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Opportunity Statement

● Broadens the organization’s impact and spreads awareness 
about all of its offerings
○ Promotes all facets including the festival, DHVT 

membership, team building opportunities, volunteer 
opportunities, and events through outreach efforts

● Reaches and engages with new audiences 
○ Gen-Z and millennials
○ New local businesses/organizations 

DHVT has opportunity to create an awareness campaign that…..



DHVT’s Main Challenges
● Seasonal Promotion: DHVT primarily promotes itself during its annual Dragon 

Boat Festival
● Limited Audience Reach: Existing outreach efforts mainly focus on current 

supporters and festival attendees
● Dependency on Local Events: Current events are sporadic and may not consistently 

attract new members and supporters.
● Underutilized Digital Channels: DHVT’s social media and newsletter efforts are not 

utilized year-round and content on platforms can aesthetically change to better 
resonate with wider audiences

But, these challenges = opportunities!



Situation Analysis
● Founded in 2004 by Linda and John Dyer

● 200 members, additional volunteers, and 3 part-time staff members

● Host of the Dragon Boat Festival in Burlington

● Three Pillars: Supporting breast cancer survivors, exercising through 

the dragon boating sport, and giving back to the community





Strengths, Weaknesses, Opportunities, Threats
of the Organization & The Dragon Boat Festival

SWOT Analysis



SWOT Analysis for Organization
Strengths: Weaknesses: Opportunities: Threats:

● Lots of community participation 
and awareness surrounding 
the festival

● DHVT has been an 
organization for over 20 years, 
they have a good reputation!

● Strong internal support and 
good morale from the 
members of the organization

● Inspiring mission
● Many facets of the 

organization = many 
opportunities for new ways for 
people to engage

● Reliance on 
volunteers with a 
lack of member 
volunteerism 

● One person 
running all their 
social media 
platforms and not 
posting consistently

● Lack of awareness 
about the 
organization

● Fundraising through 
new community teams 
and members

● Grow the paddling 
program to reach new 
audiences

● Grow their social media 
pages and overall digital 
presence 

● 20 year anniversary is 
coming up!

● Membership diversity 
growth 

● Hosting tabling events 
by the next festival 

● Financial Sustainability
● Member Retention
● Falling out of the public's 

eye when its off-season
● Social media dropping off 

sporadically throughout 
the year

● Many Gen-Z and 
millennials are not aware 
of the organization 

● PR/Marketing efforts 
focused more toward the 
festival instead of the 
organization 



SWOT Analysis for Festival

Strengths: Weaknesses

● Online presence and 
engagement could be 
improved

● Inconsistent activity and 
engagement across all 
social media platforms 

● Attracts a lot of people who 
are already a part of the 
organization instead of 
prospective members

Opportunities

● Increase new team 
participation

● Engage audiences through 
consistent and exciting 
content that is tailored to 
each platform and audience

● If the organization hosts 
more community events, 
this could cause more 
engagement with the festival

Threats

● Lack of event awareness 
among the public

● Lack of outreach to 
younger audiences limits 
participation

● Insufficient volunteer 
engagement among 
current members

● Absence of clear 
distinction between 
organization and festival 
aspects

● Press is active/loyal to 
festival

● Previous longtime 
established teams 

● Established annual 
event 

● DHVT hangs a banner 
across main street 
before the festival 

● DHVT engages with 
social media in the 
weeks leading up up to 
the festival 



Competitor Analysis



Sailing Center Burlington- Local 
● Inclusive Accessibility: Ensures access for everyone, promoting Lake Champlain's 

benefits to all.
● Tailored Programs: Customized offerings for specific groups, including underserved 

communities.
● Educational Emphasis: Delivers unique learning experiences beyond recreation, 

emphasizing STEM and lake ecology education.
● Environmental Stewardship: Strong commitment to responsible lake practices, 

fostering a sense of ownership.
● Community Hub: The new Waterfront Center serves as a gathering place, promoting 

community engagement.
● Significant Outreach: Annual service to nearly 8,000 people, with collaborations 

involving over 100 partners.
● Advocacy Voice: Acts as a collective voice advocating for responsible lake use and 

long-term stewardship.
● Core Values: Centered on stewardship, education, and equitable access, aligning 

with their mission.

4k Followers

248 Followers

2k Followers

17 Followers





Local Motion- Local 
● Advocacy Voice: Helping to make Vermont safe, accessible, and fun for everyone to 

bike, walk, and roll
● Outdoor Activity along Lake Champlain: Ensures access for everyone, promoting 

Lake Champlain's benefits to all
● Educational Resources: Guides on how to stay active and how to stay safe
● Core Values: Centered on outdoor activeness, education, equitable access, and 

community 

6.2k Followers 453 Followers2k Followers441 Followers





Sail Beyond Cancer (VT) - Local 
● Established in 2014
● Dedicated to the healing power of wind, water, & sail
● Providing free private respite sails for all facing cancer
● Instant success: Over 1500 survivors and loved ones in the first 5 years
● Raise funding through donations, sponsors, and fundraising events
● Annual fundraising event: “Shake Your Buoy”

302 Followers 94 Followers 10 Followers 1.1k Followers



Website and 
google search 
results

Has a 
Google My 
Business 
and good 
search 
results →

https://docs.google.com/file/d/16a2nV4n0yMA8dmWK1kyhR563_HXgJrvf/preview


Earned 
media 
←

Instagram 
→



Facebook 
presence

Good reviews and 
rating →



Other 
assets

● Vlog/YouTube
● News section/Blog



Wellness Warriors (Boston) - National 
● Offers membership to all cancer survivors
● Diverse membership, ages 24 to 80 
● Mission: Empower survivors through active participation in their recovery
● Mutual empowerment within our dragon boat team
● Raising awareness in the Boston survivor and medical community
● Promoting the benefits of paddling for cancer recovery, wellness, and a 

healthy lifestyle
● Raise funding through donations and sponsors

189 Followers 27 Followers 668 Followers



Website and 
google search 
results

No Google My 
Business but 
good search 
results
→

Website 
presence, 
but not great 
user 
interface
←

Confusing 
navigation on 
website
—>

https://docs.google.com/file/d/1MUxrGzquHFD_K9AwG0JQZtIJN6bDyc6D/preview


Earned 
media 
←

Instagram
←



Facebook & 
YouTube

Good reviews and 
rating →



Pittsburgh Hearts of Steel -National 
● Inclusive support group for Breast Cancer 

Survivors
● Membership organization
● Welcoming all ages and physical abilities
● Aims to enhance overall well-being
● Achieved through physical activity, 

communication, support, friendship, and 
community involvement

● While dragon boat paddling offers physical 
benefits, our focus extends to support, social 
connections, and diverse activities

● Raise funding through donations and sponsors

219 Followers 1K Followers



Website and 
google search 
results

Has Google 
My Business 
and good 
search 
results
→

Decent 
website, 
decent user 
interface, 
Instagram 
not linked on 
website
←

https://docs.google.com/file/d/18peG0r-CqQEe2HD4_GzjzQgwS5MSkMsE/preview


Facebook & 
Instagram



2023 Pittsburgh Dragon Boat Festival
● Annual community event since 2018 at North Park Lake
● Supporting Greater Pittsburgh's Breast Cancer Survivors
● Fulfilling Pittsburgh Hearts of Steel's mission
● Community, sports, youth, and Breast Cancer Survivor teams
● Anyone can learn to paddle and form a team
● Create your own team with 20-24 friends, family, or co-workers
● Raise money through sponsorships and team registration fees

273 Followers



Competitor Social Media Comparison

Sailing Center Local Motion Sail Beyond Cancer Wellness Warriors Hearts of Steel DHVT

4k followers 6.2k followers 1.1k followers 668 followers 1k followers 1.7k followers

2k followers 2k followers 302 followers 189 followers 219 followers 777 followers

17 followers 441 followers 10 followers 27 followers n/a 61 followers

243 followers 453 followers 94 followers n/a n/a n/a

n/a n/a n/a n/a n/a 13 followers

Hearts of Steel’s Pittsburgh Dragon Boat Festival DHVT’s Burlington Dragon Boat Festival 

273 followers 3k followers



Top Competitor(s) SEO



Competitor Takeaways

● All competitors have largest following on Facebook
● Year-round focus on community-based fundraising events
● Posting frequency varies during the active season
● Strong presence in earned media, from sports publications to local magazines
● DHVT’s social media presence is stronger than most competitors listed
● DHVT is the only organization with a TikTok



 

Demographics 
and Trend 

Data



Industry Trends
Fundraising:

● Employ various techniques: crowdfunding, auctions, sponsorships, charity events.
● Leverage social media and website for promotion.
● Emphasize transparency in fund management.

Community Engagement:

● Actively engage with local community.
● Form partnerships with organizations and influencers.
● Seek feedback to align with community needs.

Advocacy and Education:

● Some engage in advocacy for social issues.
● Conduct educational initiatives and awareness campaigns.



Events:

● Industry hosts diverse events: fundraisers, 
charity drives, community-building 
gatherings.

● Goals include fundraising, community 
cohesion, and goodwill.

Social Media:

● Maintain active profiles across platforms 
like Instagram, Facebook, Twitter.

● Share engaging content: event updates, 
community news.

● Prioritize interaction to foster trust.

Website:

● Invest in user-friendly websites.
● Central hubs for event info, 

donations, community initiatives.
● May include e-commerce for 

fundraising.

Newsletters:

● Key for stakeholder engagement.
● Share event updates, success 

stories, impact reports.
● Encourage support and 

community involvement.



