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I. Background 

After having a miscarriage and losing her husband and father in the same year, Nora McInerny 

found a way to cope with her sadness: writing. McInerny is an author, a contributing editor for 

Elle.com, and writer for Vox, Cosmopolitan, Buzzfeed and TIME. She is also a keynote speaker and 

the host of the Terrible, Thanks for Asking podcast (a production of American Public Media). Her 

professional life circles around the idea of grief and explores the aftermath of loss and trauma in an 

honest, yet humorous way.   

Nora McInerny was born in Minneapolis in 1983. She earned a bachelor’s degree in English 

from Xavier University in 2005 and then worked in public relations and advertising. McInerny met 

her husband, Aaron Joseph Purmort, in 2010. After Aaron was diagnosed with stage IV cancer in 

2011, the young couple decided to get married and have a child. To cope with her husband’s illness 

McInerny started a blog called “My Husband’s Tumor,” which went viral. 

After Aaron’s death in 2014, McInerny received emails from several readers telling her their 

personal stories and asking for advice. She soon realized she wanted to do something to help people 

feel heard and make loss and grief easier for them. McInerny left her job in advertising to focus on 

writing, raising her 3-year-old son and running the nonprofit she founded in Aaron’s honor, Still 

Kickin. The organization raises money to provide financial support for those “heroes” who are going 

through a difficult situation. She also created a support group, the Hot Young Widows Club, to 

provide comfort and support for people who have lost their significant others. 

       In 2016, McInerny created her podcast Terrible, Thanks for Asking, a series where she and 

her guests narrate their stories while exploring difficult subjects such as death, fear, stigma, love and 
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compassion. She is also co-host of the podcast Cafeteria Christian. McInerny published her first book 

It’s Okay to Laugh (Crying Is Cool Too), a memoir containing a series of stories about her life 

experiences, including the loss of her father, husband and unborn child. The book became a national 

bestseller with more than 4,000 ratings and 500 reviews on Goodreads.  

It’s Okay to Laugh (Crying Is Cool Too) was published by Dey Street Book, a HarperCollins 

Publishers imprint. Dey Street Books was founded in 2009 and is directed by Lynn Grady, Senior 

Vice President and Publisher. This pop culture-focused imprint publishes memoirs, music, narrative 

nonfiction and self-help books.  

 
II. Mission Statement  

After going through a series of difficult situations, Nora McInerny’s mission is to help people who 

have experienced tragedy cope with their sadness and “move forward” with their lives. Her work as 

a writer, keynote speaker and founder of a nonprofit organization intends to raise awareness about 

grief and healing by helping people talk freely about their traumatic experiences. 

 
III. Statement of Opportunity 

One of Dey Street Books’ upcoming publishing projects is Nora McInerny’s new memoir, No 

Happy Endings, which is set to be released on March 26th, 2019. The release of McInerny’s new 

book is a good opportunity to raise awareness about her work not only as a writer, but as a keynote 

speaker and founder of a nonprofit organization.  

McInerny’s first book It’s Okay to Laugh (Crying Is Cool Too) comprises a series of short 

memories that intertwine to tell the story about the loss of her husband, father and unborn child. No 

Happy Endings, however, offers an opportunity to move her image away from a “grieving widow” 

and portray her as an empowered woman who understands the value of pain, grief, grit and resilience.  
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The overarching message behind No Happy Endings, “there will be no happy endings—but 

there will be new beginnings,” is a good opportunity to design a public relations campaign that will 

broaden and strengthen her connection with her audience and help raise funds for her nonprofit, Still 

Kickin. The success of this campaign will depend on how much McInerny’s PR team leverages the 

loyalty of her audience and her connections in the media to spread her message.  

This memoir will be published by HarperCollins, an international publishing company with 

a strong marketing strategy that is expanding its e-commerce business. This opens the opportunity 

to expand the campaign’s reach and consider targeting audiences outside the United States. 

 
IV. Research 

a. Research Goals 

● Obtain more information on Nora McInerny’s personal and professional life.  

