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Project Goal 



Project Goal 

Raise $7M for 
Cornell’s First-Ever 

Giving Day 



Strategy 



Background 
What We Learned 
During Discovery (Phase I) we identified multiple areas of opportunity for Cornell AAD to make 
immediate and long-term change to increase revenue, reduce redundant effort, break down 
siloed working patterns and establish subject matter expertise. 
  
Each observation generally fell within one of the following areas: 
 

•  Shifting to an Audience-Centric communication style with clear, conscience goal-
driven calls to action (CTA) will Grow Engagement among the current Cornell Audience. 

•  Franchising and Templating processes and products will reduce redundancy and 
allow AAD to package and provide indispensible service to Cornell University. 

•  Refocusing on “pulling” audience insight from digital platforms—rather than only 
pushing communications out—will cement AAD as THE Subject Matter Expert on all 
Cornell Alumni, Family and Friends as well as potential audience targets.  

•  Implementing the right Technology and Tools will improve data capture and 
measurement.  



Proposal 
What We Propose 
The 150 Campaign has been identified as the current sandbox to establish a testing ground for 
immediate areas of opportunity for increased Digital Engagement with alumni.  
  
In order to grow, engage and retain the future Cornell Alumni, family and friends network, 
Brighter Collective proposes the AAD team adopt a digital strategy that focuses 150 
communications around an audience-centric marketing campaign model. 
  
An Audience-Centric Value-Driven Marketing Campaign Model focuses on Establishing 
Goals first, then planning communications that will reach and drive audience action towards 
these goals. 
  
Quarterly planning stretching out a year in advance should become an established practice for all 
internal and external planning activity. Each campaign should feature at least four phases: 
 

•  Build Awareness 

•  Grow the Audience (Connection) 

•  Engage the Audience (Volunteer, Attend, and give) 

•  Retain the Audience (Thank, Reinforce and Re-Engage) 
	  



Target Audiences 
We know from the Alumni Engagement Index that we can categorize alumni 
into three categories—with a fourth category for “Fans”.  

	  
Audience Descrip)on	  

 

Engaged 

 
Alumni for whom Cornell has a direct mail or email address and who, in 
2013, engaged with Cornell in at least one of the activities measured by 
the Alumni Engagement Index: Attending, Volunteering, Giving.    

 

Un-Engaged 

 
Alumni for whom Cornell has a direct mail or email address but who are 
not engaged with Cornell in one of the measured activities.    
 

 

Off-the-Grid 

 

 
Alumni for whom Cornell does not have a direct mail or email address.  
 

Fans 

 
Non-alumni who are fans of the university as a whole or one of its 
entities: an athletic team, a department, a school. This group could 
include family and friends of current students or alumni. 
  



Target Audiences 
From the Alumni Engagement Index, we can also put numbers against the 
three alumni audiences—but not Fans.   

	  

74,000	  
Engaged	  

176,000	  
Un-‐Engaged	  

57,000	  
Off-‐the-‐Grid	  

Cornell Alumni = 307,000* 

? 
Fans 



Target Audiences 
There is a significant opportunity to increase engagement with Cornell 
alumni. For each audience, we have specific goals over the course of 
the campaign. 

74,000 
Engaged 

176,000 
Un-Engaged 

57,000 
Off-the-Grid 

Cornell Alumni = 307,000*	  
•  Keep engaged 
•  Increase engagement 
•  Use to spread awareness 

to other audiences  

•  Convert to Engaged alumni 
•  Increase engagement 

•  Capture their data  
•  Bring them into the fold 
•  Convert to Engaged alumni 
•  Increase engagement 

? 
Fans 



User Experience 

•  User reads email, 
social post, or news 
or PR and clicks a 
CTA to move to the 
next channel.  

	  	  

•  User consumes 
content, news, or 
takes an action.  

•  User shares content, 
news, or their action 
with their friends and 
networks.  

Step 1 
Message Published 

Step 2 
Content Consumed 

Step 3 
Content Shared 

Consideration of User Experience. To increase alumni Awareness, 
Engagement, and Retention, use messages and Calls to Action to move the 
audience from one channel—and action—to the next. 



What This Means 
Silo Busting! One unified message, many channels, many departments. People 
in different departments will need to work together to ensure messaging of emails, 
social posts, etc. is consistent.   

Web	   Email	   Social	  

Message	  

EXAMPLES 

Message	  

V1	   V2	   V3	   V4	   V5	  

Current State Future State 

Result: Message unity and focus 
provides audience with a clear 
Call to Action.  



Deliverables 



Deliverables 
•  Offers, Personas & Packages 
•  Tactical Schedule 
•  Channel Selection 
•  Communication Plan 
•  Editorial Calendar 
•  Email Strategy  



Offers 

Purpose: A brand/creative/big picture toolkit 
for a division, campaign, event or franchise. An 
Offer is a primary exchange, engagement, or 
benefit used to engage a Persona.    



Offers 
Value 

Exchange 
Pay for 
Content 

Pay for 
Experience 

Pay for 
Influence 

Exchange time or 
effort for a benefit 

from Cornell.  

Invest in Cornell 
and receive 

special content or 
information.   

Invest in Cornell 
and receive a 

unique 
experience. 

Invest in Cornell 
and be given 

influence with the 
university.  