 

Demographics & Trends for

Dragonheart VT

● 221 DHVT members
● Age ranges from 16-94 

years old 
● 30% of group are breast 

cancer survivors

● 70% of group considered 
“supporters”

● Primarily female-identifying 
individuals



 

Demographics & Trends for Primary Audiences

Gen-Z & Millennials Local Businesses

● Approximately ages 15-35
● Big social media users
● Make up a large portion of the student 

populations in Burlington
● Care about corporate social responsibility
● Young and physically active

● People working at local 
Burlington-based 
businesses/organizations

● Care for local community 
and get involved in the 
community



Website & 
SEO Analysis



Website and 
google search 
results

Has Google My 
Business but its name 
is confusing →

Has good search 
results
→

Nice website 
with nice 
user 
interface
←

https://docs.google.com/file/d/1Rzm1W2qUGfN-RksPoww-OCezko1JOMDF/preview


SEO









Hubspot SEO 
Grader



Earned Media



List of DHVT’s Earned 
Media from the 

Past 2 Years



Earned Media 
Examples 



WCAX 
continues to 
cover 
Dragonheart 
VT news 
throughout 
the years!



Website & Earned Media 
Takeaways

● Newsletter Signup Absent: Currently, there is no apparent link or strategy for users to sign up for 
Dragonheart's newsletter. This means they might be missing out on a valuable channel for direct 
engagement with their audience.

● Lack of Content Centralization: Dragonheart lacks a centralized location for media mentions, blogs, 
or a newsroom on their own website. This could make it challenging for stakeholders to access and 
engage with their content.

● Limited Backlink Strategy: There is no indication of a strategic approach to backlinks from media 
posts or other sources, which can help improve website traffic and visibility.

● Positive Engagement with local media, lots with WCAX 3: On a positive note, Dragonheart has 
garnered significant coverage on WCAX 3's website with multiple articles and videos dedicated to 
their 2023 festival. This demonstrates their ability to secure media attention and highlights a potential 
avenue for future outreach and partnerships.



Other Takeaways
● Unified Look: Website presents Dragonheart and the festival as a single entity at first glance.
● User-Friendly: Content is concise and navigation is straightforward for first-time visitors.
● No newsroom: Lack of a newsroom section for updates and announcements.
● Missing Social Links: No visible social media links on the website, only accessible through 

YouTube videos' backlinks.
● Google Recognition: Dragonheart is recognized on Google for its annual festival.
● Limited Public Ratings: Public ratings and reviews for Dragonheart are sparse on various review 

platforms.
● Google Business Profile: A few reviews can be found on Dragonheart's Google My Business 

profile, but the Google My Business is named “The Dragonheart Dock” so it is not intuitive 
● Review Encouragement: The festival page and the organization's main page actively encourage 

users to leave reviews.
● No Presence on Yelp: Notably, Dragonheart does not have a presence or reviews on Yelp.



 

Content Analysis & 
Communication Audit



Facebook Reviews
● Positive reviews on both 

DHVT’s page and the 
Festival page

● Spam reviews on both 
pages bring star rating 
down, but still at 4.7/5 stars



Brochure



Festival Poster 2023



Social Media



Social Media Platforms Overview
DHVT's social media presence includes:

● Instagram: 777 followers
● YouTube: 61 subscribers (content from 10 years ago)
● TikTok: 13 followers

● Facebook Pages:
● Annual Festival: 3k followers
● Business: 1.7k followers

Consistent Content Across Instagram, TikTok, and Facebook:

● Posts primarily consist of images
● Occasional graphic content shared on all platforms

YouTube:

● Content is from 10 years ago



Instagram: 
Combines the 
Organization & Festival



YouTube & TikTok



Facebook Presence: Separate for the organization & festival



Focus Group & Survey Results

Formal Primary Research



Focus Groups

Gen-Z & Millennials Local VT Businesses
Individuals who work at 
local Burlington-based 

businesses

Individuals approximately ages 
15-25

1. 2.



Focus Group #1: Gen-Z & Millennials
Questions

1) Have you heard of Dragonheart VT?
2) Have you heard of the Dragon Boat Festival?
3) Are you familiar with dragon boating?
4) What do you think Dragonheart VT does?
5) Are you aware that DHVT puts on the Dragon Boat Festival?
6) Are you aware that DHVT has a competitive dragon boating team?
7) Are you involved with any nonprofits or community organizations?
8) How willing would you be to create a team that fundraises for DHVT and competes in the Dragon 

Boat Festival?
9) How do you feel about team building opportunities?

10) Have you been affected by DHVT? If so, how?



Focus Group #2: Local VT 
Businesses

Questions
1) Have you heard of Dragonheart VT?
2) Have you heard of the Dragon Boat Festival?
3) Are you familiar with dragon boating?
4) What do you think Dragonheart VT does? 
5) Are you aware that DHVT puts on the Dragon Boat Festival?
6) Are you aware that DHVT has a competitive dragon boating team?
7) Are you aware that DHVT offers dragon boating as a team building exercise for local businesses 

and organizations?
8) Is your business/place of work involved with any nonprofits or community organizations?
9) How willing would your business be to create a team that fundraises for the organization and 

participates in the Dragon Boat Festival?
10) How useful do you feel dragonboating could be as a team bonding experience for your 

business/organization? 
11) How do you feel about team building opportunities?
12) Have you been affected by DHVT? If so, how?



Focus Group #1: Gen-Z 
& Millennials

Conversations with 3 Millennials and 
11 Gen-Zers (Total of 14 Focus Group 
Members)



Gen-Z Focus Group 
Results - Part 1

● Two participants had never heard of DHVT

● Three participants had not heard of the annual Dragon Boat Festival
 

● Two participants are interested in team building opportunities 

● Three participants said they would not be interested in creating a team 
and participating in the dragon boat festival 

● Three participants are not familiar with dragon boating 

*Focus group 
of 3 Gen-Z-ers



Gen-Z Focus Group 
Results - Part 2

Participant Familiarity:

● Out of 8 participants, only 2 were familiar with Dragonheart, which is linked to the annual 
festival.

● A mere 2 participants were knowledgeable about paddle boating/dragon boating.

Interest in Dragonheart:

● All participants displayed genuine interest in the team-building aspect of Dragonheart.
● They also expressed curiosity about the business aspects of Dragonheart.

Interest in Dragon Boating:

● The majority of participants were enthusiastic and consistently raised questions about dragon 
boating, primarily from an exercise and fitness standpoint.

*Focus group 
of 8 Gen-Z-ers



Gen-Z Focus Group 
Takeaways

● Large lack of overall awareness about the organization within this age 
group

● There is an interest among Gen-Z in team building opportunities

● Most participants would not be interested in creating a team and 
participating in the dragon boat festival
○ Volunteering involvement is more likely

● Lack of awareness in dragon boating



Millennial Results
● Two out of three participants had never heard of DHVT

● All of the participants had not heard of the annual Dragon Boat Festival
 

● All of the participants are interested in team building opportunities 

● One participant thinks that the org is a heart disease foundation, another thinks it is an 
infant daycare and the other participant that had heard of the org thought they were a 
canoeing club
 

● None of the participants are involved with any nonprofits or community organizations but 
all participants said they would be interested in volunteering in the Burlington area

● None of the participants said they would be interested in creating a team and participating 
in the dragon boat festival 



Millennial Takeaways

● Lack of awareness about DHVT and the Dragon Boat Festival 
among millenials
 

● Strong interest in team building opportunities and volunteering

● Confused around what Dragonheart Vermont is and its mission
 

● Not interested in creating a team and participating in Dragon Boat 
Festival
○ Volunteering involvement is more likely



Focus Group #2: Local 
Businesses

7 individuals working at local 
Burlington businesses



Local Businesses Results
● Four out of seven had never heard of DHVT

● Three out of seven had not heard of the annual Dragon Boat Festival
 

● All of the businesses are interested in team building opportunities 

● Five out of seven could see their business being interested in creating a team and 
participating in the festival

● Five out of seven of the businesses are involved with other volunteer opportunities or 
charities

● General consensus of wishing there were more diverse ways to be involved with the 
organization, perhaps through additional events, volunteer opportunities, or offerings
 

*Focus group of 7 
people working at 
local VT businesses



Focus Group #2 Takeaways
● Lack of awareness among local businesses about DHVT as an organization 

and the Dragon Boat Festival

● Interest in team building as well as festival participation

● Many local businesses are already involved with volunteering/charity work, so 
they may be more likely to get involved with DHVT

● Opinions expressed by the focus group showcased a desire for DHVT to offer 
more events and volunteer opportunities for their businesses to get involved
○ Barrier expressed that paddling would not appeal to some people within 

the businesses because of athletic restrictions or preferences
 



Informational Interviews



One-on-One Interview with a Gen-Zer
Questions

1) Have you heard of Dragonheart VT?
2) Have you heard of the Dragon Boat Festival?
3) Are you familiar with dragon boating?
4) What do you think Dragonheart VT does?
5) Are you aware that DHVT puts on the Dragon Boat Festival?
6) Are you aware that DHVT has a competitive dragon boating team?
7) Are you involved with any nonprofits or community organizations?
8) How willing would you be to create a team that fundraises for DHVT and competes in the Dragon Boat 

Festival?
9) How do you feel about team building opportunities?

10) Have you been affected by DHVT? If so, how?
11) What social media platform do you prefer to consume information on?
12) Have you seen DHVT social media posts in the past month? 
13) If you have seen DHVT social media posts in the past month, what platforms did you see them on?



