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1. EXECUTIVE SUMMARY

DESCRIPTION The Society of Women Engineers is a not-for-profit
OF THE organization dedicated to supporting girls interested in

pursuing engineering. SWENext is their K-12 program to
SERVICE B4 fpire sruderis to pursaca career in STEM

CAMPAIGN OBJECTIVES CELEBRATE WOMEN'S

HISTORY MONTH WITH

e 25% increase in SWENext club

INCREASE SWENEXT member registrations SWENEAT

ENROLLMENT » Establish SWENext clubs in at MARCH 1-30TH
least 10 new regions or countries.

S M T W Th F S
" chapters for mentorship I[MPROVE PARTICIPANT O
chapters for mentorship =
» Facilitate mentor-mentee SATISFACTION | : (l.;: ‘i
matches for 200+ students. R : »
L@ OO ¢
« 100% growth in social media , 2
ENHANCE SOCIAL MEDIA iaiatnitid t @O0
ENGAGEMENT » Increase the followers on ) ) . &
SWENext's social media by 50%. | . | . C‘D 3

CAMPAIGN ACTIVITIES AND SCHEDULE
CURIE-OSITY KITS BIG SIS MENTORSHIP | WOMENGINEERING

Curie-osity kits inspire girls with « Matches high school girls with PODCAST

Mark Rober's videos and toys, collegiate mentors from SWE. Celebrates the achievements of
offering a chance to visit » Provides valuable guidance, women in STEM.

CrunchLab. support for academic, career, Inspirational interviews with STEM
Weekly kits sent to SWENext clubs and personal development leaders

Enhances STEM education guidance Weekly episodes

#BeThatEngineer SOCIAL MEDIA TOTAL $14932.78

March features three special holiday challenges: SheSTEM BIJDGET
Spotlights, #Ploneering, and # GREENgineering.
Designed to grow social media

Fun challenges - anyone can participate! CONCLUSION

The Society of Women Engineers is
looking for $14932.78 to grow and
enhance their K-12 program, SWENext.




I. EXECUTIVESUMMARY

DESCRIPTION The Society of Women Engineers is a not-for-profit
OF THE organization dedicated to supporting girls interested in

pursuing engineering. SWENext 1s their K-12 program to
SERVICE ( Inspire students to pursue a career in STEM.

CAMPAIGN OBJECTIVES TARGET MARKET
25% increase in SWENext club
INCREASE SWENEXT member registrations PRIMARY SECONDARY
ENROLLMENT « Establish SWENext clubs in at Girls in High Girls in
least 10 new regions or countries. School Elementary and
» Grades Middle Schools
» Partner with 15+ collegiate 9-12 » Grades K-8
chapters for mentorship IMPROVE PARTICIPANT » Ages 14-18 e Ages6-13

« Facilitate mentor-mentee SATISFACTION

matches for 200+ students.

CELEBRATE WOMEN'’S
« 100% growth in social media HISTORY MONTH

ENGAGEMENT * Increase the followers on MARCH 1-30TH
SWENext's social media by 50%.
S M T W Th F S

CAMPAIGN ACTIVITIES AND SCHEDULE ""’

CONCLUSION
The Society of Women Engineers is looking for $XXX to grow and enhance their

K-12 program, SWENext, in return for XXXX.
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KEY METRICS

e # of club members

e # of clubs

e 7 Of participating
collegiate programs

e # of mentor-mentee
matches

o click-through rate

e # of social media
followers

e soclal media growth %




II. DESCRIPTION OF THE EVENT,
PRODUCT, OR SERVICE

Our 31-day #BeThatEngineer marketing campaign is designed
to grow and enhance SWENext, the Society of Women
Engineers’ K-12 program.

What is SWENext? -s (
SWENext is a not-for-profit K-12 program sponsored éﬂg
by the Society of Women Engineers (SWE) collegiate FULL-TIME EMPLOYED
organization designed to inspire more girls and those of ENGINEERS BY GENDER IN 2021
underrepresented backgrounds to pursue STEM, witha o= I N EE
focus on engineering, given the alarming gender - B EERERRE

disparities in the field. For more than seven decades, -

SWE has given women engineers a unique place and s

voice within the engineering industry, and SWENext -

aims to empower students to prepare for careers in N

engineering and technology and provide opportunities M S = B =
to learn and network with peers, role models, and T *"."_;Z'Z“ o e s <

engineering professionals. With locations across the
globe, SWENext clubs can be started up by any club
connected to the SWE organization, and can run
through volunteer efforts. Female students can become
“SWENext-ers” either through joining an existing club
or starting their own, or registering for membership The long-term goal of SWE's K-12
independently. To maximize their reach, SWENext is Outreach programming is to open
free to join and provides students access to programs, pathways for girls to become engineers
mentors, and resources designed to develop leadership and create gender equity in the field.
skills and selt-confidence to #BeThatEngineer.

Research shows that girls often stop
“seeing” themselves in the fields of math
and science by the time they reach high

school.

