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Belly O’So Pregnant is a start-up company founded by Trameca Campbell, an 
international Certified Childbirth Educator and maternity concierge based in 
Upstate New York.  After the birth of her first born daughter, she began to 
understand and respect the sanctity of labor and childbirth. She began having 
open conversations with women about their pregnancy and birth experiences. 
Campbell was surprised of the disappointed stories of woman feeling inadequate 
to control there own bodies, leaving them feeling powerless and doubtful. It is 
her mission to offer freedom of choice based on knowledge of alternatives in 
supported maternity and newborn care. Belly O’So Pregnant offers services 
through a maternity concierge, childbirth education and breastfeeding support.  
 

 
 
MISSION 
The mission of Belly O’So Pregnant is to offer freedom of choice based on 
knowledge of alternatives in supported maternity and newborn care. Belly o’so 
pregnant does this through childbirth education classes, maternity concierge 
services and breastfeeding support groups. 
 
 
GOAL #1: To create general awareness of Belly O’so Pregnant.  
 

v Objective A: To generate awareness by increasing a presence on 
social media by 20% by the end of the Spring 2014 semester.  

 
v Objective B: To create a working list of potential partnerships for 

future belly o’so pregnant events. 
 
 
GOAL #2: To increase the visibility of Belly o’so pregnant by 20% by the end of 
the spring 2014 semester.  
 

v Objective A: To increase Facebook ‘likes’ by 20% by the end of the 
spring 2014 semester. 

 
v Objective B: To increase Twitter ‘follows’ by 20% by the end of the 

spring 2014 semester. 
 

v Objective C: To establish relevant content on all social media 
platforms to engage audiences. 

 
v Objective D: To establish a ‘mommy blog’ for belly o’so pregnant.  

 
 
 
 

Strategic Campaign Plan
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GOAL #3: To plan an event that will increase brand awareness for belly o’so 
pregnant in the spring 2014 semester. 
 

v Objective A: To have at least 50 pregnant women/new mothers in 
attendance. 

 
v Objective B: To obtain donations from 3 local businesses for ‘swag 

bags.’ 
 
 

v Objective C: To secure media coverage from tow media sources for day 
of the event coverage. 

 
 
STRATEGIES & TACTICS 

 
Strategy 1: Disseminating information  

v Official Belly o’so pregnant logo 
v Belly O’So Pregnant poster with business information 
v “Keep Calm and Get Your Zen On: A Mother’s Day Retreat” poster 
v Media Kit 

   
Strategy 2: Building alliances and partnerships 

v Koinonia Health and wellness center 
v Syracuse Community Businesses 

 
Strategy 3: Audience engagement through social media 

v #OSo___ and #BellyOSo____ 
v Belly O’So Pregnant Facebook and Twitter Accounts 
v Mommy Blogger ‘Network’ 

 
Strategy 4: Special Events 

v “Keep Calm and Get Your Zen On: A Mother’s Day Retreat” 
 
 
Key Milestones 
 

v February 19, 2014: First Hill Communications team meeting 
v February 20, 2014: First Client Meeting 
v April 2, 2014: Client attends Hill Communications Meeting 
v April 9, 2014: Hill Communications sets up Hootsuite account to take 

over social media efforts 
v April 11, 2014: Official Belly O’So Pregnant Logo is launched  
v April 14, 2014: Hill Communications reaches out to local businesses 

for ‘swag bags’ 
v April 27, 2014: Hill Communications will reach out to media for 

coverage of event 
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“Keep Calm and Get Your Zen On: A Mother’s Day Retreat” 
 

“Keep Calm and Get Your Zen On: A Mother’s Day Retreat” is a day of rest and 
relaxation for mothers and mother-to-be. The event is to be held Sunday, May 
11, 2014 from 11 a.m. – 5 p.m. Services included during this day long event 
will be yoga, acupuncture, massages, and an organic, glutton free lunch. All 
activities will be safe for pregnant women and women who have just given 
birth. Registration is required and can be done through an eventbrite link. 
Registration fee is $99 for early birds and $120 until the day of the event. 
The event is promoted on the Belly O’So Pregnant website and a Facebook 
event. In preparation for this event, Hill Communications reached out to 
local businesses for ‘swag bag’ donations, compiled a list of media contacts 
and created promotional material.  

