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Presentation Team

Sarah Durham, President, Big Duck

Sarah Durham started Big Duck in 1994 to help nonprofits increase their
visibility, raise money, and achieve their missions. Today, Big Duck is the
leading communications firm that works exclusively with nonprofits to
help them raise money, recruit, and build awareness. Clients include
local, regional, national, and international organizations. She serves on
the boards of the National Brain Tumor Society and the New York
Chapter of the Association of Fundraising Professionals (AFP) and is a
2015 International Fundraising Congress (IFC) Master Class presenter.
She regularly gives workshops and webinars to anyone who'll
listen. Sarah tweets @BigDuckSarah; please join her in conversation
there.

Sevil Miyhandar, Corporate Vice President and Managing Director,
CCS

Sevil Miyhandar joined CCS in 1999 and currently serves as Corporate
Vice President and Managing Director of the firm. She has experience
working with non-governmental and international organizations, science
research institutions, hospitals, social service organizations, and national
advocacy groups. Sevil has a degree in Political Studies from Bard
College (B.A.) and also studied at the University of the Western Cape in
South Africa. She currently resides in Brooklyn, New York. In her spare
time she plays soccer and trains as an amateur boxer.



Today’s Presentation

= Campaign Fundamentals

= Campaign Communications and Branding: What's Different?
= Case Considerations

= Branding Considerations

= Campaign Communications & Messaging

= The Creative Process

= Case Studies

= Checklist for Great Creative



Audience Poll

= What is your organization’s current campaign
status?

(No campaign
dConsidering campaign

dPlanning phase

L Active campaign

dRecently completed



CAMPAIGN FUNDAMENTALS




Pillars of Campaiagn Success

Leadership

Campaign

Prospects




CAMPAIGN COMMUNICATIONS AND
BRANDING: WHAT'S DIFFERENT?




Campaign Communications: What's

“Transformational”
Giving

Encouraging Stretch
Gifts

More Focused Asks




Campaign Branding: What’s Different?

Highlight unique
opportunities

Relate to the “mother
brand”

Provide a new
perception




CASE CONSIDERATIONS




the Case for Support

= Source materials
—Strategic plan

—Qrganizational collateral (proposals, annual appeal
letters, other written or visual communications)

—Case Statements from prior campaigns
= Conversations with leadership and stakeholders

—Speak to Board members, executive leadership, major
donors

—Test case elements

—Refine messaging



Case Essentials

= Presents a narrative

A Place nf-Vis.i!J.n .
" Otters "Big |deas” ety
N
= Presents transformative NN

vision
= |nspires stretch giving
= Conveys urgency

= Defines impact

Avoid the temptation to make the Case an institutional
brochure!



BRANDING CONSIDERATIONS




= Concept/Story

= Messages

= Visuals



CAMPAIGN COMMUNICATIONS &
MESSAGING




Additional Communication Tools

Case theme and brand should be carried forward in
other communications tools:

= Campaign-Specific:

—Visual presentations

—1-Pagers

—Proposals

—Menu of Recognition Opportunities

—Cultivation and stewardship events
= Organization-wide

—Insider letters

—Newsletters



= The campaign audience will shift over time, and
messaging should evolve accordingly

Leadership Gifts

Major Gifts

Public

« Campaign
leaders

» Board

» High-capacity
donors

 High and
medium-capacity
donors

« Community at

» Sophisticated
* Provide
“insider”
perspective

» Personalized

» Scale for
capacity

» Personalized

» Broad in scope

 Emphasize
participation

» Case

* Proposals

» 1-pagers

* Insider letters

« Same as
leadership gifts

* Brochure
* Celebration
events



CREATIVE PROCESS




Let’s talk
“creative’.



Campaigns exist through:

People!

Concepts

Copy (case for support, etc)

Visuals (imagery, visualizations, etc)

Brand alignment / reinforcement

bigduck
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Advocates
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Advocates
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CASE STUDIES




Inspire personal connection
with a strong concept.
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PATH
BASIC SCIENC])

bigduck




bigduck



The right stufft.
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INSPIRING JEWISH LEADERSHIP
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OUR FUTURE BEGINS WITH

ISRAE.
e
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Who We Are

Masa Israel Journey gives 18-to-30-year-old Jews
life-changing 5-12 month experiences in Israel,
connecting them to programs that meet their

interests, offering scholarships, providing expertise,
and supporting them throughout the entire process.
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OVER 10,000
PARTICIPANTS

IN 2010-11
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was how much at home | felt.
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Checklist for Great Creative:

Strong concept

Uniquely tied to your org/brand

Clear visual hierarchy
Succinct copy

Strong imagery

bigduck
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UPCOMING WORKSHOPS PAST WORKSHOPS WEBINARARCHIVE

Accelerating

OCT 30,2013 fundraising through

Campaigns as an experience of your brand

Are you using your brand to get more people to

communications
MORE WORKSHOPS §

understand your nonprofit's message, take action to
advance your cause, sign up for programs, and raise money

to Support your mission? MORE

SEP 24,2013

Writing for the web

Be honest: How closely would you read the copy on your

website if it weren't your website? As challenging as it is to
get people to visit your site, it's even more difficult to get
them to spend some quality time on it once they're there

MORE

SEP11 2013

Using your brand to create an amazing
year-end campaign

Okay, so you know exactly what your organization’s goals
are and can think of dozens of reasons why donors should
remember you as the year-end approaches. But how do

you turn that identity into actual dollars during your final

appeal? more

BACK E32 3 NEXT




QUESTIONS AND DISCUSSION
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bigducknyc.com

ﬂ facebook.com/bigduck
£ twitter.com/@bigduck

RSS



About CCS

Leading consulting and
management firm for
non-profits

Founded in
1947

Diverse Client Roster:
Hospitals and medical centers
Schools, colleges, and universities
Religious institutions
Arts, civic, and cultural organizations
Environment and conservation
organizations
Voluntary health organizations
Associations and advocacy groups

Provides campaign design and
management, development services,
and strategic planning and
consulting to diverse non-profit
institutions

Chicago, New York
Dallas, San Francisco, Boston,
Los Angeles, Washington,
Baltimore, St. Louis, London, Dublin

Overall, CCS helps our clients raise approximately

$6 billion per year




Thank You! 2 CCS

Fundraising- Development Services - Strategic Consulting

Sarah Durham, President, Big Duck

Sevil Miyhandar, Corporate Vice
President and Managing Director, CCS
smiyhandar@ccsfundraising.com

AXCCS | DISCOVER THE CCS DIFFERENCE:

Learn more about our transformative fundraising programs.
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AXCCS

Fundraising- Development Services - Strategic Consulting

Don’t miss CCS’s next webinar on April 7, 2015!
“Fundraiser’'s Guide To Smart Data:
The Big, The Bad, & The Ugly”

Register here:
http://go.ccsfundraising.com/fundraisers_guide_smart _data webinar
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