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CAMPAIGN
COMMUNICATIONS:

CLEARLY
COMMUNICATING

IMPACT

Debbie Williams | Arizona State University Foundation |
Debbie.Williams@asu.edu

mm DEBBIE’S
PERSPECTIVE

PENN STATE

ARIZONA STATE

CAMPAIGN

FSi

PENN STATE
CAMPAIGN
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mm YOUR

PERSPECTIVE

OUR AUDIENCE TODAY IS VERY DIVERSE.
TYPE OF INSTITUTION
ACADEMIC
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mm YOUR

PERSPECTIVE

OUR AUDIENCE TODAY IS VERY DIVERSE.

AMOUNT RAISED LAST YEAR

$250,000,000

$300,000
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YOUR
PERSPECTIVE

OUR AUDIENCE TODAY IS VERY DIVERSE.

CAMPAIGN STATUS

32%

IN PROGRESS PLANNING NOT

v LEARNING OUTCOME

After participating...

...you will be able to better highlight campaign objectives and
demonstrate the impact of private support in the context of a
comprehensive campaign.
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mm AGENDA

» Campaigns: Enhanced Donor
Communications

* Objectives-Based Communications

* Demonstrating Campaign Impact and the
Importance of Private Support

» Improving Cross Campus Alliances
» Working with Consultants

#Altraining

CAMPAIGNS: ENHANCED DONOR
COMMUNICATIONS
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m WOOT! WOOT!
A CAMPAIGN!

m WOOT! WOOT!
A CAMPAIGN!

Academic Impressions

PP categories



mm DONORS ARE
IMPORTANT TO THE
INSTITUTION’S FUTURE

PRIVATE SUPPORT IS PARAMOUNT TO MOST
SCHOOLS’ ABILITY TO EXCEL

And that’s important because higher education
changes the world.

Campaign communications should strive to
educate our audiences about this imperative.

HACADE]\’HC
ell IMPRESSIO

NS 11

= DONORS ARE
IMPORTANT TO THE
INSTITUTION’S FUTURE

Leadership Gift Donors ~6,000 people
“in management”

Major Gift Donors

Repeat Annual Donors
101,000 people

First-Time Donors

HACADE]\’HC
ell IMPRESSIO

NS 12
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= DONORS ARE
IMPORTANT TO THE
INSTITUTION’S FUTURE

Leadership Gift Major Gift Repeat Annual First-Time
Donors Donors Donors Donors

HACADEMIC
ell IMPRESSIO

NS 13

mm ALL GIFTS MAKE A
DIFFERENCE
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mm ALL GIFTS MAKE
A DIFFERENCE

Internal Stakeholders

Major gift donors and prospects

Sun Devil Donors

HACADEMIC
@il I MPRESSIONS

mm ALL GIFTS MAKE
A DIFFERENCE

(0 INFLUENCERS

©) SUN DEVIL DONORS
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PP categories

mm ALL GIFTS MAKE
A DIFFERENCE

DEMONSTRATING THE IMPACT OF SMALL GIFTS

#Altraining

OBJECTIVES-BASED COMMUNICATIONS

Academic Impressions 9
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mm PURPOSE OF
CAMPAIGN
OBJECTIVES

CAMPAIGN

n ACADEMIC
[ IMPRESSIONS 19
mm PURPOSE OF
CAMPAIGN
OBJECTIVES
I\
i moveMountains
= The Campaign for The University of Vermont
“ + THE CAMPAIGN FOR &
EVER=TRUE '« WHITWORTH &
@ =
nyvest lone Inseee. 52 FUTURE
ENGAGE @
Y Citpalgiifot The Campaign for Cleveland State Uni
n ACADEMIC
[ IMPRESSIONS 20
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mm PURPOSE OF
CAMPAIGN
OBJECTIVES

TOGETHER, OUR POTENTIAL IS LIMITLESS

HACADEMIC
@il IMPRESSIONS 21
mm PURPOSE OF
CAMPAIGN
OBJECTIVES
* Organize
* Unify
* Demystify
* Humanize
«  Simplify
HACADEMIC
@il IMPRESSIONS 2
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mm HOLY CROSS’S
CAMPAIGN OBJECTIVES

CAMPAIGN FOR
Rh‘o‘ﬁ‘fa THE FUTRE
Inspiring Creative Teaching and Learning
 Living Our Faith
» Advancing Success, Leadership and
Citizenship
* Empowering Athletics, Health and Wellness
» Enabling Access, Diversity and Affordability
» Sustaining Our Future, Our Mission, Our
Vision

ACADEMIC
IMPRESSIONS 23

B RESOURCE
HOLY CROSS PRIORITIES

WEB SITE

BECOMING HOLY CROSS

To put our bold vision into acti

commitment to the Ci

Academic Impressions
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mm ASU’S
CAMPAIGN
OBJECTIVES
CAMPAIGNESII2020
» Ensure Student Access and Excellence
* Champion Student Success
* Elevate the Academic Enterprise
» Fuel Discovery, Research, and Creativity
* Enrich Our Communities
» Drive Sun Devil Athletics
n ACADEMIC
@il IMPRESSIONS 25
mm ASU’S
CAMPAIGN
OBJECTIVES

ASU is a comprehensive
, measured
not by whom it excludes, but by
and how they
; advancing
of public value;
and assuming
for the economic,
social, cultural and overall health of
the it serves.

