




Driving Change Together


Colorado CarShare 
NPO



Ali Alnazzal


7/24/2024









[bookmark: ExeSum]Executive Summary

Background 
CO CarShare, a Non-Profit organization (NPO) offering carsharing services in Colorado, is dedicated to providing eco-friendly, convenient, and cost-effective transportation solutions. The organization has transitioned from a Cooperative to a prominent NPO, demonstrating significant revenue growth and resilience, particularly during the COVID-19 pandemic. This resilience underscores our unwavering commitment to sustainable transportation solutions. The strong support from the city authorities of Denver and Boulder, who provide Parking spots for carsharing, further validates our mission. 

Problem Statement 
The NPO is facing an operational situation due to the geographical expansion to the Denver area in 2009, with a limited number of vehicles. This has led to a stark imbalance between demand and supply, impacting the organization's performance. The current scheme of returning the car to its designated parking space, while traditional, has led to user dissatisfaction and reduced usage. The informational situation was caused by the company's rebranding and renaming, which diminished its previous media coverage. 
The organization has historically utilized emotional appeal rather than rational appeal in social media. However, it is believed that a shift towards a more rational appeal, aligning with the organizational mission and vision, could lead to increased user engagement. The media coverage is currently meager and does not fully represent the organizational mission and vision. Furthermore, the organization needs more visibility among the communities it serves.   

Proposed Solutions
The report suggests that three long-term goals should be set for the organization's operations.
· Enhance Reputation: Establish CO CarShare as an EV carsharing leader, emphasizing community engagement and environmental sustainability.
· Build Relationships: Strengthen relationships with local businesses and community organizations to promote eco-friendly transportation services.
· Increase Engagement: Enhance local community engagement through targeted communication strategies and diverse initiatives across various channels and events.

Expected outcome
The plan's outcome is to achieve nine public relations objectives with the three publics, which the organization needs to focus on during the final four months of 2024.
1-1 To have an effect on the awareness of University of Colorado students (Active Public). To hold 4 meetings on campus, one each month, hosting 250 students from different undergrad levels. 
1-2 To have an effect on the acceptance of University of Colorado students; to generate interest in protecting the environment by downloading the organization’s apps 1000 times. 
1-3 To have an effect on action, specifically, to let University of Colorado students make 10,000 trips.
2-1 To have an effect on awareness of business organizations (Apathetic public), specifically, to increase their knowledge on the impacts of positive collaboration for their respective communities. 
2-2 To have an effect on acceptance, specifically, to generate interest in promoting social causes and issuing joint newsletters with four business organizations. 
2-3 To have an effect on the action of business organizations, specifically, to collaborate with two business organizations to serve the community's causes.
3-1 To have an effect on the awareness of residents of Denver and Boulder Housing authorities (Aware public), specifically, to increase their knowledge of the EV carsharing benefits on improving their wealth and health. Share information with 50% of the residents of the Denver and Boulder Housing authorities.
3-2 To have an effect on the acceptance of residents of State Housing authorities, specifically, to generate interest in downloading the apps 100 times.
3-3 To have an effect on the actions of residents of State Housing authorities, specifically, to let them make 300 trips. 

[bookmark: _Hlk172725476]Conclusion 
CO CarShare is at a critical point as it addresses operational and visibility challenges stemming from its expansion and rebranding efforts. Despite demonstrating resilience and growth, the organization faces a mismatch between demand and supply and reduced media presence.
The proposed solutions aim to enhance CO CarShare's reputation, build relationships, and increase community engagement through targeted communication strategies. These efforts focus on critical publics, including University of Colorado students, local businesses, and residents of the Denver and Boulder Housing Authorities.
With strategic planning and active community collaboration, CO CarShare can overcome current challenges and significantly impact Colorado's environmental and social landscape. We believe that by working together, we can make a real difference in promoting sustainable transportation solutions. 
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[bookmark: Anasituation]Analyzing the situation
Colorado CarShare organization will celebrate its 25th anniversary in August as a Non-Profit Organization in Colorado. CO CarShare provides a convenient and sustainable carsharing service, allowing members to access a fleet of vehicles for short-term use. The organization targeted customers of urban residents of Colorado cities who occasionally need cars for their errands, environmentally-conscious individuals supporting sustainable transportation, and business companies who want to avoid accounting-related transactions of maintenance and insurance in their reports.
Carsharing program significantly reduces the number of vehicles on the road, lower greenhouse gas emissions, and contribute to cleaner air and a healthier environment. The program promotes sustainable habits by encouraging people to use alternative transportation methods, such as biking, walking, and public transit, for their daily commutes.
The organization underwent structural changes from a Cooperative in 1997 to a Non-Profit organization in 1998 in Boulder. It received nonprofit status 501 (c)(3) in 2006, expanded to the Denver area as a new brand, eGo-CarShare in 2009, and the organization rebranded and renamed to Colorado CarShare in 2020.[footnoteRef:1]  [1:  See webpage https://carshare.org/our-story/ ] 

The presence of various competitors in the service sector, such as ride-share companies, rental car companies, and peer-to-peer carsharing companies, exposed CO CarShare to significant challenges. Internal mismanagement and planning issues have led to a service availability problem. These internal issues can be categorized into two types of operational and informational factors, which have hindered the organization from achieving its ultimate goals.