Given that Nora McInerny’s work as a keynote speaker and writer is strongly linked to her personal 

life experiences, her PR team must have all information about significant events in her life that 

could resonate with her audience. The PR team should consider what information McInerny is 

comfortable sharing and what information she would rather keep undisclosed.  

● Assess perceptions and attitudes toward McInerny’s personal and professional life on 

traditional media outlets and social media. 

The PR team must assess which key messages resonate with McInerny’s audience and identify 

which communication channels her fans use to communicate with her. By doing this, her PR team 

will determine key markets and demographics, find key topics and identify potential opportunities 

to grow her audience and strengthen her engagement with her followers. This research will also 

help them find any negative comments or reviews on McInerny’s work and be more prepared to 

respond to media backlash in the future.   
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● Assess organizations and foundations whose message resonates with Nora McInerny’s 

work as founder of the nonprofit Still Kickin. 

The PR team should identify third-party groups —grief or widow/widower support groups, cancer 

support groups, mental health institutions, women’s empowerment organizations— that might be 

interested in partnering with Nora McInerny. This will help her PR team continue growing her 

brand, engaging new audiences and getting more people involved in her social causes. Researching 

other nonprofits founded by public figures will also help her PR team identify possible 

“competitors” (threats) when it comes to raising funds.  

● Obtain all information on public figures with projects similar to Nora McInerny’s work.  

By identifying public figures with projects similar to Nora McInerny’s work, the PR team will be 

able to consider possible competitors in the self-help, podcast or nonprofit fields. Conducting 

secondary research on these projects will also allow them to incorporate successful communication 

strategies into their own PR plan.  

 

b. Research Methodology 

Primary 

● Qualitative:  

○ Interview with Nora McInerny: Given that McInerny’s work as a keynote speaker 

and writer is strongly linked to her personal life experiences, it is important to 

determine what personal information she wants to share and use as part of her 

brand, and what information she would rather keep private. This will help her PR 

team determine specific key messages they can use as part of the PR campaign 

without jeopardizing her personal space.  
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For example, when McInerny was pregnant with her second child (of her second husband) she did 

not want to share the news with her audience. She mentioned she did not want to “perform 

pregnancy, love, happiness and grief” in front of people she did not know. She ended up sharing 

the news through an Instagram post once her baby was born. This shows the ‘public’ Nora 

McInerny is different from the ‘real’ Nora, and her PR team should be careful about the 

information they share.  

○ Social media analysis: A qualitative analysis of McInerny’s social media accounts 

will help her team understand who her audience is, how her public interacts with 

her, and what channels they use the most to communicate with her. McInerny’s PR 

team should consider analyzing her organization’s social media accounts as well 

(Still Kickin, Hot Young Widows Club, Terrible, Thanks for Asking) in order to 

determine what messages resonate best with each channel and target audience.  

For example, a qualitative analysis of the context of the conversations where Nora McInerny is 

mentioned can help the team identify key terms that social media audiences are using to refer to 

McInerny’s work. According to Brand24, the most used terms in the last month were: hosted, 

widow, podcast, asking, laugh, author, thanks, okay, terrible and notable. This evidences that 

McInerny’s podcast Terrible, Thanks for Asking is having a great impact in the way people 

perceive her work, and the team should include the podcast as part of the PR campaign. 
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Additionally, McInerny’s PR team should identify opportunities to broaden her audience and 

strengthen follower engagement; thus, identifying social media channels with little engagement or 

interaction is important to expand her message and target a wider demographic. For example, 

there is a YouTube channel under her name with only one subscriber: this is an opportunity to 

start creating video content that will resonate with a younger audience.  

● Quantitative: 

○ Social media data analysis: A quantitative analysis of McInerny’s social media 

accounts will help her team set a starting point and set a measurable goal for a PR 

campaign. It will tell them what is the general sentiment toward McInerny’s work, 

her engagement rate and the number of mentions on different social media 

platforms.  

