
 1 

SITUATION ANALYSIS – St. Jude Children’s Research Hospital, Midwest Regional Office  

Rachel Berin, PRAD 585  

 

 

Introduction 

 

St. Jude Children’s Research Hospital, founded by Danny Thomas in 1962, is an organization 

dedicated to finding a cure for pediatric diseases and treating children with cancer nationwide 

and across the world. Since opening its doors over 50 years ago, St. Jude has helped increase the 

cancer survival rate to 80% through its discovery of groundbreaking research. St. Jude prides 

itself on openly sharing its advancements and treating every child at no cost, regardless of their 

race, religion, or ability to pay. ALSAC, the American Lebanese Syrian Associated Charities, 

founded in 1957, is the nonprofit organization that raises funds and awareness necessary to 

maintain St. Jude’s mission. ALSAC is responsible for obtaining 75% of the funds St. Jude needs 

to function. On a national level, St. Jude has approximately 10 million active donors.  

 

While St. Jude Children’s Research Hospital is located in Memphis, Tennessee, it has eight 

affiliated clinics; there are seven clinics scattered across the southern part of the United States 

and one in Illinois. In addition to its main hospital and clinics, there are over 30 growing small, 

regional offices that focus on events and fundraising. The Midwest Regional Office of 

ALSAC/St. Jude is event-focused and very dependent on its volunteers.  

 

Although on a national level the St. Jude brand is recognized by four out of five Americans, 

there is a lack of awareness and/or recognition of the work being done in the Midwest in support 

of the large-scale efforts of St. Jude. In accordance, the Midwest Regional Office has enlisted our 

help to better understand and reach their target audience. Specifically, to gain new event 

attendees, increase the number of volunteers, and to foster and maintain involvement.   

 

Through research, I plan to break down the strengths and weaknesses of the ALSAC/St. Jude 

Midwest Regional Office and to better understand its target audience. By analyzing its current 

presence, we can gain deeper insight into how the office can increase brand recognition, 

awareness and identification as its own entity. With this newfound knowledge, paired with the 

implementation of new strategies and tactics, the Midwest Regional Office can combat the 

stagnation its experiencing.  

 

Research Problem/Challenge 

 

The main problem the organization faces is a lack of engagement on the local office’s online 

platforms. To put this into perspective, the national St. Jude Children’s Research Hospital 

Facebook page has upward of 2.1 million followers, while the Chicagoland/Northern IL page has 

less than 5k followers. In addition, the Midwest regional office does utilize other commonly used 

social media platforms such as Instagram or Twitter.  

 

In regard to events and fundraising, the organization struggles to find new attendees, aside from 

the same core group that attends each year. Without social media engagement, the majority of 

communication surrounding events is word-of-mouth, driven by members of the committee. This 
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poses a limitation and acts as a barrier when trying to reach new people, outside of its already 

established community.  

 

Further, there is a clear gap when it comes to events and the groups attending. While there is an 

event that caters to young professionals and one that caters to individuals well into their 40s and 

older, there is not one that appeals to people in their mid 30s to mid 40s. The Midwest Regional 

Office faces a challenge when it comes to retention. Specifically, to preserve a relationship with 

young professionals when they transition into the next stage in their life.  

 

 

SWOT  

STRENGTHS 

 

• St. Jude’s network, resources and 

connections 

• Established group of donors and 

volunteers 

• St Jude’s mission and story   

 

WEAKNESSES 

 

• Lack of social media following and 

engagement  

• Missing key target audiences 

(Millennials and Xennials) 

 

 

OPPORTUNITIES 

 

• Build an event that is market-focused  

• St. Jude’s history and roots in Chicago  

• Create buzz through online platforms 

• Target Millennials through social 

media and retain involvement  

• Implement different strategy & tactics 

to reach new group of Xennials  

THREATS 

 

• Ann & Robert H. Lurie Children's 

Hospital of Chicago 

• Susan G. Komen  

• American Cancer Society   

• Kidney Cancer Association  

• The Leukemia and Lymphoma 

Society  

  

 

Key Target Audiences 

 

Millennial  

• 22 to 34 years old 

• Holds an entry-level position at work   

• Independent  

• Willing to donate time to charitable 

cause 

• Does not have extra money to spare  

• Actively engaged with 

environmental and social issues  

• Shares views and opinions via social 

media   

 

 

Xennial 

• 35 to 41 years old  

• Transitioning into leadership role in 

career 

• Has children (approx. 5-10 years old)  

• Very busy, time commitment must 

be low  

• Has money to spare and is willing to 

donate to charitable cause 

• Conscious of environmental and 

social issues 

• Uses social media to connect with 

friends and family      
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Research Method/Secondary Sources 

In order to properly understand the needs of St. Jude’s Regional Midwest Office, I analyzed all 

findings from our meeting with the client. From that, I was able to determine the office’s 

strengths, its goals, and its areas of weakness. I was also able to pinpoint the audiences it 

struggles to reach and communicate with.  

