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Who's here?

Chat in...

» Your name
» Your camp’s name

» Your role (director, professional staff, board, etc.)



Survey

Which of the following best describes your role?

Professional staff
30.0%

Board member
5.0%

Camp/Exec director
65.0%




Farra Trompeter

Chief Growth Officer, Partner
(she/her/hers)

Y @Farra
Y @BigDuck

farra@bigduck.com
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What we’ll cover today

» Overview of a recruitment campaign plan

» Setting realistic and specific goals and audiences

» Developing a campaign theme to generate interest

» Communications activities (strategies and tactics) to reach your
audiences and advance your campaign’s goals

» Building a timeline and calendar



What's a
recruitment
campaign?



Recruitment campaign

A coordinated effort to get particular audiences to take a particular action.
In this case, the action is getting folks to sign up for your day or overnight
camp. An effective campaign tells a compelling story to the right people,
inspiring them to take action. Campaigns should work triple duty—-carrying
your strong voice out into the world, welcoming people to connect with you,

and motivating them to act in ways that advance your mission.



What is your experience with recruitment

campaigns?

e |am planning a campaign now

e | have conducted a campaign(s) in the past but not
recently

e | haven't conducted a campaign before

e |I'm notsure



What's in a
recruitment
campaign plan?



A campaign plan includes:

» Campaign context

» Goals and objectives

» Audiences

» Theme (the campaign story, look & feel, and call to action)
» Communications activities (strategies and tactics)

» Calendar

» Evaluation
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Campaign context



Internal variables External variables

Camp strengths and Current events and politics

weaknesses shaping your mission

>  Assets to leverage (i.e. »  Audience mindsets, needs,

funding, expertise, and priorities

partnerships, alumni) »  Funding trends

»  Shifting camp-wide » Trends in your landscape

priorities and strategies (Jewish camps, summer

Key milestones/dates programs)
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Campaign goals
and objectives



Goals and objectives

e Goal: big-picture statement of what you are striving to achieve
O  Get more families signed up for our camps
e Objective: measurable outcomes that indicate you've achieved your goal

O Increase in requests by 50% from new families

O Increase in summer session signups by March 31
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Where should you focus
your campaign?

Advocates
Supporters

Unaware Observers



Campaign
audiences



Campaign audiences

Who do you need to reach to achieve your goals and objectives?

» Think about who your direct participants are as well as those
who have access to them

» Prioritize! Consider retention of existing families vs. attracting
new ones.

» Challenge yourself to “walk in their shoes”
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How well do you feel like you know
your audience(s) for recruitment?

e |don't know them at all
e | am somewhat knowledgeable about them
e | am very knowledgeable about them



Audience personas

Audience profiles are tools that define a segment of your
audience——who they are in connection to your work,

what they care about, how to best reach them, and more.



Audience personas

» Relevant background info (location, age, denomination, etc.)
» Audience goals/motivations (what they’re looking for, needs)
» Barriers (what'’s stopping them from engaging)

» Current perception (what they already think/feel about you)
» Desired perception (what you aspire for them to think/feel)

» Watering holes (where they spend time)

» Actions (what you want them to do)



Overview

Values

Content

Channels

Relationship
to our work

The Social Justice Millennial

Between 18 and 40, equally female and male, and working in science, technology, or business. They are
concentrated in urban areas. They enjoy spending time with friends and family. They spend time on social
media engaging with brands, video, and the news. They are financially conscious individuals. They spend
money wisely and do research/read reviews before making purchases.

Having grown up in a time with growing disparities between populations, this group cares deeply about
social justice. Because they've grown up in the information age and with the connectivity of the Internet,
they have an appreciation and interest in other cultures. They are part of an inclusive generation and care
about having a positive influence on the world. They are aware of the privilege of living in a developed
country and know the disparities and lack of access facing other populations.

They are highly informed individuals. They read and keep up with the news and search for deeper
information when they want it. They like content that feels immediate—action-oriented information they
can engage with or news/updates about recent events. Lessons from political campaigns or grassroots
organizing may help you engage this group, as those are common causes they connect with.

They get information from email, social media, and video. They don't seek out specific news sites, but read
what comes through other channels. Younger millennials spend more time on Instagram than Facebook.

They came to you after an emergency, but appreciate that you are a leader in international aid—taking a
prevention and response approach. They are not frequently connected to someone with a disability, and
are most motivated by your emergency response as well as the prevention work you do.



