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This is how a small but powerful hotline met the moment of trans isolation 
and liberation at the height of the pandemic, by celebrating the community  
mantra: We See Us. Everything about #WeSeeUs was grassroots and organic,  
with no paid dollars behind the efforts. 

 
thanks to provocatively capturing a compelling truth about what it is to be human 
with a growing captive audience. This campaign elevated Trans Lifeline’s image to 
the national stage. In the last year, their following quadrupled to almost 80K. 

According to Director of Advancement, Bri Barnett (she/they), “Today, we are 
expanding our reach and impact faster than ever before and #WeSeeUs was a 
pivotal part of our success.” 

executive summary

Trans Lifeline was able to raise almost $40K in the first week, 
going on to surpass their 2020 fundraising goal of $2.2 million 
by an additional 50% (totaling $4 million at year end) 
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The trans community stands by  the radical 
community belief that WE KEEP US SAFE. 
The trans community has always been here, but has lived on the fringes of society 
with no support. The systems that exist today weren’t built with trans flox in 
mind, therefore they have to navigate systems that leave them feeling ostracized, 
ashamed, and misunderstood (folx: gender-neutral way to refer to members of the 
LGBTQ+ community).  Now, more than ever before, the trans community is done 
living on the fringes and is fighting to take up their rightful space in the world they 
deserve. Audre Lorde, Black Queer Feminist said it best, “We must be responsible 
for our own liberation”, the trans community can’t wait around for anyone save to 
them or keep them safe. 

context
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The objectives of this campaign were 
to drive growth towards Trans Lifeline’s 
annual fundraising goal of $2.2 million + 
build credibility with the trans community. 
Trans Lifeline is the country’s only support hotline for trans people, operated by 
trans people. The organization provides a 21/7 hotline exclusively for trans folx, 
grants for legal name changes, and commissary funds for trans prisoners.  This 
hotline saw it as an imperative to show up for our trans siblings by providing a 
nurturing space for those who not only wanted to be seen but those fighting to 
survive. That struggle to survive is fueled by higher levels of poverty, violence,  
and lack of legal protection 1 — and as more people find the courage to step  
into their identity there are and more folx are fighting to survive. 

The unfortunate reality was that Trans Lifeline was a lesser known entity in 
comparison to organization’s like The Trevor Project (the nation’s leading crisis 
intervention hotline and organization for LGBTQ+ youth). And this trans first 
organization didn’t have the awareness and reach to meet the community at  
large in their times of need, which can many times be the difference between  
a life saved.  
 
Source 1: The National Transgender Discrimination Survey, National Coalition of Anti-Violence Programs 
report, 2015 Transgender Survey 1

background
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The robust, 5-year-old hotline, with a dedicated base of callers and donors, was a 
lot more than “up and running.” They were intentionally (and legally) not a suicide 
hotline. At the time, they prefered to list their number only on their website, so trolls 
would not waste their resources.

They were aware they didn’t have an image worthy of the services they provided—or 
one trans people would feel comfortable handling their livelihoods. 

To grow, Trans Lifeline needed to establish a brand voice and 
image that enhanced its credibility in the market. 

All that lifesaving work was  
represented by a single meme.
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problem

How do you get a hotline that no one 
really knows or trusts to generate 
fundraising dollars at a large scale  
with no paid media investment? 
40% of trans people attempt suicide compared to 4% of the general 
population2 due to the  weight of marginalization they feel every day along 
with feeling unsafe to live their truth. Trans Lifeline was built to interfere 
with that stark statistic by providing care that makes survival possible, but 
didn’t have the credibility and reach to show up for its community in the 
way it should. Fundraising efforts were few and far between and dollars 
raised to date could only go so far to cover the demand of the  
trans population.  

Source: 2 National Institute of Mental Health, 2017, Trevor Project, 2019  

40% trans people suicide attempt 
rate = 10 out of 25

4% general popilation suicide 
attempt rate = 1 out of 25
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Build trust by amplifying Trans Lifeline’s 
voice within the community.
We wanted to create a campaign that helped Trans Lifeline build a self-fulfilling 
prophecy, by driving organic and earned reach with a provocative, brand 
establishing idea.  We not only needed to gain more followers ergo donors but 
also needed to build trust with the trans community to show up  
for more and more individuals living in crisis in need of support.  

opportunity

FUNDRAISING GOAL
(awareness)

CREDIBILITY
(trust)

FOLLOWERS

CALLERS

MICRO GRANTS

LIKES

SHARES

FOLLOWERS

DONATIONS

IMPRESSIONS
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Our idea is born of a simple insight that was gleaned by having conversations with  
Trans Lifeline (TLL) operators who were at the front lines of the hotline’s impact. We 
learned that in moments when operators find themselves being lost for words from 
what they’re hearing on the other end of the phone, they grounded callers in the 
simple reminder “Nobody goes through this alone.” There’s comfort and security 
knowing  that you’re not alone—there’s emotional safety in knowing that someone, 
somewhere unapologetically understands and accepts you.  That simple reminder 
helped us unlock this simple truth: 

