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Executive Summary
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Purpose:

Recommendations

 To engage more people, convey what they do more clearly, and 
reach a younger audience as well.



 Use short-form video to reach a younger audienc
 Focus on giving the user information up front on their websit
 Prompt users for email information with a popup to increase engagemen
 Amplify your message by using Facebook and Google Ads and create a 

Facebook group to encourage conversatio
 Revamp the welcome letter and newsletter to be more engaging and 

relevant



About CURE Users

CURE is a Minnesota-based non-profit whose 
mission is to empower rural Minnesotans to 
engage in the active improvement of their 
communities and future through environmental 
awareness, education, and activism.



Mission Statement: CURE protects and restores 
resilient communities and landscapes by 
harnessing the power of people who care about 
them.

 Rural Minnesotans 
who care about 
the future of their 
communit

 Gen Z

 Millennials 
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Methods Project Goals

 Know/Don’t Know/
Assum

 Deep Dive 
Secondary Researc

 Strategy Synthesi

 Touchpoint Strategy 
Map

 Help CURE effectively 
communicate what they d

 Help CURE reach a younger 
audienc

 Strategize via key touchpoints: 
website, email, social media, and 
advertisemen

 Increase social media engagemen

 Decrease bounced email

 Increase email list sign-ups
5



Secondary Research



Secondary Research | Website

 Users spend an average of on 
CureMN’s Website (CureMN Website Analytics - 
GA4 Report

 When switching from a static sign up form to a 
popup, average  
(Upscribe)

56 seconds 

email sign up rates double
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Secondary Research | Email

Email marketing most effective is the  
way of nurturing leads. 31% of 
businesses cite newsletters as their 
highest performing tactic in this area. 

(Content Marketing Institution)
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Secondary Research | Email

The people unsubscribe 
from email lists is:

Too many emails-
prefer a monthly newsletter
Info is no longer relevan
They don’t recognize the brand


(Optim Monster)

 top 3 reasons 

 86% of customers 
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Secondary Research | Advertising

  of searchers  a result on page 1 of 
Google, making the Google ad grant a great 
way to drive more clicks (Nonprofits Source

 of Facebook users  to show their 
support for a cause and highlight issues that 
are important to them (Nonprofits Source)

98% click

84% share
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Secondary Research | Social Media

  of social media marketers say 
 of their social media 

strategy (SproutSocial
 Consumers say 

 than long-form video 
(SproutSocial)


93% video is a 
vital component

short-form video is 2.5 times 
more engaging
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Research Synthesis



Touchpoint Map
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Strategy Statement

All user experience touch points for CURE's 
email, social media, and website will help rural 
communities to feel connected and empowered 
so that they are able to improve their community 
and ecosystem's health.



We will do this by focusing on improving the 
hierarchy of website and providing 
recommendations on social media engagement.
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Recommendations



Marketing Strategy
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Touchpoint: Website



The  has been 
relocated to make it accessible for 
individuals visiting the page and 
wishing to contribute.

Donate button

Get Involved moved to show 
actionable steps on the front 
page. Guides visitors on how they 
can support immediately.

Causes are showcased through an 
interactive  
with accompanying information 
and direct access to related 
pages.

automatic slideshow

Donate

CURE works to move 
people to action and build 
power within rural 
communities. You know 
that being involved —no 
matter how big or small—is 
how you create change.



Ways to Take Action
 Sign up to receive 

 Sign 


 Amplify CURE’s message on Social 
Media by sharing posts about our 
work

 Volunteer to help at CURE events


CURE’s Action 
Alert

Petition
Write Letters to the Editor to lift 
up the issues important to you and 
CURE’s work

Invest in our work with financial 
support CURE.

Call to Action CURE’s Causes

Water Sustainability

Learn MoreGet Involved

< >

At CURE, we have system-mapped 
water issues in Minnesota. This 
complex analysis made clear that 
the only way to have meaningful 
and sustainable change is to 
address operational values and 
behaviors.

Learn More

1

3
2

1

2

3

Home Page
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CURE works to move 
people to action and build 
power within rural 
communities. You know 
that being involved —no 
matter how big or small—is 
how you create change.