Avoiding bias when
defining audiences

» Base your profiles on research—-and ensure you're researching a
sample that substantively reflects your community

» Remove opportunities for bias within the profiles themselves
o  Using psychographics instead of demographics
o Removing photos and names

» Check your assumptions by having others review any audience

definition you land on
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Exercise via breakouts

Let’s talk audiences!

https://jamboard.google.com/d/1IR2YWmxI.jc-SSONEAXA

m72tT1Rk1v53VvttRugbHCH]JY/edit?usp=sharing



https://jamboard.google.com/d/1R2YWmxLjc-SSOnEAxAm72tT1Rk1v53VvttRuqbHCHJY/edit?usp=sharing
https://jamboard.google.com/d/1R2YWmxLjc-SSOnEAxAm72tT1Rk1v53VvttRuqbHCHJY/edit?usp=sharing
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Where do they spend
time (online, in-person)

and who
them?

social
media

influences

Chabad
houses - and
leaders of
those houses

instagram

thought: previous
focus was in person
(meet ups,
breakfasts, etc) -
how do we shift to
still be in front of
parents

Friends

Non-"Jewish"
focused
camps that
offer a
different
experience.

alumni

Online

¢

Facebook
groups

Tik tock- kids,
Instagram-
parents

Talk at Jewish day
schools/synagogues

Online, social media

List
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.
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Other
kids coming from so
pa re nts far away that

parents have not
seen camp -- word
of mouth very
important especia

Influential

families

Peer/

friends.

Mom
groups

alpha moms/
local
influencers



Campaign theme



Campaign themes are...

» Asingle lens through which to tell the story of the campaign
» An entry point for a longer conversation
» Simple and compelling

» Used across many executions (they have “legs”)

f’“b >
{:’?f.rl;{;



Ingredients

>

O

T

\_J

y
!

Big idea: the takeaway that must be felt/communicated across all
aspects of the campaign

Concept: the catchy and/or compelling lens through which you tell the
story of the campaign

Messages: the key information you must convey through the campaign
Visuals: your photography, color palette, tone and style, typography,
creative elements, etc.

Call to action: the prompt that asks your audience to engage with you

more deeply, take the next step
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Example: One Happy Camper
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Strategies &
tactics



Strategies

What approach will best guide your actions to achieve your
campaign goals?

e Ask, “how would I do that?” which should lead you to

different tactics or actions

e Look at the context and focus on your best opportunities

with your goals and audiences in mind



Tactics

What specific activities or actions will you take to

accomplish your strategies?

e Be detailed: this is about implementation!
e Check ideas against available resources, tools, budget,
and capacity

e Select channels based on your audience(s)
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Examples

Strategies
e Provide prospective camper families with personalized support and guidance

e Make it easy to learn more

Tactics
e Create a series of emails that welcome prospective families and engage them to
learn more and take an action
e Provide an easy and compelling video to “tour” our camp

Update brand identity to be more approachable/inclusive
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Common recruitment tactics

e Digital (email, social media, web presence/landing pages, digital
ads, SEO, signup forms, webinars/online events)

e Print (flyers, posters, postcards, one-pagers, brochures, swag)

e In-person (presentations, powerpoints, outreach events,
tabling, information sessions)

o Influencer approaches (word-of-mouth, referrals,
ambassadors)

e Other
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Survey

Which of the following outreach tactics has your camp tried in
the past year?

Digital
Print

In-person

Influencer

Other (lawn signs,
virtual events)

Bi g, 0 5 10 15
Dlle Period 1

20



Survey

Which tactic is typically the MOST effective in generating quality
referrals from existing families and campers?

None of the above
5.0%

In-person
15.0%

Bi g Influencer
Duck 80.0%




Survey

Which tactic is typically the MOST effective in generating new
leads independent of family referrals?

Influencer
20.0%

Digital
20.0%

Big
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In-person
60.0%




Going virtual



Virtual recruitment
strategies

e Provide multiple ways for target audiences to engage
with your day or overnight camp virtually
e Make it easy for them to see what you're up to

e Seek opportunities for your personality to shine through
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Virtual recruitment tactics

e Digital (email, social media, web presence/landing pages, digital
ads, SEQ, signup forms, webinars/online events)

e Print (flyers, posters, postcards, one-pagers, brochures, swag)

e In-person (presentations, powerpoints, outreach events, tabling,
information sessions)

o Influencer approaches (word-of-mouth, referrals, ambassadors)

e Other




=HAVAYARS:



. ‘ —

Ma ke It easy Register today for Summer 2021!
Click here to sign-up.

to get

® ®

information

A Note About COVID-19

Session Name i Starting Date i Ending Date
Aleph Sun. June 27 Sat. July 24 $5,675
Rishon Aleph Sun. June 27 Sun. July 11 $3,200

83,700 (returning campers)
Bet Sun. July 25 Sat. August 14 $4,950

Rishon Bet Sun. July 25 Sun. August 8 $3,200
83,700 (returning campers)

Havaya Israel Sun. July 11 Sun. August 8 $8,125
Learn how to get $3,000 off!

