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Campaign Communications



Building on a Strong Foundation
 Lead a collaborative, research-driven, consensus-building effort to 

recommend Campaign identity and categories

 Test recommended identity and categories

 Conduct a development communications audit 

 Create a content-driven, multichannel Campaign communications plan



Process
 Several in-person and virtual visits

 One-on-one meetings and focus groups
 Executive officers and deans

 Advancement leadership and staff

 Chief development officers and frontline 
fundraisers

 Lead communicators

 Athletics

 Wolfpack Club

 Alumni Association

 Board of Trustees, Board of Visitors, 
Foundation Board, Alumni Association Board



Process
 Development communications review

 Qualitative research

 Quantitative research

 Create Campaign mantra, themes, name and plan



On-Campus Feedback



Campus Community Insights
 Think and Do has been embraced and celebrated by most internal audiences

 Internal audiences seem to rally behind the Strategic Plan Goal 3: “Enhance 
Interdisciplinary Scholarship to Address the Grand Challenges of Society”

 NC State internal audiences are too humble regarding accomplishments and 
philanthropy

 A culture of philanthropy is relatively new to NC State



Campus Community Campaign Aspirations
 NC State needs to capitalize on Think and Do’s success while clearly indicating that 

this Campaign is intentionally distinct 

 This Campaign should continue to enhance and elevate the brand and reputation

 The Campaign needs to move past just the technical solutions and focus on the 
grand challenges NC State is solving



Alumni and Donor Research — Qualitative



Qualitative Research Insights
 Overwhelmingly positive views of NC State and the progress they are seeing

 Key phrases include: “impressive,” “astounding,” “on the move,” “grown by leaps and 
bounds,” “remarkable,” “exciting” and “amazing”

 Cite Chancellor Woodson, new facilities and technology, rankings, increased local and 
national presence, research impact and coverage, and industry connections

 University’s reputation has improved, and the focus has shifted towards academic 
excellence and economic impact 



Qualitative Research Insights
 Think and Do is viewed positively by those that have been exposed to it or learn about it

 Alumni state that Think and Do is both reflective of NC State today and of their 
experiences

 Want NC State’s messaging to be forward-thinking, elevated and impactful

 Campaign needs to appeal to individual experience, demonstrate reach, explain clear 
benefit of giving, move the university forward



Alumni and Donor Research — Quantitative



Current Opinion of NC State

Approximately two-thirds of each audience have a very positive opinion of NC State, and 
one-third have a positive opinion.

30%

30%

66%

67%

Alumni

Non-Alumni Donors

No opinion Very negative Negative Positive Very positive

Baseline Questions

Note: Labels less than 5% 
removed from chart.

Question Wording: How 
would you describe your 
CURRENT OPINION of NC 
State University?  



Opinion of NC State in the Last Five Years

42% of alumni and 56% of non-alumni donors improved their opinion of NC State in the last five years.

Baseline Questions

Note: Labels less than 5% 
removed from chart.

Question Wording: In the last 
five years, has your opinion of 
NC State University increased, 
decreased or stayed the same? 

8%

6%

50%

35%

26%

28%

16%

28%

Alumni

Non-Alumni Donors

Decreased significantly Decreased slightly Stayed the same Increased slightly Increased significantly



Perceptions of NC State — Alumni

Alumni have a very positive relationship with NC State and are likely to agree with all statements tested.

Baseline Questions

Note: Reponses sorted 
by “Strongly Agree” in 
descending order. 

Labels less than 5% 
removed from chart.

Question Wording: 
Rate your agreement 
with each of the 
following statements.
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38%

49%

73%

70%

45%

41%

36%

35%

34%

34%

33%

30%

Don’t know Strongly 
disagree Disagree Neither agree

nor disagree Agree Strongly 
agree

NC State is critical to the state of North Carolina

I’m proud of my affiliation with NC State

NC State is a pre-eminent research enterprise 
that excels in many disciplines

NC State models the modern-day vision of a 
public research university

NC State meets the needs of a changing world

NC State creates economic, societal and 
intellectual prosperity

NC State has a positive impact on the nation

NC State merges creative, innovative ideas with 
purposeful action

NC State directly impacts my life

NC State prepares and empowers students to be 
leaders in the global community



NC State’s Strengths

Both audiences agree that academics and research are NC State’s most prominent strengths.