Gen-Z One-on-One Interview Takeaways

● Interviewee had never heard of DHVT or dragon boating 
● They were not aware of the Dragon Boat Festival 
● They think that DHVT is a heart transplant doctor 
● They were not interested in creating a fundraising team and competing in the Dragon Boat Festival
● They were not interested in paddling or racing but would be interested in volunteering
● They had volunteered at a local 5k road race, volunteered at the Howard Center, and volunteered 

at UVM Medical Center event last year
● They are not actively involved in volunteering, interning or working at any nonprofits or local 

organizations 
● Their prefered social media to consume information on is Instagram, Twitter, and Snapchat
● They had not seen any DHVT posts in the past month or six months



Interview Questions for 
Current DHVT Members

Questions
1) How did you hear about Dragonheart VT?
2) Were you familiar with dragon boating before becoming involved with Dragonheart?
3) In your own words, how would you describe what Dragonheart VT does? 
4) Are you involved with any other nonprofits or VT community organizations?
5) What was your main reason for joining Dragonheart VT?
6) How do you think Dragonheart VT’s public relations efforts could be improved?
7) How do you feel about team building opportunities?
8) Have you been affected by DHVT? If so, how?



Takeaways from Current DHVT 
Members

Interviewed Vicky and Shannon, two members of Dragonheart’s Executive team 

Vicky:
● Heard of DHVT by seeing banner for the 

festival and was then invited to join from 
daughter’s high school science teacher who 
was a member and a fellow breast cancer 
survivor

● Was not aware of dragon boating before 
becoming involved with DHVT

● Describes DHVT as “the most amazing group 
as a breast cancer survivor where everyone 
has each other’s back”

● Involved in many other VT nonprofits/charities
● Main reason for joining was community and 

being around other breast cancer survivors
● Not interested in the racing component of 

DHVT
● Thinks DHVT internal communications needs 

to be strengthened so more members get 
involved 

Shannon:
● Heard of DHVT initially from walking by docks coincidentally 
● Was not aware of dragon boating before becoming involved with 

DHVT
● Describes DHVT as “a group organized around supporting 

health and recovery of breast cancer survivors that also gives 
back to the greater Vermont community in other ways”

● Not involved with other Vermont nonprofits/charities
● Main reason for joining DHVT was that she wanted to meet new 

people, loved paddling, and liked that DHVT helps the 
community

● Thinks DHVT’s website needs an update with easier to find 
information

● Thinks DHVT needs to strengthen relationships with local media 
to gain more awareness for the organization



DHVT Awareness Survey



Survey Questions 

● Are you aware that the Dragon Boat Festival in Burlington is a fundraising event hosted by DHVT?
● How have you found out about Dragonheart events they have offered in the past?
● Are you aware that DHVT is celebrating their 20th anniversary?
● Are you aware that non-breast cancer survivors can join DHVT and paddle in the annual Dragon Boat Festival?
● If you were to join this organization, would you be more interested in supporting DHVT through volunteering, racing, or weekly 

paddling?
● How involved are you with other local nonprofits/charities?
● In what way are you involved with other local nonprofits/charities?
● What other local nonprofits/charities are you involved in?
● Out of the following involvement options, which do you feel you would have an interest in pursuing?



Survey Questions

● What other local nonprofits/charities are you involved in?
● Out of the following involvement options, which do you feel you would have an interest in pursuing?
● How familiar are you with Dragonheart VT?
● How familiar are you with dragon boating? 
● What aspects of Dragonheart VT are you aware of?
● What social media platform do you prefer to consume information on?
● Have you seen DHVT social media posts in the past month? 
● If you have seen DHVT social media posts in the past month, what platforms did you see them on?
● Have you visited DHVT's website in the past 6 months?
● How did you discover Dragonheart?



Survey Questions: Demographics 



Survey Questions: Demographics 



The Awareness Survey



Survey Results



Survey Key Results



Survey Results

● 31 out of 101 participants are 
aware of the paddling program 

● 34 out of 101 are aware DHVT is a 
fundraising organization 

● 41 out of 101 are aware that DHVT 
has a support system for cancer 
survivors 

● 32 people know DHVT as the host 
of the Dragon Boat Festival 

● 37 people said they are aware of 
no aspects of DHVT 



Survey Results



Survey Results



● The majority of people 
found out about past 
DHVT events from 
someone they know who 
paddles, the local 
newspaper, social 
media, and print 
ads/banners

● 44/101 participants had 
not heard of any events 
offered in the past



Survey Results



Survey Results

● Large percentage not involved in any 
local nonprofits or charities

● For those involved in other 
nonprofits/charities, there is a wide 
range of different organizations with 
which participants are involved



Survey Results

● Large percentage not interested in 
being involved

● Most of those who are interested 
would get involved by paddling with 
friends or paddling for exercise



Demographic Survey Results



Demographic Survey Results



Survey Key Takeaways
● An overwhelming amount of participants had not seen any DHVT social posts in 

the past month. 

● The majority of participants are not aware that non-breast cancer survivors can 
join DHVT and participate in the annual festival.

● Many participants said that they would be most interested in volunteering rather 
than racing or paddling well about 36% said they would be interested in none of 
the above if they joined DHVT

● The majority of participants said they would not be interested in any of the 
involvement options listed



Survey Key Takeaways
● There is an overall lack of awareness for DHVT in Chittenden County and across 

Vermont

● DHVT as an organization is not appealing to the majority of our survey 
participants 

● DHVT’s involvement offerings are not appealing to the majority of our participants

● The majority of Gen-Z and Millennial participants have not been engaged with 
DHVT social media posts in the past month and past six months. 

● DHVT needs a more robust digital presence that is engaging and appealing to a 
younger audience



Demographic Survey Key 
Takeaways

● DHVT has their target audiences geographical location correct

● The majority of participants are from Vermont

● The majority of participants are living in Burlington or Shelburne

● There are more female participants than all other gender identities



 

Audience Analysis



Target Audiences for Awareness Campaign

Primary: 
1) Gen-Z & Millennials, ages 15-35
2) Local VT Businesses/Organizations

Secondary: Volunteers, breast cancer survivors, festival attendees, sponsors

Geographic Location of Audiences
● General: Vermont, Chittenden County
● Specific: Burlington, Winooski, Essex, Williston, Colchester



Key Publics & Opinion Leaders/Influencers

Key Publics: 
● Volunteers
● Paddlers
● Gen-Z & Millennials
● Local VT businesses

Opinion Leaders/Influencers: 
● Linda and John Dyer, founders of DHVT
● Neil from the internal exec team
● Similar local businesses/orgs such as The Sailing Center or Local Motion



Spokespeople
The main spokespeople that should be utilized for this campaign are….

1) Members of DHVT 
a) Specifically, utilizing any Gen-Z & Millennial members
b) Executive Board

2) Local Businesses that have competed in the festival in previous years
a) Examples: 



Messaging
Theme, Message, Slogan, Hashtags



Message

Theme
Community, Inspiration, Giving Back

Theme & Message

Primary Message: Dragonheart Vermont is an organization focused on teamwork, fitness, and community giving.

Secondary Message: Dragonheart stands strong to raise money for cancer research.



● Paddle with Heart, Create Waves of Change
● Paddling for Empowerment, Racing for Change
● Scales, Tails, and Paddles-Where Dreams Take Flight!
● Paddle with Passion, Ride the Dragon's Wave!
● Unleash Your Inner Dragon, One Paddle at a Time!
● Where Scales and Paddle Unite in ROARING harmony!
● Paddle with Heart into Community
● Unleash Your Heart, Paddle with Purpose, (Strength in Unity, Power in Paddles), (One boat, one crew, one heartbeat), 

● Join the Movement. Be Part of Something Bigger. Paddle with Heart.
● DHVT - Where Strength, Unity, and Purpose Converge.
● Discover Your Inner Dragon, Join the Heart of the Team.
● Paddling strong against cancer’s tide
● Paddling for a cause, Racing for a Cure

Slogans



#DragonheartVermont
#DragonheartVT
#DragonboatingVT
#DragonheartfestivalVT
#Dragonboatingforbreastcancer
#DragonboatracingVermont
#Dragonheartvtfestival2024
#PaddleWithPurpose
#DragonheartVermont
#TeamworkFitnessCommunity
#UnleashYourHeart
#DHVTChampions

Hashtags
#Paddlewithheart
#DHVT
#Dragonboating
#Lakechamplain
#Supportpink
#Breastcancersurvivors
#Breastcancerawareness
#StrengthInUnity
#JoinTheHeart
#DiscoverYourDragon
#MakeWavesWithDHVT
#PaddleForChange



 

GOST Analysis
Goals, Objectives, Strategies, Tactics



Goals

Goal #1: Increase engagement with digital and owned media
● Overarching Goal

Goal #2: Increase awareness about Dragonheart VT among Gen-Z 
and Millennials

Goal #3: Increase awareness about Dragonheart VT among local 
businesses



Goal #1

Increase engagement with digital and owned media

Objectives:

1. Increase the amount of social media engagement across active platforms (Instagram, Facebook, 

and TikTok) by 10% by the end of the next festival (August 6th, 2024).

2. Increase the amount of owned media engagement by 10% by the end of the next festival  

(August 6th, 2024).



Goal #1 | Objective #1 | Strategy #1

Objective #1: 
Increase the amount of social media engagement across active platforms (Instagram, Facebook, 

and TikTok) by 10% by the end of the next festival (August 6th, 2024).