 
 
 
BUDGET 

 
At Hill Communications, we use agency rates to track the value of our work. 
Below is the amount of time, and monetary equivalent, that we have spent on 
each of the following services: 
 
Work Type Rate (per 

person, per 
hour) 

Time (hours) Semester Total 

Research    

Writing    

Meeting    

General Account 
Maintenance 

   

 Grand Total:   
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EVALUATION OF GOAL #1: To create general awareness of Belly O’So Pregnant. 
 

v Objective A: To generate awareness by increasing a presence on 
social media by 20% by the end of the Spring 2014 semester.  

 
When Hill Communications was introduced to Belly O’So Pregnant in February 
2014 the Facebook had 4 ‘likes’ and the Twitter had 34 ‘follows.’ Today, the 
Facebook page has 62 ‘likes’ and the twitter account has 60 ‘follows.’ 
 
Therefore, we can conclude that a 20% increase in the presence of Belly O’So 
Pregnant was met and then exceeded by the 94% increase in a presence on 
Facebook and 44% increase on Twitter.   
 
For our final recommendation, we suggest continuing create relevant content 
to engage the current audience and attract a wider audience.   
 

v Objective B: To create a working list of potential partnerships for 
future Belly O’So Pregnant events. 

 
In doing research of the Syracuse area and of the baby industry, Hill 
Communications found that there are several local businesses with the same 
target customers and/or goals as Bely O’So Pregnant. 
  
Therefore, we can conclude that a comprehensive list of these businesses will 
be beneficial to Belly O’So Pregnant in the future for events and/or 
partnerships.  
 
For our final recommendation, we advise keeping this list updated and forming 
partnerships with these local businesses to better promote Belly O’So Pregnant 
to the target audience.  
 
EVALUATION OF GOAL #2: To increase the visibility of Belly O’So Pregnant on 
Social Media by 20% by the end of the Spring 2014 semester.  
 

v Objective A: To increase Facebook ‘likes’ by 20% by the end of the 
spring 2014 semester. 

 
In February 2014, Belly O’So Pregnant had 4 Facebook ‘likes.’ Today, the Belly 
O’So Pregnant Facebook Page has 62 ‘likes.’ This represents a 94% increase in 
the visibility of the Belly O’So Pregnant Facebook Page.  
 
Our final recommendation is to keep posting relevant content to attract a wider 
audience and keep the current audience engaged.  
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v Objective B: To increase Twitter ‘follows’ by 20% by the end of the 
Spring 2014 semester. 

 
In February 2014, Belly O’So Pregnant had 34 Twitter ‘follows.’ Today, the Belly 
O’So Pregnant Twitter Account has 60 ‘follows.’ This represents a 44% increase 
in the visibility of the Belly O’So Pregnant Twitter Account. 
 
Our Final recommendation is to keep posting regularly and utilize the 
Hootesuite application.  
 

v Objective C: To establish relevant content on all social media 
platforms to engage audiences. 

 
The Hill Communications team created a running document of social media 
content that was research based and relevant to the Belly O’So Pregnant target 
audience. This information was loaded into a Hootesuite account so it was 
presented in a timely manner to the audience.  
 
Our final recommendation is to continue to utilize the Hootesuite account to 
create a timely and effective social media schedule.  
 

v Objective D: To establish a ‘mommy blog’ for Belly O’So Pregnant. 
 
Belly O’So Pregnant had a blog when Hill Communications was introduced in 
February 2014. Hill Communications thought it would be effective to give belly 
O’So pregnant a theme for the blog so it would have a niche. After reading many 
mommy blogs and considering the founder of the business’s background, Hill 
Communications thought a Mommy Blog would be highly effective. 
 
Our final recommendation is to continue with weekly mommy blog posts about 
raising six children and running a household. Hill Communications also 
recommends that you establish a Mommy Blogger ‘Network.’ 
 