Operational situation. 
The year 2009 marked a significant turning point for the CO CarShare organization as it embarked on a geographic expansion to the Denver area. Although the expansion was ambitious, it also brought into light a series of operational challenges. The expansion in geographic landscape, coupled with a limited number of vehicles, led to a stark imbalance between demand and supply. A sense of uncertainty circulated among customers about the organization’s inability to consistently provide reliable service when customers needed it most.
Moreover, the organization's decision to diversify its limited fleet of vehicles, including pickup trucks and all-wheel drive vehicles[footnoteRef:2], has had unintended consequences. This diversification has shifted the organization's focus away from transporting people to transporting products or providing leisure transportation, making it more challenging to effectively market its mission. [2:  See webpage https://carshare.org/vehicles-locations/ ] 

The organization currently employs a traditional scheme of 'return the car to its designated parking space.'[footnoteRef:3] This approach can be a deterrent for users who do not plan to return to the same destination, potentially leading to user dissatisfaction and reduced usage. The most recent introduction of a one-way scheme in similar NPOs worldwide has brought about significant challenges. Users are now able to drop the car at destinations near their intended locations, but this has led to potential unbalancing between the demand and availability of vehicles, or between the request for return of the vehicles and the availability of free slots (Bruglieri et al., 2014 p.19). This scheme necessitates the use of a relocator team.  [3:  See webpage https://carshare.org/new-member-quick-guide/ ] 

Those issues are considered critical to an organization's success. The geographic boundaries and the tools utilized to implement the organization's goals are important in determining the targeted area of operation and the means used to achieve those goals. Expanding the scope of operation with a limited number of vehicles diminished the organization's visibility and ability to compete with other organizations and companies in the field.

Informational situation
The rebranding and renaming of the organization affected its reputation and contributed to the loss of its previous media coverage and customer reviews. The most recent organization, Facebook's posts[footnoteRef:4], lack the metrics (likes, comments, and shares), which are the most significant indicators of the organization's community involvement. The same thing applied to its X (previously known as Twitter) account. The number of posts on Facebook averaged 13 posts per month of self-promoted ads, while the number of posts on the X [footnoteRef:5] account averaged 8 self-promoted ads a month.  [4:  Co CarShare Facebook account https://www.facebook.com/ColoradoCarShare/ ]  [5:  X (previously Tweeter) account https://x.com/carshareco/with_replies ] 

Lim et al. (2021) argued that "appeals based in reason, logic, and numbers might prove most effective for rational thinkers. Additionally, individuals with low emotionality have little empathy and emotional attachment, perhaps rendering emotional appeals ineffective" (p. 852); most of the organizations’ posts on social media focus on emotional appeal that lack rational appeal. The Organization needs to emphasize the numbers that are more appealing to the audience, which are available on the organization’s webpage[footnoteRef:6].   [6:  Organization’s rational appeal webpage https://carshare.org/carsharing-easy/sharing-vs-owning/  ] 

The informational issue is a direct result of not targeting specific groups who should be the followers and friends of our social media accounts. The message of the post needs to be dedicated to these targeted audiences, incentivizing them to interact with the accounts. This personalized approach is crucial for effective communication.  
Social media has become an integrated element in all types of organizations. However, 
Delia Dumitrica found that little attention was paid to intersecting and integrating social media in the larger organizational ecosystem. (Sorce, 2021, p.73). The best integration practices of social media are to incorporate the accounts with the tools of the organization's webpages to increase two-way communications, which is seen "as leading to relationship and community-building, and thus more desirable for engaging an organization's stakeholders to build strong community relationships" (Sorce, 2021, p. 79). This is not just a trend, but a strategic move that can significantly enhance our communication strategies.
Using the apps on the mobile phone has become the norm for providing similar services. However, the organization's webpage lacks any references to an app or a Facebook account. I was able to locate the app on the X platform with two links, one for the Apple store[footnoteRef:7] and the other for Google Play, with over 100 downloads[footnoteRef:8]. This app is not just another platform, but an exciting new tool that has the potential to revolutionize the NPO communication strategies. It can provide easy access to the organization's services, enable users to provide feedback on products, and serve as a powerful tool to promote the organization's goals, values, and mission. [7:  See the App in the apple store https://apps.apple.com/ca/app/colorado-carshare/id6466114231 ]  [8:  See the app on google play https://play.google.com/store/apps/details?id=coop.modo.colorado&pli=1 ] 

The informational issue is a result of the lack of specific targeted groups who should be the 

[bookmark: Anaorganization]Analyzing the organization
1- Internal Environment
Despite its long period in the field, Co CarShare is facing visibility issues as a non-profit organization (NPO). Such issues often "exist within a changing environment and often are the result of conflicting values." (Smith, 2017) The visibility issue is shown clearly in the organization's mission statement, which currently lacks the organization's planning to "Live a car-free lifestyle"[footnoteRef:9]. The mission emphasizes lifestyle rather than human and environmental benefits. This presents a clear opportunity for improvement, where the mission can be revised to highlight the benefits of the car-sharing projects on people's income, health, and the environment.  [9:  See the organization’s mission webpage https://carshare.org/our-mission/  ] 

2- Public Perception
The organization enjoyed a very high reputation as an NPO, and its revenues increased from $ 539,082in 2019 to $1,262,774 in 2022. Even though two years of this period were hit by the COVID-19 pandemic and the stay-at-home policy, the organization was very active and achieved a revenue of $818,834 and $846,096 in 2020 and 2021, respectively. [footnoteRef:10] [10:  See nonprofit explorer webpage at https://projects.propublica.org/nonprofits/organizations/841472528 ] 

