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Rematriation Magazine and Media is an Indigenous, female-led
multimedia storytelling platform. We were tasked with
increasing general awareness for RMM. In doing so, MEGO PR
wants to help RMM achieve two business goals. The first is to
build awareness for Rematriation as a national organization
and movement. Secondly, we aim to increase awareness about
Rematriation and Indigenous lives and stories by providing
secondary and higher education systems with better language
surrounding topics about Indigenous culture. 

We have a magazine that is only reaching the people who
actively “care” about this topic. First, we must ask if
Rematriation Magazine and Media wants to reach other
Indigenous nations, aside from the Haudenosaunee. If they
want to reach other nations, we must look past Central New
York to spread awareness. Right now, the only way that people
are reaching Rematriation is by searching up the website or
topic. We want to make it so that people come across this
almost randomly, in order to gain more website/magazine
views and spread general awareness. The magazine is only
reaching Indigenous peoples which needs to change. 

Executive Summary
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Rematriation's mission is to help the Indigenous
community reclaim their narrative. This begins in the
classroom because Indigenous history and culture is not
discussed enough in educational systems and the stories
are rarely told through Indigenous voices. We want to
bring the stories and voices of Rematriation to
educational settings to teach students about Indigenous
history, life, ways and spirituality. 

To best represent Rematriation, we plan to reach out to
several organizations and brands, update social media
platforms, cross promote the magazine and guest speak
to varying target audiences. We identified several target
audiences and developed strategies and tactics to achieve
the business objectives. 

Executive Summary

Continued 
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Client Profile

Rematriation Magazine is a Haudenosaunee-led
multimedia digital-storytelling platform founded in 2017 by
Michelle Schenandoah. Schenandoah developed a space
where the digital content of Indigenous, specifically
women, voices, lives, and open discussion is encouraged.
Rematriation is an initiative fostering Haudenosaunee and
Indigenous women’s stories and educating the public. The
magazine has an open and rolling submission format,
encouraging people across all of Turtle Island (North
America) to contribute and engage with content.

Rematriation’s mission statement reads, “We support the
full sovereign expression of all our Indigenous relatives
and believe that it is through the process of rematriation
that we reclaim our identity, our culture and our ways.”
Rematriation’s duty stems from the recovery and
reclamation of the lands, lives and voices of Indigenous
peoples. Rematriation seeks to spread Indigenous values
and their unique relationship with the Earth that, by
nature, support gender equality and environmental
sustainability, and therefore advocate for pressing topics. 
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Rematriation seeks to educate people, shift narratives,
encourage discussion and build allies by driving
Indigenous voices to the forefront of the media. Varying
digital content lives on RMM’s digital magazine and media
platforms. Their content includes articles, videos, films,
podcasts, art and more. Along with this, members at
Rematriation host in-person and virtual presentations. 

Ideally, Rematriation will gain national awareness and the
general public will become more properly educated on
Indigenous culture. The magazine hopes to have the
word "Rematriation", returning the sacred to the mother,
become a known subject and restore balance to the
world. 

Client Profile Continued
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Problem & Opportunity

Statement

Rematriation Magazine & Media has made it its mission to
serve as an empowering voice for Indigenous women.
Through its digital and in-person initiatives and events,
Rematriation has formed a unique community. However,
Rematriation has not systematically optimized their online
presence nor consistently engage with their social media
audiences. 

By optimizing its social media presence, Rematriation can
better appeal to Indigenous women and nations all across
North America. By emphasizing education and general
awareness, Rematriation can connect with school
systems, universities, Indigenous conferences and other
semi-public forums to promote its organization and
mission. Reaching out to social media influencers for
partnerships, connecting with other existing organizations
on LinkedIn and creating a Facebook group could boost
Rematriation's online audience and make it a more
popular destination for Indigenous women. 
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SWOT  Analysis

Reputation in Central New
York Indigenous culture
Specialization in women
empowerment within the
context of the Indigenous
community
Variety of services and
multimedia products 
Inclusivity and diversity
Inner understanding of love, 
 passion and peace within the
organization and audience

Strengths



Need further social media
expansion and optimization
Lack of visual promotion and
video storytelling on social
media 
Infrequent updating of daily
posts on social platforms
The majority of posts are
event-based
Possible to result in some
gender bias

Weaknesses



Build partnerships with
influencers, organizations,
secondary and higher
education programs 
Product innovation and cross-
platforms promotion
Raise national awareness and
brand recognition
Contextualize and spread the
definition of the term
Rematriation

Opportunities



Existing and emerging
competitors such as Muskrat
Magazine
Insufficient engagement on
social media platforms
Under the global pandemic, in-
person activities have been  
 affected 
Only some effective call-to-
action toward historical
significance

Threats
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Audience:

Target Public Profiles 
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The Plan: 
Goals, Objectives, Strategies and

Tactics



 

Build awareness for Rematriation as a


national organization and a movement.

