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Summary
Room to Read is a nonprofit organization that focuses on improving child literacy and encouraging gender-equal education. It’s about webpage explains that “Room to Read envisions a world free from illiteracy and gender inequality, where all children have room to read, learn and grow-creating lasting change” (About Us, n.d.). Room to Read works “with children and educators, delivering quality programs directly and with partners” and "accelerate learning outcomes for more children, more quickly — by strengthening government school systems, other learning systems and associated partner programs in the areas of our core competencies” (About Us, n.d.). Through their assistance, Room to Read believes they can help enable “children to develop foundational learning skills, equipping them to create equitable solutions for the most pressing challenges they face — in their own lives, communities and the world” (About Us, n.d.). 	With that vision in mind, their 2025 plan is to double the number of children they serve, the number of communities they support, and the number of partners they work with within the next three years. 
To achieve that vision, it is necessary to implement a successful campaign that will help raise funding for this literacy project. According to an article on Maps.com by Robby Deming, the top three underfunded school locations in the U.S. are New York, with an adequacy gap of $9,692.14; New Hampshire, with a gap of $9,506.44; and Wyoming, with a gap of $9,064.22 (Deming, 2024). As such, Room to Read’s campaign goal will be to raise funds for underfunded schools in each of these three states. Money allocated for more books and school supplies and assistance from Room to Read along with donors and volunteers will allow these schools to have the space and necessary tools to encourage more reading and education, helping the next generation of learners. 
The campaign will be called “Reading for a Better Future” and will consist of social media advertising, flyers in local areas where the schools are located, and a fundraiser in each of the three states. Campaigning would start right at the beginning of summer, with a strict deadline of the start of school in August. This way, there would be more motivation for donations, as the campaign would press that we are working toward creating a better learning and reading environment for children at the start of this coming school year. The campaign would go on for several months and would go into the end of August, at which point we would start showing evidence of all the good the campaign had done in just that short amount of time with approved pictures and videos of children reading those donated books with firsthand testimonies of the positive work done in the selected schools. 
Goals
The goals of this campaign would be to promote literacy while also raising awareness around the lack of it. We would spread the knowledge of the correlation between lack of funding to lack of reading, and lack of reading to bleak futures. As such the campaign would also work toward gathering funds for books and collecting used book donations from volunteers and help distribute them to underfunded schools in New York, New Hampshire, and Wyoming. 
Another goal would be social media awareness. If this campaign is successful and that success and awareness are spread online, this would enable Room to Read to start more campaigns and funding to meet their three-year goal. Allowing more children to be reached, more advocacy for illiteracy, and more schools assisted. Each of these factors would help promote the change we wish to create.
Objectives
· The average book price for a hardcover is $20 while it is $10 for paperback, so if $15 is calculated on average for each book, we would have a goal of around $25,000 on the low end to raise for books for all three states, not including any donated books in the book count.
· The campaign would aim to raise awareness on social media, by achieving at least 1,000 shares on each of the main posts with thousands of comments to boost interaction and put the post higher up on the algorithm for social media apps.
· We would also have a goal of setting aside $2,000 for flyer designing, printing, and posting in local areas of the schools in each state.
· For the three state fundraisers, we would encourage volunteer assistance for set up and clean up, and pay out of pocket for the remaining costs of catering and space rented. 
Opportunities and Challenges
A great opportunity for this campaign lies in the social media accessibility to the public. Through social media campaigning, it will be easier to spread awareness and have direct fundraising links on the main page with posts allowing interested people to inquire about the campaign. There are many people who believe in the cause of improving education so another great opportunity would be in finding donors and volunteers through organizations and companies looking to improve their image through charity participation and parents who relate to the desire to improve children’s lives.
A potential challenge would be working with the government when providing books to these schools as there is most likely a vetting process there for what books are allowed in schools. We would also have to carefully navigate questions surrounding what books would be donated in general as many parents might be reluctant to support our cause if they believe the books they are helping to fund are not ones they would approve of in content. This would have to be addressed with transparency, showing in writing the type of books the funds would be paying for, what type of books we would not be purchasing, and a regularly updated log of the titles purchased.
Overall, the campaign’s success rests on how we address each inquiry and challenge that arises and how we maintain our brand’s reputation and cause during and after the campaign.
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