Ensure Student Access and
Excellence

Champion Student Success

Elevate the Academic Enterprise
Fuel Discovery, Research, and

Creativity
Enrich Our Communities
Drive Sun Devil Athletics

n ACADE
ell IMPRESS

NS

MIC
o)

26
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B8y RESOURCE

ASU’S CAMPAIGN OBJECTIVES

CAMPAIGN OBJECTIVE POSTERS

CHAMPION FUEL DRIVE

ASU’S CAMPAIGN OBJECTIVES

CAMPAIGN OBJECTIVES DESK POSTER

Academic Impressions 14
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mm ASU’S
CAMPAIGN
OBJECTIVES

CAMPAIGN OBJECTIVES ON WEB SITE

29

mm ASU’S
CAMPAIGN
OBJECTIVES

CAMPAIGN OBJECTIVES UNDERPIN ANNUAL
DAY OF GIVING

2,548  $4,038,081 (IR

It's a Proud Day to Be a Sun Devil

30
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#Altraining

DEMONSTRATING CAMPAIGN IMPACT AND
THE IMPORTANCE OF PRIVATE SUPPORT

il ACADEMI|C
@ll IMPRESS

IMPRESSIONS 21

ma IMPACT OF
PRIVATE
SUPPORT

People give to people.

Academic Impressions 16



mm IMPACT OF
PRIVATE
SUPPORT
Objectives:
 Illustrate your institution’s values
» Reflect what your institution believes it
can contribute to the world
» Give communicators a subject around
which to tell stories.
BN AGaRERNS .
m |MPACT OF
PRIVATE
SUPPORT

CAMPAIGNASU2020

» Ensure Student Access and Excellence

* Champion Student Success

* Elevate the Academic Enterprise

» Fuel Discovery, Research, and Creativity
* Enrich Our Communities

» Drive Sun Devil Athletics

Academic Impressions
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mm ASU’S
CAMPAIGN
OBJECTIVES

CAMPAIGN OBJECTIVES VIDEOS

Arizona State ASUHome = MyASU Cofleges & Schools = Map & Locatiers = Deectory | SIGH M
BSU ovesy -

Campaign ASU 2020

$352. 1M PROGRESS | $441M GOAL 8736 DONORS

35
mm ASU’S
CAMPAIGN
OBJECTIVES
CAMPAIGN OBJECTIVES SOCIAL MEDIA
[ T notsrep | |©  utgam v
them succeed at ’ 7
QA0 D
@cﬂl:hymmﬂh

ENSURE ACCESS
& EXCELLENCE
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mm ASU’S
CAMPAIGN
OBJECTIVES

CAMPAIGN OBJECTIVES POLE BANNERS

\ »
L] ‘| ‘- 1
o 0 - ¢

37

B RESOURCE
ASU’S CAMPAIGN OBJECTIVES

CAMPAIGN OBJECTIVE CASE STATEMENTS

38
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#Altraining

IMPROVING CROSS CAMPUS ALLIANCES

mm WHO CARES
ABOUT THE
CAMPAIGN

* Marketing department
e Academic units
* Media relations

Academic Impressions 20



mm WHO CARES

ABOUT THE
CAMPAIGN
Media
Relations &
Strategic

CAMPAIGN Communications

2020

Enterprise
Marketing Hub

Campaign
Communications
Group

Core Brand
Group

#Altraining

WORKING WITH CONSULTANTS

Academic Impressions
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TAKEAWAYS

* A campaign gives us a platform to educate
people about the value of private support to
education.

« Campaign objectives serve us to tell stories
about the impact of private support

» Build allies across the university

* People give to people ... tell stories about
people that illustrate your objectives

» Collect exemplars of your campaign objectives

@il IMPRES

TAKEAWAYS

« Evaluate your audiences and create a
communications plan around them

+ Don’t worry about creating a communications
plan that reaches to the close of the campaign

* Feel free to use the messaging of the
campaign objectives in the quiet phase

* Think IMPACT, even in gift announcements

HACADEMlC
ell IMPRESSTONS 4
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@ QuEsTIONS

Wl cvaLuaTion

Thank you!

Please remember to complete the event evaluation.
Your comments will help us continually improve the
quality of our programs.
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