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Delight Ministries (www.delightministries.com) is a nationwide women’s community that 
“grows together, serves together, learns together, and does life together while chasing 
the heart of God.” Its mission is to create a meaningful college experience for women 
through the sharing of stories and testimonies, emphasizing the importance of community 
and a personal relationship with Christ. The nonprofit ministry is a 501(c)(3) 
organization, founded in 2012 by two Belmont University students, Mackenzie Baker and 
MacKenzie Wilson. Delight, which started as a small Bible study on Belmont’s campus, 
has now expanded into a national organization represented on 17 college campuses from 
coast to coast. This year for the first time ever, Delight Ministries is inviting college 
women to participate in an eight-week Summer Series. Participants will spend the 
summer engaging in community and intentionally exploring together what it means to be 
a follower of Jesus Christ. Margot Public Relations, a team in public relations 
campaigns class, partnered with Delight Ministries to develop a campaign to promote the 
upcoming Summer Series. Research informing the campaign included in-depth interviews 
with the organization's co-founder and review of best practices of other ministries. Due 
to the newness of the Summer Series, the goal of this campaign is to create excitement 
while also encouraging women to take part in this spiritual movement. The Summer 
Series will be promoted in a seven-day social media campaign utilizing PR tactics like 
branding, promotional videos, hashtags, stories and product giveaways. Success of the 
campaign will be measured by engagement on social media and the number of people 
who register to participate in the inaugural Summer Series.   

 
SITUATION ANALYSIS: Delight Ministries is a nationwide college women’s community that 
grows together, serves together, learns together and does life together while chasing the heart of 
God. In 2012 two Belmont University students, Mackenzie Baker and MacKenzie Wilson, 
started a women’s Bible study on campus. They named the study Delight, and eventually the 
Bible study grew to involve upwards of 100 Belmont women. Baker and Wilson decided to take 
the idea and the framework of Delight to begin spreading the ministry to other campuses.  
 
As of spring 2015, Delight chapters thrive on 17 campuses across the country, with 10 more 
starting in the fall of 2015. Delight’s primary platform for communication is its Instagram 
account (@delightministries), with nearly 1,800 followers in April 2015 and an average of 150 
likes per post. Delight sells a variety of products to help ensure the long-term sustainability of 
the ministry. Its primary product is the Delight Stories Series. Each volume is a compilation of 
stories from college women all across the country in which they share about how God has been 
at work in their life during their time in college. Every story is paired with scripture and 
discussion questions. These books are used by all of the Delight chapters for their weekly Bible 
studies, and they play a vital role in the programming and foundation of Delight Ministries.  



 

 
In the summer of 2014, the Delight leaders observed the lack of community among college 
women over summer break. While the rest of the school year women can participate in Delight 
Bible studies, the four months of summer can be hard to navigate outside of community. Delight 
Ministries leaders decided to create new curriculum to be released in the summer of 2015 to help 
address this gap. The Summer Series will launch June 1 and continue through July 25. 
 
Opportunity Statement: The current priority of Delight Ministries is to create excitement for 
the new Summer Series while also encouraging women to take part in this spiritual movement. 
 
RESEARCH: Margot Public Relations, a team of five students in public relations campaigns 
class in spring 2015, partnered with Delight Ministries to help them promote this new summer 
project. Margot PR team members conducted both primary and secondary research related to the 
community partner. The primary research began with in-depth interviews conducted with Delight 
Ministries’ co-founder Makenzie Baker. This helped team members understand the history, 
mission and current situation of the organization. The second portion of primary research 
involved in-depth interviews with current college-age women all over the country who may or 
may not be involved in a ministry similar to Delight. Participants were asked questions about 
their interest in community and the effect of hearing other girls’ stories. From these interviews, 
Margot PR identified a broad sense of the need that college women have for community, and it 
allowed them to better understand the mission of Delight Ministries. 
          