3- External Environment
The organization received the support of the City of Denver in locating parking spots in various locations in the city. "First, the Denver Zoning Code includes provisions to incentivize car sharing through off-street parking reductions. Second, Denver's Strategic Parking Plan, a comprehensive citywide framework that helps articulate the city's approach to parking management, recommends implementing a car share program to encourage using multiple transportation modes to manage parking demand." (Ferrin, 2016, 37). Furthermore, the organization enjoyed the partnership with the City of Boulder’s pilot charging station program. "The City of Boulder will fund Colorado CarShare memberships. Xcel Energy will give rebates to Colorado CarShare for the EVs being used in the program and funding for the acquisition and installation of the bi-directional chargers." (Parkins, 2024).
The organization has low media coverage, the most updated news feature CO Carshare was dated back to May 21st, 2024, for its collaboration with the city of Boulder and Xcel Energy to create a bidirectional charging program in 30 30-second segments for Denver7news on men.com[footnoteRef:11]. The organization issued a press release dated June 26th, 2023, related to the Partnership of the Town of Breckenridge with Xcel Energy and Colorado CarShare to provide two shared electric vehicles (EVs) located in the South Gondola Parking Garage. The event was covered by the 2:44 report by 9 News issued on July 4th, 2024[footnoteRef:12].  [11:  See website https://www.msn.com/en-us/autos/news/boulder-starts-pilot-program-to-integrate-electric-vehicles-affordable-housing/vi-BB1mNnhD?ocid=entnewsntp&pc=U531&cvid=82de3302f429437e8814034a77d7f6d5&ei=74#details ]  [12:  See website. https://www.9news.com/video/news/local/colorado-news/electric-car-share-program-comes-to-breckenridge/73-4c6941f8-0143-45b6-98d6-7c626f06997a ] 

Uber and Lyft ride-sharing companies are considered the most competitive to the CO CarShare organization, as both companies advocate protecting the environment by utilizing EVs for transportation. Uber is partnered with Tesla to rent their vehicles to drivers. Both companies also promote fast service, cheaper fares, and an interactive platform that allows feedback and social media interactions.


[bookmark: publics]Publics of the Co CarShare Organization 

Active Public: UC Students 
The organization identified students and universities as the active, friendly public that “can be an opportunity for building coalitions” (Smith, 2017, p. 82) to support the goal and mission of the organization.  The organization offers “a waived registration fee ($25 value) + $20 in Colorado CarShare driving credit” [footnoteRef:13], [footnoteRef:14]. The university students are a homogeneous and important group with critical characteristics that motivate the organization to deal with them.  [13:  CU Boulder website https://www.colorado.edu/pts/carshare ]  [14:  Organization website https://carshare.org/partners/students-universities/ ] 

1- Public relations situation: UC has a considerable number of out-of-state and out-of-city students. Usually, those students do not have a car. They need a car for their daily errands and at the beginning and end of the semester, when they need a vehicle to carry their luggage to their residence or to the airport. 
2- Demographics: the students have the same age18-35, similar socio-economic status, i.e., drive less time and do not own a car, and similar income, i.e., low income, same educational level. They might actively engage with the organization’s activities or use its services and products.
3- Personality Preferences: The university’s educated students are more aware of global warming and climate change, and they are more ready to adapt and are actively involved in protecting the environment.
4- Communication Behavior: Young university students are technology savvy, and they use social media as a means of communication. They are a good opportunity to promote the organization’s services, mission, and goals. In addition, they are more willing to volunteer to serve the organization’s purposes. 

Aware public: Residents of State housing. 
The organization is in partnership with the Denver Housing Authority or Boulder Housing Partners[footnoteRef:15]. The residents of those areas should be aware of the organization’s services through booklets and printed publications distributed during the signing off for the programs. However, the likelihood of using those services is at a low rate. This group is not homogeneous, but they are important, as their personal circumstances change, the chances of being an active public in the organization increase.  [15:  See organization webpage https://carshare.org/partners/properties/ ] 

1-    Demographics: Residents of the housing are low-income families. However, most of the families have a car, or they are driving a lot to commute to work and need to park in nearby spots to facilitate. However, because of their low income, their cars might face a lot of technical breakdowns that forcing them to use the CO CarShare application. 
2-     Personality Preferences: The heads of the household are part of Generation X and have fixed ideas about the little effects of humans on the environment. They are less interested in participating in efforts to protect the environment. However, the merits of logic, reasoning, and numbers appeal more to them than emotional appeals. 
3—Communication Behavior: Low-income families tend to use traditional means of communication, such as TV, Radio, and Newspapers, to gain information. The best available means of communication with the public is through printed publications and flyers.

Apathetic public: Businesses organizations
CO Carshare, a third-party service provider, offers its services to various organizations. Business organizations are often seen as apathetic public because they face an issue that "is not significant enough to warrant its attention and/or the consequences are not perceived as being important" (Smith, 2017, p.82). The main issue for these organizations is the use of the Co CarShare vehicles logo, which potentially conflicts with the organizations' own branding and promotional efforts.
1- Public Relations Situation: Business organizations generally want to sell their products to their clients; they are not in the market to buy products from other organizations during their transactions. Using third-party services complicates business operations by increasing the number of transactions with third parties instead of direct transactions. 
2- Organization: Business organizations are based on profit maximization, while NPOs businesses are based on community engagement. Such cooperation leads to misunderstanding among other publics and creates conflicts of interest because of differences in organizational culture and operational styles. It has negative impacts on both the Business and NOP reputations.
3- Communication Behavior: Business organizations have different means of communication than NPOs. Business organizations depend on commercial ads that appeal emotionally to the public, while NPOs depend on less expensive means of communication, such as blogs, newsletters, and emails. This complicates the communication of both organizations' public and hinders information from reaching them, thus obstructing their involvement, especially in the NPO's activities.



















