $500.00   
Total Entertainment Cost       $684.12 
 
 
 
     

Food/Beverage Necessities Cost Units 
Per 

Event Total 
Plastic Cups $49.95 1,250 $49.95    
Napkins $29.49 2,400 $29.49    
Paper Plates $29.89 1,000 $29.89    
Plastic forks $16.17 300 $16.17    
Styrofoam cups $33.80 500 $33.80    
Coffee Condiments (creamer, milk, straws) $36.00  $36    
Name Tags $1.70 2 packs $0.85    
Ticket Roll $3.42 1 roll $0.86    
Total Event Essentials Cost       $1,798.24 
     

Food/Beverage Cost Units 
Per 

Event Total 
Dominos Pizza $6.26  20  $         -      
Jimmy Johns Party Platter $46.00  #DIV/0! $0.00    
Blue Mountain Coffee $0.00  250 $36.25    
Total Food/Beverage Cost      
       

INSURANCE 
Insurance $250/event 4 $250 $1,000.00 
Total Insurance Cost       $1,000.00 
     
TOTAL EVENT COST (Donations)    $17,046.29 

     
TOTAL PER-EVENT COST (Donations)    $4,261.57 

     
**donated items     

 
For Request for Certificate of Insurance, see Appendix AN 
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Section VIII: Advertising Plan Summary 
 

JMA has constructed the graph below to integrate tactics for the specified target markets 
to accomplish the goal increased funding and reach its objectives. The chart demonstrates how 
the combination of different elements in JMA’s marketing plan would accomplish the goals and 
objectives set forth by JMA. 
 

JMA would utilize internet marketing, social media, public relations and promotional and 
informational items throughout the campaign. Internet marketing reaches our target segments 
and allows participants easy access to the event and organizations’ website, which serve as an 
informational tool and convenient donating opportunity. These sites are directly linked with social 
networking sites, such as Twitter, Facebook, and YouTube. Social media allows for viral 
marketing, and word of mouth, which will spread our message at a faster rate to a larger group. 
News releases to media outlet, such as TV, radio, and newspapers would help market the event. 
Promotional items, such as t-shirts, cups, pamphlets, postcards, and banners would also help 
market the event and increase word-of-mouth advertising. 
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Appendix A: Event Layout and Checklist 
 
 
 

  
 
 
 

 
DANCE FOR A CHANCE 

EVENT CHECKLIST 
 
Facilities & Supplies 

� Secure Site 
� Rain back up plan (approved use of gym/cafeteria from school) 
� Contracts submitted to Region office for approval 
� Insurance paperwork completed 
� Conduct Site Safety Inspection – complete Site Safety Inspection form 
� Lights (rented or use of schools – be sure you know how/where to turn them on and off.  

Is a key required for access?) 
� Water (Enough for entire 24*** hours) 
� Ice 
� Trash barrels & Recycle Bins 
� Garbage Bags 
� Bathrooms (use of schools/facilities) 
� Stage (with cover if having live entertainment) 
� Custodian (if necessary -- usually under contract from facility) 

OFFICIAL’S 
TABLE 

EXIT EXIT 

EXIT 

DANCE FLOOR 

SIGNAGE SIGNAGE STAGE 

AUDIENCE/RESTING SECTION 

HANGING SIGNAGE 
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� Tables & Chairs (Registration, food and beverages) 
� Insurance (ACS Form in Resource Library) 
� Sound system (or PA System with a boom box) for announcements & music 
� Extension cords 
� Custodian on duty 
� A list of donators and participants so March of Dimes can recognize them during the 

event and send thank you notes. 
� Camera 
� Computer (laptop or regular) 

 
Police/Security 

� Police/Security on-site 
� Money-counting area secured by a lockable door 
� Security to escort for money people to the bank (if needed, depending on size of event) 
� Crew to do periodic checks on dancers and teams 
� Notify nearby neighbors to be notified to avoid complaints during event 
� Post emergency contact numbers in various locations around venue 
� Include emergency phone numbers on the back of committee name badges for easy 

access. 
� Recruit volunteers to staff the medical tent where medical volunteers bring first-aid 

supplies or get hospital or clinic to donate. 
� Receive the Emergency Plan which is in place at the venue 
� Inform volunteer committee of the plan and how to respond in case of emergency 
� Have a medical person on-duty the entire 24 hours*** [see: insurance requirements] 