Goal 1:

Objective 1: By the end of 2022, have at least

two mentions of RMM by major publications

or organizations

Strategy 1.1: Reach out to Native News and have


them post RMM content

Tactic 1: Reach out to Native News through one


of their social media platforms

Tactic 2: Reach out to Native News through a


secondary social media platform

Tactic 3: Communicate with Native News by


email

Tactic 4: Communicate with Native News by


sending them a pitch in the form of a letter
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Strategy 1.2: Reach out to individual journalists or


blog writers who cover topics that relate to RMM

Tactic 1: Send a pitch to a journalist who


consistently writes about women empowerment 

Tactic 2: Send a pitch to a journalist who is


passionate about and consistently writes about


climate change 

Tactic 3: Send pitch to blog writers who focus


on women empowerment

Tactic 4: Reach out to a journalist who


specializes in Indigenous peoples culture

Objective 2: Have at least one verified social


account mention RMM or retweet RMM


content by the end of June 2022 

Strategy 2.1: Reach out to influencers who are


passionate about Indigenous peoples culture/issues
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Tactic 1: Instagram DM (direct message) a male


influencer who is passionate about Indigenous


peoples culture

Tactic 2: Instagram DM a female influencer


who is passionate about Indigenous peoples

culture and has under one million Instagram


followers

Tactic 3: Message an influencer on Tik Tok that


is passionate about Indigenous peoples culture

Tactic 4: Instagram DM a female influencer


who is passionate about indigenous peoples


culture who have at least one million Instagram


followers

Strategy 2.2: Reach out to influencers and

organizations who are passionate about women


empowerment and environmental protection
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Tactic 1: Instagram DM (direct message) a female


influencer who is passionate about Indigenous


women's issues and climate issues

Tactic 2: Instagram DM a female influencer who is


passionate about women's issues and women


empowerment

Tactic 3: Instagram DM (direct message) a female


influencer who is passionate about Indigenous


women's issues and climate issues

Objective 3: Reach out to organizations,

conventions, venues, etc. for members of the

Rematriation team to guest speak

Strategy 3.1: Reach out to National Native

American Events about RMM
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Tactic 1: Reach out to Partake in the Self-

Governance Communication and Education

Tribal Consortium Advisory Committee Meeting

through their contact Mandi Johnson 

Tactic 2: Reach out to participate in the 40th

Annual Protecting Our Children Conference

through the contact Lauren Shapiro about

registration

Tactic 3: Reach out to AAE Speakers on their

"contact" page and apply as talent
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Goal 2: 

Increase awareness by providing secondary

and high education associations with better

language and narratives surrounding topics

about indigenous cultures.

Objective 1: Having one education board

member in communication with RMM by

6/30/2022

Strategy 1.1: Reach out to public school boards of

education in the state of New York

Tactic 1: Reach out to the Onondaga school

district board of education

Tactic 2: Reach out to New York State Education

Department via email and phone

Tactic 3: Reach out to Syracuse City School

District via Email
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Objective 2: Present/guest speak on RMM's

message and Indigenous people's history at at

least five secondary or higher education

schools by the end of 2022 
Strategy 2.1: Reach out to Native American and


Indigenous studies collegiate level programs to


speak to students 

Tactic 1: Reach out to associate professor of

Philosophy of Education and American Indian

and Indigenous Studies at Cornell University 

Tactic 2: Reach out to Associate Professor and

Interim Director of Native American and

Indigenous Studies at Syracuse University

Tactic 3: Reach out to associate professor history

and the co-director of the Native Studies Forum at

New York University

Tactic 4: Reach out to professor who specializes

in Native American and Indigenous Studies at

Buffalo University, with a focus on

Haudenosaunee
19



Strategy 2.2: Reach out to faculty working in


environmental, women and gender or educational


studies at universities

Objective 3: 10% increase in engagement on

social media related to Indigenous people's

history and education by July 2022

Tactic 1: Reach out to the women and gender

studies department chair at Syracuse

University

Tactic 2: Reach out to the Cultural

Foundations of Education professor at

Syracuse University

Tactic 3: Reach out to the coordinator of

women and genders studies at SUNY Geneseo

Tactic 4: Reach out to the faculty of the

Environment, Sustainability and Policy

program at Syracuse University 
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Strategy 3.1: Increase awareness by providing

secondary and higher education associations with

better language surrounding topics about

Indigenous cultures. 

Tactic 1: Improve LinkedIn page with more

updated content

Tactic 2: Make LinkedIn connections with

other Inidgenous organizations 

Tactic 3: Make LinkedIn connections with

universities and students

Tactic 4: Promote LinkedIn page through other

socials (Twitter, Facebook and Instagram)

Strategy 3.2: Increase engagement for education

content on Rematriation's Facebook page

Tactic 1: Create a Facebook group that is an

educational setting to host open discussions for

members

Tactic 2: Encourage people to follow and join the

Facebook group 
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Tactic 3: Post Facebook educational stories

frequently 

Tactic 4: Post more engaging content more

frequently
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Budget
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Olivia Weeks

I  am currently a sophomore

pursuing a degree in Public

Relations in the S.I .  Newhouse

School of Public Relations at

Syracuse University.  I  am from

Boston, MA and am 20 years old.  I

have a special interest in the

fashion, music or entertainment

industry.  