[bookmark: straplanning]Strategic Planning for CO CarShare

positioning 

Co CarShare wants to be known for its engagement in local communities and for providing reliable transportation services that save time, money, and the environment.

Goals

1- To protect CO CarShare as a Colorado pioneer NPO in the field of Electric Vehicle (EV) carsharing (Reputation Goal).

2- To promote the organization's relationship with business organizations (Relationship Goal).
 
3- To increase the number of trips by local communities (Task Goals).

Public Relations Objective:

Public: University of Colorado Students (Active Public).
Re: Goal 1 for University of Colorado Students.

1-1 To have an effect on awareness on University of Colorado students; specifically, to increase their knowledge of the impact EV carsharing on environment. To held 4 meetings in two campuses, one each month, hosting 250 students from different undergrad level by the end of December 2024. To explain the benefits of reducing the raw materials such as metal and plastic needed for vehicle production, minimize tire consumption, and decrease parking spots on environment.

1-2 To have an effect on acceptance on University of Colorado students; specifically, to generate interest in protecting the environment by downloading the organization apps 1000 times by the end of December 31st, 2024. 

1-3 To have an effect on action; specifically, to let University of Colorado students make 10,000 trips by the end of December 31st, 2024. 

Public: Business organizations (Apathetic public).
Re: Goals 2 for Business Organizations. 

2-1 To have an effect on awareness of business organizations, specifically, to increase their knowledge on the impacts of positive collaboration for their respective communities. (increase visibility and credibility for both parties). To issue four joint press releases with 4 companies about the effect of climate changes on human health by the end od December 2024. 
 
2-2 To have an effect on acceptance, specifically, to generate interest in promoting social causes such as climate change and social equity. (Issuing joint newsletters with four business organizations by the end of December 31st, 2024).
 
2-3 To have an effect on action of business organizations; specifically, to collaborate with two business organizations to volunteer to serve the community's causes by the end of December 31st, 2024.

Public: Residents of State Housing Authorities (Aware public).
Re: Goals 3 for residents of State Housing Authority.  

3-1 To have an effect on awareness of residents of Denver and Boulder Housing authorities; specifically, to increase their knowledge of the EV carsharing benefits on improving their wealth and health. (cheap and reliable transportation and a clean environment that protects their health). Share information with 75% of the residents of Denver and Boulder Housing authorities.

3-2 To have an effect on acceptance of residents of State Housing authorities; specifically, to generate interest in downloading the apps 100 times by the end of December 31st, 2024. 

3-3 To have an effect on action of residents of State Housing authorities; specifically, to let them make 300 trips by the end of December 31st, 2024. 






















[bookmark: Formuaction]Formulating Action and Response Strategies

CO CarShare will develop the following response strategies and actions.

Proactive Strategy

1- To start on campus campaign at UC Denver and Boulder, by parking cars in the campus parking lots, setting tables, distributing leaflets and swag bags, and encouraging students to subscribe to membership of the company. To obtain out-of-state students’ emails and send them an email to inform them about the organization’s goals.

2- To conduct special events such as chalk street stencils in the neighborhoods of Denver and Boulder House authorities to reach the residents creatively and unexpectedly and inform them about their option of clean transportation. The idea was borrowed from (the PRSA Silver Anvil case study, Capitol Hill in Motion). 

3- Create alliances with Boulder Farmers Market by providing weekly trips at a lower rate to the market and encouraging Boulder Farmers Market to offer discounted prices to the drivers of Co-Carshare as a thank-you for keeping the environment clean and healthy for agricultural products.

Reactive Strategy 

Because some users complained about not getting a car when needed (Yelp, n.d.), the organization needs to develop an objective that is based on gaining public understanding about the limited number of vehicles and its goals to increase the number of vehicles. The organization needs to adopt apologia as a formal defense against criticism: [Apologia] “seeks to present a compelling evidence-based case for an organization’s opinions, positions or actions.” (Smith, 2017, p.161). 

This can be done by direct communication with the users who complained and providing extra credits to their accounts as compensation for any inconveniences caused to them.       












[bookmark: Devmessage]Develop Message Strategies for CO CarShare

Potential message sources:
Jared Polis, Governor of the State of Colorado 

As the current Governor, born and raised in Boulder, Jared Polis firmly understands local transportation issues and policies. His service on the State Board of Education and representation of Colorado's 2nd Congressional district (Boulder) have given him the authority to bring the importance of the Co CarShare mission to the attention of the Boulder community, including UC Boulder students. Polis's engaging public speaking skills and unique ability to connect with diverse audiences, regardless of background or beliefs, make everyone feel included and valued in his mission for Boulder.

Micah Parkin, Executive Director of 350 Colorado

With extensive knowledge and experience in climate advocacy and sustainable transportation, Parkin is a well-credible figure in the environmental community. Her charisma evolved in her passion for environmental issues, and her ability to inspire others makes her a compelling spokesperson. Parkin's influence comes from her leadership in the environmental community and her ability to mobilize grassroots support.