Ways to Take Action
 Sign up to receive 

 Sign Petition


 Amplify CURE’s message on Social 
Media by sharing posts about our 
work

 Volunteer to help at CURE events


CURE’s Action 
Alert

Write Letters to the Editor to lift 
up the issues important to you and 
CURE’s work

Invest in our work with financial 
support CURE.

Call to Action CURE’s Causes

Water Sustainability

Learn MoreGet Involved

< >
At CURE, we have system-mapped 
water issues in Minnesota. This 
complex analysis made clear that 
the only way to have meaningful 
and sustainable change is to 
address operational values and 
behaviors.

Donate

First Name*

Street Addresss

Optional (To enable one click petition signatures):

Email Address*

Last Name*

XStay Connected!

City

Phone

Postal Code State

__

Sign Up

1

Email Sign Up

2

Data shows that prompting in this 
way can 
Popup should show up after 30 
seconds of page exploration

increase email sign ups. 

Required user input is changed to 
only name and email, enhancing 
simplicity. Optional fields provide 
the option for future petition form 
autofill.

1

2
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https://curemn.org/wp-content/uploads/2022/03/LTE-Guide_CO2-pipelines.pdf
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Thank you message, personalized 
with first name they just typed in, 
shows up after they complete the 
sign up page. This (alongside with 
a welcome email) shows that their 
action was completed.

1
CURE works to move 
people to action and build 
power within rural 
communities. You know 
that being involved —no 
matter how big or small—is 
how you create change.



Ways to Take Action
 Sign up to receive 

 Sign Petition


 Amplify CURE’s message on Social 
Media by sharing posts about our 
work

 Volunteer to help at CURE events


CURE’s Action 
Alert

Write Letters to the Editor to lift 
up the issues important to you and 
CURE’s work

Invest in our work with financial 
support CURE.

Call to Action CURE’s Causes

Water Sustainability

Learn MoreGet Involved

< >

At CURE, we have system-mapped 
water issues in Minnesota. This 
complex analysis made clear that 
the only way to have meaningful 
and sustainable change is to 
address operational values and 
behaviors.

Donate

XThank You (Insert First Name)!

Thank you for joining CURE and doing your part 

to make a difference! CURE is dedicated to 

helping you implement real change in your 

community. You’ll receive a bi-weekly newsletter 

providing you with information on what we’re 

doing and how you can help.

Exit

1

Confirmation

21

https://curemn.org/wp-content/uploads/2022/03/LTE-Guide_CO2-pipelines.pdf
https://curemn.org/wp-content/uploads/2022/03/LTE-Guide_CO2-pipelines.pdf
https://curemn.org/wp-content/uploads/2022/03/LTE-Guide_CO2-pipelines.pdf
https://curemn.org/support-cure-today/
https://curemn.org/support-cure-today/


Each  is under the relevant 
issue page, making sign up easy 
and quick. This should be 
autofilled if information was 
previously provided.

petition

Tabs moved from top to the side 
so they remain fixed while user 
scrolls through. 

1

2

Donate

Example Cause

1

2
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Click on  to learn more. 
The pop up shows more 
information on what the petition is 
for and what specifically the user 
is signing. 

 info button
1

Donate

X

1

Petition Info
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Touchpoint: Email



Email: Welcome 
Letter

2

3

1

Adding a in 
your emails instead of text can 
lead to a 28% increase in click-
throughs. -Campaign Monitor

 Call to Action button 

Segmented email campaigns  
earn 100.95% higher clickthrough 
rates. 

-Mailchimp

Included a short body of text 
greeting user by name and 
informing users what emails 
they’ll receive in the future will 
entail.

1

2

3
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1

2

1

2

Included a brief section of some 
services offered by CURE, adding 
Call to Action buttons to increase 
click rates.

Including  
social sharing buttons in your 
emails can increase click-through 
rates by 158%. -Disruptive 
Advertising

 social sharing buttons

Email: Welcome 
Letter
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Email: Newsletter

1

2

3

Included a segment on upcoming 
events to get users more involved 
in their local communities.

Included resources with Call to 
Action buttons for added visibility.

Social media links at the bottom 
to improve connections amongst 
users.

1

2

3 27



Touchpoint: Advertising



1
When a user clicks a CURE ad on 
Facebook they can stay in the 
know and fill out a form right 
away. This will help users take 
action for causes they care about.