Baseline Questions

Note: Sorted based on 
Alumni in descending 
order. 2% of alumni and 
3% of non-alumni donors 
selected “don’t know.”

Question Wording: 
Which of the following 
do you consider to be 
the strengths of NC 
State University? 
(select all that apply)
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Preferred Ways to Receive Fundraising Information

Alumni and non-alumni donors prefer getting fundraising information through the university 
magazine, websites and printed materials.

Engagement

Note: Sorted based on alumni in 
descending order.

“High-level campaign materials” is 
short for “high-level campaign 
materials outlining top campaign 
priorities.”  “Extensive campaign 
materials” is short for “extensive 
campaign materials outlining the 
campaign in detail.”

18% of alumni and 26% of non-alumni 
donors would not like to receive 
information. Chart scale truncated to 
show differentiation.

Question Wording: In which of the 
following ways would you be 
interested in receiving/seeking 
information about the fundraising 
campaign? (select all that apply) 

% Who Use CLIENT Name

Ways to Receive or Seek Information About Fundraising Campaigns
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Likelihood of Donating to NC State in the Next Five Years

37% of alumni and 46% of non-alumni donors are likely to donate in the next five years, while many 
are on the fence about donating.

Giving

Note: Scale: 1=Not at all 
likely, 10=Extremely likely

Question Wording: 
Rate your likelihood to 
donate money to any 
area of NC State 
University in the next 
five years. 

% Who Use CLIENT Name
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Targeting Alumni for Donations by Age Group

When targeting alumni, there are several key differences between alumni of different age groups that 
NC State should consider.

Giving

Likely to Donate to 
NC State

(8-10 rating)

Percentage of
NC State’s

alumni population
Description

34 and 
younger 30% 42% Large percentage of alumni population but less likely to donate to NC State

35-44 23% 24% Least likely to donate to NC State

45-54 52% 17% Substantial percentage of alumni population and more likely to donate to NC State

55-64 50% 7% Small percentage of alumni population but more likely to donate to NC State

65 and older 39% 10% Small percentage of alumni population and less likely to donate to NC State



Reasons to Support NC State

Alumni who are likely to donate are more likely to want to support athletics, elevate the university 
and fill a need. 

Giving

Note: 7% of alumni and 6% 
of non-alumni donors said 
that they would not like to 
support NC State.

Selections are colored only 
if mentioned by more than 
one audience.
Question Wording: Fill in 
the blank: I would like to 
support NC State University 
in order to __________. 
(select all that apply)

% Who Use CLIENT Name
Provide scholarships (28%) Provide scholarships (48%) Provide scholarships (59%)

Promote research (24%) Enhance student experience 
(41%) Support athletics (40%)

Provide teaching, research and 
extension  (23%) Promote research (40%) Education for NC citizens (40%)

Education for NC citizens (22%) Provide teaching, research and 
extension (36%) Elevate the university (38%)

Enhance student experience (17%) Education for NC citizens (34%) Fill a campus need (37%)

Alumni Not Likely to Donate to NC 
State (1-3)

Alumni Neutral to Donate to NC State 
(4-7)

Alumni Likely to Donate to NC State 
(8-10)



Perceptions of Think and Do — Alumni

Alumni have a positive perception of Think and Do

Think and Do

Question Wording: Rate 
your level of agreement 
with the following 
statements. 

% Who Use CLIENT Name
% Who Use CLIENT Name Alumni Not Likely 

to Donate to
NC State (1-3)

Alumni Neutral to 
Donate to

NC State (4-7)

Alumni Likely to 
Donate to

NC State (8-10)

I believe “Think and Do” should describe NC State in the 
future. 54% 61% 67%

“Think and Do” makes me proud of the university. 42% 56% 65%

“Think and Do” reflects my experience with or at NC State. 39% 51% 63%

I believe “Think and Do” describes NC State today. 37% 61% 69%

“Think and Do” makes me more interested in 
supporting/giving back to the university. 20% 32% 42%

Top category selected for each 
statement highlighted red.