Dr. Lisa Dilling, Associate Professor at UC Boulder

Her credibility emerged from her academic involvement as Associate Chief Scientist at EDF (Environmental Defense Fund), Professor of Environmental Studies (through 2023), Fellow of the Cooperative Institute for Research in Environmental Sciences CIRES (2008-2023), Environmental Studies Program, Director, Western Water Assessment. As an effective communicator, particularly with the academic communities and policy circles, Dilling has the charisma to advocate for the mission of CO CarShare. Her research and advisory roles to different organizations granted her the authority to advocate for sustainability and climate change. 

Determine message appeal:

Rational Appeal: CO CarShare will present three types of appeal

A factual proposition: CO Carshare can reduce traffic congestion during rush hours by providing smooth transit, reducing carbon emissions, and aligning with the city's sustainability goal. 
A factual Proposition: Carsharing provides substantial cost savings for individuals. By sharing vehicles, users can save thousands of dollars annually on maintenance, insurance, parking, and fuel costs. 
A value Proposition: Carsharing services can promote social equity by offering affordable transportation options to lower-income residents and out-of-state students.

Emotional Appeal 

The positive emotional appeal will be used by utilizing the love appeal to preserve the stunning natural beauty and commitment to sustainability in the Boulder landscape. “Pleasant images lead consumers not only to remember the persuasive message but also to be more likely to act on the message.” (Smith, 2017, p. 220) Nostalgia for historic natural views could motivate the audience to be involved in carsharing to preserve nature.

Positive emotional appeal will be used, utilizing value appeal that is empowering low-income residents and young students, fostering inclusivity, and achieving social justice and equality. “Virtue appeal can evoke any of the various values that society or individuals hold in esteem.” (Smith, 2017, p.222)

The negative emotional appeal will be used, utilizing a guilt appeal that elicits a sense of guilt for contributing to environmental degradation due to the increasing number of car owners. Guilt appeal motivates the audience to react against it and provide justification for the organization’s action. 

Determine verbal and nonverbal strategies

Verbal communication
1- To use written and spoken words in social media messaging about the benefit of car sharing to out-of-state students. Employing the two-sided arguments to attract educated people.
2- To use the sandwich information during the discussion session by stating the benefit of the carsharing first, then stating the opposite opinion, and ending the argument by restating the organization’s vision.
3- To use clarity, salience, and power words in the message, using Rudolf Flesch's Readability for a 10th-grade student level, which enables the organization to measure the human interest of the audience.
4- To use the program name according to the targeted audience or the program's goal. 
5- To adopt a firm quote that reflects the organization's mission and vision. 

Nonverbal Communication 
1- Select a very appealing music that reflects the organization's resilience to make social changes. 
2- To change the organization's logo and use a visually identified symbol that clearly shows the meaning of carsharing, such as one car surrounded by many people. 
3- To use the colors and the people in the logo to indicate the diversity of the organization's community.
4- To use English and Spanish to target the two most significant groups in the US.

Determine branding
Co CarShare should use a tagline to promote its mission and vision. A tagline could be like
 “Driving Change Together”

[bookmark: devtactic]Develop the Tactical Program
The following initiatives are packed according to the public packing, putting in mind using the least cost and achieving the most influential impact. 

CO CarShare is dedicated to engaging the vibrant student community at the University of Colorado Boulder and Denver. As a leading NPO EV CO CarShare, the organization’s mission is to protect the environment. By promoting unique services, such as affordable transportation and commitment to environmental sustainability, the organization aims to inspire students to join in this important cause. The target is to get 1000 subscribers by the end of the Fall semester 2024 

1- Co CarShare will use interpersonal communication for the active public. The organization will use a personal involvement tactic by distributing seven volunteers at the beginning of the semester and for two weeks to distribute flyers on campus and inform students about the organization's affordable transportation services that aim to protect the environment. The organization will participate in social events by setting up tables at CU Denver First Year Students orientation on August 16th and September 14th[footnoteRef:16], Discover CU Boulder on August 10th, and D.I.V.E. on August 17th[footnoteRef:17]. During those events, the organization will give away mugs, pens, and keychains with the organization’s logo and encourage students to subscribe to the organization at a student discount rate. The targeted events are to achieve half of the organization's objective of 500 subscribed students by the end of the above events. The organization would utilize those events to develop its messages in the news media (Smith 2017, p. 270). [16:  See website: https://ucdenver.campuslabs.com/engage/event/10187697]  [17:  See website: https://ugrad.apply.colorado.edu/portal/summeropenhouses] 


2- The organization's unwavering dedication to its mission is evident in its use of organizational and social media tactics (owned media) to market itself among first-year students. By distributing stand-alone publications such as brochures and fliers to students on various occasions during the fall semester. Those events aim to target 250 students by the end of the Fall semester 2024. 

3- Social media is a key platform used by the organization to document and share its active participation in events at UC Boulder and UC Denver. Pictures and videos of the events are shared on Facebook, X, and TikTok platforms, allowing students to feel engaged and part of the organization's journey. Videos, including testimonies of participants, are posted on YouTube to further promote the organization's commitment to providing affordable transportation to students. The event aims to target 125 subscribers by the end of the Fall semester 2024.