 
Decorations and Signage 
� The event should look like a party, yet with a theme, March of Dimes. Reference Appendix 

** for a sample of decorations and event set up 
� March of Dimes signs with arrows to direct traffic to the venue. 
� Signage (i.e. Bathrooms, Registration, Parking, First Aid) 
� Purple and White balloons for March of Dimes 
� Helium tank (donated or from a company that will fill the balloons) 
� Donated ribbon to tie the balloons 
� March of Dimes banners 
� *****(Event name) banners 
� Sponsor banners 
� Rope and string to hold banners 
� Recruit crew(s) for signage, banners, balloons, and stage decorations. 
 
Set up 
� Volunteers  to help set up on the day of the event.  

 
Clean Up 
� Volunteers to help clean up when the dance is over.  

o These volunteers should be separate from other event volunteers because those 
volunteers will be spent by the end of the event. 

 Civic clubs and organizations 
 Local correctional facilities 

 
Parking 
� Recruitment of a group of volunteers to direct/coordinate parking and parking lot security is 

necessary for each event. 
� Optional parking facilities and personnel for excessive parking must be constructed. Parking 

passes can be issued in advance to those who pre-register. 
� Designate parking for disabled participants. 
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� Signage is critical. There must be plenty of proper signage and designated areas must be 
clearly marked. 
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Appendix B: Event Schedule 
 

 
Dance for a Chance 24-hour Dance-a-Thon Tentative Schedule* 

 
7:00 pm - 8:00 pm  Registration 
 
8:00 pm - 11:00 am Top songs of the decades 
 
11:00 am - 11:30 am Intermission 
 
 Speakers: Event Coordinator  

Performance:  March of Dimes Power Point Presentation 
 

11:30 am - 2:30 am  Salsa-Latino  
 
2:30 am - 3:00 am  Intermission 
 
 Speakers: Provided by March of Dimes 
 Performance: Dance Performance 
 
3:00 am - 6:00 am  Country  
 
6:00 am - 6:30 am  Intermission 
 
 Speakers: Provided by March of Dimes 
 Performance: Musical Performance 
 
6:30 am - 9:30 am  Pop and R&B 
 
9:30 am - 10:00 am  Intermission 
 
 Speaker: Provided by March of Dimes 
 Performance: Dance Performance 
 
10:00 am - 1:00 pm  Techno 
1:00 pm - 1:30 pm  Intermission 
 
 Speakers: Provided by March of Dimes 
 Performance: Dance Performance 
 
1:30 pm - 3:30 pm  Jazz-Swing 
 
3:30 pm -4:00 pm  Intermission 
 
 Speakers: Provided by March of Dimes 

Performance: Musical Performance  
 

4:00pm - 8:00 pm  Top 20 on 20 
 
7:00 pm   MC: Announcement-“One More Hour Left!” 
 
8:00pm - 8:30 pm  Closing Remarks and Awards 
 
 

*Performances and Speakers would vary depending on event location and time. 
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Appendix C: List of Activities  
 

Throughout the Dance for a Chance event there will be stationed activities on the outer 
edges of the dance floor. These activities will consist of Dance Dance Revolution, Rock Band, 
Face Painting and etc. There will be a sign up sheet for those who want to participate in these 
activities. In order to raise the most money for this event all activities will cost a certain amount of 
tickets. Tickets can be purchased at the Registration Table and Information Booth. 

 
Dance Dance Revolution (DDR): 

Is an interactive game, where up to 2 players stand on a non-stick dance platform and hit 
colored arrows laid out in a cross with their feet to musical and visual cues. Players are judged by 
how well they time their dance to the patterns presented to them and are allowed to choose more 
music to play to if they receive a passing score. 

 
Rock Band: 

 Is an interactive game that allows up to four players to simulate the performance of 
popular rock music song by playing with controllers modeled after musical instruments. There will 
be two guitars, electric and bass, a drum set and a microphone, for those brave enough to sing. 
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Appendix D: Location Schedule 
 

Location Schedule: 2011      Location Schedule: 
2012  
 
 
February 11, 2011: Turner Ashby High  February 10, 2012: Page County High                   

800 North Main Street     198 Panther Dr. 
Bridgewater, VA 22812-1696    Shenandoah, VA 22849 
(540) 828-2008      (540)-652-8712 

 
February 18, 2011: Riverheads   February 17, 2012: Highland High 
 19 Howardsville Road     244 Myers/Moon Rd. 