Percent Who Agree/Strongly Agree With Each Statement



Campaign Names

Respondents were asked a series of questions regarding the following campaign names:

Campaign Names

Question Wording: Which ONE 
of the following campaign names 
is MOST appealing to you? / 
Which ONE of the following 
campaign names is LEAST 
appealing to you? / Thinking 
about the statement you 
previously selected as the most 
appealing (see below for 
reference), which potential 
campaign name best captures 
this statement? /  What is it about 
this name that is appealing to 
you? (open end) / What is it about 
this name that is unappealing to 
you? (open end)

% Who Use CLIENT Name
% Who Use CLIENT Name



Most Appealing Phrases Within the Mantras (Selected ≥ 25%)

NC State is uniquely positioned for greatness. Our passionate determination and bold ambition
are leading us forward to solve the grand challenges of a complicated world. We are 
poised to make a difference like never before. Today it is our obligation and privilege to extend 
this legacy to future generations by stepping forward. Now’s our time: We have the 
courage to think beyond boundaries and the power to do the extraordinary
with endless ambition.

We stand tall thanks to those who walked these bricks before us. Our distinctive heritage is 
built on intellectual rigor, hard work, and a clear-eyed vision of a university that makes a 
difference. We are supported by generations of tenacious ideas and visionary acts that lead 
directly to innovation and prosperity throughout our state and across the globe. We are NC 
State. We Think and Do with extraordinary results.

Our passionate determination is needed now more than ever to solve the grand challenges 
facing today’s troubled world. We make a difference by doing what we do best. We think 
beyond boundaries. We do the unexpected. We achieve the extraordinary. And our ability to 
think and do gives us the power to fulfill our vision of greatness.

Note: Table only includes 
phrases selected ≥25% by 
an audience.

Question Wording: 
Following are a series of 
statements intended to 
provide an overview of the 
concepts. Click on any of 
the underlined phrases 
within the statement that 
are most appealing to you. 

Campaign Mantras



Most Appealing Phrases Within the Mantras (Selected ≥ 25%)

NC State is uniquely positioned for greatness. Our passionate determination and bold ambition
are leading us forward to solve the grand challenges of a complicated world. We are 
poised to make a difference like never before. Today it is our obligation and privilege to extend 
this legacy to future generations by stepping forward. Now’s our time: We have the 
courage to think beyond boundaries and the power to do the extraordinary with endless 
ambition.

We stand tall thanks to those who walked these bricks before us. Our distinctive heritage is 
built on intellectual rigor, hard work, and a clear-eyed vision of a university that makes a 
difference. We are supported by generations of tenacious ideas and visionary acts that lead 
directly to innovation and prosperity throughout our state and across the globe. We are NC 
State. We Think and Do with extraordinary results.

Our passionate determination is needed now more than ever to solve the grand challenges 
facing today’s troubled world. We make a difference by doing what we do best. We think 
beyond boundaries. We do the unexpected. We achieve the extraordinary. And our ability to 
think and do gives us the power to fulfill our vision of greatness.

Note: Table only includes 
phrases selected ≥25% by 
an audience.

Question Wording: 
Following are a series of 
statements intended to 
provide an overview of the 
concepts. Click on any of 
the underlined phrases 
within the statement that 
are most appealing to you. 

Campaign Mantras



Phrases in the Mantras Selected MOST Frequently

Note: Table only includes phrases 
selected ≥25% by an audience.

Question Wording: Following are a 
series of statements intended to 
provide an overview of the concepts. 
Click on any of the underlined phrases 
within the statement that are most 
appealing to you. 

Campaign Mantras

Respondents preferred phrases which incorporated the words “think,” “do,” and “extraordinary.”

Alumni Non-Alumni Donors

We achieve the extraordinary (37%) We achieve the extraordinary (34%)

built on intellectual rigor, hard work, and a clear-eyed 
vision (35%) courage to think beyond boundaries  (34%)

courage to think beyond boundaries  (34%) power to do the extraordinary  (28%)

power to do the extraordinary  (33%) built on intellectual rigor, hard work, and a clear-eyed 
vision (28%)

those who walked these bricks before us (31%) poised to make a difference (28%)

solve the grand challenges of a complicated world (29%) We Think and Do with extraordinary results (28%)

solve the grand challenges facing today’s troubled world 
(28%) solve the grand challenges of a complicated world (27%)

We Think and Do with extraordinary results (28%) We do the unexpected (26%)

poised to make a difference (26%) makes a difference (25%)

We do the unexpected (26%)

Statements with the words “think”, “do”, and/or “extraordinary” are highlighted red.