In order to feel safe,  
you have to feel seen. 
Visibility of each trans person is a contagious form of empowerment and seeing 
someone proudly choosing their truth is an act of resistance.  

insight
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Put trans pride on display as an act of resistance 
by leaning into the vibrant micro communities + 
influencers that exist on social platforms.
2020 dimmed the lights, exacerbated tensions, and created stark isolation for many 
individuals and the trans community, of course, felt that weight exponentially more than 
most. In a time where trans rights and mental well-being were under siege, our strategy 
was to show trans people thriving is the signal of hope that’s needed to further fuel 
trans liberation and ultimately fulfill TLL’s reason for existing.  

strategy
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Safety in feeling seen = liberation 
#WeSeeUs, the creation of a community movement to mobilize a spirit of support and 
affirmation. An organic influencer campaign that created a mantra to fuel the annual 
celebration of Trans Day of Visibility. It’s a rallying cry of pride, joy, and of course, visibility. 
The idea centers around community support by amplifying the voice of the people behind 
the hotline, people who use the hotline and micro influencers. All by asking a simple yet 
powerful question: what makes you feel seen? We created a mantra that allowed people 
to feel safe standing in their truth giving TLL the latitude to reach those who needed to be 
held or those who were looking to see their tribe reflected in the world. 

creative idea

9



By engaging every corner of the queer-sphere, 
we had the chance to generate hope for the trans 
community in the form of social posts, shares and 
dollars, making it possible for TLL to continue doing 
what it does best: creating the safety to feel seen. 

First, to overwhelm the old “meme,” we ensured we had a month of 
stylized content, teasing the campaign. When trans people clicked on the 
tagged @translifeline content, they instantly learned about the services 
TLL provided. Trans folx were encouraged to use #WeSeeUs not just as a 
hashtag but as a visual badge to proclaim their presence and place in the 
movement, helping it catch fire and spread.

creative connections plan

INFLUENCERS 21/7 HOTLINE TEASER

STORIES
Celebrate and champion 
the individuals who want 

to share their visibility

RESOURCES
Build awareness of the 
services TLL provides

ANNOUNCEMENTS
Stoke the fire for the effort 

to drive engagement  
and donations

STAFFERS MICRO GRANTS
FUNDRAISING 

PROGRESS 
TRACKER

CALLERS FRIENDS & FAMILY 
HOTLINE

DONATION 
NUDGE

STICKERS
TRANS PRISONERS 

COMMISSARY  
FUND

GIFS
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The crown jewel of this campaign was  
tapping into the rich, eclectic, and wide-
reaching network of trans/queer influencers. 
We didn’t just tap big names like Alok Menon and Jiz Lee in the queer-sphere, we also 
leaned into micro influencers who have a presence or voice in their local community.  
We believed that lighting up as many microcosms of trans pride as possible would not 
only have a resounding effect on the program’s success but also on the larger fight 
against trans erasure.

creative connections plan
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REACH EDUCATE/
ENGAGE DONATE

PRESS
WEBSITE

IG 
STORIESIG

FB/IG

TWITTER

INFLUENCER 
POSTS

INFLUENCER 
POSTS

STAFFER 
POSTS

STAFFER 
POSTS

FUNDRAISING 
PROGRESS 
TRACKER

DONATION 
CTA

CALLER 
POSTS

MICRO GRANT 
BENEFITS

TEASE 
MOVEMENT

GIFS

STICKERS
21/7 

HOTLINE

We See Us: the creation of a community movement to mobilize a spirit of support and self-validation.

our idea ecosystem
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results

With the mutual aid provided by the community in fundraising dollars, Trans Lifeline 
was able to gain 470 hours of hotline operation, giving it the ability to answer 25,000 
calls and deliver 600 micro-grants for legal name changes. 

From that point, their increased credibility elevated them to the national stage. 
Since the launch of #WeSeeUs, Trans Lifeline has gained momentum in its awareness 
and credibility by cementing shout outs and connections with trans celebrities such as 
Elliot Page, plus brand deals with Chipotle and more. 

According to Trans Lifeline, “#WeSeeUs was a turning point in Trans Lifeline’s branding 
and communication. After a year of minimal social media growth, we gained over 1,000 
followers during the campaign and were able to triple our following on Instagram by 
the end of the year.” 

Our work met a moment in time, but it also has a timeless effect on not only Trans 
Lifeline but on trans culture and its path to liberation. 

Donate to Trans Lifeline at translifeline.org

FUNDRAISING GOAL
(awareness)

CREDIBILITY
(trust)

80K FOLLOWERS TO 
DATE (18K prior to launch)

IN CALLS COVERED 
(25,000 calls answered 

from effort)

IN MICRO GRANTS 
DELIVERED (600 grants 
from legal name change)

72% POSITIVE 
NET SENTIMENT

1K NEW FOLLOWERS 
DURING EFFORT

$40K IN DONATIONS
     FROM EFFORT

4,453,230 FREE 
MEDIA IMPRESSIONS

900 SOCIAL 
MENTIONS
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Sources: NetBase; data date range is 03/01/20-04/30/20, Muckrack data date 
range is 03/01/20-04/7/20, CLIENT DATA