According to Brand24, more than half of McInerny’s interactions and mentions on social media 

in the last year came from Twitter (57 percent) and her most active location is the U.S.  
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Her name is most actively searched on platforms like YouTube (18,309.9 million visits), Facebook 

(12,451.8 million visits), Instagram (2.822.1 million visits) and Twitter (2797.1 million visits).  

○ Survey: Once the PR team has identified target audiences, it should conduct an 

anonymous survey to assess the behavior, expectations and interests of the 

demographics. Do they prefer podcasts and/or audiobooks? Do they read e-books 

or printed copies of books? Do they use social media platforms to follow or interact 

with their favorite authors? Would they be more interested in an author if they find 

out they are committed to social causes? Gathering this information will help the 

PR team design an effective campaign that will have a significant impact among its 

target audiences. 

Secondary 

● Case studies: Conducting secondary research on other public figures whose projects are 

similar to Nora McInerny’s work will help her team identify possible competitors in the 

publishing, podcast and nonprofit fields. Studying similar cases might bring ideas to 

McInerny’s team on successful PR strategies. 

Examples of these public figures are: Lauren Weedman, Rachel Hollis, Lorna Landvik, Claire 

Bidwell Smith, Margot Starbuck, Matterson Perry and Kate Hopper.  

● Media coverage: According to Brand24, McInerny’s second source of mentions is the web 

(15.1 percent). An analysis of the coverage of Nora McInerny's work in the media will help 
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the team determine if her projects are being relevant enough to be noticed by the media. 

This research will help them identify media outlets that might be interested in McInerny's 

work and set new goals for their PR campaign. 

● Partnerships and collaborations: Researching other nonprofit or philanthropic 

organizations will help McInerny’s PR team plan strategic alliances to increase awareness 

of her nonprofit Still Kickin. 

For example, Still Kickin recently partnered with GiveMN, an organization that assists nonprofit 

organizations that are trying to raise funds in Minnesota. With GiveMN’s assistance, McInerny’s 

nonprofit was able to raise $25,825 in one day. Other organizations like Finish the Run organized 

a marathon and donated $17,000. These partnerships have increased the awareness of Still 

Kickin’s mission.  

 
V. Situation Analysis (SWOTS) 

● Strengths: 

○ Very relatable story: Even though not everyone has experienced Nora McInerny’s 

problems, most people have faced difficulties in their lives. This makes it easier to 

engage people of different genders, ages and ethnicities. 

○ Good engagement rates on social media (Twitter, Instagram and Facebook).  

○ McInerny is a second-time publishing author; she is well known in the media for 

her storytelling skills, her honesty and her humor.  

○ Terrible, Thanks for Asking has engaged thousands of followers, creating a 

community that can easily relate with the topics that are being discussed. The 

hashtag #terriblewritingclub has prompted community members to share their 

thoughts and feelings with each other, which has expanded the podcast’s audience. 
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○ Good relationships in the media: McInerny is a contributing editor for Elle.com, 

and writer for Vox, Cosmopolitan, Buzzfeed and TIME. Her podcast is a production 

of American Public Media, the largest producer and distributor of public radio in 

the U.S. 

○ Positive media coverage. 

● Weaknesses: 

○ Since Nora McInerny’s professional life is linked to her past experiences, her 

story might seem redundant and repetitive.  

○ McInerny often deals with controversial topics such as rape, gender fluidity, and 

pedophilia — especially in her podcast. Since the stories are narrated by McInerny 

herself, her interpretation is sometimes criticized by people who think differently.  

○ McInerny does not have as large a following as other online influencers in the 

same category. 

○ McInerny’s projects are all in English, which makes it hard to expand her work to 

non-English speaking countries. 

● Opportunities:  

○ Social movements like #MeToo and Time’s Up have empowered women to speak 

more freely and more honestly about topics like sex, motherhood and relationships. 

○ The increase in the use of social media has made it easier for public figures to 

connect and interact with their audiences on a regular basis. 

○ New generations (especially millennials and Gen Z) are more willing to follow and 

trust brands or people they believe in. 