 

As a starting point, I explored the St. Jude Children’s Research Hospital official website. 

Although much of the site focuses on the organization’s mission and history, this information 

sets the tone for what St. Jude believes in and strives to accomplish. This is relevant, as the 

Midwest regional office acts as a support system, standing behind St. Jude’s operation.  

 

After gaining an understanding of St. Jude’s online presence both nationally and locally, I looked 

to outside sources for further insight. To better understand our key target audience, I used Pew 

Research Center to find data about social media use and its variance by demographics and 

population. To create a link between social media use and nonprofit organizations, I used the 

database EBSCOhost and search terms including “social media strategies,” “donors,” and 

“nonprofits,” amongst others. To make my research narrower and more specified, I used PR 

Newswire to find press releases covering St. Jude’s recent news, milestones, and achievements. 

Through the database ProQuest, I obtained valuable information regarding marketing as it relates 

to donors and fundraising. This is useful information as it links advertising and marketing to a 

lack of donor spending, reiterating the importance of nonprofits having a clear strategy and 

tactics, just as any other organization would.   

 

 

Results/Findings 

 

St. Jude Children’s Research hospital is connected on Facebook, Twitter, Instagram, Snapchat, 

Periscope, LinkedIn, Glassdoor, YouTube, Google+, and Pinterest. On each of these platforms, 

St. Jude is active, engaged, and has a large following. Its combined following across all 

platforms is several million. While this is the case, St. Jude’s Midwest Regional Office only has 

a Facebook page with a total following of approximately 4.4k. The Chicagoland/Northern IL 

Facebook page focuses on event promotion and coverage, but lacks consistency and engagement. 

Each post generates anywhere from 10 to 20 likes, on average.   

 

Social Media Use 

 

According to Pew Research Center, in the last decade, social media use has skyrocketed. When 

Pew Research began tracking social media use in 2005, only 5% of Americans used some form 

of social media. By 2011, that number increased to 50% of the public. As of the beginning of this 

year, 69% of U.S. adults use at least one type of social media platform. Based on this trend, I 

would infer that social media use will continue to increase at a steady rate over the next few 

years.      

 

Within these findings, trends are broken down further according to age, race, gender, income, 

education, and community. Of the total population of Americans that uses social media, 73% are 

women and 65% are men. Also of the 69% of U.S. adults that use social media, 72% are 



 4 

Hispanic, 69% are Black, and 68% are White. This is important to note, as St. Jude has a strong 

multicultural liking and presence, according to information provided by the client. While young 

adults were the first to adopt social media, and have continued to use it at the highest rate, older 

adults have increasingly used it in recent years. To focus on our target age groups, as of this year, 

88% of 18 to 29 year olds and 78% of 30 to 49 year olds use at least one social media platform.  

 

Further, Pew Research found a positive correlation between income and social media use. 77% 

of adults using at least one social media platform make upward of $75k. In accordance, 

individuals with an income of less than $30k make up the smallest percentage of U.S. adults who 

use social media, 63%. This finding could work to St. Jude’s advantage, as the largest percentage 

of U.S. adults who are active on social media have a greater source of income, therefore, a higher 

potential for excess spending money. Data also suggests that 75% of U.S. adult social media 

users live in an urban community, versus 69% suburban and 59% rural. This also works to St. 

Jude’s advantage, as our client emphasized the importance of an event being held in the city, as 

opposed to the suburbs.    

 

Within the population of U.S. adults that use at least one social media platform, as of 2018, 73% 

use YouTube, 68% use Facebook, 35% use Instagram, 27% use Snapchat, and 24% use Twitter. 

Of the total population that uses Facebook, 74% use it daily. Likewise, within the population of 

Instagram users, 60% interact with the platform on a daily basis.  

 

To break down each platform in terms of our key audiences, 81% of 18 to 29 year olds use 

Facebook and 64% of 18 to 29 year olds use Instagram. In comparison, 78% of 30 to 49 year 

olds use Facebook and 40% of 30 to 49 year olds use Instagram. The prevalence of Facebook use 

within our two target age groups demonstrates the importance of St. Jude’s Midwest Regional 

Office using the platform to its full potential. Further, Instagram should not be overlooked as a 

promotional tool.  

 

Social Media and Donation Intention  

 

In order to examine the “role of consumers’ perceived trust and satisfaction in the internal 

mechanism of the effect of nonprofit organizations’ social media strategies on consumers’ 

donation intention and electronic word-of-mouth,” an online survey was “completed by 242 

followers of the One Foundation nonprofit organization on social media.” (Feng, Lanying Du, 

and Ling, 1775)  

 

This study focuses on the impact of strategies such as disclosure, the dissemination of 

information, and consistent interactivity; when there is interactivity on social media, individuals 

feel a sense of involvement with the organization. Here, disclosure refers to the disclosure of 

information or transparency. Last, dissemination refers to the type of information being 

distributed via social media, such as the quality and accuracy of information shared.  