EVALUATION OF GOAL #3: To plan an event that will increase brand awareness 
for Belly O’So Pregnant in the Spring 2014 Semester.  
 

v Objective A: To have at least 50 pregnant women/new mothers in 
attendance. 

 
v Objective B: To obtain donations from 3 local businesses for ‘swag 

bags.’ 
 

v Objective C: to secure media coverage from two media sources for day 
of the event coverage. 

	  
*Goal	  #3	  cannot	  be	  evaluated	  until	  May	  11th	  when	  the	  event	  takes	  place*	  
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Strategy 1: Disseminating information  

v More information about what services are offered 
v Create a 30 second elevator pitch 
v Make all the information easily accessible on the website 

   
Strategy 2: Building alliances and partnerships 

v Continue relationship with Koinonia Health and Wellness Center 
v Work on Building relationships with other community businesses 

 
Strategy 3: Audience engagement through social media 

v Continue using Belly O’So Pregnant Twitter and Facebook 
v Create an Official Belly O’So Pregnant Hashtag  
v Measure Social media success with analytics tools 

 
Strategy 4: Special Events 

v Partner with Syracuse Community businesses for smaller events 
v Freebies and coupons 

 
Strategy 5: Publicity 

v Media Kit distribution 
v Coverage from local news organizations 
v Coverage from local mommy bloggers 
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Logo 
 
 

 
 

APPENDIX
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General Information Poster 

 
	  

 
 
 
 
 
 
 
 
 
 
 
 
 
  



	  

	   10	  

Media List 
 

Contact Outlet Topic Title Media Type Contact Information 
Graham, 
Janis 

 Fitness/Exercise
, 
Pregnancy/Birth 

Freelance Freelance graham@twcny.rr.com 
(607) 273- 5758 

Young, 
Diony 

 OB/GYN, 
Pregnancy 

Editor Magazine (585) 243 - 0087 

Baker 
Price, 
Marjorie 

Centeringtoos
.com 

Alternative 
Medicine 

Blogger Blog Marjorie@centeringtools.com 

Hall, 
Katie 

Cortland 
Standard 

Health/Medicine Living 
Editor 

Newspaper living@courtlandstandard.net 
(606) 756 - 5665 

Mulder, 
James 

Post Standard Health/Medicine News 
Reporter 

Newspaper jmulder@syracuse.com 
(315) 470 - 2245 

Blount- 
Gowan, 
Marnie 

Syracuse New 
Times 

Wellness  Online 
Newspaper 

(315) 422 - 7011 

DeLapp, 
Bill 

Family Times- 
Parenting 
Guide 

 Managing 
Editor 

Magazine bdelapp@syracusenewtimes.com 
(315) 472 - 4669 

Jadran, 
Farah 

Syracuse 
Woman 
Magazine 

Women Managing 
Editor 

Magazine farah@syracusewomanmag.com 
(315) 434 – 8889 ext. 315 

 Today’s CNY 
Woman 

Women  Magazine editor@todayscnywoman.com 

Wang, 
Jenifer 

Syracuse 
Parent 
Magazine 

Parents Editor Magazine jwing@eaglenewsonline.com 
(315) 434 – 8889 ext. 340 

Herbert, 
Geoff 

 Entertainment Freelance  gdhert@syracuse.com 
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Promotional Locations 
 
