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About 
The Australian Business and Community Network (ABCN) is a not-for-profit organisa-
tion. Founded in 2005, ABCN partners businesses and schools to address 
educational disparity in our country. 

In 2013, ABCN established The ABCN Foundation to award mentoring and financial 
scholarships to high-potential/high-performing students whose circumstances impact 
their ability to complete high school and pursue tertiary pathways (ABCN, 2024).

Their mission, 11 years on remains the same - to create mutually beneficial partnerships 
between businesses and schools to support the development of students’ skills, confi-
dence, and aspirations so they can achieve more than they thought was ever possible 
(ABCN, 2024). 

Program
The Foundation offers a program designed to support scholars from disadvantaged 
backgrounds by providing them with access to mentoring, work experience opportu-
nities and financial assistance. They achieve this through the provision of a three-year 
financial and corporate mentoring support scholarship, Accelerate. In 2022, the ABCN 
Scholarship Foundation awarded a record number of 45 Accelerate scholarships.

Partnerships / Impact 
The ABCN Foundation collaborates with a wide range of businesses including KPMG, 
TAL and PVH, schools, government agencies and community groups to achieve their 
mission. These partnerships enable the Foundation to leverage resources and expertise 
from various sectors to support the Accelerate program. The ABCN Foundation aims to 
make a positive impact to the lives of young Australians who are faced with socio-eco-
nomic challenges by empowering them to reach their full potential.

“Together, we will enable the next generation of students to be
   empowered for tomorrow”

1

ABCN Foundation



End of Financial year (EOFY) appeal
The ABCN Foundation’s current communications plan is focused on their End-of-Fi-
nancial-Year (EOFY) Appeal. The appeal provides an opportunity for individuals and 
businesses to maximise their impact through charitable giving. It is the center of the 
ABCN Foundation’s communications plan and has been successful in reaching stu-
dents and acquiring businesses/mentors to support the Foundation. However, leverag-
ing social media consistently throughout the year is required to keep members en-
gaged. The challenges for the ABCN Foundation are:

Challenges 
The ABCN Foundation has placed too much reliance on the EOFY Appeal to attract 
business support. Leveraging social media platforms like LinkedIn, Instagram and 
Facebook with consistent posts is necessary to keep members engaged year-round. 

The ABCN Foundation’s messaging across their communication channels doesn’t have 
a clear target audience. The current messaging has a strong focus on the retelling of 
events, but lacks a consistent call-to-action to incentivise business leaders to support 
through mentorship and financial assistance.

SUGGESTIONS 
To overcome this, the ABCN Foundation must adapt their messaging to include calls 
to action to strike a chord with new business leaders. This will require messaging cen-
tered on both student and mentor testimonies and the positive impact the relation-
ship has had on both parties.

In addition, the ABCN Foundation’s communication plan targets the existing follow-
ers of the ABCN through LinkedIn, Instagram, Facebook and Electronic Direct Mail 
(EDM’s). It is recommended these channels be expanded to include a community 
Facebook page, to target current and past students, providing a space of open com-
munication as part of a wider group of ABCN scholars and alumni.

2

Current 
Communications



Proposed objectives
The proposed objectives for the ABCN foundation are:

1.	 Increase donations, mentors and partnerships to address limited resources and ex-
pand support for the ABCN Foundation’s scholarship program (Accelerate) 

2.	 Enhance engagement with EDM’s to effectively communicate achievements and 
initiatives, ensuring stakeholders are informed and involved in the foundation’s ac-
tivities

3.	 Establish a platform for student interaction and communication through the cre-
ation of a Facebook group, fostering connections and support among scholars and 
stakeholders alike.  

4.	 Improve visibility and outreach through diversifying communication channels to 
attract new audiences, engage potential mentors and donors, and amplify the im-
portance of the ABCN Foundation scholarship programs. This will involve leveraging 
short-form social media videos on Instagram and Facebook, utilising storytelling to 
techniques to convey impact. 
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Proposed Tactics
We propose the following tactics to achieve the ABCN Foundation’s objectives:

01 Facebook community
An ABCN Facebook community page will serve as a space for past and current scholars 
to communicate, fostering lifelong connections. In the future we hope the page will 
become a valuable resource for mentors, donors, and supporters to learn more about 
ABCN’s initiatives through informative posting and interaction. Information about the 
Facebook page will also be shared at the student summit and alumni will be notified 
in an email to attract engagement.

02 Electronic Direct Mail (EDM’s)
Electronic Direct Mail (EDM) campaigns will be used to keep stakeholders informed 
about recent achievements and initiatives in a refreshing and digestible format. The 
emails will serve to educate subscribers about the impact of the ABCN Foundation’s 
program, increasing engagement across various platforms. EDMs will feature concise 
updates, visuals and a call-to-action to encourage recipients to get more involved. 