○ Book and podcast fairs, festivals and conferences.  
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○ Memoirs are becoming a popular book category. 

○ The number of podcast listeners is increasing at a fast rate.  

● Threats:  

○ Other public figures with similar causes who have a larger platform (e. g. Claire 

Bidwell Smith or Rachel Hollis).  

○ Other nonprofits that are getting more donations and recognition (e. g. The COPE 

Foundation, Endless Joy Foundation, and The Dinner Party). 

○ Social media backlash and negative reviews online might affect the reputation of a 

public figure at a fast rate.  

● Strategic Implications:  

○ Since McInerny has a loyal following on Facebook, Instagram and Twitter, she can 

continue using these channels to communicate with her fans and share her daily life 

experiences without becoming too repetitive or redundant. She should consider 

using other platforms such as YouTube to strengthen her connections and broaden 

her audience.  

○ Since McInerny is outspoken about various topics dealing with feminism, she can 

leverage female-based platforms like #Girlboss and Refinery29 to tell her story and 

broaden her audience. 

○ Since McInerny’s podcast Terrible, Thanks for Asking is so popular and podcasts 

are on demand, she can use it as a platform to spread messages about her other 

projects. These activities can include the release of her upcoming book and 

fundraisings for her non-profit organization. 
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○ Given that generations like millennials and Gen Z are looking for brands that 

represent their beliefs and public figures that embody their own opinions, 

promoting McInerny’s philanthropic work will not only benefit her nonprofit 

organization but will also attract a younger demographic.  

 
VI. Communication Goals 

● To strengthen Nora McInerny’s brand and make her more known.  

○ Meant to increase McInerny’s following as she has a story where everyone can 

relate to at some point in their lives. This can also further brand McInerny as a 

motivator for change and one who is not afraid to speak her mind.  

● To raise awareness about the process of healing after experiencing a traumatic event. 

○ Meant to normalize the notion that healing takes time and traumatic experiences 

should not be hidden or forgotten in order to move forward in life.  

 
VII. Objectives 

● By March 26, 2019, increase presales of No Happy Endings by 10 percent within Nora 

McInerny’s current social media followers and Terrible, Thanks for Asking listeners. 

○ Current followers are most likely to purchase McInerny’s book as they understand 

and feel related to her story. 

● By July 31, 2019, secure at least 15 articles on Nora McInerny’s work as a writer, keynote 

speaker and founder of a nonprofit organization in women’s lifestyle magazines in the U.S. 

○ Readers who have a positive first impression of Nora McInerny will likely look into 

her background and see what else she has done. 

● By August 31, 2019, increase the number of social media followers by 20 percent. 
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○ McInerny’s social media engagement is strongest through her Twitter account. 

Different social media outlets have different audiences, so she needs to expand her 

engagement on Facebook and Instagram.  

● By December 31, 2019, increase donations for Nora McInerny’s nonprofit, Still Kickin, by 

30 percent. 

○ McInerny’s non-profit, Still Kickin, helps people who are going through “awful 

things.” Every month the foundation chooses one “hero” that receives financial 

support. Raising awareness about the organization’s mission will likely increase 

donations and help the organization support more “heroes.”   

 
VIII. Target Audiences 

● Potential Readers and Followers: Men and women between ages 15 and 45 who use social 

media on a regular basis, speak English, and have an interest in reading/listening to 

podcasts, memoirs and self-help books. These people are opinionated, believe in feminist 

movements or causes, and are looking for stories that are easily relatable to and enjoyable 

during free time.  

● It’s Okay to Laugh (Crying Is Cool Too) fans: Men and women between ages 15 and 70 

who speak English and read/listened to Nora McInerny’s first book. Those who enjoyed 

this book and have given it positive attention will likely be interested in her second novel.  

● Terrible, Thanks for Asking and Cafeteria Christian fans: Men and women between ages 

15 and 50 who speak English and have subscribed and listened to either one of these 

podcasts. A significant part of this demographic is interested in following McInerny’s work 

on social media platforms or online magazines. 
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● Lifestyle Magazine Readers: Women older than 15 years old who speak English and read 

lifestyle magazines on a regular basis. These women might not be social media savvy, but 

have access to physical copies of magazines that are available everywhere.  