The MEGO PR TEAM
PROFILES

Mengyao Wang

I  am currently a Chinese

undergraduate student at Syracuse

University studying Public

Relations major and minors in

Communication & Rhetorical

Studies.  I  have a strong passion

for exploring cross-cultural

communication and embracing

diversity and inclusion in this

world.  I  also have an interest in

specializing in PR practices in

branding and integrated marketing

communication initiatives to

deliver deeper insights and

creative,  influential campaigns.   
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Esteban Quiñones

I  am a sophomore from New York

City, and I am a public relations

student at the S.  I .  Newhouse School

of Public Communications.  I  speak

English and Spanish and I am also

pursuing minors in German and

History.  My love for media, writing

and current events has led me to

Syracuse.  I  enjoy traveling, and I

intend to bring my cross-cultural

experiences in New York and other

places to help promote diversity and

inclusion wherever I  go.




The MEGO PR TEAM
PROFILES

Grace Smith 

I  am a sophomore from Chicago, IL

studying public relations in the S.I .

Newhouse School of Public

Communications, with a minor in

Chinese.  My passion for traveling

and world cultures stems from my

experiences growing up in Hong

Kong, Shanghai,  and Singapore.  I

have been speaking Chinese since

the age of ten and plan to bring this

unique skil l  and perspective into

the workplace.

​

​
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Appendix

 



Template for 1.1.1 Goal 1:
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Template for 1.1.1 Goal 1:

28



Template for 1.1.2 Goal 1:
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Template for 1.1.3 Goal 1:
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Template for 1.1.4 Goal 1:
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Template 1.2.1
Goal 1:
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Infographic for 1.2.2 

Goal 1:
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Template 1.2.3Goal 1:

34



Goal 1: Template 1.2.4
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Template 2.1.1Goal 1:
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Goal 1: Template 2.1.2
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Goal 1: Template 2.1.3
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Goal 1: Template 2.1.4
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Goal 1:




Template 2.2.1
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Template 2.2.2Goal 1:
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Template 2.2.3Goal 1:
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Template 3.1.1Goal 1:
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Goal 1: Template 3.1.2
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Goal 1: Template 3.1.3
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Goal 2:
Template 1.1.1
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Goal 2:
Template 1.1.2
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Goal 2:
Template 1.1.3
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Goal 2:
Template 2.1.1 
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Goal 2:
Template 2.1.2 
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Goal 2:
Template 2.1.3 

51



Goal 2:
Template 2.1.4 
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Goal 2:

Template 2.2.1
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Goal 2:

Template 2.2.2
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Goal 2:

Template 2.2.3
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Goal 2:

Template 2.2.4
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Updated: 
We are a Haudenosaunee-led digital storytelling

platform supporting the movement of Rematriation
around the world. Our digital platform house

indigenous voices in several media forms. As a
female-led and -based magazine, we specifically want
to push female indigenous voices to the forefront of
media. We seek to educate and build awareness for

indigenous history, spirituality and culture, while
restoring balance and respect for Mother Earth. 

 



Goal 2:
Template 3.1.1
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https://www.linkedin.com/company/americanin
dianbusinessleaders/
https://www.linkedin.com/company/the-
national-center-for-american-indian-
enterprise-development/
https://www.linkedin.com/company/native-
american-connections/
https://www.linkedin.com/company/north-
america-indigenous-ministries/
https://www.linkedin.com/company/indigenous
-peoples-movement/
Link with all contributors

By 6/10
Make LinkedIn connections with other indigenous
organizations

 

Goal 2:
Template 3.1.2
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https://www.linkedin.com/company/americanindianbusinessleaders/
https://www.linkedin.com/company/the-national-center-for-american-indian-enterprise-development/
https://www.linkedin.com/company/native-american-connections/
https://www.linkedin.com/company/north-america-indigenous-ministries/
https://www.linkedin.com/company/indigenous-peoples-movement/


https://www.linkedin.com/school/syracuse-
university/
https://www.linkedin.com/school/suny-geneseo/
https://www.linkedin.com/school/s.i.-newhouse-
school-of-public-communications-at-syracuse-
university/
https://www.linkedin.com/in/environmental-
studies-a4a7157b/

By 6/10
Make LinkedIn connections with universities and
students

Goal 2:
Template 3.1.3
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https://www.linkedin.com/school/syracuse-university/
https://www.linkedin.com/school/suny-geneseo/
https://www.linkedin.com/school/s.i.-newhouse-school-of-public-communications-at-syracuse-university/
https://www.linkedin.com/in/environmental-studies-a4a7157b/


Goal 2:
Template 3.1.4

Promote LinkedIn page through other socials
Add all social media links to Rematrion’s link tree

including the LinkedIn
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https://linktr.ee/Rematriation


Goal 2:
Template 3.2.1

Create a Facebook group that is an educational
setting hosting open conversations for its members 

Make by 6/1
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Goal 2:
Template 3.2.2

Encourage people to join and follow Facebook group

Post promotional Facebook post

By 6/5
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Goal 2:
Template 3.2.3

Post Facebook stories more frequently

Utilize features such as polls, quizzes, and questions

to make stories more engaging

By 6/8
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