STRENGTHS WEAKNESSES

« Established reputation from SWE * Limited resources as a not-for-profit
* Global reach e Underrepresentation challenges
e Offers mentorship and networking resources * Volunteer-dependent

OPPORTUNITIES THREATS

» Growing demand for STEM education * Competition with other STEM initiatives

e Collaborations and partnerships * Resource constraints with limited funding
e Opportunities to grow online engagement e Retention and engagement (sustaining interest)




. CAMPAIGN OBJECTIVES

INCREASE SWENEXT ENROLLMENT Arhioye A sahie o In
SWENext club member
Istrati ithin the 31-
Here, we aim to significantly expand the reach of SWENext by A ria ;r;sa?é’fl;ri; 31-day
boosting the number of participants, especially focusing on K-12 '
students. It seeks to encourage more students to join SWENext clubs, Establish SWENext clubs in.at
helping them explore engineering and STEM fields. least 10 new regions or countries.
IMPROVE PARTICIPANT SATISFACTION Partner with 15+ colleglate

chapters for mentorship

This objective focuses on enhancing the overall experience of K-12
participants within the SWENext program. It aims to provide more
supportive interactions by creating mentorship opportunities through
collegiate chapters, ensuring that participants feel valued and guided.

Facilitate mentor-mentee matches
for 200+ students within the
campaign period.

ENHANCE SOCIAL MEDIA ENGAGEMENT Achieve a 100% growth in social

media engagement

To increase the program's online presence and audience engagement Increase the number of followers
and leveraging the #BeThatEngineer campaign, we seek to raise on SWENext's social media
awareness, generate interest, and create a more significant impact platforms by 50%.

through social media platforms, to support SWENext's mission.

1V. CAMPAIGN TARGET MARKET

DEMOGRAPHICS GEOGRAPHICS PSYCHOGRAPHICS
» High school girls e Rural to urban high » Students interested in
o 9-12th grade schools across the US problem-solving, design
o 14-18 years old o = Areas near = May or may not
o All races and ' collegiate o be exposed to
< . income levels chapters sy engineering

BEHAVIORS

e Use social media
Participate in STEM clubs

4 ' e Exploring various career paths

*| e Excel in math and/or science

1/

’  Have friends interested in STEM

PROFILE

HI, I’'M JESSICA!
I’m a 10th grade
student at
Vista Green High

School in Bellevue, Washington.
I’ve alwauys like creating and
designing things, but I’'ve never
been had the chance to explore
the field of engineering yet.
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DEMOGRAPHICS A 4l GEOGRAPHICS A 4 PSYCHOGRAPHICS

e Elementary and e Near elementary and e Students exploring their
middle school girls middle schools Interests
o K-8th grade e Areas dense » * Involved parents

o 6-13 year old -8 4 inchild )  « Engineer
) 4 populations 4 v 4 relatives

BEHAVIORS JERSICEEREE B S PROFILE

e Participate In ACUVILES i N ,
o Arts and Cratts @ HI, 'M CLAIRE!
after school clubs ; P 8 uears old in

SECONDARY

V. CAMPAIGN ACTIVITIES AND
SCHEDULE

Juanita Elementary
School in Bothell, WA! | like science! 4

CELEBRATE WOMEN’S RVEE2T0Y G DTSRVl L1

\ \ HISTORY MONTH comptisfes of the following four
e

activities throughout March,

v WITH SWENEXT! : Women’s History Month.
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CURIE-OSITY Kits

Curie-osity kits are the pertect kits to make anyone think like an
engineer! With a new kit delivered every other Friday to SWENext
clubs across the country, they are perfect to inspire girls to
#BeThatEngineer through building toys with a starter Kit international

shipping.

We will partner with NASA Engineer-turned internet personality, Mark
Rober, and his “Build Boxes™ from Crunch Labs. His "Build Boxes" are
known for their entertaining yet educational content, which aligns
perfectly with our mission to inspire young girls to #BeThatEngineer.

“ THINKING LIKE AN ENGINEER MEANS
YOU’RE RESILIENT. IT’S GETTING BACK
UP AFTER BEING KNOCKED DOWN AND
APPROACHING THINGS DIFFERENTLY. ”

A new build-it-yourself toy every 2 weeks
Unlock a fun and education 15-30 minute
video from Mark Rober with every box to
become an engineering superhero

Each box comes with a chance to win a trip
to the CrunchLab to hang

out with Mark Rober!

OBJECTIVE: IMPROVE PARTICIPANT SATISFACTION




Big Sis Mentorship

During this campaign, we will launch our new Big Sis
Mentorship program, where we match high school girls
in a SWENext club with a collegiate mentor, part of their
SWE organization.

The Big Sis Mentorship program aims to create a bridge between high school
girls in SWENext clubs and collegiate mentors who are part of the Society of
Women Engineers (SWE) organization. SWE firmly believes that mentorship is a
critical component in the success of women in engineering. By connecting young
oirls with experienced professionals who have walked a similar path, we hope to
offer valuable guidance, support, and inspiration.