Location Address Phone Number 
Mother Earth Baby 733 South Bay Road, 

North Syracuse 13212 
(315) 458 - 2717 

Sharkey’s Cuts for Kids 3485 Erie Blv. E., 
Dewitt, NY 13214 

(315) 446 - 4386 

Associates for Women’s 
Medicine: Downtown 
Syracuse 

770 James St. #100B, 
Syracuse, NY 13214 

(315) 422 - 2222 

Associates for Women’s 
Medicine: Northeast 
location 

4302 Medical Center 
Drive: Suite 302, 
Fayetteville, NY 13066 

(315) 422 - 2222 

Associates for Women’s 
Medicine: Village 
Medical Location 

792 ½ North Main St., 
North Syracuse, NY 
13212 

(315) 422 - 2222 

Associates for Women’s 
Medicine: West Medical 
Location 

5700 West Genesee St.: 
Suite 9, Camillus, NY 
13031 

(315) 422 - 2222 

Associates For Women’s 
Medicine: Liverpool 
Location 

4820 West Taft Road: 
Suite 208, Liverpool, 
NY 13088 

(315) 422 - 2222 

MamaBirth Yoga  (406) 570 - 3549 
Syracuse YMCA 340 Montgomery St., 

Syracuse, NY 13202 
(315) 474 - 6851 

Central NY March of 
Dimes 

329 North Salina St.: 
Suite 304, Syracuse, NY 
13203 

(315) 463 - 0700 

Crouse Hospital: 
Neonatal Intensive 
Care Unit 

736 Irving Ave., 
Syracuse, NY 13210 

(315) 470 - 7111 

Brighton Hill 
Pediatrics 

151 Intrepid Lane, 
Syracuse, NY 13203 

(315) 469 - 8191 

Learn As You Grow 
Child Care Centers: 
Syracuse Location 

158 Highland Ave., 
Syracuse, NY 13203 

(315) 474 - 5627 

Learn As You Grow 
Child Care Centers: 
Solvay Location 

120 North Orchard Rd., 
Solvay, NY 13031 

(315) 487 - 0821 

Learn As You Grow 
Child Care Centers: 
Camillus Building A 

3711 Milton Ave., 
Camillus, NY 13031 

(315) 487 - 4132 

Learn As You Grow 
Child Care Centers: 
Camillus Building B 

3711 Milton Ave., 
Camillus, NY 13031 

(315) 468 - 1491 

Learn As You Grow 
Child Care Centers: 
North Syracuse 

5684 South Bay Road, 
Cicero, NY  

(315) 458 - 4233 
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Location 
Learn As You Grow 
Child Care Centers: 
Cicero 

8381 Elta Drive, 
Cicero, NY 13039 

(315) 699 - 7189 

Childtime Learning 
Centers 

4645 Park Drive, 
Syracuse, NY 13211 

(315) 543 - 6826 

Rothschild Early 
Childhood Center 

450 Kimber Rd., 
Syracuse, NY 13244 

(315) 445 - 0049 

Child Care Solutions 6724 Thompson Rd., 
Syracuse, NY 13211 

(315) 446 - 1220 

Reddick’s Beauty Salon 1632 Erie Blv. E., 
Syracuse, NY 13210 

(315) 218 - 7639 

C.W. Gorgeous 3216 Erie Blv. E., 
Dewitt, NY 13210 

(315) 445 - 0708 

Trinity Salon and Spa 936 North Clinton St., 
Syracuse, NY 13202 

(315) 426 - 0260 

Liz Lanza’s Salon 238 West Willow St., 
Syracuse, NY 13202 

(315) 472 - 1306 

Adagio 431 North Salina St., 
Syracuse, NY 13203 

(315) 422 - 2144 

Artistry in Hanover 123 East Water St., 
Syracuse, NY 13224 

(315) 701 - 2767 

Syracuse Pediatrics 317 E. Genesee St., 
Syracuse, NY 13224 

(315) 251 - 2612 

University Pediatrics 1200 E. Genesee St., 
Syracuse, NY 13210 

(315) 471 - 4196 
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Mommy Blogger ‘Network’ Contacts 
 

Blog Name Blog Link 
BabyCenter- 
Upstate NY 
Mommas 

http://community.babycenter.com/groups/a59835/u
pstate_ny_mommas 

5 Minutes for 
Mom 

http://www.5minutesformom.com/ 

My CNY 
Mommy 

http://www.mycnymommy.com/ 

Suzanne’s 
Mom’s Blog 

http://suzannesmomsblog.com/about/ 

One Savvy 
Mom 

http://www.onesavvymom.net/search/label/Mother
hood 

The New York 
Mom 

www.thenewyorkmom.com 

 


