CASE STUDY: SOCIAL MEDIA MANAGEMENT

Porchlight Wellness Instagram Growth
Porchlight Wellness (formerly known as
Woman Warrior Yoga) provides healing
yoga and meditation workshops for women
who have experienced sexual assault and
abuse. Their workshops are a safe space
where women learn yoga and meditation
techniques that are proven to reduce the
impacts of post-traumatic stress.
We began working with Porchlight Wellness
to support them with social media
management. Because of the trauma
associated with sexual assault, we worked
closely with Porchlight’s founder to learn
the nuances of making the Porchlight
channels a safe and welcoming space.

Our first project was to build a cohesive and
visual brand for the channels. We created
graphic templates and a posting pattern to
pull together the Instagram feed. We used
these templates to create evergreen content
of affirmations, mantras, survivor stories,
and inspirational quotes. To create original
Porchlight Wellness content, we repurposed
content from the abundance of resources
on the Porchlight website for Facebook and
Instagram.
In the first 7 months alone, we saw a
following increase of over 400% on
Instagram, and the numbers continue to
grow.

CASE STUDY: STRATEGY & PLANNING

Together Women Rise Brand Launch

Together Women Rise (formerly Dining For
Women) is a powerful community of women
and allies dedicated to achieving global
gender equality. Through hundreds of local
chapters across the U.S. members learn
about and advocate for gender equality
issues, give grants to organizations that
empower women and girls in low-income
countries, and build communities to forge
meaningful connections.

WHIP was brought on to draft, manage and
implement a communications strategy for
Dining For Women’s re-brand to Together
Women Rise. To do this, we drafted a
launch communications plan that outlined
the rollout of name change communications
across web, social, and in-person platforms.
This plan strategically set expectations and
allowed the Together Women Rise team to
see how we would share this information
with audiences in real time.

Not only did we draft a comprehensive
rollout plan, but we also executed it. The
WHIP team drafted all social media posts
surrounding the re-brand, designed a
Facebook profile frame, created Instagram
graphics, helped with video editing, and
provided overarching communications
support and guidance to ensure a
streamlined and cohesive brand launch.

CASE STUDY: DIGITAL MEDIA & CONTENT CREATION

United Nations Foundation's Unite for Health Email Campaign
Unite for Health, a campaign of the United
Nations Foundation, brings together people
and partners everywhere to demand greater
global cooperation and equity in health. The
Unite for Health stories celebrate global
champions working to defeat new
challenges, protect progress, and strengthen
health systems so they work for everyone.

WHIP organized the Unite for Health email
campaign that ran from November 2020 to
January 2021, with surge moments
surrounding Giving Tuesday, World Health
Worker Week, and End of Year. We
managed the email campaign from
conception — outlining dates, topics, and
CTAs for more than 20 emails — to drafting,
execution, and measurement, culminating in
an end-of-campaign report that synthesized
data and provided future recommendations.

The result? A lot of dollar signs.
The United for Health email campaign saw
a 24% increase in Giving Tuesday
donations and a 148% increase in End of
Year giving compared to 2019, not including
a $25K gift from a senior executive at
Google.

CASE STUDY: PUBLIC RELATIONS

2020Mom's Maternal Mental Health Week Campaign

2020Mom is committed to closing gaps in
maternal mental health care. Their vision is
for all pregnant and postpartum mothers to
have ready access to standardized, evidencebased maternal mental health care from
providers they respect and trust. Last May,
WHIP worked with 2020Mom to share
information during Maternal Mental Health
Week.

After drafting an article about the five most
common maternal mental health disorders
specifically targeted to new moms, WHIP
compiled a list of the most relevant media
outlets to pitch. We decided that
Parents.com was the best fit for the article,
and pitched the piece to their Digital
Content Director and Deputy Editor.

Within 2 days, the article was edited,
reviewed, fact-checked, and published on
Parents.com, which sees 11.3 million unique
visitors per month. They also posted the
piece to their Facebook page, which has
more than 2.1M followers.
Read the article here.