Through this mentorship program, high school students will have the
opportunity to connect with collegiate mentors who can provide insight into
their academic pursuits, career aspirations, and personal development. These
mentors will serve as role models and sources of encouragement, helping
mentees navigate the sometimes challenging and complex journey of
becoming an engineer.

PARTICIPATING COLLEGIATE CHAPTERS

Caltech |l I i |-

OBJECTIVE: IMPROVE PARTICIPANT SATISFACTION



WOMENgineering Podcast

The upcoming podcast,
"WOMENgineering," is set to be
a vibrant and empowering
platform that celebrates the remarkable

achievements, experiences, and voices of
women In the fields of engineering and
STEM. With a mission to inspire and
educate, "WomEngineering" will delve
Into an array of topics relevant to STEM
and engineering, offering listeners a
unique opportunity to explore the journeys,
challenges, and triumphs of women in these fields.

This podcast will feature inspirational interviews with accomplished female
engineers, scientists, and STEM leaders, allowing them to share their
personal stories and insights. It will also provide valuable career guidance,
educational pathways, and mentorship advice for those navigating the
complex world of STEM. "WOMENgineering" will spotlight innovations,
innovations that are shaping our world, and introduce the brilliant minds
responsible for these groundbreaking developments. Additionally, this
podcast will emphasize the importance of community building within
STEM, discussing various initiatives and organizations that promote gender
diversity.

Podcast episodes will be released every Saturday, and will feature
renowned women in STEM, including Mayim Bialik, Jocelyn Bell
Burnell, Katherine Johnson, and Annie Easley.
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OBJECTIVE: INCREASE SWENEXT ENROLLMENT




#BeThatEngineer Challenges

To attract our target demographics, we plan to roll out social media
campaigns on Instagram, the visual platform that's perfect for showcasing
engineering projects and stories through images and videos. With its broad
and diverse user base, including many young women, it's ideal for connecting
with our target audience.

Our Instagram campaign will include a variety of content: inspirational stories,
interactive challenges, engineering project insights, live Q&A sessions, and
motivational quotes. We aim to inspire aspiring female engineers, create a
supportive community, and promote diversity in STEM.

As part of our #BeThatEngineer social media campaign, we're

excited to introduce holiday-themed challenges for the month of oa

March to celebrate three special days!

Holiday-themed Challenges

INTERNATIONAL WOMEN'S DAY
MARCH

8TH SheSTEM Spotlights

In honor of International Women's Day, we are
excited to launch the SheSTEM Spotlights
campaign, showcasing the remarkable
accomplishments of female engineers and
SWENexters. We will share stories, quotes, and
profiles of prominent female engineers and
SWENext participants to inspire girls to
#BeThatEngineer.




PI DAY

MARCH
14TH #Pl-oneering
With the #Ploneering challenge, we're spicing up math with
creativity. Share your innovative engineering interpretations of
7 (pi), from projects to artwork or baked goods!
MARCH
iz FIRST DAY OF SPRING __

With the arrival of spring, we're launching a challenge that centers around
environmental engineering and sustainability. Participants will be encouraged
to share their ideas, projects, or tips on how engineering can contribute to a
greener and more sustainable world, with the # GREENgineering hashtag! )

OBJECTIVE: ENHANCE SOCIAL MEDIA ENGAGEMENT

VIi. BUDGET

CURIE-OSITY KITS BIG SIS MENTORSHIP
FREE OF

$21.57/KIT |
X 1 KIT/CLUB COST!
X 400 CLUBS

WOMENZ¢gineering #BeThatEngineer

PODCAST CHALLENGES
$200.68 PER HOUR FOR $1834.00 PER
RECORDING STUDIO HOLIDAY
X 1 HOUR/SESSION CHALLENGE
X 4 SESSIONS X 3 CHALLENGES

Total Cost: $14,932.78



RETURN ON INVESTMENT

While the $XXX investment may not represent immediate monetary returns, its
true value lies in empowering and educating future female engineers, expanding
our global presence, and fostering mentorship and support networks. These
outcomes, In turn, contribute to a brighter, more diverse, and inclusive future in
STEM. In the long term, this investment 1s a testament to the commitment of
SWENext and its supporters to drive positive change and impact the lives of

young women pursuing engineering.

Vil. KEY METRICS

# OF CLUB MEMBERS

# OF CLUBS
# OF PARTICIPATING COLLEGIATE PROGRAMS
# OF MENTOR-MENTEE MATCHES
# OF SOCIAL MEDIA CLICKS
SOCIAL AUDIENCE GROWTH RATE
CLICK-THROUGH RATE

# OF SOCIAL MEDIA FOLLOWERS

VIII. BIBLIOGRAPHY

https://swe.org/

https://swenext.swe.org/

https:/www.ieee.org/membership/women/index.html
https:/hbr.org/2016/08/why-do-so-many-women-who-study-engineering-leave-
the-field