Strategy #1: 

Establish an overarching social media plan



Tactic #1: 

Post regularly across Instagram, Facebook, and TikTok throughout the entire year. Create a monthly content calendar to plan out 
and keep track of content ideas and a posting schedule. Post 3-4 times per week on Instagram and Facebook (utilizing all of the 
same content) and 1-2 times a week on TikTok (utilizing the same video content). 

Tactic #2: 

Create 20th anniversary related content to be posted at least twice a month across social media platforms.

Tactic #3: 
Utilize Instagram and Facebook Stories to draw attention to feed posts, share others’ content, and host contests.



Tactic #4: 

Engage with other accounts by following, liking, commenting, sharing, and reposting. Spend 15 minutes after posting content to 
engage with audiences on each platform. 

● Example accounts on TikTok to engage with and follow
○ TikTok:  @penndbc (Pennsylvania Dragon Boat Club), @helloburlington, @outdoorgearexchange, @steeldragonsnz (New Zealand Dragon Boat Team), 

@champlainedu, @middleburycollege, @secklowhundred (Dragon Boat Team in England), @pksca.db.race (Portland Rose Festival Dragon Boat Race)

Tactic #5: 

Create evergreen content to utilize when in need of additional content

● Examples:
○ Photos of team practices, members, and events
○ Informational graphics
○ Certain video content



Tactic #5 Collateral:

Evergreen Content 
Guide



Goal #1 | Objective #2 | Strategy #1

Objective #2: 
Increase the amount of owned media engagement by 10% by the end of the next festival 

(August 6th, 2024).

Strategy #1: 

Utilize newsletter, blog, and SWAG



Tactic #1: 

Combine DHVT’s 2 newsletters into one which highlights sections for external and internal audiences. Send out the newsletter at the start 
of every month. Feature a large “Sign Up for Our Newsletter” button on DHVT’s website as well. Pillars of content include:

○ Upcoming events
○ Member updates
○ Any earned media
○ Promotional messaging for registering festival teams and getting businesses involved with dragon boating as a team building 

activity

Tactic #2: 

Create a monthly blog entitled, “Dragon Tales” to be published on DHVT’s website. The blog will be posted a the start of every month and 
will be used to describe any DHVT updates or content more in detail, drawing upon information from the newsletter and social media. 



Tactic #2 Collateral:

Newsletter 



Tactic #3: 

Create an internal contest for existing DHVT members where the top 3 existing members to recruit new members receive gift cards to a 
local restaurant. Include this information in the section for internal audiences in the newsletter and include information about the contest in 
the weekly blog.

Tactic #4: 

Utilize all existing SWAG remaining with DHVT logos to give out at events, tabling days,  and contests to increase brand awareness. Also, 
executive members of DHVT should have car magnets with the Dragonheart VT logo on their cars. Additional ideas for SWAG can also 
showcase the 20th anniversary and include items such as mugs, t-shirts, hats, stickers, tote bags, and environmentally friendly water bottles.



Goal #1 | Objective #2 | Strategy #2

Objective #2: 
Increase the amount of owned media engagement by 10% by the end of the next festival  

(August 6th, 2024).

Strategy #2: 

DHVT website



Tactic #1: 

Include a newsroom section on website to highlight any earned media

Tactic #2: 

Add elements to homepage such as links to all social media accounts and visual video components

Tactic #3: 

Rebrand design and text choices to highlight the 20th anniversary 



Goal #2

Increase awareness about Dragonheart VT among Gen-Z and Millennials

Objectives:

1. Increase the number of Gen-Z and Millennial members of Dragonheart VT that  by 10% by the 

end of the next festival (August 6th, 2024).

2. Increase the number of Gen-Z & Millennial teams competing in the festival by 20% by the end 

of the next festival (August 6th, 2024).



Goal #2 | Objective #1 | Strategy #1

Objective #1: 
Increase the number of Gen-Z and Millennial members of Dragonheart VT that  by 10% by the 

end of the next festival (August 6th, 2024).

Strategy #1: 

Utilize social media



Tactic #1: 

Create a short social media video series (4 videos) on  “Why DHVT Needs You” to be used for Facebook 
Reels, Instagram Reels, and TikTok series detailing the benefits that nonprofits get from young 
involvement and the benefits that young people can get from them. Post one video a month from April to 
July.

Tactic #2: 

To enhance our interactive approach, we're launching an Instagram Stories contest for the first three Gen-Z/Millennial 
teams registering for the festival. These teams will receive free SWAG and $100 towards their fundraising goals. We're 
building anticipation with two social media graphics—one for the Instagram feed and another for Stories. Keep an eye 
out for the pre-contest Instagram feed graphic a week before the launch.
Additionally, we're adding excitement to the festival with a March contest called the "Anything But a Paddle" challenge. 
Teams are invited to showcase their creativity by using unconventional paddling tools. Capture your team in action with a 
unique "paddle" and submit it on Instagram using the hashtag #paddlingwithheart.



Tactic #3: 

Have Gen-Z/Millenial DHVT members host a “behind the scenes” video series (7 videos) of what it’s like 
to be a Gen-Z/Millennial member of DHVT. Post one video a month in 2024 (January through July) 
leading up to the festival. Find different Gen-Z/Millennial members that would be willing to be 
spokespeople in the video, introducing themselves and showing what they do in a day with DHVT.



Tactic #3 Collateral:

Video Script for Behind 
The Scenes Video with 
Gen-Z/
Millennial DHVT 
Members



Tactic #4: 

Create a “20” social media campaign surrounding the 20th anniversary that details DHVT’s offer of a 20% 
discount on membership to any new members who are in their 20’s for the entire 2024 year. Create social 
media graphic posts and stories to be used as evergreen content. Create 6 variations of 20th anniversary, 
20% discount instagram posts and 6 variations of 20th anniversary, 20% discount stories. Post one graphic 
post and one instagram story a month, reusing posts one time.



Goal #2 | Objective #1 | Strategy #2

Objective #1: 

Increase the number of Gen-Z and Millennial members of Dragonheart VT that  by 10% by the 

end of the next festival (August 6th, 2024).

Strategy #2: 

Host events

 



Tactic #1: 

Host a Dragon Boat Open Day in partnership with Champlain College’s Champ 101 program to try out dragon boating, meet members, 
learn about the organization’s mission, and encourage membership. Reach out to Champlain’s Student Engagement team to set up a date in 
September 2024 at the start of the academic year.

Tactic #2: 

Partner with Burlington Young Professionals to host an event at the waterfront which includes paddling sessions, light beverages, music, and 
an informal networking opportunity



Tactic #2 Collateral:

Run of show for BYP 
Event, “Paddle and 
Network”



Tactic #2 Collateral:

“Paddle and Network” 
Event pitch to Seven 
Days and media list



Tactic #2 
Collateral:

Dragonheart 
Vermont and 
Burlington 
Young 
Professionals 
Team Up for 
Paddle-ful 
Waterfront Event
  Paddle into 
Community, 
Network by the 
Water
PRESS RELEASE



Tactic #3: 
Create a “20” themed celebration event on the specific date of DHVT’s 20th anniversary with free paddling, membership recruitment, food, 
and music. Anyone who is in their 20s and signs up to be a member at the event receives free DHVT merchandise.



Goal #2 | Objective #1 | Strategy #3

Objective #1: 

Increase the number of Gen-Z and Millennial members of Dragonheart VT by 10% by the end 

of the next festival (August 6th, 2024).

Strategy #3: 

One-on-Ones



Tactic #1: 

Host College Campus Recruitment Days where DHVT sets up recruitment tables on college campuses to introduce students to DHVT 

and encourages membership. Special discount on membership is given to college students. 

Tactic #2: 

Create an Ambassador Program where DHVT Recruits Gen-Z and Millennial campus ambassadors to represent DHVT on college 

campuses. Share a flyer at the recruitment tables mentioned in tactic #1 about seeking ambassadors for the ambassador program. 

Ambassadors would spread awareness about the organization and its offerings by giving out DHVT stickers, sharing DHVT social media 

posts on their social media, and handing out flyers around campus.



Tactic #2 Collateral:

Ambassador Program 
Guide



Tactic #3: 
Get a big inflatable dragon to show up on Church St. and college campuses (UVM, Champlain, St. Michael’s College) with a DHVT 

member standing at the dragon and recruiting members by chatting with passerby and handing out flyers promoting DHVT membership.



Goal #2 | Objective #2 | Strategy #1

Objective #2: 

Increase the number of Gen-Z & Millennial teams competing in the festival by 20% by the end of 

the next festival (August 6th, 2024).

Strategy #1: 

Utilize social media



Tactic #1: 

 Create a social media video series (7 videos) highlighting past Gen-Z and Millennials that have competed in the festival. They can share their 

experiences and encourage other young people to compete. Post one a month on TikTok, Facebook Reels, and Instagram reels. 

Tactic #2: 

Create an Instagram stories contest where the first 3 Gen-Z/Millennial teams to register for the festival get free SWAG and $100 toward their 

team’s fundraising goals. Create 2 social media graphics (1 for Instagram feed and one for stories) to promote the contest and provide 

information as to the day and time the contest will open. Post the instagram feed graphic a week before the contest and continually post the 

instagram story graphic for a week long leading up to the day of the contest.

Tactic #3: 
“20th Anniversary, 20 Reasons Why You Should Compete in The Festival” social media video where 20 DHVT members each give a reason 

why young people should make a team and participate in the 2024 festival. Post the video on the week of the 20th anniversary.