4- Earned Media is a powerful tool used by the organization to promote its credibility and gain third-party endorsement within the Boulder and Denver communities. A week before the events, the organization contacts the Denver Post and Daily Camera newspapers to provide a written newsletter and fact sheet about the organization's involvement and commitment to students at both universities. The organization also seeks to hold a short interview with its CEO or PR practitioners at an affiliated CU Boulder KVCU 1190 radio station[footnoteRef:18] and Denver Open Media[footnoteRef:19]. The aim is to gain 125 subscribers by the end of the Fall semester 2024.  [18:  See website: https://1190.radio/news/ ]  [19:  See Website: https://www.denveropenmedia.org/support#:~:text=DOM%20Community%20Radio%20is%20a,spots%20to%20be%20non%2Dcommercial. ] 


CO CarShare is empowering the aware public of low-income residents of housing authorities' communities by increasing the number of trips those residents can make, providing them with a convenient and cost-effective transportation solution. Two communities, Boulder Housing Partners in Boulder and Innovative Housing Concepts in Denver, are targeted in this tactic. The objective of 25 subscribers from each community by the end of December 2024.

1- Interpersonal communication will be conducted by using door-to-door canvasing to attempt to persuade "people presumably are already interested in the issue, perhaps have some knowledge of the relevant facts and are at least open to (perhaps even leaning toward) the organization's message" (Smith 2017, p. 263). Volunteers will visit low-income residents of Boulder Housing Partners in Boulder and Innovative Housing Concepts in Denver during the first two weeks of August and October to educate them about the organization's programs and encourage them to subscribe and use its transportation. The aim is to get 25 subscribers from both communities i.e., 12 subscribers from each community, by the end of December 2024.

2- The organization will conduct special events in the first two weeks of September and November in a nearby park for the residents of Boulder Housing Partners and Innovation Housing Concepts. The special events will include offering snack meals and soft drinks. Music will be played by medium-sized records, and various social outdoor games will be held, such as Capture the Flags, Obstacle Course, Three-Legged Race, Sack Race, Scavenger Hunt, etc. The winners will get Mugs, Keychain, and T-shirts with the organization logo. Participants will register their names, addresses, and emails to verify their residence. Pictures and videos will be documented at the events, and residents will ask for permission to post the event's pictures and videos on social media. The aim is to get 10 subscribers from both communities by the end of December 2024. 

3- Using the addresses from the events, the organization will send direct mail in the form of formal letters or brochures once a month. These will educate and encourage residents to subscribe to the programs, providing them with valuable information and resources to help them make an informed decision. The aim is to gain 15 subscribers by the end of December 2024 from both communities  

4- Using social media such as Facebook, X, and TikTok to highlight the organizational involvement with communities and share pictures and videos of special events on social media. Send invitations to the residents to join the organizational social media to view their pictures and videos, and share them with their friends and family. The organization will use digital media in the form of emails on a periodic basis to the residents of the low-income residents who participated in the special events. The aim is to get 10 subscribers from both communities by the end of December 2024. 

5- To provide a media advisory one week before events to all local newspapers, radio, and television. This indirect news subsidy aims to inform the news gatekeepers of upcoming news opportunities and the possibility of covering those events. Any coverage should be reposted on social media and the organization's website. 

CO CarShare will contact four apathetic public of business companies. Sharing the same mission and vision would help create a vital relationship goal. Companies such as Excel Energy, Invenergy, Crusoe Energy Systems Inc., and KPA have the same goals of sustainability and environmental protection, with the possibility of forging relationships. The organization will adopt the following tactic with each company to achieve the objective of full cooperation in the field of Policy initiative, sponsorship, and/ or fundraising by the end of December 2024.  
1- By facilitating the exchange of information through joint seminars, the organization can bring together peers from the companies and CO CarShare to discuss issues of mutual interest. This will not only forge means of cooperation but also unearth common ground, fostering a sense of optimism about the potential benefits of collaboration. 

2- Documented those meetings with videos and pictures and shared them on social media such as Facebook, X, and the website of the organization and the respective companies. The organization will use YouTube, Instagram, and post that media. Using the organizational media of all companies and the organization provides a good idea of the strong relationships of the organization to promote sustainability.

3- The joint news conference, led by PR practitioners from CO CarShare and the business companies, will be a pivotal moment to disseminate new policy initiatives, cooperation efforts, and sponsorships. This interactive media engagement will not only create a pool of public among the respective audiences but also underscore the importance of each of the roles in this initiative. 

4- The organization and the companies can share the costs and make one TV and Radio advertisement emphasizing their primary goal of protecting the environment through their sustainability means. These means, which cover different aspects of life such as energy consumption, waste management, and carbon footprint reduction, will be highlighted in the advertisement. This innovative means of advertisement emphasizes the organization and the company’s mission to achieve the common goal.   
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Brochures, Fliers, and Logos 
8/1/2024 Get approval for brochures, fliers, and logo design
8/2/2024 Order the design team to provide samples
8/4/2024 Select the best design and get the manager’s approval  
8/5/2024 send to the printers 
8/9/2024 receive from the printers

Tables and tables cover 
8/1/2024 submit request manager to buy tables and table covers
8/2/2024 Submit the approval to the purchasing department 
8/3/2024 Buy the tables and table cover from Amazon 
8/5/2024 Receive the tables and table covers from Amazon
8/5/2024 Store the in-organization’s stores.

Mugs, pens, keychains, and t-shirts 
8/1/2024 Submit a request to the manager to buy keychains, mugs, pens, T-shirts, and outdoor games items.
8/2/2024 Get the approval and submit it to the purchasing department 
8/3/2024 Buy the keychain, mugs, pens, T-shirts, and outdoor games items from Amazon 
8/5/2024 Receive the keychain, mugs, pens, T-shirts, and outdoor games items from Amazon
8/6/2024 Send the mugs, pens, keychains, and T-shirts to the printers
8/9/2024 Receive the mugs, keychains, and the pen, and store them in the organization’s stores.
8/10/2024 Receive the t-shirts and store the in-organization’s stores.