03 Short-form social media videos 
Two short-form videos between 60-90 seconds will be designed for Instagram, Face-
book, and LinkedIn. The videos will consist of interview snippets from past ABCN schol-
ars to showcase the impact the program has on student development.  The short-form 
videos will show scholars sponsored by companies such as PVH or Tal, to inspire other 
business leaders to partner with the Foundation. Through collaborative efforts, stra-
tegic tagging and storytelling, the videos will attract new audiences and encourage 
engagement with the ABCN Foundation.
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Beneficiaries and Community Members
This group includes students who are part of the program, families, educational in-
stitutions and local communities. Ongoing interaction between students and alumni 
should be encouraged to build strong connections and foster a sense of community 
even after the end of the program.

Donors and sponsors
This group consists of individuals who donate money, time or resources. This includes 
corporations and philanthropic organisations including trusts. Companies are the 
primary entities involved in the network, as they fund and mentor scholarship stu-
dents. There is a need for more active involvement to sustain growth and to ensure the 
program remains sustainable. Businesses that work alongside the ABCN Foundation 
supply mentors who will be guiding the scholarship students. Since there is a high de-
mand for mentorships, it is important to leverage this to engage and generate active 
interest among potential mentors.

partners and organisations 
This group includes government entities, academic institutions and not-for-profit or-
ganisations. The ABCN Foundation should showcase more of the scholars’ accomplish-
ments to attract schools to introduce the program to students.
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MONITORING 
AND EVALUATING

To manage the success of the campaign, the content from each platform will be 
tracked during the launch time and compared to past postings. This will be monitored 
and evaluated through the metrics on each platform for example LinkedIn. The mea-
surements will give an indication of the assets success and can be altered if needed. 

Facebook Community 
We would like to see over 100 members interacting with the page within the first 
month of implementation, plus another 50 during the summit event where posters of 
the community group will be displayed around the venue. We also expect to see over 
50 alumni members engaging once the email is sent, notifying them about the Face-
book launch. 

Electronic Direct Mail (EDM’s)
We would like to see click-through rate increase by 30% once the revamped EDM’s are 
shared with ABCN subscribers. This feature will be measured through the websites 
click metrics. 

Short-form social media videos
Once the videos have been posted to social media, we expect 1000 views and 50 en-
gagements in terms of shares, likes and comments across all channels (Instagram, 
Facebook, and LinkedIn). This will also be measured through the metrics of engage-
ment and reach on each site so the ABCN can adjust accordingly.
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deliverables
01 FACEBOOK COMMUNITY
02 eDM REvamp
03 SCHOLAR INTERVIEWS
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ABCN
fACEBOOK sTRATEGY
why A FACEBOOK COMMUNITY IS important
The Facebook community launch is an important step to building a wider network of scholars, especially for students from low 
socio-economic backgrounds. The community group will allow ABCN Accelerate members to feel a sense of belonging and sup-
port that they may not experience at home. 
 
Young adults from low socio-economic backgrounds often face challenges in education success, including financial instability, 
limited access to resources and positive role models. The Facebook community will serve as a space where current scholars have 
24/7 access to motivation and information through the features we have designed. The inclusion of ABCN alumni on the plat-
form will increase tailored mentorship for students. Alumni who have navigated the program and transitioned into higher edu-
cation can offer valuable advice to scholars through the ‘connect’, ‘chat’ and ‘story’ features. The “big sister” approach provides 
practical guidance, while showcasing to current students what is achievable through mentorship and perseverance.

Security
We recommend the ABCN communications lead monitor the page to ensure all members are respected while engaging with 
one another. By facilitating interactions between current scholars and alumni, the Facebook community group will create a 
wider network of support and connections to extend the foundation’s vision of building a thriving community of individuals who 
have gone through the Accelerate program.
 
For the Future
To grow the Facebook page, we recommend the inclusion of mentors and business leaders on the platform to share their 
knowledge. We see this as an opportunity for members to have access to mentors from a range of industries to assist their on-
going professional and personal development. The following pages outline how we are planning to target both current students 
and alumni to join the group. 
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hoW TO:
ENGAGE STUDENTS
We have chosen to focus on engaging students (from year 10 to tertiary education) attending the summit, taking advantage of 
the occasion where ABCN scholars will be gathered. We have designed a series of posters featuring the primary colours of the 
ABCN Foundation - purple, orange and grey to be placed around the event space, to boost interest around the ABCN Facebook 
community. When designing the posters, it was important to incorporate strong visuals and engaging text to grab the attention 
of scholars walking by, making them want to scan the QR code and join the network (Red17, 2023). The following page shows 
what the posters would look like at the summit.
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hoW TO:
ENGAGE ABCN Alumni
While engaging scholars at the summit event, we recommend sending a personalised email to ABCN alumni (past Accelerate 
scholars) every 3 months to notify them about the Facebook community. The email details some of the exciting features of the 
page and has a QR code to make joining easy. Getting the ABCN alumni community involved in the platform is key to building a 
network where scholars feel comfortable sharing their stories and finding connections among like minded individuals. By nur-
turing this community it will not just boost the worth of our network, but also empower former students to participate in con-
versations and assist one another. The following page shows what the announcement would look like in an email format.
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hoW TO:
Use the Facebook page

When scanned or searched for the ‘ABCN 
community’ on Facebook this page will 
appear. It outlines how to join and invite 
ABCN peers to become members while-
also linking the key features of the appli-
cation: Connect, Chat, Photos Featured 
and Stories. 