After the primary research in which Margot PR developed a stronger sense of the purpose of 
Delight Ministries, they began the secondary research in order to develop plans for the most 
effective campaign. The first portion of the secondary research centered around the significance 
of stories in other people’s lives. Planning for the campaign was guided by the following finding: 
“Studies show that if you share a story people are more often likely to be persuaded, and when 
data and story are used together, audiences are moved both intellectually and emotionally” (The 
Clayman Institute for Gender Research).  
 
The team’s secondary research also focused on identifying the most effective way to 
communicate with Delight’s followers. In surveying all of Delight’s communication outlets 
(specifically Facebook, Instagram and the website), Margot PR found that Delight’s largest 
audience is on Instagram, with almost 1,800 followers, and the team consequently decided the 
campaign would focus on Instagram.  
 
The team then studied the tactics used in effective Instagram campaigns conducted by She Reads 
Truth, The End It Movement and #theimperfecttribe. The most popular Instagram posts were 
those that were both shareable and called the audience to some action. Informed by these 
findings, Margot PR decided to model its Instagram campaign on these principles. 
 
PLANNING: Because Delight’s mission is driven by a story-based curriculum, the organization 
sought to develop a curriculum for college women during the summer break. As the women 
separate from their Delight communities on campus, many encounter a lack of spiritual support 
in their hometowns. After recognizing this need, Baker and Wilson created the first Delight 
Ministries Summer Series. After registering for the new summer series, the women seeking 
community would receive weekly electronic, story-based devotionals via email. Included in the 



 

emails would be the story of a Delight writer, related scripture and discussion questions shaped 
by the weekly story. Delight leaders will send out the devotional-style PDF to all registered 
participants.  In developing the Summer Series, the organization hoped to encourage the women 
to form summer Delight chapters and new communities in their hometowns. 
 
After the initial research and discussing the Summer Series, Margot PR began to develop a social 
media campaign that would capture the vision and purpose of the study. As mentioned 
previously, Delight’s online presence is most prominent through its Instagram account. In order 
to utilize the strong following, Margot PR crafted a seven-day campaign in which the 
organization would post promotional material on its Instagram each day. Based on the research, 
the firm sought to create a campaign that would be interactive, story-elemented and demonstrate 
a call-to-action message. Through these strategies, the content posted by Delight on each day of 
the social media campaign would invite the women to choose Delight during summer break.   
  
In order to effectively execute the social media campaign, Margot PR established a clearly 
defined goal and three objectives supported by appropriate strategies and tactics. First, the goal 
of the campaign is to raise awareness for the Delight Ministries inaugural Summer Series.  
Because it is the first summer curriculum for the organization, the campaign will seek to simply 
create familiarity with the study and direct the women of Delight to the registration page on the 
organization’s website.   
 
To advance this goal, Margot PR set three measurable objectives:  
 

 Objective 1: To publish one @delightministries Instagram post per day during May 4-10, 
promoting the Summer Series and directing followers to the registration site on the 
Delight Ministries home page. 

 Objective 2: To achieve at least 150 likes per Instagram post throughout the social media 
campaign.   

 Objective 3: To achieve registration by 1,000 participants in the Delight Ministries 
Summer Series by the start date of June 1.  

 
Because Delight already has a well-established brand, the first strategy of the campaign is to 
uniquely brand the Summer Series. The posts will capture the already well-established Delight 
brand, but differentiate it by designing a light, fun and bright brand that embodies the joys of 
summertime. To execute this strategy, Margot PR used tactics including a specific color scheme, 
hand-drawn theme prints and a summer essentials giveaway to a Summer Series participant.   
 