Facebook Form
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1

2
A user can react to this ad they 
see on Facebook and share with 
others. This can help amplify 
CURE’s message. 

If a user clicks a CURE ad they can 
use Facebook messenger to get 
their questions answered by a 
CURE employee, or, if a third-party 
AI chatbot is installed, the chatbot 
can answer questions. 

This will let users get answers 
quickly.

1

2

Facebook Ads
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1

2

1

2

A user can see CURE when 
searching Google. This can be 
effective for improving CURE’s 
visibility for those who want to get 
involved but don’t know where to 
volunteer. Google also has a grant 
for nonprofits that is worth 
$10,000 a month.



This poster can be put anywhere, 
such as a townhall, or places 
around town. Users can scan the 
QR code to go to CURE’s website.



Google and QR Code 
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1
A Facebook group can bring 
together like-minded individuals 
and give them a place to share 
events they are attending and 
discuss ideas. 



This can help drive user 
engagement and increase CURE’s 
“take action network.”

1 Facebook Group
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Touchpoint: Socials



Instagram Reel on iPhone

Instagram (Reels)

TikTok

YouTube (Shorts)

Short-Form Videos Content Ideas

 Take action on an 
issu

 Education (solution or 
awareness

 Anything fun or 
interesting that CURE 
is up to/has don

 Anything that aligns 
with CURE’s mission 
and might intrigue 
viewers
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Tips for Creating Short-Form Videos

 Try to post once per wee

 Try adding a trending song/soun

 Use hashtag

 Try to keep short-form videos between 7 and 60 second

 Evoke empathy by using a persuasive yet authentic monologu

 Use auto closed-caption

 Pay attention to which of your posts get the most views
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Conclusion



In summary, CURE wants to engage more people, convey what they do more 
clearly, and reach a younger audience as well.



We recommend that CURE
 Uses short-form video to reach a younger audienc
 Focuses on giving the user information up front on their websit
 Prompts users for email information with a popup to increase 

engagemen
 Amplifies their message by using Facebook and Google Ads and creates 

a Facebook group to encourage conversatio
 Revamp their welcome letter and newsletter to be more engaging and 

relevant

Conclusion
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Thank You!
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Richard

Hikma 
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Raina

Gravatt

Amber 
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Appendix



UX Strategy Guide
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Appendix - Social Media
Example Videos

These examples are a good level of complexity to shoot for:

https://www.tiktok.com/t/ZPR779y1n/

https://www.tiktok.com/t/ZPR77y3DM/

https://www.tiktok.com/t/ZPR77g9Yy/



These examples are on the higher side of effort:

https://www.tiktok.com/t/ZPR77gPX8/

https://www.tiktok.com/t/ZPR77CssM/

https://www.tiktok.com/t/ZPR7793u8/

Here are some examples of 
short-form videos! These 
videos contain different kinds 
of subject matter than CURE, 
but the formats and methods 
used are good references and 
inspiration for CURE’s short-
form videos.
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Appendix - Social Media
Storyboards

Raise Awareness & Take Action Take Action
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Appendix - Social Media
further reading/sources

 Social Media Video Statistics: https://sproutsocial.com/insights/social-media-video-statistics/

 Marketing to Gen Z: https://www.searchenginejournal.com/marketing-to-gen-z/471784/#clos

 Marketing to Millennials: https://www.searchenginejournal.com/marketing-to-millennials-
generation-y/493808/?itm_source=site-search&itm_medium=site-search&itm_campaign=site-
search#clos

 Why User-Generated Content is Winning: https://www.forbes.com/sites/
forbesbusinesscouncil/2023/03/13/why-user-generated-content-is-winning/?
sh=4fec6bee6e94
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Appendix - Email

Tuesdays at 10 AM is the best time to 
send a marketing or promotional email. 

-CoSchedule

Mobile devices account for 41.9% of all 
opened emails. -Litmus

45
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Appendix - Email

47% of email recipients will open your 
email based solely on 
-Optin Monster

the subject line.


Emails with a  
get a 26% boost in open rates, and 
including the increases 
open rates by 18% -SuperOffice and 
Campaign Monitor

 personalized subject line

recipient’s name 
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Appendix - Email

Only sending emails to subscribers who 
have opened your emails 

decreases the number of 
emails that end up in the spam folder. -
LinkedIn

within the last 
6 months 

https://backlinko.com/email-marketing-
stats
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