The profile page set-up was put in 
place to verify that everyone joining the 
community is a member of the ABCN 
scholarship program or alumni. We 
suggest an ‘ABCN ID number’ is given by 
the communications lead to members to 
assist the verification process. 

The welcome page outlines what is 
expected of each ABCN member while 
engaging with the community Facebook 
page. There is also a reach out email that 
students or alumni can contact directly if 
they feel unsafe. It is important that the 
email is monitored regularly. 
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hoW TO:
Use the Facebook page

The connect pages features a list of all the
students and alumni who have joined the
community. Clicking on a profile
will take the user to a ‘chat’ function
where they can engage in conversation.
This is an important step in building a
sense of community for ABCN members.

This is a mock conversation between two
scholars to show what a virtual conversa-
tion could look like. This features focus
is to build relationships through sharing/
asking for advice and getting to know the
goals and ambitions of fellow peers to
grow the community network.

The virtual photo wall gives members
the opportunity to share photos of their
ABCN experiences, including events,
mentor meetings and workshops. People
can comment and like the visual posts to
prompt a sense of community through
sharing.
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hoW TO:
Use the Facebook page

The events page is a key tool to keep 
studnets up to date with important 
events including - the annual studnet 
summit in April. This will allow for regular 
reminders to pop up on Facebook so 
scholars can start getting excited as each 
event nears closer and closer. 

The featured page, filters all the Facebook 
posts from the ABCN Foundation into 
one section, so students and alumni can 
keep up to date with what is happening 
in the community without getting inter-
rupted by other posts. This makes it easier 
to engage with the ABCN on socials.

The stories feature is an opportunity for 
members to share and explain mo-
ments of inspiration they have leaned on 
throughout their lives. All members have 
the opportunity to post personal testi-
monies as well as like and comment on 
others, so everyone feels heard.
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Content
Calendar Explanation
A four-week content calendar has been provided to support planning Facebook community posts to engage students and 
alumni. The calendar has been designed to encourage student interaction to create a strong sense of community. Each week, 
two posts will be generated using the following template:

Week 1: Community building 
The ABCN Foundation will announce their code of conduct to instill behaviour expectations, all members must follow. Students 
and alumni will be encouraged to introduce themselves and their interests to start engagement. There will also be prompts to 
help ABCN members reach out to other people using the page. 

Week 2: Inspirational Content 
This involves interaction with the ‘stories’ feature to encourage members to share what inspires them and why, and how other 
members of the Facebook group can apply it to their lives - prompting the notion of ‘sharing’ to create a community feeling.

Week 3: Summit Week 
The Foundation will provide information about the student summit event during the lead up to spark excitement for scholars, 
this is especially important for those who haven’t attended before. 

Week 4: Testimonial Week 
The ABCN Foundation will share scholars’ achievements and will encourage members to share photos, comments and posts 
about their summit experience to the community Facebook page. 

By facilitating interactions between current scholars and alumni, the Facebook community will create a wider network of  
support and connection. The following page shows an example of a mock-up content calendar the ABCN Foundation can follow 
to generate weekly posts. 
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ABCN
EDM STRATEGY
Current Strategy
The ABCN’s communications plan revolves around the End-of-Financial-Year (EOFY) Appeal that is then promoted on social me-
dia to attract donations. This strategy has met success, however, it leaves areas of untapped potential in ‘direct’ marketing strat-
egies. While ‘indirect’ marketing is seen as a long-term brand-building tool, it often lacks the immediate impact (Wagner, 2023) 
required for time-sensitive activations such as mentor recruitment and donation drives - key aspects of the ABCN mission. We 
recommend shifting the spotlight back to ‘direct’ strategies including EDM’s to re-engage business leaders.

The revamp 
The revamp will focus on a call-to-action approach to increase open rates, the newsletter will be sent quarterly to align with the 
school term. We have designed 3 templates that the ABCN communications lead can follow in the primary colours of the Foun-
dation - purple, orange and grey. Each template has been arranged differently to keep the content fresh, however, the key sen-
timents shared will remain the same: Phil Gardner, CEO’s quarterly report, ABCN news highlights, messages from past scholars 
and guidelines for how business leaders can get involved. 