In addition to this strategy and these tactics, the firm also focused on creating a shareable 
campaign that would draw appeal to college women public. This strategy will be seen through 
tactics involving the capabilities of Instagram. Perhaps the most effective way to achieve this 
shareability is the creation of the hashtag “#choosedelight.” Each participant of the Summer 
Series will be encouraged to take to social media and use the hashtag to not only spread the word 
about the study, but also to further the vision of spiritual community through creating an online 
community. With the hashtag, for example, a Delight woman in California could see what 
another Delight woman in Georgia was learning. The hashtag was created because of its 
simplicity, memorability and its ability to demonstrate the call-to-action language. In addition to 



 

the hashtag, the final tactic for this strategy is to require women looking to win the summer 
essentials giveaway to repost the picture to their own personal account in order to enter the 
contest. Essentially, every action Delight takes during the campaign will be to solely draw 
attention, appeal and awareness to the purpose of the Summer Series. 
 
IMPLEMENTATION: To promote the Summer Series beginning on June 1, the social media 
campaign is set to take place May 4-10. On May 4, the Delight Ministries Instagram account will 
release the Summer Series promotional video. This will be the first glimpse followers will see of 
the Summer Series. The video is upbeat and inviting, and it meant to draw interest and 
excitement to begin the campaign.  
 
On May 5, Delight will post an image of the Summer Series theme verse, and followers will be 
instructed to go to the Delight Ministries website to download a free hand-painted print of the 
verse. This post is meant to create traffic on the website, specifically drawing individuals to the 
registration page for the new series.  
 
On May 6, Delight will post an image featuring summer essentials such as sunglasses, a beach 
towel and a bright colored journal. These items will be part of an Instagram “repost to win” 
competition where followers can repost the image for an entry to win the items. The purpose of 
this contest is to have college-age women share Delight Ministries image on their own page, 
which will greatly increase the reach of the campaign. High-quality images will be used 
throughout the social media campaign.  
 
On May 7, the Instagram account will share a recipe for raspberry lemonade. This recipe will be 
in full on the Delight website where readers again will be lead to more information on how to 
register for the Summer Series. The recipe is also meant to encourage women to meet together in 
unique and creative ways to go through the series.  
 
On May 8, Delight will share an Instagram picture of three free phone backgrounds for followers 
to download from the website. The original designs were created by a member of the Margot PR 
team. Yet again, this will draw traffic towards the Summer Series registration page. The 
backgrounds also highlight the color scheme and branding for the series, as they feature the three 
theme patterns (pineapple, cactus and pomegranate). 
 
On May 9, the Delight Ministries Instagram account will post an image of the theme verse yet 
again with a caption to clarify the purpose and vision for the series. This post will be a call to 
action clearly communicating what Delight Ministries is inviting women to participate in.  
 
On May 10, Delight will have a second “repost to win” competition in which five followers will 
receive the Summer Series for free. This will yet again increase the reach of the campaign as 
more Instagram accounts post a picture of the Summer Series cover as their entry to the contest.  
 
EVALUATION: Evaluation of the level of success of the Summer Series social media 
campaign will occur following the May 4-10 campaign and registration period for the inaugural 
Summer Series.  
 



 

 Objective 1, “To publish one @delightministries Instagram post per day during May 4-
10, promoting the Summer Series and directing followers to the registration site on the 
Delight Ministries home page,” is a process, or output, objective and will be achieved 
through the efforts of the Margot PR team members.  

 Objective 2 is “To receive at least 150 likes per Instagram post throughout the social 
media campaign.” Achievement of this objective will be measured by the number of 
Instagram likes per post during the May 4-10 period. The social media campaign also 
would be expected to increase the number of @delightministries followers on Instagram.  

 Objective 3 is “To achieve registration by 1,000 participants in the Delight Ministries 
Summer Series by the start date of June 1.” Achievement of this objective will be 
measured by the level of Summer Series registrations achieved by that date. 

 
If these objectives are generally achieved, the social media campaign will be considered a 
success. The engagement of the social media campaign and evaluation of the effectiveness of 
these tactics may be used by the organization to guide promotion efforts of the Delight Ministries 
Summer Series in future years.  