Goal #2 | Objective #2 | Strategy #2

Objective #2: 

Increase the number of Gen-Z & Millennial teams competing in the festival by 20% by the end 

of the next festival (August 6th, 2024).

Strategy #2: 

Utilize traditional media



Tactic #1: 

 Write a Press Release on DHVT’s 20th Anniversary and how they are hosting numerous events to celebrate, including 

Gen-Z & Millennial events



Tactic #1 
Collateral:

Press Releases





Tactic #1 Collateral:

20th Anniversary Press 
Release Pitch to local 
media



Tactic #2: 

Pitch to WCAX ,7 Days , and Burlington Free Press to do a news feature on DHVT’s 20th anniversary and how they are 

looking to recruit more Gen-Z/Millennial teams to compete in the festival

Tactic #3: 
Ask the radio stations at Hall Communications to run a DHVT festival PSA and radio contest. The first 

Gen-Z/Millennial team to sign up on a specific date receives free DHVT merchandise and concert tickets



Tactic #2 
Collateral:
Burlington Free 
Press Feature



Tactic #3 Collateral:

Hall Communications 
Radio PSAs & Pitch



Goal #3

Increase awareness about Dragonheart VT among local businesses

Objectives:

1. Obtain at least 5 new local businesses/organizations as competing teams in the festival by the 

end of the next festival (August 6th, 2024).

2. Increase the amount of businesses/organizations using dragon boating at DHVT as a team 

building activity by 25% by the end of the next festival (August 6th, 2024).



Goal #3 | Objective #1 | Strategy #1

Objective #1: 
Obtain at least 5 new local businesses/organizations as competing teams in the festival by the end 
of the next festival (August 6th, 2024).

Strategy #1: 

Utilize social media



Tactic #1: 

Create a short (1-1 ½ min) social media video series to be posted on Instagram Reels, Facebook Reels, and 
TikTok highlighting past businesses that have competed in the festival. Ask members of the businesses how 
they would describe their festival experience and why others should get involved. Create 5 videos in the 
series, highlighting a different spokesperson in each video.



 

Visuals Audio

Red backdrop, fade to white- Experiences from 
Previous Fundraising Teams 

Narrator voice over 

00:06
A montage of previous teams paddling in the 
Dragon Boat Festival on Lake Champlain, 
accompanied by uplifting music.
              

Every year, teams from different 
businesses and organizations come 
together to paddle in the Annual 
Lake Champlain Dragon Boat 
Festival.

00:12
A team member wearing a Dragonheart Vermont 
shirt speaks enthusiastically.
     

Being a part of the Dragon Boat 
Festival was an unforgettable 
experience!

00:21
A diverse group of team members stand by the 
water with their dragon boat in the background.

We are a team of colleagues from 
M&T Bank, and we didn't know 
what to expect at first.

00:30

          

Team members high-fiving and getting ready to 
board the dragon boat and compete in a race. 

The atmosphere at the festival is 
amazing. You can feel the 
excitement in the air and on the 
water. 

00:43

  
Clips of teams paddling, synchronized and 
determined, with the crowd cheering from the 
shore.

The feeling of paddling in unison 
with your team, that's 
something truly special.

Tactic #1: Video Series on 
Experiences of Past Businesses 

The Media Factory in Burlington 
Vermont will create a short 
(1-1 ½ min) social media video 
series to be posted as an Instagram 
Reel, Facebook Reel, and TikTok 
highlighting past businesses that 
have competed in the festival. 
Members of the businesses will be 
asked how they would describe 
their festival experience and why 
others should get involved. 

Create 5 videos in the series, 
highlighting a different 
spokesperson
 in each video. This script could be 
used for the final video in the 
five-part series. 



Tactic #1 Collateral 

1:00
           
            
Team members celebrate their race with laughter and smiles.
 

It's not just about the competition; it's about the 
camaraderie

1:12

 A team member holds up a trophy, beaming with pride.  

Winning was amazing, but even if we didn't, we felt like 
winners

A close-up of team members huddled together. We all showed up for a common cause, raising funds for 
breast cancer research. 

1:37
A child watches from the shore, holding a "Support Breast Cancer Research" 

sign.

The support from the community is heartwarming.

1:47
The Annual Dragon Boat Festival is about more than just paddling; it's about 

unity, celebration, and making a difference.

Team members paddling with determination, a scenic 
view of Lake Champlain, and the festival's logo. Text on 
screen: "Join us for an unforgettable experience.

1:57
Join us at the Annual Lake Champlain Dragon Boat Festival next August!

Fade to the festival's logo and event date. 



Tactic #2: 

Create one short (1-1 ½ min) social media video to be posted on Instagram Reels, Facebook Reels, and 
TikTok of DHVT members sharing the steps to how local businesses/orgs can create a team to compete in 
the festival and how their contributions support DHVT’s mission.



Visuals Audio

Red backdrop, fade to white- Festival Promotion Narrator voice over 

00:06

       A photo of Lake Champlain on a sunny day with 
dragon boats on the water.      

Every year, the Dragonheart Vermont 
Dragon Boat Festival brings people 
together.

00:12

     Clips of past fundraising teams preparing for the 
festival, painting dragon boat paddles, and team 
members laughing together.

Past fundraising teams have described 
their experiences as more than just a 
race.

00:21
Clips of teams from different backgrounds and ages, 
wearing colorful DHVT shirts, and getting ready to 
board their dragon boats.

It's a celebration of strength and hope.

Dragonheart Vermont Festival 
Promotion PSA Script 



Dragonheart Vermont Festival 
Promotion PSA Script 

00:30

          
Teams practice their synchronized paddling, 
improving their teamwork, and encouraging each 
other.

10 teams and about 200 members 
come together, building friendships 
and strengthening their team and the 
organization.

00:43

  

Clips of fundraising teams paddling vigorously in the 
dragon boats on Lake Champlain, the water splashing 

as they move forward.

On the water, they paddle 
with purpose and determination,
 raising awareness for breast cancer.



Dragonheart Vermont Festival 
Promotion PSA Script 

1:00
           
        Clips of spectators cheering from the shoreline, families 
enjoying the festival, and participants waving from their boats.    

 

From the shore, the community comes out in 
full support, creating a vibrant and inclusive 
atmosphere. Spectators, team members, and 
DHVT supporters cheer on the team's racing. 

1:12

                    Teams celebrate their accomplishments on the 
festival grounds, raising banners, and holding trophies.

The festival is a culmination of months and in 
some cases years of hard work, dedication, 
and annual fundraising.

A beautiful sunset over Lake Champlain, teams on the water with 
their dragon boats, and the festival's logo displayed.

Join Dragonheart Vermont and participate in 
the annual Lake Champlain Dragon Boat 
Festival. We are also looking for volunteers 
and supporters, all are welcome!

1:37
The annual Lake Champlain Dragon Boat Festival is more than 
just a race. It's an unforgettable experience that brings Vermont 
communities together to raise money for an important cause. 

Fade to the festival's logo, event date, and a 
call to action

1:47 Come be part of this incredible journey. 
Together, let's make a difference in the fight 
against breast cancer.



Tactic #3: 

Create evergreen content for Instagram and Facebook Stories detailing facts about why local 
businesses getting involved and competing in the festival is important. 

Tactic #4: 

Create  “calling all local businesses” graphic post calling for teams to register for the festival and 
showcase on website.



Goal #3 | Objective #1 | Strategy #2

Objective #1: 
Obtain at least 5 new local businesses/organizations as competing teams in the festival by the 
end of the next festival (August 6th, 2024).

Strategy #2: 

Utilize owned media



Tactic #1: 

Create a special business packet that is both digital and print that lists all of DHVT’s offerings for 
businesses. Include fact sheets with lists of services and offerings, high res images of paddling, social media 
links/QR codes, videos of paddling events and teams competing, pre-existing team quotes, and contact 
information for DHVT.

Tactic #2: 

Create a page on DHVT’s website that highlights testimonials from past local businesses that competed in 
the festival as well as details about how to how to create a festival team, how to fundraise, how much money 
you need to fundraise, where that money goes, and who/what the money benefits. Be sure to include time 
commitments, events details, and event/competition rules.



Dragonheart Vermont Fact Sheet

About Dragonheart Vermont

● Name: Dragonheart Vermont
● Mission: Dragonheart Vermont strives to strengthen and empower breast cancer survivors and supporters through the challenging 

sport of dragon boating, instilling in its members the values of teamwork, fitness, and community giving.

Our Story

Dragonheart Vermont was founded in [Year] by a group of breast cancer survivors and supporters who were passionate about 
making a positive impact in the fight against breast cancer. Inspired by the strength and unity of dragon boat teams worldwide, they 
decided to form a team of their own. What began as a small group has become a vibrant and successful organization with a strong 
community presence.

Our Values

 Empowerment: We empower breast cancer survivors and supporters to regain their strength, confidence, and vitality through the 
sport of dragon boating.

 



 

 Community: We foster a strong sense of community among our members and supporters, creating a care and 
support network extending beyond the boat.

 
 Fundraising: We are committed to raising funds for breast cancer research, education, and survivorship support, 

ensuring that every dollar we raise goes toward making a difference.

Dragon Boating and Breast Cancer Awareness

● Dragon boating is a dynamic, team-based water sport that promotes physical and emotional well-being.
● It provides breast cancer survivors an opportunity to regain physical strength, build self-confidence, and connect 

with others who share their experiences.
● The Dragonheart Vermont team competes in local and regional dragon boat festivals to raise awareness about 

breast cancer and the importance of early detection.
● Our dragon boat is a symbol of strength, unity, and hope for those affected by breast cancer.