Additions 
We recommend including scholar highlights, interesting stories and meaningful quotes as well as eye-catching visual to call 
business leaders to become part of the Foundation. We have added direct links to the ABCN donation drive as well as the men-
tor recruitment drive. Sharing heartfelt stories and calling upon members to show their support seeks to improve the EDM’s 
click-through rate (CTR). The following slides show the EDM templates with a mock-up of how the content would be presented 
and shared to stakeholders via email.
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EDM 
Template #1
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EDM 
Template #2
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EDM 
Template #3
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ABCN  
interview strategy
Format  
The strategy behind this deliverable was to introduce Accelerate scholars through short, sharp video interviews. We interviewed 
ABCN alumni to showcase their personal experiences with the program and the enduring impact it has had on their lives. The 
interviews were edited to be between 60 - 90 seconds, to capture the audience’s attention and convey each message (Apasraw-
irote, 2022). The video series will be posted across the ABCN’s social media channels featuring two different angles. Video #1 is 
tailored to attract mentors, while video #2 is aimed at current scholars. 

Video #1: attracting mENTORS 
The intention of creating this video was to highlight the impact of the Accelerate program for current/potential mentors from 
the standpoint of ABCN alumni, Andrew Ha. The call-to-action (CTA) approach at the end directs viewers to the mentor sign up 
page on the ABCN website - this CTA was done intentionally to encourage business leaders to take action, as it reiterates the 
purpose of the video (Chen, 2018). This is done in the hope of convincing new mentors to get involved. 

Video #2: aDVICE TO SCHOLARS 
The second video again focuses on Andrew Ha, sharing his experiences and what he has learnt from the program. The content 
aims to motivate and support current ABCN scholars. We recommend the video be linked to the Facebook community page to 
encourage past students to share their experiences and prompt the creation of a broader network of ABCN scholars and alumni.
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ABCN  
interviews

Video #2: advice to scholarsVideo #1: attracting mENTORS 

Link: https://youtube.com/shorts/tvxDOwI1XzQ?feature=shareLink: https://youtu.be/Yb0F1S1z8b4
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Deliverables 
not used 

How to: become a mentor  
Initially we crafted a post for LinkedIn to 
provide potential ABCN mentors with a step-
by-step guide on how they can become 
involved. However, after discussing with 
Mack we realised that the ABCN already has 
a strong presence on LinkedIn. To align with 
the brief, Mack preferred us to focus on in-
creasing engagement on social media plat-
forms that needed attention like Instagram. 
Nonetheless, this post remains valuable and 
could be used in campaigns to draw in new 
mentors during times when boosting volun-
teer participation is crucial.
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Deliverables 
not used 

Scholar Interview: Johnny Nguyen 
We also thought about featuring an inter-
view with Johnny, a current UNSW student 
who is also a past ABCN Accelerate scholar.  
Unfortunately, logistical issues prevented us 
from capturing high quality content for so-
cial media usage. Johnny was limited in time 
which meant we couldn’t delve into an in-
depth conversation, leading to footage that 
didn’t match our goals of telling stories tar-
geting potential donors and advice current 
scholars. As a result, we chose not to include 
the interview in our final deliverables for the 
ABCN Foundation.  

Raw Footage Link: https://youtu.be/4be7iTQcvbw
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Final 
Analysis
Overall, several key areas met notable success. Our Facebook community strategy and 
content calendar were aligned with the Foundation’s objective of creating a commu-
nity for existing and past students to build a wider network of scholars. The wireframes 
we designed have the potential to evolve into a thriving space for all ABCN member. 
One day we hope to see mentors and business leaders on the platform. 

Similarly, our EDM’s and interviews reflected strategic alignment with the organisa-
tion’s goal of exploring new fundraising avenues to attract donors and mentors. Re-
vamping the EDMs will attract engagement and prompt readers to support the ABCN. 
The interview with Andrew proved fruitful, yielding content for multiple short-form 
videos. Andrew’s experience as an ABCN scholar and his journey of resilience serves as 
an inspiring testament to the foundation’s impact and will be great to see shared on-
line to show people how important the program is.  

However, our project encountered challenges in securing interview candidates due to 
scheduling limitations. Regrettably, our intention to feature a mentor and scholar pair 
did not come to fruition due to the busy work schedules which did not align with the 
tight filming/editing timeline. Should the opportunity arise in the future, we recom-
mend pursuing this avenue, as it will showcase the invaluable mentor-mentee relation-
ships fostered within the ABCN community. 

Overall, while there were areas of success and room for improvement, our experience 
with the Foundation was rewarding. Mack worked hard to provide us with the informa-
tion needed to create the best deliverables. We are proud of what we have given the 
ABCN Foundation and are excited to see it pop up in their social feeds and newsletter.
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