 

The findings of this study suggest that the strategy of dissemination and interactivity on social 

media positively impacted the consumers’ perceived trust and satisfaction. As a result, this trust 

and satisfaction led to increased intent to donate and electronic word-of-mouth, defined “as the 
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extent to which users wish to disseminate the content in an organization’s social media.” (Feng, 

Lanying Du and Ling, 1779) 

 

Young Donors 

 

According to the article “Cultivating Young Donors Holds Promising Return, Survey Finds,” 

nonprofit organizations will face hardship and miss out on opportunity “if they fail to adapt to 

the changing demands of younger donors and evolving technologies.” (Hall, 1) While there is not 

solid evidence that proves social media’s ability to generate significant returns yet, fundraising 

must move in a digital direction, following the lead of other industries.  

The article notes, by engaging with young people via social media now, an organization can 

secure future donations when these individuals gain the financial means to. Expecting an 

immediate payoff is unrealistic, however, a lack of interaction with this group now will lead to 

missed opportunity long-term.  

A report by Cygnus Applied Research found, “Young donors whose best-earning years are still 

ahead show remarkable promise philanthropically. More donors under 35 (46 percent) said they 

plan to increase their gifts to charity this year than donors aged 35 to 64 (30 percent) and donors 

65 and over (21 percent). Donors under 35 are also more willing than their older counterparts to 

support new causes and rally others to do so.” (Hall, 1) 

 

Importance of Marketing  

 

In a New York Times article published in June of last year, researchers Jennifer van Heerde-

Hudson and David Hudson claim that bad marketing is to blame for charities receiving few 

donations.  

 

In discussion of this research, the marketing tactics of the nonprofit organization, Charity: Water, 

is mentioned. One strategy used by the organization that has been remarkably effective is 

“enthralling storytelling,” promoted through “online ads, social media campaigns, direct email 

solicitations, and even the occasional billboard.” (Duhigg, 4) Further, 47% of the charity’s donors 

are millennials.  

 

St. Jude Children’s Research Hospital’s story is just as moving as that of any other charity in the 

United States. Not only is its mission incredible, but there are living examples of how the 

organization’s work has paid off and changed lives. By telling its story using new marketing 

strategies such as digital and social, St. Jude can reach a new demographic.   

 

Future of Charitable Donations 

St. Jude Children’s Research Hospital has partnered with Amazon to make donating both easy 

and convenient. As of this month, owners of the Amazon Alexa are able to use voice technology 

to contribute to St. Jude, hands free. By simply stating, “Alexa, make a donation to St. Jude,” a 

donation will be made using the payment method associated with their Amazon account, similar 
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to any other purchase made via voice. There is no set-up required for this feature and soon, 

Amazon shoppers will be able to donate on St. Jude’s website using Amazon Pay. 

 

This partnership between Amazon and St. Jude embodies the future of charitable donations. In 

order to maintain consumer engagement, nonprofits must advance their approach to marketing, 

reflective of the technological shift we are experiencing on a greater scale. In the last several 

years, consumers have become accustomed to engaging with brands digitally. If nonprofits fail to 

modify their tactics to better suit this progression, there is potential for missed opportunity and 

returns.   

 

Conclusion 

My research and findings reiterate the importance of the ALSAC/St. Jude Midwest Regional 

Office moving in a more digital direction, making use of social media platforms as a promotional 

tool. There is clear evidence in support of the notion that there is great opportunity in targeting 

millennials, engaging this group regardless of their financial standing. Although this group might 

not have the means to donate right now, they are more open and willing than other groups to use 

their voice and social media platforms as a means to spread awareness. Further, if this 

relationship is maintained, they will be top of line to donate in the future.  

 

As a whole, donors have become less responsive to mass solicitations in the form television ads, 

phone calls, direct mail, and email. As other industries shift marketing tactics to emulate the 

changes we have experienced technologically, in order to attract a similar response, nonprofits 

are doing the same. Research shows that it is not just the millennial generation that has become 

accustomed to using social media, the mid 30s to mid 40s group that St. Jude’s Midwest 

Regional Office struggles to reach is just behind millennials in terms of frequency of use. As a 

result of not utilizing social media, there is a lack of communication between the organization 

and potential donors from a local standpoint.   

 

Conducting primary research would allow us to gain deeper insight into the wants and needs of a 

potential donor in terms of digital content and social media engagement. While the emotional 

appeal been known to generate donations, I believe the millennial mindset is more geared toward 

empowerment and progression; millennials like to see actual payoff and where their time and/or 

money is being allocated. Further, in regard to the group of xennials that St. Jude is struggling to 

retain, there is information that must be gathered in order to understand how this group is not 

being catered to or properly communicated with.    
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