 

Impact and Achievements

● Since our inception, Dragonheart Vermont has raised over 1.1 million dollars for breast cancer-related needs over the past twenty years. 
● We have brought together over 225 breast cancer survivors and supporters, providing them with a strong community of understanding 

and care.
● DHVT’s dragon boat team has consistently placed well in various regional dragon boat festivals.

Get Involved

Join Our Team: We welcome new members, both breast cancer survivors and supporters, to join our dragon boat team. No experience is 
necessary, and we provide training.

 Donate: Support our cause by making a donation to Dragonheart Vermont. Your contribution will help us continue to make a difference in 
the fight against breast cancer.

 
 Volunteer: We always appreciate volunteers who can help with tabling events, social media work, event planning, photography, 

videography, and fundraising efforts.  
 
 Follow Us: Stay up-to-date with our events and achievements by following us on social media and our website.

Contact Information

● Address: 899 Dorset Street, South Burlington, VT 05403
● Phone: (802) 999-5478
● Email: info@dragonheartvermont.org



 

Dragonheart Vermont: General Backgrounder

Introduction

Dragonheart Vermont is a Vermont-based nonprofit organization with a mission deeply rooted in 
empowerment, community, and the fight against breast cancer. Founded by a group of breast cancer 
survivors and supporters, our organization has been making a significant impact in the world of breast 
cancer research, education, and survivorship support through the unique and dynamic sport of dragon 
boating. This document provides a closer look at Dragonheart Vermont, its history, mission, and the 
incredible work it has accomplished.

Our Founding Story

The dream of having a dragon boat team for breast cancer survivors here in Burlington began in 
2004 with the hard work of founders Linda and John Dyer. In that first summer, the new team paddled in 
a borrowed boat (thank you, Peter Lew). After returning the boat, Dragonheart Vermont began to share its 
story with the hope of raising funds for our first dragon boat. Our families, friends, neighbors, and 
co-workers responded generously. Fletcher Allen Health Care Radiation Oncology Department, helped 
tremendously as we raised enough money to take delivery of TWO beautiful dragon boats by May of 
2005.



 

Mission and Core Values

At Dragonheart Vermont, our mission is to strengthen and empower breast cancer survivors and supporters 
through the challenging sport of dragon boating, instilling in its members the values of teamwork, fitness, and 
community giving. At Dragonheart Vermont, we empower breast cancer survivors and supporters by providing them 
with an opportunity to regain strength, confidence, and overall health through the sport of dragon boating. We create a 
sense of community, compassion, and support among our members, supporters, and volunteers and we fundraise for 
breast cancer research. 

The Power of the Sport

Dragon boating is an inclusive water sport that promotes fitness, teamwork, and mental well-being. For breast 
cancer survivors, dragon boating can represent a powerful stream to continued recovery and overall health. By 
participating in paddling activities, our members gain physical strength, build self-confidence, and connect with 
like-minded paddlers who have shared experiences and interests. 



 

Raising Awareness and Funds

Dragonheart Vermont uses dragon boat racing as an engaging team-building activity to raise money for breast cancer 
research. Our dragon boats are not just boats; they symbolize strength, unity, courage, and hope for those battling breast 
cancer. Participating and racing in both local and national dragon boat festivals and competitions, we have consistently been 
ranked as top-place competitors while never straying from our mission.

Impact and Achievements

Throughout our journey, Dragonheart Vermont has achieved several significant milestones:

● Raised over X in funds for breast cancer research and our organization. 
● Brought together a diverse community of more than 200 breast cancer survivors, supporters, and volunteers offering a 

network of compassion and fearlessness.
● Achieved multiple top placements for our dragon boat team racing in local and national dragon boat festivals and 

competitions.
● Remained an organization for two decades celebrating its 20-year anniversary in 2024.



 

Getting Involved

Dragonheart Vermont welcomes individuals and organizations to join us in our mission. Would you or somebody you know be 
interested in getting involved? 

Join Our Team: Become a part of Dragonheart Vermont and experience the power of fundraising with friends, family, and/or 
coworkers to fight breast cancer, dragon boating, and team-building activities on beautiful Lake Champlain. 

Donate: Contribute to our cause by making a donation to support our ongoing efforts in the fight against a disease that claims the 
lives of about 43,000 individuals every year, breast cancer.  

Volunteer: Offer your skills and time to assist in tabling events, social media work, event planning, photography, videography, and 
fundraising efforts. 

Connect: Stay updated with our events, goals, achievements, and inspiring testimonials by connecting with us on Facebook, 
Instagram, and Twitter and visiting our website.



Dragonheart Vermont is thoughtful in its commitment to supporting breast cancer survivors and research to fight breast cancer. Each year our 
dragon boats race to beat breast cancer through hope, strength, and opportunity, ensuring that together, Dragonheart Vermont can paddle toward a 
future free from breast cancer. We welcome anyone whether you are a local college student, in highschool, a breast cancer survivor, or someone who 
is interested in team-building activities to come paddle with us on Lake Champlain this upcoming May. 

Contact Information

● Address: 899 Dorset Street, South Burlington, VT 05403
● Phone: (802) 999-5478
● Email: info@dragonheartvermont.org
● Website: dragonheartvermont.org
● Instagram: ridethedragonbtv

https://dragonheartvermont.org/
https://www.instagram.com/ridethedragonbtv/?hl=en


Tactic #3: 

Create a section of DHVT’s newsletter to focus on asking new local businesses to create a team for the 
annual Dragon Boat Festival in 2024. The newsletter should offer information about DHVT, the festival, 
previous competing teams, and sponsors.

Tactic #4: 

Create a poster/flyer campaign with 20th Anniversary branding asking local businesses to help celebrate 
DHVT’s 20th anniversary by creating a festival team. Send the flyers out via email to public-facing 
community spaces to hang on their public bulletin boards such as Hula, YMCA, Crunch Fitness, and the 
Community Sailing Center as some examples.



Goal #3 | Objective #1 | Strategy #3

Objective #1: 

Obtain at least 5 new local businesses/organizations as competing teams in the festival by the 

end of the next festival (August 6th, 2024).

Strategy #3: 

Host events



Tactic #1: 

Partner with Hula to host an event where people who work at businesses at Hula try out paddling and are 

encouraged to create teams that would compete in the 2024 Dragon Boat Festival.

Tactic #2: 

Host a Fall-themed “Autumn Paddle” race where local businesses are encouraged to come together, paddle, 

and eat/drink light Fall-inspired foods & beverages and celebrate the end of the paddling season. Food/Bev 

can include fall-themed cookies and chips and apple cider.

Tactic #3: 
Fitness Competition event with Crunch Fitness vs. Planet Fitness learning to paddle and racing against 

each other. The event would encourage both businesses to also register teams for the festival. 



Goal #3 | Objective #1 | Strategy #4

Objective #1: 

Obtain at least 5 new local businesses/organizations as competing teams in the festival by the end 

of the next festival (August 6th, 2024).

Strategy #4: 

One-on-ones



Tactic #1: 

Contact Kelly Devine, Executive Director of the Burlington Business Association and ask her to include DHVT’s 

business packets into BBA’s newsletter.

Tactic #2: 

Email the HR departments of local businesses to inquire if they would share information about registering 

company teams in the festival and highlighting the useful team-building aspects to competing. Attach a file to the 

business packets in the email.



Tactic #2 Collateral:

HR Department Pitch 
and Contact list



Tactic #3: 
Table at local sporting events such as Lake Monsters games and Golf tournaments to encourage team registration. 

Have print versions of business packets on hand for anyone interested in getting their place of work involved.



Goal #3 | Objective #2 | Strategy #1

Objective #2: 
Increase the amount of businesses/organizations using dragon boating at DHVT as a team 
building activity by 25% by the end of the next festival (August 6th, 2024).

Strategy #1: 

Utilize social media



Tactic #1: 

Create a series of short but engaging stories for Instagram and Facebook that encapsulates what team-building 
opportunities are, their benefits, and how businesses can participate in this offering.

Tactic #2: 

Take video footage of a team using paddling with DHVT as a team building activity and compile footage into a short 
video for Instagram, Facebook, and TikTok.

Tactic #3: 
Create a live stream of a business using DHVT as a team building activity with the goal of it being an AMA/Q&A. This 
will be an opportunity for individuals not part of DHVT to ask questions about anything related to team-building 
opportunities and the organization itself. Longtime DHVT members can speak on the organization, share stories, offer 
advice, and field questions from interested individuals. 



Visuals Audio

Black Backdrop - How Businesses Create Festival 
Teams

Narrator voice over

00:06
DHVT banner with the text "Dragonheart Vermont 
Welcomes Everyone to Get Involved, we Fundraise to 
Fight Breast Cancer and Enjoy Team Building 
Activities on Lake Champlain. ”
              

Are you passionate about making a 
positive impact in the fight against 
breast cancer? 

Do you enjoy fitness, team-building 
opportunities, or dragon boating?

00:15
Enthusiastic employees or community members 
gather in a local business or organization's meeting 
room.
     

You can take action right in your local 
community by creating a fundraising 
team!

00:21
Team members brainstorm, sharing ideas on a 
whiteboard.
   

Here's how you can get started in just 
a few easy steps.



00:30

 Step 1: Assemble Your Team

Include a variety of shots - one or two shots of team members' 

Include one or two shots that showcase skills that different team 
members have

   

Gather a group of dedicated individuals from 
your local business, organization, or community. 