● Advocacy Groups: Organizations and groups interested in supporting or partnering with 

small nonprofit organizations in the United States.  

● Still Kickin Donors and Potential Donors: Men and women between ages 30 and 45 who 

use social media on a regular basis, read lifestyle magazines or listen to podcasts; live in 

the United States; and have wealth available for charitable donations.  

 
IX. Key Messages - “Living Life after Life Has Fallen Apart” 

● Overarching message for the campaign: After the death of her husband, father and unborn 

child, author and keynote speaker Nora McInerny has four different projects — No Happy 

Endings; Terrible, Thanks for Asking; the Hot Young Widows Club and Still Kickin — 

with one same goal in mind: to help uplift people after their lives have fallen apart.  

● Message to Potential Readers, Followers and Lifestyle Magazine Readers: Since the 

various deaths that have occurred in McInerny’s life, she has since been given a chance at 

a new beginning: a husband, four children, and a beautiful home in Minnesota. Although 

she has everything, this does not mean she finally got what people typically refer to as “a 

happy ending.” McInerny’s new book No Happy Endings talks about the struggles — and 

the joys — of living life after life has seemingly fallen apart.  

● Message to It’s Okay to Laugh (Crying Is Cool Too); Terrible, Thanks for Asking and 

Cafeteria Christian fans: After Nora McInerny remarried and built a family with her 

husband Matthew, she sensed that everyone around her was relieved because she had 

finally found her “happy ending.” But the truth is that there are no happy endings. 
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McInerny’s new book No Happy Endings talks about the struggles —and the joys— of 

living life after life has fallen apart.  

● Message to Advocacy Groups: Still Kickin is a nonprofit organization looking to help 

awesome “heroes” going through awful things. The organization is about hope, resilience 

and compassion. We are looking for companies, agencies and institutions interested in 

supporting our monthly causes.  

● Message to Still Kicking Donors and Potential Donors: There are infinite ways in which 

life can “kick you in the nuts.” Pain, suffering, loss and grief are part of every person’s life 

at some point. Still Kickin is a nonprofit organization looking to help those heroes who are 

fighting a difficult battle in their lives and we would like you to join our cause.  

 
X. Strategies 

● Create events and platforms where fans and followers can directly interact or participate 

with McInerny. 

○ Followers mainly interact with McInerny online; pop-up events and ‘Live 

Conversations’ will provide her followers a chance to have a closer interaction 

and personal conversation with McInerny. 

● Enhance current social media engagements to boost following 

○ Engaging with followers will increase loyalty to the brand. The various 

opportunities to connect more with fans can also give more insights about 

McInerny to appreciate her as a human being through various upgrades to her 

website. Also, hosting events during National Novel Writing Month (Nanowrimo)  

will give a chance for aspiring authors to gain insight into a bestselling authors 

writing process.  
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● Collaborate with various social media platforms to reach a wider audience 

○ This can provide McInerny a larger platform for non-followers to get to know and 

learn about her through organizations she supports and believes in such as 

Refinery29, #Girlboss, and HarperCollins. In the months leading up to the release 

of her second book she will take over different organization’s social media every 

month for one day - with HarperCollins being last on the day her book releases on 

March 26. 

● Participate in panels or conventions that aim in talking about perseverance and survival 

○ Panels and conventions can help brand McInerny as a motivator and innovator for 

people dealing with traumatic incidents through the use of her humor and witty 

comments. These events can also help McInerny gain a following from previous 

non-followers. 

 
XI. Tactics 

● Author website enhancements 

○ More background information, interactive options and a ‘shop’ tab to buy her 

books, Still Kickin merchandise, and any future merchandise can be included to 

provide more insight into McInerny’s personality and life. 