Staunton, VA 24401-5714    Monterey, VA 24465 
(540) 337-1921      (540)-468-6320 

 
 
March 11, 2011: James Wood High   March 9, 2012: Orange County High 
 161 Apple Pie Ridge Rd.    201 Selma Road 
 Winchester, VA 22603     Orange, VA 22960 
 (540) 667-5226      (540)-661-430 
 
March 18, 2011: Central High    March 16, 2012: Monticello High 
 1147 Susan Avenue     1400 Independence Way 
 Woodstock, VA 22664     Charlottesville, VA 22902 
 (540) 459-2161      (434) 244-3100 
 
 
 
* Locations pending on respective high school sports schedule 
**To see example of high school facility use form, see Appendix * 
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Appendix E : Pledge Forms and Rules 

 

 

 
 

March Of Dimes 24-Hour Dance for a Chance Fundraiser Event: February 11, 2011 
2011 Pledge Form 

 
Name: Email: 

Address: Province: 

City: Postal Code: 

Phone: School: 

Note: Participants must raise at least $65, but additional fundraising is welcomed. All money should be 
collected prior to the event and turned in for admission ticket. Donations of $40 or more will receive a free t-
shirt. Donations of $150 or more will receive a receipt for tax purposes (a receipt can be requested for any 
sized donation). 

 
I pledge to raise at least $65 dollars before the day of the event. 
 
 ___________________________                                                       
___________________________                                                                 
          Participant Signature                                                                                      Date 
 
March of Dimes 
  
Mailing Address:  
1356 South Main Street, Harrisonburg, VA 22801  
 
Individual and/or Team Name:   _____________________________  
  
Total Cash           $_____________  
Total Checks       $_____________  
   

Total Collected   $_________________________________ 
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Emergency Contact Form 
 
 

First Name: _________________________  Last Name: 
_________________________   
 
Address: _________________________________ 

 

City: ____________________________________ 

 

State: ___________________________________ 

 
Telephone: _________________________       Cell Phone: 
_________________________ 
 
 

In case of an emergency, please Contact: ____________________________ 

 

Relationship: _________________________   Telephone: 

_________________________ 

 

 

Participant Signature: __________________________________________________ 

 

Date: _________________________ 
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Name Donation Amount Email Signature 
 
 

   

 
 

   

 
 

   

    
 

 
 

   

   
 

 

 
 

   

    
 

    
 

    
 

    
 

    
 

    
 

    
 

 
 

   

    
 

 
 

   

    
 

 
 

   

    
 

 
 

   

*If more space is needed, please print additional pages 
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Pledge Information and Rules 

 
1. Set a goal for yourself to determine how much money you would like to raise. March of 

Dimes requires the minimum registration fee of $65 to participate, but additional donations are 
welcome.  

 
2. Participants must gather pledges from their community: Downloadable pledge sheets are 

online, or request a pledge sheet to be sent by mail by calling 542-424-7789.  
 
3. All pledge forms must be turned into by 8:00 p.m. on the day of the event to be eligible.  
 
4. Individual donations will be accepted throughout the event 
 
5. All donations must be in monetary form (cash or check), unless made through online 

transactions at www.marchofdimes.com/Virgina/dance. 
 
6. For each $100 raised, a ticket with your name will be placed into a raffle. Tickets will be 

drawn for a chance to win prizes throughout the event. 
 
7. Although encouraged, participants are not required to dance the entire 24 hours. Scheduled 

intermissions will be allotted throughout the event, but you may come and go as you please. 
 
8. We ask all participants to be courteous to the event location. 
 
9. Food and beverages will be provided by our local sponsors. 
 
10. Activities will be held on the outer perimeter of the dance floor. Tickets to partake in these 

activities will be sold at our registration and information table. 
 

11. Superlatives will be given out at the end of the event to various teams and couples. 
 
12. A grand prize will be given at the end of the event to the participant who donates the largest 

amount. 
If you would like a sample guideline in which to ask for donations, please reference the letter 
below. 
 