00:43

  Step 2: Set a Clear Fundraising Goal 

Include a visual of team members wearing DHVT swag and talking 
about setting a fundraising goal.

Define a clear fundraising goal. 
How much do you want to raise 
for breast cancer research, 
education, and support?



00:57
           
         

Step 3: Create a Fundraising Plan

Include a visual of team members creating a fundraising goal on 
paper or on a computer. Make sure team members are wearing 
DHVT swag. 

If this visual is of team members outlining the fundraising goal on 
paper you could have them use a DHVT-branded pen and branded 
pad of paper.   

Although members can work together, Each team 
member will be responsible for raising a certain 
amount of the fundraising goal.  

An example of how to raise money individually 
is to talk to your close friends and family about 
the organization that you just joined. 

Be transparent and explain that you are part of a 
dragon boating team that raises money for breast 
cancer research. Ask them if they would consider 
donating to your team or volunteering at the 
festival.   



1:15

Step 4: Promote Your Cause

Include a variety of shots of team members making individual team fundraising 
posters. 

                    

Get the word out! Utilize social media platforms, flyers, 
posters, and tabling events to raise awareness about your 
crew's fundraising team and DHVT.

1:27

Step 5: Teamwork 

Clips of the team working together, participating in paddling events, practicing on 
Lake Champlain, and celebrating achievements.

Remember, it's all about teamwork. Celebrate every 
milestone and keep pushing forward.

1:37
The fundraising team holding a check with the total amount raised. 

Together, we can make a difference in breast cancer. Creating 
a fundraising team is the first step towards making a real 

impact in the fight against breast cancer. 

1:47
Fade to the local business or organization's logo, contact information, and a call to 

action.

Get started today! Join us and be a part of something bigger. 
Together, let's create a world free from breast cancer.



Goal #3 | Objective #2 | Strategy #2

Objective #2: 

Increase the amount of businesses/organizations using dragon boating at DHVT as a team 

building activity by 25% by the end of the next festival (August 6th, 2024).

Strategy #2: 

One-on-ones



Tactic #1: 

Set up a tabling partnership at Hula where DHVT is there once a month to chat with businesses about all of 

DHVT’s offerings, including team building activities.  

Tactic #2: 

Pitch through email to local businesses that have previously participated in DHVT’s offerings about team 

building activities.

Tactic #3: 
Go door-to-door on Church St and inquire about businesses being interested in team building activities with 

DHVT.



How to Gauge the Effectiveness and Success 
of Strategies

Measurement



Goal #1: Increase engagement with digital and owned media 

Objective #1: Increase the amount of social media engagement across active platforms (Instagram, Facebook, and 
TikTok) by 10% by the end of the next festival (August 6th, 2024).

Strategy #1: Establish an overarching social media plan

● Track the number of likes, comments, and 
shares across posts on Tiktok, Facebook and 
Instagram.

● Analyze the engagement rate per post
● Monitor the increase in followers on 

Facebook, Instagram, and TikTok.
● Track the total number of unique visitors 

● Identify spikes from specific content, 
platforms, and campaigns

● Evaluate the click-through-rate on stories and 
social posts

● Look at demographic data of your audience



Goal #1: Increase engagement with digital and owned media 

Objective #2: Increase the amount of owned media engagement by 10% by the end of the next festival  (August 
6th, 2024).

Strategy #1: Utilize newsletter and blog Strategy #2: DHVT website

● Measure the increase in newsletter open rates
● The increase in newsletter click-through rates 
● The newsletter subscription growth rate
● Growth in blog readers/visitors 
● Look at blog post views, comments, and shares
● Look at the time spent on each blog
● Utilize analytics tools on Instagram, Facebook 

and TikTok to see the click-through-rate from 
socials to blog/newsletter 

● Total number of views and unique visitors 
on the website.

● Average time visitors spend on the website.
● Amount of visitors who close the website 

after viewing one page
● Social media engagement on social media 

platforms linked to website 
● New subscribers to the newsletter from 

website
● Look at the increase in blog post 

engagement from website visitors



Goal #2: Increase awareness about Dragonheart VT among Gen-Z and Millennials

Objective #1: Increase the number of Gen-Z and Millennial members of Dragonheart VT by 10% by the end of 
the next festival (August 6th, 2024).

Strategy #1: Utilize social media

● Engagement Metrics: Track views, likes, comments, 
and shares for each video. Monitor engagement rate.

● Follower Increase: Measure growth in 
followers/subscribers on Facebook Reels, Instagram 
Reel, and TikTok.Track through platform analytics.

● Influencer Impact: Measure reach and engagement 
from earned media. Track campaign-related hashtag use 
by influencers and followers.

● Monitor individuals joining DHVT after watching the 
video series using unique codes or links.

Strategy #2: Host events

● Track amount of attendance and sign-ups after events

● Engagement & Interest: Assess interaction with 

promotional materials and inquiries from students.

● Discount Utilization: Monitor the number of 

students using special membership discounts.

● Giveaway Impact: Evaluate participation in giveaways 

and its effect on engagement.

● Demographic Analysis: Analyze demographics of 

sign-ups for targeting the right audience.



Goal #2: Increase awareness about Dragonheart VT among Gen-Z and Millennials

Objective #1: Increase the number of Gen-Z and Millennial members of Dragonheart VT by 10% by the end of 
the next festival (August 6th, 2024).

Strategy #3: One-on-ones

● College Recruitment Tabling Days: Measure the 
number of sign-ups and email collection during tabling 
events.

● Assess the impact of giveaways on sign-up rates.
● Ambassador Program: Track the effectiveness of 

ambassadors by monitoring new sign-ups referred by 
them.Evaluate social media engagement generated by 
ambassadors.

● Inflatable Dragon Promotion: Monitor the number of 
sign-ups generated during and after inflatable dragon 
promotions.Track engagement on social media during the 
promotion.



Goal #2: Increase awareness about Dragonheart VT among Gen-Z and Millennials

Objective #2: Increase the number of Gen-Z & Millennial teams competing in the festival by 20% by the end of 
the next festival (August 6th, 2024).

Strategy #1: Social media Strategy #2: Traditional Media

● Engagement Metrics: Monitor comments, likes, 
and shares on TikTok. Track follower growth 
during and after the DHVT membership giveaway.

● DHVT Membership Giveaway: Track the 
number of entries for the DHVT membership 
giveaway on TikTok. Monitor the conversion rate 
of giveaway participants to actual members.

● Press Release Impact: Measure the unique 
monthly visitors (UVM) of each earned media 
platform and the total amount of media hits. Track 
the increase in festival registrations following the 
press release.

● News Features: Evaluate the impact of the news 
feature on website visits and registrations.Monitor 
the increase in social media engagement following 
the feature.

● Radio PSA and Contest: Track the number of 
Gen-Z/Millennial teams registering after the radio 
PSA. Assess the number of contest participants and 
their engagement.



Goal #3: Increase awareness about Dragonheart VT among local businesses

Objective #1: Obtain at least 5 new local businesses/organizations as competing teams in the festival by the end of 
the next festival (August 6th, 2024).

Strategy #1: Utilize social media Strategy #2: Utilize Owned Media

● Number of people who see DHVT’s 
social media content using social media 
metrics and analytics on the platforms

● Number of posts encouraging local 
businesses/organizations to join as 
competing teams.

● Engagement on posts pertaining to 
competition teams, competing in the 
festival, and local business testimonials

● Look at where your visitors are coming 
from to see how effective your owned 
media is during visits to website, blog, 
and newsletter by using Google 
Analytics

● Measure engagement of posts related to 
inviting businesses to start a fundraising 
team to compete in the festival  

● Keep an eye on an increase in followers 
and engagement 



Goal #3: Increase awareness about Dragonheart VT among local businesses

Objective #1: Obtain at least 5 new local businesses/organizations as competing teams in the festival by the end of 
the next festival (August 6th, 2024).

Strategy #3: Host events Strategy #4: One-on-ones

● Number of new businesses registered for 
the festival through an event 

● Track each events attendance 
● Look at owned media traffic during and 

right after event
● Look at social media impressions using 

social media analytics tools during and 
right after the event 

● Create a survey to get feedback about the 
one-on-ones and to see how many 
individuals would be interested in 
creating a competing team 

● Utilize salesforce or equivalent software 
to know who you have reached out to 
and who you have talked to about 
creating a competing team

● Look at how interested and engaged this 
individual is during the one-on-one 



Goal #3: Increase awareness about Dragonheart VT among local businesses

Objective #2: Increase the amount of businesses/organizations using dragon boating at DHVT as a team building 
activity by 25% by the end of the next festival (August 6th, 2024).

Strategy #1: Utilize social media Strategy #2 One-on-ones

● Look at social media analytics on 
TikTok, Instagram and Facebook to 
understand engagement among local 
businesses 

● Keep a list of local businesses that you 
have communicated with through all 
social platforms and each businesses 
interest level. 