● YouTube channel launch 

○ Live sessions of Terrible, Thanks for Asking and interviews of the “Heroes” from 

Still Kickin will be included to provide more content and information about the 

projects that McInerny is working on, as well as interviews with her husband to 

provide more information on moving forward after tragedy. 

● Still Kickin pop-up event celebrating survival 
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○ These pop-up events will take place in March, before her book launch; May, 

National Brain Cancer awareness month; and October, National Breast Cancer 

awareness month. These events will take place in major cities like New York 

City, Los Angeles, Houston, Orlando, etc. Still Kickin will run the pop-ups with 

McInerny where large turnouts are expected.  

● Nora McInerny: Still Kickin Live Conversations  

○ McInerny will be a speaker at the National Grieving with Hope Convention to be 

held in October of 2019. She will also be a speaker at the Girl Boss Rallies in 

New York City and Los Angeles in 2019.  

● Special book launch with the ‘Heroes’ of Still Kickin 

○ The week before her book launches, McInerny, HarperCollins and Still Kickin 

will host a launch party for past ‘Heroes’ and their families where every hero will 

receive a signed copy of the book.  

● National Book Writing month - Nanowrimo 

○ National Book Writing month is November. Nanowrimo is a non-profit that 

believes every story matters. McInerny will team up with the organization to have 

her followers write through the tragedies people experience in life and the life of 

these people after tragedy. 

● Instagram takeover on Refinery29, #Girlboss and HarperCollins’ channel 

○ McInerny should partner with these organization and use the takeover to promote 

her book and non-profit, as well as explain why these organizations are important 

to her. She will do the HarperCollins takeover on the day her book launches.  

● Paid ads on various social media sites (Twitter, Instagram and Facebook) 
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○ Paid ads will be released on various social media sites to promote her books, the 

Still Kickin foundation, and the events she will be speaking or appearing at.  

 
XII. Evaluation 

● Social media engagement - general sentiment 

○ McInerny’s social media engagement with her followers can help gauge if they 

liked her book, especially if she gets a lot of positive comments and mentions. 

● Sales 

○ The sales number for McInerny’s book can give information as to whether her 

followers are interested in the continuous journey into McInerny’s mind. This can 

also tell if people are interested enough in McInerny to ‘invest’ their own money to 

purchase her book. 

● Number of people going to book signings and events 

○ Can give a clear idea of how many lives and people McInerny has touched with her 

words and outspokenness. These people are willing to take time out of their busy 

lives to physically support her. 

● Media coverage 

○ Through analyzing media coverage, McInerny can see if she has reached a wider 

audience. The media coverage can also give McInerny an idea of her public image 

to strengthen her personal brand. 

● Attendance of people at Still Kickin events 

○ The amount of people who show up to McInerny’s non-profit events can signify 

the spread of her non-profit’s visibility. The attendance can also signify to 
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McInerny whether the events are something that the attendees enjoy or dislike 

based on the amount of people going. 

 
XIII. Timeline 

Tactic Dec 

2018 

Jan 

2019 

Feb Mar Apr May Jun Jul Aug Sep Oct Nov 

Website Enhancements X X X          

Social Media Takeovers X X X X         

Youtube launch  X           

Still Kickin Pop-up Events    X  X     X  

Book Launch with ‘Heroes’    X         

Still Kickin Live Conversations       X X X X X  

Nanowrimo Contest            X 

 

Pre-launch     Launch    Post-launch 

 

 

 

 

 

 



                                                                                              
No Happy Endings by Nora McInerny 

 

19 

References 

 

Compiled reviews of It’s Okay to Laugh (Crying is Cool Too). (2018). Goodreads. Retrieved 

from:  

https://www.goodreads.com/book/show/26156474-it-s-okay-to-laugh  

HarperCollins. (2018). Retrieved from  

https://www.harpercollins.com/9780062792402/no-happy-endings/ 

McInerny, Nora. Retrieved from http://www.noraborealis.com/ 

October 2018 overview of Elle.com for October 2018. (2018). Similarweb. Retrieved from:  

https://www.similarweb.com/website/elle.com  