Letters 
8/1/2024 Get approval from the managers to send letters of invitation to the special events to the residents of Boulder Housing Partners, Innovative Housing Concepts, and the media advisory 
8/2/2024 Write the letters and print them
8/3/2024 Put the stamp and mail them 

Task schedule 

8/10/2024 at 7:30 AM, move the tables alone with the mugs, pens, and keychains from the organization’s store to the Location on CU Boulder.  
8/10/2024 at 8:00 AM, set the tables at the locations, and prepare to welcome students and encourage them to sign up for the program 
8/10/2024 at 5:00 PM remove the swages and the table and put them back in the store. 
8/14/2024 at 5:00 PM, move out the tables and swages the park near Boulder Housing Partners
8/14/2024 set the stage for the games and activities.
8/14/2024 at 6:00 PM start the activities 
8/14/2024 at 9:00 PM, end of the events and packing the staff. 
8/16/2024 at 7:00 Am move the tables alone with the mugs, pens, and keychain from the organization’s store to the Location on CU Denver.  
8/16/2024 at 8:00 set the tables on the locations, and prepare to welcome students and encourage them to sign up for the program 
8/16/2024 at 5:00 remove the swages and the table and put them back the store. 
8/17/2024 at 7:30 AM, move the tables alone with the mugs, pens, and key chains from the organization’s store to the Location on CU Boulder.  
8/17/2024 at 8:00 AM, set the tables at the locations, and prepare to welcome students and encourage them to sign up for the program 
8/17/2024 at 5:00 PM, remove the swages and the table and put them back in the store. 
8/20/2024 at 5:00 PM move out the tables and swages the park near Innovative Housing Concepts
8/20/2024 set the stage for the games and activities.
8/20/2024 at 6:00 PM start the activities 
8/20/2024 at 9:00 PM, end of the events, and packing the staff. 
8/22/2024 Make communication with Excel Energy PR to hold a seminar.
8/23/2024 Request approval for the seminar to hold the seminars 
8/24/2024 assigned date for the seminar with Excel Energy PR representation 
8/TBD/2024 Held the seminars and recorded them 
8/Next TBD/2024 post the seminar on the social media and the organization YouTube Channel
9/14/2024 at 7:00 Am move the tables alone with the mugs, pens and key chains from the organization’s store to the Location on CU Denver.  
8/14/2024 at 8:00 set the tables on the locations, and prepare to welcome students and encourage them to sign up for the program 
8/14/2024 at 5:00 remove the swages and the table and put them back the store. 
9/22/2024 Make communication with Invenergy PR to hold a seminar.
9/23/2024 Request approval for the seminar to hold the seminars 
9/24/2024 assigned date for the seminar with Invenergy, PR representation 
9/TBD/2024 Held the seminars and discussed the joint advertisement, and recorded the seminars 
9/Next TBD/2024 post the seminar on the social media and the organization’s YouTube Channel 

10/5/2024 Make communication with Invenergy PR to hold a seminar.
10/6/2024 Request approval for the seminar to hold the seminars 
10/7/2024 Assigned date for the seminar with Invenergy, PR representation 
10/TBD/2024 Held the seminars and discusse the joint advertisement and recording the seminars
10/Next TBD/2024 post the seminar on the social media and the organization’s YouTube Channel 

11/5/2024 Make communication with Crusoe Energy Systems Inc., PR, to hold a seminar.
11/6/2024 Request approval for the seminar to hold the seminars 
11/7/2024 Assigned date for the seminar with Crusoe Energy Systems Inc., PR representation 
11/TBD/2024 Held the seminars and discuss the joint advertisement and recoding the seminars 
11/Next TBD/2024 post the seminar on the social media and the organization You Tube Channel 
12/5/2024 Make communication with KPA PR to hold a seminar.
12/6/2024 Request approval for the seminar to hold the seminars 
12/7/2024 Assigned date for the seminar with KPAPR representation 
12/TBD/2024 Held the seminars and discuss the joint advertisement and recoding the seminars
12/Next TBD/2024 post the seminar on the social media and the organization’s YouTube Channel 
12/31/2024 launch the joint advertisement with the four companies.

[bookmark: Evaluation]Evaluation 
The company is conducting an in-progress research design to measure the message exposure of the event's coverage on the organization's website, social media, and mainstream media. The organizational website witnessed a quadruple increase in events held at the UC campuses and the housing authorities' communities.

There was a phenomenal increase in the social media metrics due to switching from self-promoting posts to community engagement posts that attracted new followers. The students at the University of Colorado Denver/Boulder are joining the organization’s Facebook and X accounts. More shares, posts, and comments were also increased on the organizational social media. Due to media advisories, two local media outlets, Denver7 News and 9 News, covered four events over the four months: two at the housing authority communities, one at UC Boulder, and one at UC Denver. Four seminars were posted on YouTube discussing issues of mutual interest with a low level of viewers, but with the potential to increase to a moderate audience shortly. 

Engagement metrics also increased during the first three months of the plan. Based on a survey conducted by mail by the company in October, 43% of surveyed individuals from the housing authorities' communities' residents and the students of UC Denver/Boulder reported they had downloaded the organizational app and used it at least once in the last three months. The app was downloaded in the last month 200 times. Furthermore, the organization is witnessing a significant increase in access to its website, which bodes well for future engagement and event participation at UD Denver/Boulders.