● Utilize Sprout Social or equivalent 
software to track conversions from social 
platforms to inquiries about team 
building activities

● Create a survey to get feedback about the 
one-on-ones and to see how many 
individuals are interested using dragon 
boating as a team building activity 

● Utilize salesforce or equivalent software 
to know who you have reached out to 
and who you have spoken with 

● Determine the conversion rate 



Repeat Research

● Repeat the survey after 
campaign implementation

● Repeat focus group 
research

● Repeat informational 
interviews

● Repeat social media audit 
(re-evaluate how many 
followers on each platform 
and if this number has 
increased)

● Repeat SEO evaluations 



Logistics, 
Timeline, 

and Calendar 



General OverviewSocial Media:
● During paddling season, post 3-4 times on Instagram and Facebook and 1-2 times on TikTok
● During the off-season, 1-2 times on Instagram/Facebook and 3 times a month on TikTok
● Utilize evergreen content ideas, short videos, and 20th Anniversary content regularly 

Newsletter:
● Sent out regularly at start of every month 

Blog:

● Posted regularly at start of every month 

Events:

● Table at Hula each month 
● Frequent campus tabling events 
● Additional fun events for target audiences

Traditional Media:
● Radio & TV features



January
1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30

● During the 
off-season, 
post 1-2 
times on 
Instagram 
and 
Facebook 
and 3 times 
a month on 
TikTok

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out January 
Newsletter

Dragon Tales 
Monthly Blog

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

20th Anniversary 
Content

20th Anniversary 
Content

TikTok Reel

TikTok Reel

TikTok Reel

Evergreen Content

31

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

Evergreen Content

● Utilize  
evergreen 
content

● Minimal 
event and 
traditional 
media 
tactics in 
off-season

Table at Hula



February
1 2 3

4 5 6 7 8 9 10

11 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 27

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out February 
Newsletter

Dragon Tales 
Monthly Blog

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

20th Anniversary 
Content

20th Anniversary 
Content

Evergreen Content

TikTok Reel

TikTok Reel

TikTok ReelEvergreen Content

28 29

● During the 
off-season, 
post 1-2 
times on 
Instagram 
and 
Facebook 
and 3 times 
a month on 
TikTok

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

● Utilize  
evergreen 
content

● Minimal 
event and 
traditional 
media 
tactics in 
off-season

Table at Hula

Evergreen Content

20th Anniversary 
Content



March
1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out April 
Newsletter

Dragon Tales 
Monthly Blog

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Evergreen Content

20th Anniversary 
Content

20th Anniversary 
Content

TikTok Reel

TikTok Reel

TikTok Reel Table at HulaEvergreen Content

Evergreen Content

● During the 
off-season, 
post 1-2 
times on 
Instagram 
and 
Facebook 
and 3 times 
a month on 
TikTok

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

● Utilize  
evergreen 
content

● Minimal 
event and 
traditional 
media 
tactics in 
off-season

27 28 29 30



April
1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30

● During 
paddling 
season, post 
3-4 times a 
week on 
Instagram 
and 
Facebook 
and 1-2  
times a week 
on TikTok

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out April 
Newsletter

Dragon Tales 
Monthly Blog

Pitch to WCAX for a 
News Feature

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

20th Anniversary 
Content

20th Anniversary 
Content

20th Anniversary 
Content

20th Anniversary 
Content

20th Anniversary 
Content

TikTok Reel

TikTok Reel

TikTok Reel

TikTok Reel

TikTok Reel UVM Tabling Event

Champlain Tabling 
Event

Table at HulaEvergreen Content

Evergreen Content

Evergreen Content

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

● More Events 
and 
Traditional 
Media 
tactics can 
start taking 
place



May
1 2 3 4

5 6 7 8 9 10 11

12 13 14 15 16 17 18

19 20 21 22 23 24 25

26 27 28 29 30 31

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out May  Newsletter Dragon Tales 
Monthly Blog

Pitch BYP Paddle 
Event

20th Anniversary 
Content

St. Mike’s Tabling Event

Team Building Activity 
Video

20th Anniversary 
Content

Livestream of 
team-building activity

20th Anniversary 
Content

Video on how businesses 
can create festival teams

Video on how businesses 
can create festival teams

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel

Instagram/Facebook 
Reel TikTok Reel

TikTok Reel

TikTok Reel

TikTok Reel

Gym Fitness 
Competition Event

Table at HulaEvergreen Content

Evergreen Content

Evergreen Content

● During 
paddling 
season, post 
3-4 times a 
week on 
Instagram 
and 
Facebook 
and 1-2  
times a week 
on TikTok

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

● More Events 
and 
Traditional 
Media 
tactics can 
start taking 
place

Dragon Boat Open Day



June

Send pitch for 20th 
Anniversary Event

1 2 3

4 5 6 7 8 9 10

11 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 27 28 29 30

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Radio PSA to start 
running

Pitch Radio PSA

Send Out June Newsletter Dragon Tales 
Monthly Blog

BYP Paddle Event
Past Businesses in 
Festival Series (Vid 1)

Past Businesses in 
Festival Series (Vid 2)

Past Businesses in 
Festival Series (Vid 3)

Past Businesses in 
Festival Series (Vid 4)

Past Businesses in 
Festival Series (Vid 5)

20th Anniversary 
Content

20th Anniversary 
Content

20th Anniversary 
Content

20th Anniversary 
Content

Past Businesses in 
Festival Series (Vid 1)

Past Businesses in 
Festival Series (Vid 2)

Past Businesses in 
Festival Series (Vid 3)

Past Businesses in 
Festival Series (Vid 4)

Past Businesses in 
Festival Series (Vid 5)

Evergreen Content

Evergreen Content

Evergreen Content

Evergreen Content

Table at Hula

● More Events 
and 
Traditional 
Media 
tactics can 
start taking 
place

● Send out 
monthly 
blog at start 
of month

● Send out 
monthly 
newsletter at 
start of 
month

● During 
paddling 
season, post 
3-4 times a 
week on 
Instagram 
and 
Facebook 
and 1-2  
times a week 
on TikTok Golf Tournament 

Tabling



July

Instagram/Facebook Event Newsletter Blog Traditional Media

1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31

TikTok

Send Out July Newsletter Why DHVT Needs You 
Series (Video 1)

Why DHVT Needs You 
Series (Video 2)

Why DHVT Needs You 
Series (Video 3)

Why DHVT Needs You 
Series (Video 4)

Announce Instagram Stories 
Contest on Stories

Day of Instagram Stories 
Contest - Post Content

Behind the Scenes with 
Gen-Z/Millennials (Vid 1)

Behind the Scnes with 
Gen-Z/.Millennials (Vid 2)

Behind the Scnes with 
Gen-Z/Millennials (Vid 3)

Behind the Scnes with 
Gen-Z/Millennials (Vid 4)

20th Anniversary 
Celebration Event

Dragon Tales 
Monthly Blog

20th Anniversary, 20 
Reasons Why You 
Should Compete

20th Anniversary, 20 
Reasons Why You 
Should Compete

Calling All Local 
Businesses Graphic Post

Evergreen Content

Evergreen Content

Radio Contest Winners 
Announced

Table at Hula

● During 
paddling 
season, post 
3-4 times a 
week on 
Instagram 
and 
Facebook 
and 1-2  
times a week 
on TikTok

● Send out 
monthly 
newsletter at 
start of 
month

● Send out 
monthly 
blog at start 
of month

● More Events 
and 
Traditional 
Media 
tactics can 
start taking 
place

Why DHVT Needs You 
Series (Video 1)

Why DHVT Needs You 
Series (Video 2)

Why DHVT Needs You 
Series (Video 3)

Why DHVT Needs You 
Series (Video 4)

Lake Monsters Tabling



August
Behind the Scenes with 
Gen-Z/Millennials (Vid 4)

TikTok Instagram/Facebook Event Newsletter Blog Traditional Media

Send Out August 
Newsletter

1 2 3

4 5 6 7 8 9 10

11 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 27 28 29 30 31

Dragon Tales 
Monthly Blog

College Campus Tabling at 
UVM

College Campus Tabling at 
Champlain

Contact Champlain to 
establish Paddle Event 
with Champ 101 in Sept

Evergreen Content

Evergreen Content

Evergreen Content

Evergreen Content

Gen-Z Festival Participant 
(Vid 1) 20th Anniversary Social 

Media - Graphic or Reel

20th Anniversary Social 
Media - Graphic or Reel

20th Anniversary Social 
Media - Graphic or Reel

Reel on TikTok

Table at Hula

● More Events 
and 
Traditional 
Media 
tactics can 
start taking 
place

● Send out 
monthly 
blog at start 
of month

● Send out 
monthly 
newsletter at 
start of 
month

● During 
paddling 
season, post 
3-4 times a 
week on 
Instagram 
and 
Facebook 
and 1-2  
times a week 
on TikTok

Gen-Z Festival Participant 
(Vid 1)

Gen-Z Festival Participant 
(Vid 2)

Gen-Z Festival Participant 
(Vid 2)

Gen-Z Festival Participant 
(Vid 3)

Gen-Z Festival Participant 
(Vid 4)

Lake Monsters Tabling



Major Takeaways 

● Engage with younger audiences (Gen-Z & Millennials) on existing platforms 
(TikTok, Instagram, and Facebook) to spread awareness 

● Continue engaging with audiences year-round through the website, newsletter, 
social media, and events

● Engage with more local businesses and organizations in the community to get 
involved with DHVT’s offerings

● Consistent use of one name and slogan across each platform for easy brand 
identification

● Keep on track with the logistics calendar for regular posting schedules



Closing Statement 

Dragonheart Vermont has the opportunity to engage with new audiences 
consisting of younger demographics and local businesses/organizations. By 
establishing thoughtful and consistent engagement across all of DHVT’s 
platforms, brand awareness will increase which is necessary to the target 

audiences of this campaign. Dragonheart Vermont has the potential to be a 
recognizable legacy brand in Vermont that will continue to bring the local 

community together.



CREDITS: This presentation template was created by Slidesgo, 
including icons by Flaticon, infographics & images by Freepik

 

Thanks!

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

