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The Social Issue

Cleft Lip occurs if the tissue in the formation of the lip 
doesn’t come together completely before birth. If the 
formation of the lip doesn’t come together completely an 
opening appears in the upper lip.  It can occur on one, both 
sides, or the middle of the lip. This can lead into cleft palate. 
Cleft Palate occurs during the sixth and ninth weeks of 
pregnancy where the tissue that makes up the roof of the 
mouth are not joined together completely. Children with 
either or both conditions have problems with speaking 
clearly, feeding, and can also have ear infections. Problems 
with their teeth or hearing problems may also occur 
because of their condition.



Purpose of Organization

This birth defect affects an estimated 2,650 babies with cleft palate and 
around 4,440 babies with cleft lip or without a cleft palate in the United 
States each year. Without health insurance, cleft lip and/or palate surgery 
costs between $5,000 to $10,000 or more per surgery. Two surgeries are 
typically required for both cleft lip and cleft palate and that alone costs 
around $10,000 to $20,000 without insurance. It is not a cheap procedure 
and it affects babies in a tremendous way. From speaking problems, eating 
problems, to special bottles to help feeding; it is not an easy condition to 
grow up with.  Awareness is necessary to keep donations flowing through 
organizations to help children fund surgery and other needs with this 
condition.



The Organization(Non-Profit)
Smile Train has been around since 1999 and was founded by 
some former Operation Smile employees. Instead of sending 
Western doctors across the globe to provide surgeries in 
developing countries, they felt that it was smarter to educate 
and fund training for doctors to do the procedures in their 
native countries. They wanted to step aside from the 
mission-based model and focus on a strategy that is more 
sustainable and beneficial in the long run. The money 
provided by donations goes towards educating doctors from 
across the globe, the proper way to operate and treat 
children with any sort of cleft, and helps cover the costs of 
the operations for the children that need the surgery.



Where they Stand with SMM

Today Smile Train has a large following and the simple goal 
of “Changing the World One Smile at a Time”. With their 
social media, they have an excellent understanding of how to 
engage with and grow their audience. The platforms they use 
are Facebook, Twitter, Instagram, YouTube, and Snapchat. 
They post frequent content and update their pages 
frequently with photos like the #SmileOfTheWeek, or the 
#PowerOfASmile. These posts give their followers new 
content to follow up with and understand where their 
donations are actually helping people. This is consistent 
through most of their social media with similar posts to the 
ones previously discussed. They also have a partnership with 
the popular beauty brand Kylie Cosmetics, where with 
promotional campaigns with certain products purchased 
donates 100% of proceeds to Smile Train. 

91,944 

44,600



Mission Statement: 
Smile Squad is a non-profit organization that is spreading 

awareness about those affected by Cleft Lip & Palate. 
Through stories & experiences, more and more people can 

understand those affected & what they go through. We 
hope you can see & understand more about Cleft Lip & 

Palate and how people are affected by it by following our 
organization!



Campaign Goals

-Increase Facebook 
likes by 10% every 
month
-Increase Facebook 
followers by 10% every 
month
-Increase Instagram 
likes by 10% every 
month

MS A R T
-Use analytics and 
metrics to measure 
engagement.
-Use Facebook Analytics 
and see how to boost 
posts.
-Use Social Blade to 
analyze our potential 
growth.

-Reach 80 followers on 
Facebook within 1 
month
-Reach 80 followers on 
Instagram within 1 
month

-Use information about 
cleft lip and cleft palate 
that is current and up to 
date.
-Use hashtags that are 
unique to our cause

-Reach 300 followers 
on Facebook in 11 
months
-Reach 300 followers 
on Instagram in 11 
months



Target Audience

Primary Audience
Males and females between the ages 18-32. We 

chose this large age group because they will 
spend the most time on social media. They will 
interact more with our social media pages and 

will also be more inclined to share our posts and 
hashtags to further spread the word for our cause 

to raise awareness for children born with cleft.

Secondary Audience

Parents & Family Members of those affected with Cleft     
We believe that this audience will be the most inclined to 
donate and support our cause. We also want to include 
medical school graduates because we believe that they 

would likely enjoy getting involved with the program being 
fresh out of school and contributing to a large cause. 

 



Strategies & Tactics 
● Thankful Thursdays: Stories are shared and cover people who 

are grateful to have supportive friends and family and great 
doctors who take care of them. 

● Smile Sunday’s are posts regarding people happy with their 
smile after surgery from the condition.

● Star Smile Saturday’s include posts regarding celebrities who 
have experienced cleft lip or cleft palate and they engages the 
audience with familiar faces

● The personal stories are shared every Wednesday on both 
platforms.

● Our hashtags are used on every post; #WhatMakesYouSmile & 
#SmileSquad to reinforce community action.



Media Plan 

● We are optimizing our posts and posting times by taking 
data of when most Facebook and Instagram users are 
online.  We have found that around 12:00 PM and 1:00 PM 
on Monday, Wednesday, Thursday, and Friday is when a 
majority of our target market is using Facebook and 
Instagram.

● We are a middleman for other organizations and we are 
trying to draw awareness for the disease as well as push 
people towards other companies such as Smile Train.



Timeline (Week 1)  

November 17th
Facebook and 
Instagram pages made 
(First posts for both)

November 25th

November 22
Thanksgiving day post 
made on both Social 
media sites

First #SmileSunday 
post (Instagram & 
Facebook)

Sat Sun Mon Tue Wed     Thu Fri



Timeline (Week 2) 

November 27th
First Transformation 
Tuesday (Instagram & 
Facebook)

December 1st 
Star Saturday post 
(Instagram and 
Facebook)

November 29th
Thankful Thursday 
post about Jenny       
(Instagram & 
Facebook)

November 28th
Weekly smile story 
about baby Macy           
(Instagram & Facebook)

November 30th
Video Advertisement & 
E-Books uploaded to 
Facebook and 
Instagram

Mon Tue Wed Thu Fri      Sat Sun

December 2nd
Smile Sunday 
post story 
about Samuel 
(Instagram & 
Facebook)



How We Post

Our Pictures Our Message

Our Tagline

The pictures we select to 
include in our photos are 
of real children with 
real recovery stories. 
We believe that this real 
connection will warm 
the hearts of our 
audience & cause them 
to share and like our 
posts. 

We want the message of 
our posts to tell real 
stories. We aim with our 
stories to capture the 
hearts of our audience to 
generate excitement and 
a following for our future 
posts.

Our #’s are simple and call 
for engagement from the 
community.



Facebook Analytics 



Facebook Analytics 



Instagram Analytics 



Popular Post #1



Popular Post #1



Popular Post #2



Popular Post #2



Popular Post #3



Popular Post #3



Video 

2 Likes
4 Shares

85 
Views

16 
Likes

52 
Views

Our video highlighted 
children who had 

cleft lip & cleft palate 
to spread awareness 

of what they go 
through. 



Evaluation  

Our campaign was not for profit 
and we did not accept any 

donations, we did provide links 
on all posts and Social Media 

outlets home pages.

The Return On Investment was 
calculated by how many 

followers we had on each site.  
We obtained 88 followers on 

instagram and 108 on Facebook 

Improvements that could  
have been made are more in 
Depth analysis or links to a 
biography of the person we 
did our testimonies on, that 
way the reader can get to 
know the individual a little 

better

Budget ROI Tuning 

Zero dollars were 
spent during this 

campaign, we used 
only free social media 

platforms, Facebook and 
Instagram.
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