Pay for 
Status 

Pay for 
Specific 

Pay for 
General/ 
Emotion 

Invest in Cornell 
and get 

membership in an 
organization or 

club.  

Invest in Cornell 
and receive 

important public 
status. 

Invest in a 
specific fund or 

school.  

Invest in the 
Annual Fund.  

Pay for  
Membership 

	  



Personas 
Definition: In order for (the organization) to 
increase—and ultimately maximize—the 
engagement of discrete audiences with the 
university, it needs to develop communication 
strategies that are most relevant to those 
unique audiences.  
 
To optimize the organization’s communications 
strategies, we need to identify its primary 
audiences. To identify the audiences, we need 
to group individual members of (the 
organization’s) audience by unified behavior 
characteristics. 



Personas 
Heavy-
Hitter 

Dutiful 
Giver 

I Want  
More 
Giver 

Highly 
engaged, no 
giving history.  

Market Size: 
11,000 

Passionate 
fan, willing to 
make large 

gifts. 

Market Size: 
5,000 

Highly 
engaged, 

wants to do 
more.  

Market Size: 
18,000 

Engages out 
of obligation, 
not passion. 

  

Market Size: 
14,000 

History of 
major gifts. 

Market Size: 
3,000 

Cayuga 
Society 

Off-the- 
Grid 

Alum for whom 
Cornell has no 
contact info.  

Market Size: 
57,000 

Un-engaged 
alum, Cornell 

has no contact 
info. 

Market Size: 
176,000 

Willing to give 
a major gift to 

Cornell. 

Market Size: 
5,000 

Moderately 
engaged, no 
giving history. 

Market Size: 
25,000 

Recent 
graduate not 

highly 
engaged. 

Market Size: 
19,500 

 Philanthropist Brand Fan 

New  
Graduate Wallflower Silent  

Majority 



Engagement Packages 

Definition: A turn-key marketing model that 
combines channel, calendar and activities. 
Engagement Packages are the ways by which 
we organize Tactics by type and time in order to 
provide a framework for delivering Offers to 
Personas.  



Engagement Packages 
Seek & 
Capture 

Foster & 
Grow 

Active 
Engagement 

Loyalty 
Building 

Targets specific 
groups of people 

and builds 
relationships with 

them.

Heavy on content 
and 

communication, 
grows relationships 
begun in a Seek & 
Capture program. 

Long-term program 
aimed at retaining 

highly engaged 
people. 

Increases gifts by 
building loyalty via 

a highly 
personalized 
relationship.

Community 
Building 

Builds awareness 
and excitement in 

a specific 
community, one 

that is defined by a 
unifying criteria.  

Leading 
Givers Influencers Reel Them In  Redefine 

Leverages the 
influence of Major 
Givers and tasks 

them with asking a 
community to give

.

Utilizes influential 
Cornellians to enact 

engagement in a 
community. 

Attracts personas 
already interested 
in engaging with 

Cornell by offering 
a targeted benefit.  

Communicate a 
message that 

addresses alumni’s 
adult interests, not 

their student 
experiences. 



Tactical Roadmap 

Definition: Offer a view of the activities of the 
campaign over the campaign’s duration. The 
Roadmap presents a high-level view of the key 
activities over the course of the campaign and 
maps them to specific time periods and phases 
of the campaign. This document can be used 
for planning work required for the campaign.  



Tactical Roadmap 



Campaign Channels 

Purpose: Show how specific media channels 
are used over the course of the Giving Day 
campaign, and how they intersect with different 
timelines of the Engagement funnel. Along with 
the Roadmap, the Channels should serve as a 
reference when planning communication 
throughout the campaign.  



  Funnel Channels

 
Awareness 

 
 
 
 

Consideration 
 
 
 
 

Engagement 
 
 
 

Schedule

“I got an email saying Cornell is having a 
24-hour Giving Day.”

“Giving Day 
sounds exciting!”

“I gave my gift.”

Advocacy
“Join me in giving to Cornell on Giving 

Day!”

Loyalty
“I can’t wait for Giving Day next year!”
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Campaign Channels 



Communication Plan 

Purpose: The Communication Plan should be 
the primary reference for the creation of content 
throughout the campaign. It defines the 
Channel, Date, Purpose or Offer, Target 
Personas, and Content for each primary piece 
of content (the organization) will develop during 
the campaign.  



Communication Plan 



Editorial Calendar 

Purpose: Provide a month-by-month view of all 
the communications of the Giving Day 
Campaign. Unlike the Communication Plan—
which provides a more tactical view of the 
content creation needs of Giving Day—the 
Editorial Calendar offers an overview of the 
content needs of the campaign, plotting each 
piece of content on a calendar date and color-
coding it to align with the Communication Plan.  



March 2015 
Editorial Calendar 



Email Strategy 

Purpose: Email is one of (the organization’s) 
core engagement tactics, and it has been a 
focus of our work with the organization. As we 
advise (the organization) on adopting a new 
engagement model that focuses on delivering 
Offers to Personas via Packages and 
Campaigns, the creation—and use—of email in 
the organization will shift.   



Email Strategy 
Header
Includes logo
& theme

Icons
Communicate 
messages with 
visuals.

CTA
Easy-to-read. 
Communication
s email’s 
purpose. 

Text
Easy-to-read. 
Communicates 
& reinforces 
message.



Results 



Results 

$6.9M 
Raised 

9,683 
Gifts 



Results 
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