On action metrics, the organization has successfully completed 650 trips in the first three months of the plan, averaging 218 trips per month. With the end of the semester approaching, we anticipate a significant increase in trips, with the possibility of reaching 1000 trips by the end of December. This optimism is based on the large number of students heading home for the holidays and requiring transportation to the airport. 
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Press Release
FOR IMMEDIATE RELEASE
CO CarShare Partners with Boulder Farmers Market to Provide Sustainable Transportation for UC Boulder Students and Boulder Housing Partners Residents
Boulder, CO — 7/24/2024 — CO CarShare is excited to announce a new collaboration with the Boulder Farmers Market to provide convenient and eco-friendly transportation for University of Colorado Boulder students and Boulder Housing Partners residents. This partnership aims to encourage support for local farmers, maintain sustainability, and protect the environment by offering carsharing services on market days.
Saturday Market
Dates: April 6 – November 23, 2024
Time: 8:00 am – 2:00 pm

Wednesday Market
Dates: May 1 – October 2, 2024
Time: 3:30 pm – 7:30 pm

Through this initiative, CO CarShare will offer dedicated carsharing options to facilitate easy access to the Boulder Farmers Market. This collaboration underscores our commitment to promoting sustainable transportation solutions while supporting local agriculture and fostering community engagement.
Benefits of the Collaboration
Sustainable Transportation: By providing carsharing services, we aim to reduce the carbon footprint associated with individual car use and promote greener travel options.
Community Support: This partnership encourages residents and students to support local farmers and enjoy fresh, locally sourced produce.
Convenience: CO CarShare offers a practical and cost-effective transportation solution, making it easier for community members to attend the market regularly.
How It Works:
- UC Boulder students and Boulder Housing Partners residents can book a CO CarShare vehicle through our app or website.
- Special discounts and promotional offers will be available on market days to make carsharing even more affordable.
- Vehicles will be stationed at strategic locations near UC Boulder and Boulder Housing Partners residences for easy access.

"We are thrilled to partner with the Boulder Farmers Market to provide sustainable transportation options for our community," said Peter D. Krahenbuhl, CEO of CO CarShare. "This collaboration not only supports our local farmers but also aligns with our mission to reduce environmental impact and promote sustainable living."

"Boulder Farmers Market is delighted to join forces with CO CarShare," said Mackenzie Sehlke Executive Director of Boulder Farmers Market. "Together, we can make it easier for students and residents to access fresh, local produce while supporting sustainable transportation initiatives."

For more information about this partnership and to learn how you can participate, please visit https://carshare.org/ or contact Ali Alnazzal PR manager 720-000-0000.

About CO CarShare:
CO CarShare is a leading non-profit organization providing carsharing services in Colorado. Our mission is to empower communities with eco-friendly, convenient, and cost-effective transportation solutions, reducing the need for private car ownership and promoting environmental sustainability.

About Boulder Farmers Market:
Boulder Farmers Market is a community-based market that connects local farmers with the community. It provides a venue for purchasing fresh, locally grown produce and handmade goods, supporting sustainable agriculture and local economies.

Contact
Ali Alnazzal   
PR Manager
CO CarShare  
720-000-0000  
Email:ali.alnazzal@Ucdenver.edu  
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Crisis Communication Plan for CO CarShare
As part of our strategic plan with the students of UC Boulder and Denver and the housing authority's residents, CO CarShare is proactively establishing a crisis management team. This team will not only evaluate potential crises but also create and implement a comprehensive 'to-do list' to effectively manage any situation that might arise, providing a sense of reassurance to all stakeholders. 

The Situation Analysis
CO CarShare’s crisis team will conduct thorough surveys and focus groups with local community members to gain a deep understanding of potential crises and how to prevent or manage them. The team will also analyze past communication efforts meticulously to identify any gaps and areas for improvement, instilling confidence in our preparedness.

The team is committed to learning from past experiences. The team will be responsible for evaluating the organization’s current strategic communication plans and identifying potential crises. Additionally, the team will review feedback and complaints from past participants to identify any recurring issues, ensuring a secure and reliable crisis communication plan.

Set Strategic Goals of Crisis Communication:
To set the goal of protecting the organization's reputation as a priority during the crisis communication. 

Set Clear Objectives of the Communication Crisis
To contain the crisis, the organization will adopt a reactive strategy that will follow the rectifying behavior based on investigation, corrective action, or, in rare cases, restitution and repentance behaviors with the approval of the board of directors.   

Develop a Tactical Crisis Communication Plan
1. To set the chain of command in charge during the communication crisis. Usually headed by the PR manager at CO CarShare, assisted by the marketing and communication managers.
2. Identified targeted media, "usually the social media on platforms like Facebook, Instagram, and Twitter, assigned mainstream local channels, TV, and two local newspapers. When reporting facts, consider the organization's ability to influence the direction of media coverage and the consequences of the crisis (Smith 2017, p. 461).
3. Develop clear, compelling messages tailored to different segments of the community (e.g., employees, volunteers, stockholders, donors, and other constituent groups, as well as with colleagues). The message should be honest and transparent based on fact, not speculation, and no blame shifting.  

Develop a recovery Plan 
1. Prepare a report evaluating the crisis communication situation with the lessons learned to avoid future incidents. 
2. Protect damage to the organization's reputation by collaborating with local organizations, such as nonprofits, environmental groups, and community organizations, to promote car-sharing programs. Develop joint initiatives that align with these groups' interests and values.
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