Family Camp Weekend Thur. June 10 Sun. June 13 $540
8150 (additional person)
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Answer the
questions
you know

they’ll have
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=
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We work hard to make sure

so each camper can have the time of their life—every
single summer.

This summer, in the midst of a global pandemic, there are more details than ever! Given all the uncertainties in
the world right now, we recognize that much may well change between now and June. Even so, we're hard at
work planning for a great season together at Camp Havaya.

With an eye towards COVID-19, here’s some of what we're already doing:

» Thanks to the American Camp Association, Foundation for Jewish Camp, and JCamp180, we're learning
from camps that successfully opened this past summer.

» We've included funds in our budget to cover additional medical staff and supplies, as well as professional
cleaning services as needed.

» Given what we anticipate being significant cleaning and disinfection requirements due to the coronavirus,
we've slightly tweaked our session dates, so that our full sessions (Aleph and Bet) end after lunch on
Saturday, rather than Sunday, to give us the time we need to get everything ready for the next session.

Of course, there are still many questions that can’t be answered yet: When will there be a widely available,
effective vaccine? Will camps have access to rapid testing? Will campers from certain states have to be
quarantined? Will international staff members be able to enter the country? Exactly what kinds of mitigation,
cleaning, and health services will be needed? The list goes on....



. COVID-19  SIGN-UP DATESERATES VIDEO RENTALS CONTACT
= BE YOU,
= BOLDLY T 2 D nber

Campers Staff AboutUs Y

Sunday, Dec 6 © 100 pm EST

[T s ' Schmooze with M Kabbalat Shabbat I Virtual Parlor
WIth \ y : Sheira Fridoy, Deos (0 7:00 pm EST Meeting
> Frdoy, Doc' © 630 pm EST e
ogo®

Do you have friends whose kids
{ | would be o perfect it for Camp

Havaya? Invite them to join us for
this low-pressure opportunity to
learn more about what makes us
s0 special. This gathering will be
geared primarily to families from
New York and New Jersey, but all
are welcome!

Spend half-an-hour catching up
and chatting with our Camp
Director, Sheira Director-Nowack.

2

Join us as we welcome Shabbat
with singing, sharing, and o story.
No experience necessary!

Sign-up to join us on Zoom. ‘Sign-up to join us on Zoom.

Sign-up to join us on Zoom.

Join Us This Fall!

Here at Havaya, these past months have reminded us
time and again that we're so much more than a

summer camp. We're a community in the truest sense
of the word — bringing people together to share An Important Note for Adults

i i form deep fons, and We pride ourselves on creating welcoming, inclusive, values-based, and celebratory communities in each of our
Havaya Summer Programs. This is possible only with a high level of hands-on supervision that is simply
impossible in an online setting. Please note that all supervision responsibilties for individual participants during
Havaya@Home sessions fall to those children’s parents or legal guardians. Similarly, parents are responsible for
their child’s physical safety and cyber-security; we cannot guarantee the security or efficacy of Zoom,
Facebook, or other online platforms that may be used during the course of the program. Al live sessions will be
recorded; participation in a session signifies the parent or legal guardian’s understanding and approval that
photographs, video, or likenesses of their child may be used for promotional purposes. More details on our terms
and conditions are available online. As with our in-person programs, we expect participants to stand up for
themselves and their friends and take responsibility for their actions; we wil not accept behaviors such as
bullying, violence, repeated profanity, disrespect, or bigotry. We're serious about being our best selves—it's How
We Be!

lift each other up. (And, of course, have some fun while
we're doing it}) As we look to the year ahead, we know
that the strength of this community is what will get
many of us through these challenging times.

With all this in mind, we wanted to share with you our plans for the next few months. As you'll see below, we're
excited to offer opportunities to celebrate the High Holidays, to connect with camp friends, and to learn and
explore together as families. These programs are free and open to the community, so please feel free to invite
your friends and family ... especially those who may be interested in the Havaya experience.
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Camp Havaya
September 29 - @

What a beautiful and deeply important teaching from Rabbi Angela Buchdahl.