Alumni and non-alumni donors who 
are likely to donate to NC State are 
even more likely to find the phrases 
with the word “extraordinary” and the 
phrase “we do the unexpected” to be 
appealing.



Results



Campaign Mantra
At NC State, our bold ambition leads us forward in solving the grand 
challenges of a complicated world. Our passion is matched with intellectual 
rigor, hard work, and a clear-eyed vision of a university that makes a 
difference. Like the generations that walked these bricks before us, we have 
the courage to think beyond boundaries and the power to do the extraordinary. 



Campaign Categories (Themes)
 Extraordinary Opportunity

 Extraordinary Purpose

 Extraordinary Places

 Extraordinary Experience

 Extraordinary Leadership



Extraordinary Opportunity
Our commitment is that every keen and curious mind has access to a superior 
education that transforms learning into contribution and hands-on experience into 
immediate and lasting results for a global society. Private support provides 
extraordinary opportunity for North Carolinians while helping us attract the best and 
brightest to our state.
 Categories: Student scholarships, graduate fellowships, leadership programs, 

student success, career development, endowment



Extraordinary Purpose
NC State unites the world’s best faculty and researchers with government and industry 
partners to think and do the extraordinary. Our faculty create dynamic new approaches 
to teaching and learning, fuel industries and breakthroughs, and guide our students to 
impactful futures.
 Categories: Professorships, research, academic innovation, endowment



Extraordinary Places
On a foundation built brick by brick, NC State’s physical footprint is as bold as our 
determined spirit. Our campus has emerged as a global model through transformative 
ideas and spaces like Centennial Campus, Hunt Library, Talley Student Union and 
dynamic renovation of our athletics facilities. Future infrastructure improvements and 
growth ensure we create an environment that prepares the next generations of doers.
 Categories: Capital projects, facilities, bricks and mortar, endowment



Extraordinary Experience
Discovery and learning occurs across fields, disciplines and programs at NC State. 
Access to rich, hands-on learning; internships, global experiences and service 
learning; a world-class library; and thriving arts, social, athletics and cultural 
programs, our students have experiences near and far that provide perspectives that 
add even greater value to what’s learned in the classroom.
 Categories: Student experience, athletics, arts, extension, library



Extraordinary Leadership
NC State’s long-standing commitment has been to serve its state and citizens through 
applied innovation that solves problems and fuels prosperity. Today’s grand challenges 
that threaten our security, health, food systems, environment, energy and social well-
being require cross-disciplinary approach. Leadership and vision provide the spark to 
continue this tradition.
 Categories: operating funds to support a variety of projects and address areas of 

critical need





Content Strategy 



Campaign Communications Planning











Toolkit



Launch









Campaign Film

Campaign Film





College Case Statement — Template 











Gateway Web Pages



Campaign Stickers







Ongoing Execution — Creating a Culture of Philanthropy 



Development Communications

Giving



Development Communications

Giving

March average open rate: 47.65%
List average open rate: 43.2%
Industry average open rate: 19.7%

March average click rate: 9.575%
List average click rate: 8.9%
Industry average click rate: 2.1%



Development Communications | Gift Announcements

Giving



Development Communications | Feature Stories

Giving



Development Communications | Social



Campaign Kickoff Tour



Campaign Kickoff Tour



Campaign Kickoff Tour



Social Media



Campaign Kickoff Tour



Campaign Film



2017 Spring Marketing Campaign



Ad Creation



Landing Pages 

 Ads click through to landing pages with 
video and other content designed to pique 
interest and create engagement

 ‘Learn More About NC State’ option 
designed to harvest email addresses and 
additional visitor information

 Additional information is shared with 
Prospect Research

 Pages also include the option to instantly 
make a gift



Questions?



Campaign Film