Hello Mr./Mrs. ____________, 
 
My name is _________________________________. I am participating in the upcoming March 
for Dimes Dance for a Chance on February 11, 2011 at Turner Ashby High School.  The 
proceeds from this event will benefit the Piedmont-Shenandoah Valley March of Dimes to aid in 
research to improve the health of babies by preventing birth defects, prematurely, and infant 
mortality. 
My goal is to raise $_____________ for the March of Dimes.  Please consider sponsoring me in 
this cause. 
Thank you very much for your consideration and help. 
 
Best Regards, 
Your Name 
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Appendix F: Event Webpage – www.marchofdimes.com/Virginia/dance 
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Appendix G: Primary Target Market I – Rebecca 
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Appendix H : Primary Target Market II – The Donahue Family 
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Appendix I: Primary Target Market III – LuAnne and Steve Jones 

 
 

   
 
 

Appendix J: Secondary Target Market I – The Marshall Family 
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Appendix K: Dance for a Chance Positioning Grid 
 
 
 

       
 

Very Helpful 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Not Helpful 

 

 

American 
Cancer Society 

 
 
 
 

Does Not Personally Affect Me                           Personally Affects Me 

United Way 
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Appendix L: Branding Color Scheme Palettes 
 

 
“Purple” 
 Pantone 2583 
 #9C5FB5 
 RGB Value: R=156, G=95, B=181 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
“Light Purple” 
 Pantone 2583 (50%) 
 #CDADD9 
 RBG Value: R=205, G=173, B=217 
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“Black” 

#000000 
RBG Value: R=0, G=0, B=0 
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Appendix M: “Arial Rounded MT Bold” Font Sample 
 
 

ABCDEFGHIJKLM
NOPQRSTUVWXY

Z 
abcdefghijklmnop

qrstuvwxyz 
1234567890 
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Appendix N: Dance for a Chance Logo 
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Appendix O: Building Forms 

 
 

APPLICATION FOR BUILDING/FACILITIES USE 
 
 
Date of Application_____________________________________________________________ 
 
School Building________________________________________________________________ 
 
Date(s) Building Requested for____________________________________________________ 
 
Time___________________a.m./p.m. until ______________________________a.m./p.m. 
 
Name of organization making request_______________________________________________ 
 
Will public be admitted? Yes____________ No______________ 
 
Will there be a charge to enter? Yes____________ No______________ 
 
Note: The applicant agrees to meet and follow all conditions, regulations, guidelines and policies applicable to the facility 
rental and as established by the School Board, a copy of which is attached to this application and incorporated by 
Reference. The applicant agrees to assume responsibilities for both damage to school property and injury to any person 
associated with the applicant’s use of the rented facilities pursuant to this agreement. The applicant agrees to defend, 
indemnify and hold harmless the School Board for any injury to property or person associated with the applicant’s use of 
the rented facility pursuant to this agreement. 
 
Signature of Applicant ____________________________________________________________ 
 
Printed Name of Applicant ________________________________________________________ 
_ 
Title of Applicant in organization ___________________________________________________ 
 
Address _______________________________________________________________________ 
 
Phone Number (Home)_____________________________(Business)______________________  

 
 
Approval of 
Principal______________________________________Date______
____________ 
 
Approval of 
Superintendent/Designee_________________________Date______
____________ 
 (If applicable) 
Approval of Director of Food Services 
________________________Date__________________ 
 (If applicable) 
 
Adopted: September 10, 2001    Revised: May 
10, 2004 

Approved: November 11, 2002   Revised: February 28, 2005 
Approved: April 14, 2003     Revised: April 10, 2006 (effective July 1, 2006) 
Revised October 26, 2009 

 
 
 
 

THIS INFORMATION TO BE 
FILLED IN BY PRINCIPAL  
 
EMPLOYEE FEE: $18 per hour 
x _____ hours = $ 
____________ EMPLOYEE 
NAME ____________________ 
 
CAFETERIA WORKER FEE: 
$18 per hour x ____ hours = 
$____________ EMPLOYEE 
NAME ____________________ 
 
ADMINISTRATION /  
TECHNICIAN FEE $36. PER 
HOUR X ______ HOURS = $ 
___________  
   
   
            EMPLOYEE 
NAME 
_____________________ 
  TOTAL FEES 
DUE: $ ______________ 
 