Amplify
others and
be seen as a
resource

’
|
5
K
:

YOUTUBE.COM
We Are Family: Rethinking Race in the Jewish Community

Q0% s 1 Comment 1 Share
o) Like (D Comment ~> Share g, -

Most Relevant

*

g o @ Shauna Morgan-Sherman
)] This is one of the best sermons ever! Thank you for sharing it, Camp Havaya!

B
!)i'ijik Like - Reply - 7w 01

Write a comment... 2 © O B @



x’ | camphavaya - Follow

Keep them
informed

camphavaya We just shared a
«..»" Summer 2020 update with our Havaya
community. Check out the link in our

bio.
28w
(and make °
a ads_andreserazo e @ ©
28w Reply
su re you @ sarahmollicee @& o
28w Reply
reach them @ o
SUMMER 2020 oa =
104 likes

Update « B

Add a comment...
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Waiting Is Not Easy!

1 message

Isaac Saposnik <Isaac@camphavaya.org>
Reply-To: Isaac Saposnik <Isaac@camphavaya.org>
To: farra@bigducknyc.com

HAVAYA

Dear Friends,

My eyes were barely open this morning when | grabbed my phone to look at the
news. Perhaps, | thought, something had changed overnight. But -- of course --

it hadn't. We're still waiting to see the results of what seems like a never-ending
election here in the United States.

| keep thinking of the title of one of our favorite books by Mo Willems: Waiting Is
Not Easy! It's as if those words were written for this moment. At the end of the
book, though, Elephant and Piggy find that the waiting is worth it .. even if
that's hard to remember while they (we!) are in the midst of it.

Over these last number of weeks, with all the uncertainty swirling around us,
I've found this song keeps me going:

There’s not much else to say this morning ... but we wanted you to know (as we
hope you already do!) that we're always here with, and for, you. Certainly, we'll
have more to share in the coming days. And on Friday night, we'll gather for an
already-scheduled schmooze and Kabbalat Shabbat where we can be together,
sing, and welcome in a day -- and, we hope, many years -- of peace. Until then,
please be kind to yourself, take good care of each other, and be gentle with the
world.

There's not much else to say this morning ... but we wanted you to know (as we
hope you already do!) that we're always here with, and for, you. Certainly, we'll
have more to share in the coming days. And on Friday night, we'll gather for an
already-scheduled schmooze and Kabbalat Shabbat where we can be together,
sing, and welcome in a day -- and, we hope, many years -- of peace. Until then,
please be kind to yourself, take good care of each other, and be gentle with the
world.

With all the best,

ol Jooos

. P ,v Rabbi Isaac Saposnik | Executive Director
l o=y Pronouns: he/him/his

l ) ll C l( Havaya Summer Programs

CampHavaya.org | Havayalsrael.org

Check out our video, join us this fall, and sign-up today for summer 2021!




Show families what they
are missing--or can get

. Camp Havaya | Be You, Boldly

B £ Youlube I3
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Give “live”
tours

[fb Like CJ Comment » Share oo;‘: Sheira Director Nowack, Joshua Sternburg and 55 others - 26 Comments

Most Relevant «

Camp Havaya - 1:07
good morning everyone = Welcome to Havaya@home
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Bring families

together

Big
Duck

Isaac Saposnik

= I/.;
Sheira (she, he.. ﬁa Talia Shuman

deborahsuess Alexia
L

F

'lid cerkovni... Jen Levine-Frie... »

Melissa Crow

TheEpsteins

Camp Havaya was a oen
live b
March 27 - @

Kabbalat Shabbat!

oD 5 Comments 427 Views

o Like () Comment 2> Share E -

Comments Hide

©

feach

Most Relevant «

Kelly Benton-Klein - 0:04
Shabbat shalom. Love camp
Shabbats. So glad we get to
experience a piece of the camp
our kids love sooooo much!!!
Like - Reply - 34w

Lev Berner - 18:52

Shabbat Shalom to you all. The
summers | spent working at Camp
(JRF) were some of the best of my
life!

Like - Reply - 34w

Julie Sherman Asplen - 4:32
Shabbat Shalom

Like - Reply - 34w

Rachel Zislis Mussaf - 14:10

Jenna says hi to everyone

Like - Reply - 34w

Tiana Neshama - 0:27

L 4

Like - Reply - 34w




Case study:
MfA recruitment
campaign



M7A

MfA recruitment campaign

Math for America needed to reach and engage
more candidates for their fellowships. As their
enrollment goals grew, they needed a campaign
to help spread the word about fellowships—
particularly the Master Teacher Fellowship—to -

An America that values, trusts,’and A
respects its mathemattcs \and ‘:menm

math and science teachers around the city. T =
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MfA recruitment campaign
Goals and objectives

Increase applications to the Master Teacher Fellowship program.

e Bringin 300 or more submitted applications from qualified applicants, for
a total cohort of 150 Master Teachers for the 2013-2014 school year.

e Recruit a cohort of 1,000 math and science teachers (across all fellowships)
by 2017.
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MfA recruitment campaign
Audiences

Primary: Experienced secondary school math teachers and science teachers

with 5-10 years of experience in New York City public schools.

Secondary:
e School administrators at public secondary schools
e Mathematics and science faculty and administrators universities
e Math and science teachers (potential and early career) in New York City

. public secondary schools

=
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Theme
f@ec;z
® Bigidea: Calling on teachers to
challenge and motivate Your teaching
themselves the same way they do Exponentially.

their students
® Concept: Practice what you teach
® Message: This fellowship offers

The Math for America (MfA) Master Teacher
Fellowship in Mathematics and Science is a
four-year program that rewards outstanding
public secondary school mathematics and
science teachers. Here are just a few of

the benefits:

$60,000 stipend

Funding for conferences
and materials

you many valuable benefits at no
cost

® Visuals: Energetic colors, features
real NYC STEM teachers,
illustration used to evoke learning

A community of
dynamic STEM teachers

and gI‘OWth - i . Learn more—or start your application—
. . I . at PracticeWhatYouTeach.org today.
® CTA: Start your application

l} L P .’ [
l)l = l ; ’ ] » ) Mfwﬁw. America
- ll C L g3 \ Practice what you teach.
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MfA recruitment campaign
Strategies

e Lead applicants through the process and make a personal
connection.

e Balance prestige with accessibility.

e Leverage the enthusiasm of current MfrA fellows and
alumni.

e Take a long view approach to your applicant pool.

M7A



M/A

MfA recruitment campaign
Tactics

Strategy: Lead applicants through the process and make a

personal connection.

e Microsite with clear, uncluttered information
e Follow up and thank you emails to people who begin,
continue, and complete application

e Open houses and informal happy hours
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cur spcation dor the MIA Master Tencher Feliowship M A
racticeWhatYouTeach.org today. 4

Put your teaching at the
heart of the equation.

Yors lros Ve g ared chdhnging yous staberds

avgee poarsedl and

—

Math For Amenca's Macer Taacher Faloudg offers reciross

tvscnal h ozt

560,000 | neqy
stipend and materisls | STEM teachers
There's no catch—just keep teaching.

With far Americs

Practice what you teach,

You're the variable that
makes the real difference.
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Funding for A commurity
56_0,000 conferences | of dynamic
stipend and materists | STEM teachers

There's no catch—just keep teaching.

With for Americs

Practice what you teach:

Sharing knowledge
is in your DNA.

¢ Funding for A commurity
$60,000 conderences | of dynamic
stipend and materisls | STEM teachers

There's no catch—just keep teaching.

it PracticeWhatYouTeach.org toda Mf:A

Amih for Americs

Practice what you teach.

48 Put anew spinon
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raek. whie g el shatey cxperiere mlbin

teaching.

¢ Funding far A community
\ 560,000 |  snsorences | of aynamic
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There's no catch—just keep teaching.

it PracticeWhatYouTeach.org today Mf:A

Wath far Americs

Practice what you teach
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Your teaching.
Exponentially.

The Math for Armenc Teacher
11

Pelicwvshap i Math

$60,000 stipend

Funding for conferences

Sharing knowledge
is in your DNA.

560,000 stipend

Funding for conferences
and materials

A community of
dynamic STEM teachers
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Put a new spin on
your STEM teaching.

Apply — or nominate someone — for the MfA Master Teacher
Fellowship in Mathematics and Science. Here are just a few of

‘ the benefits: \ A

ing for | A community of
60, 000 Fundlng
s conferences | dynamic STEM
and materials teachers

stipend

Get started

! Name

E-manl Zip Code Soowook Lee
MfA Master Toacher
Are you applying or nominating?

_ lamapplying (| Iam nominating

Meet an MfA Master Teacher Math for America Mission

The mission of Math for America is to improve

mathematics and science education in US public
secondary schools by building a corps of outstanding
STEM teachers and leaders. Our goal is to support
outstanding mathematics and science teachers already
in the classroom and to increase the number of
mathematically talented individuals entering teaching.
with other Master Teschens

Eynl Wallariberg, twe-time MfA Maxter Taacher, lnads s Open Spece discaasion group







Chat

What effective tactics have you seen for
recruiting new families in 2020 given
COVID and other realities?



Guidance for prioritizing

® I[sit clear how this strategy/tactic connects to our
campaign goals?

Will it work to engage our unique audiences?

Is it actionable?

Do we have budget and/or resources for this?

Do we have the time for this given other commitments?

Do we have (or can we access) the staff, skills, or people
power for this?



Budget

How much will all of this cost?

e Staff costs (salary, time)
e Materials development
e Printing and postage

e Software and hardware

e Consulting/freelancers
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Creating a
campaign
calendar




Role of a campaign calendar

e Internal tool for keeping your team organized

e Set dates and deadlines for when campaign materials need to
be created/distributed

e Have one place where everyone working on the campaign can
see all the activities and their progress

e Recommend a tool that can be easily shared by multiple team

members (i.e. Google Sheets, Asana)



When building your calendar...

e Note specific timeline requirements (e.g. what date do you
need to have campers registered?)

e Plan for internal milestones (e.g. planning, reviewing) as well
as external milestones (e.g. pressing send on the email)

e Note existing commitments, events, and activities

e Make sure there is a steady stream of coordinated activities

e Repurpose content when you can

e Listen and respond. Don’t just set it and forget it.



Campaign
evaluation




Metrics to consider

Choose metrics that are tailored to your unique campaign activities and

campaign objectives. For example....

4

4

e

i
D

st

Total number of requests & signups

Metrics that track interest in the camp (not necessarily signups)
Email open rates, click through rates

Visits to camp website

Social media engagement (likes, comments, followers)
Submissions through an interest or contact form

Number of referrals
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How to measure impact

» Ongoing analysis (e.g. email engagement, social media engagement)

» Weekly or biweekly analysis (e.g. how many new signups? How
many new people showing interest in the camp? Are we on track to
reach our objectives? Which tactic is working best? Do we need to
pivot our approach?)

> Once the campaign is done (e.g. What did we learn for next time?
Did we achieve our goals and objectives? Were our objectives the

right ones?)
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Recruitment campaign
elements

» Campaign context

» Goals and objectives

» Audiences

» Theme (the campaign story, look & feel, and call to action)
» Communications activities (strategies and tactics)

» Calendar

» Evaluation




Worksheets
for later

Audience persona

Your key audiences are the primary groups you need to reach in

order to reach your goal.

Choose the audience most essential to your goal and answer the below prompts to
think about how you might shape your communications to reach them more

effectively and meaningfully.

1 Describe your audience’s shared characteristics. (e.g. job, age, ho|
2. What are their goals (e.g. raising a healthy family, building confi

3 Why should they care about your camp? What are the big ideas t

see/hear in order to participate?

4. What do they think about your camp? Do they already know wh

5. What barriers might be stopping them from participating in you

6. Where do they spend their time (physical places, communicatior]
etc.)?

7. Are there any individuals who have credibility or influence over

audience? Is there anyone who can help you better reach this tay

8. What do you want from this audience? What is your desired acti

them?

Creating your
campaign theme

Your campaign theme is made up of five components that work
together. Use this worksheet to brainstorm and connect dots.

Big idea: the takeaway that must be felt/communicated across all aspects of the
campaign

® What is the one thing you hope your audiences take away from this
campaign?

e If you could leave them with one feeling after engaging with the campaign,
what would that be?

® If you could leave them with one idea after engaging with the campaign, what
would that be?

Concept: the catchy and/or compelling lens through which you tell the story of the
campaign

® Guided by your big idea, what is a phrase or line that your audiences will “get”
quickly and meaningfully?

® What tone and style do you want to use in order to communicate your big
idea?

Messages: the key information you must convey through the campaign

e Thinking about your campaign audience:
©  What is the problem your camp solves or the opportunity it presents
to them?








http://bigduck.com/insights/achieve-more-putting-strategy-to-work-for-your-nonprofit/

Resources on brand personality

Webinar: https://vimeo.com/467931307

eBook: https://bigduck.com/insights/using-brand-personality-to-guide-social-media/

Blogs:

e https://bigduck.com/insights/the-difference-between-vour-nonprofits-personality

-and-its-organizational-values/

e https://bigduck.com/insights/using-brand-strategy-daily/

e https://bigduck.com/insights/using-brand-personality-to-guide-social-media/
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