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Description of Practice: 

Designing a branding plan for a campaign initiative. 

 

Prospective Users of Practice: 

• Advancement Services Leadership 

• Communications Professionals 

• Campaign Planning Committee 

 

Issue Addressed: 

In order for a campaign to experience a modicum of success, there must be buy-in from 

all constituencies affiliated with the organization. Planning a branding strategy with their 

thoughtful input is the first step to execution. 
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Desired Outcome: 

The many activities and considerations in planning and executing a successful branding 

effort for a campaign will be available for consideration through this best practice.  

Process: 

Begin the conversation usually a full year and sometimes as much as two full years 

prior to the silent phase of the campaign. 

Invite organizational constituencies to come together in designated forums and varied 

venues for input concerning appropriate goals and ambitions for the fundraising 

initiative. 

Hold appropriate strategic planning efforts in the many areas of the organization so 

clarity is in place about priorities and goals  

Establish through these conversations and strategic planning efforts the top priorities for 

the organization and determine how the campaign will support and further them. 

Begin planning a communications strategy for sharing these impressive ambitions. 

Bring events and celebration opportunities together for sharing the outcome of the many 

discussions. 

Create a step by step implementation plan in support of the campaign. 

Hold regular feedback sessions for any necessary course corrections. 

At the end of the campaign, review the efforts, successes, missteps, lessons learned 

and make recommendations for the next branding effort for the organization. 

 

 
AASP Recommendation: 

The many activities and considerations in planning and executing a successful branding 

effort for a campaign will be available for consideration through this best practice.  

Process: 

Begin the conversation usually a full year and sometimes as much as two full 

years prior to the silent phase of the campaign. 



 

 

Constituencies include among others: community members, board members, top 

donors, annual giving donors, faculty, staff, alumni groups, affiliated and supportive 

organizations. 

 

Invite organizational constituencies to come together in designated forums and 

varied venues for input concerning appropriate goals and ambitions for the 

fundraising initiative. 

Gather information about their thinking, organize the varied opinions and thoughts, put 

them in the context of reality (for instance 12 new buildings may be desired when only 7 

new buildings will fit on the campus), come back together to discuss in each forum 

asking for commitment to the campaign efforts and buy-in for the final drafts. 

 

Hold appropriate strategic planning efforts in the many areas of the organization 

so clarity is in place about priorities and goals  

Alan Hejnal shared the following: “The one branding exercise that I saw relatively up-

close was when I was at Gettysburg.  They hired an alum who does branding work to 

work on the campaign, and he did lots of interviews that did a pretty good job at pulling 

out what was distinctive about the culture of the college.  And I was impressed that at a 

number of points, there were open meetings with various constituencies, including 

faculty/staff, to present what the interviewers were hearing and how the branding team 

was synthesizing that, and then at a later point the draft brand promise and whatever 

the other branding-related elements are called.  As a result, when the branding was 

finalized, the various constituencies seemed to know what it was based on and there 

seemed to be pretty good buy-in.” 

He went on to say: “The Smithsonian campaign was nearing completion by the time that 

I came on board, but the "People. Passion. Purpose." branding seems like it's been 

pretty effective.  The campaign event audiences seem very engaged hearing 3 or 4 

experts chosen from across the Smithsonian who are passionate about what they do 

and articulate about what difference it makes.  We were talking the other day about how 

that structure also boosts the idea of "One Smithsonian" (a focus of the new 

organizational strategic plan), because it provides a sense of the diversity of the 

activities across the units brought together in one event/one institution.” 

I shared with Alan that he had confirmed a solid process here and the benefits that can 

result from it. At the University of Washington we did a very similar thing in preparation 



 

 

for the 2 billion dollar campaign, so I am seeing some common activities coming forward 

that we can promote for ensuring success. 

 

Establish through these conversations and strategic planning efforts the top 

priorities for the organization and determine how the campaign will support and 

further them. 

John Taylor pointed out the following:  “At NC State, much like when I was at the 

University of Utah (2.5 year consulting gig 10 years ago), our campaigns and their 

brands were completely based on completely revamped/changed University brands.  So 

the campaign "brand" was really a subset of the university branding effort.  And at both 

institutions that effort took a good 2 years even before the pre-public phase of the 

campaign was launched.  Then it was simply a matter of finding the right campaign 

slogan and tying the campaign to newly minted strategic plans. 

And you guessed it, at NC State we ultimately decided that a corny campaign slogan 

would go against everything we had done to change the University brand and we simply 

called the campaign, ‘The Campaign for NC State.’  Seems to be a trend!” 

Strategic planning efforts surface as a common theme. It is certainly well integrated for 

an organization, if all of these things come together, ensuring better chances for 

success. 

 

Begin planning a communications strategy for sharing these impressive 

ambitions. 

It is very helpful as here to emphasize again John Taylor’s observation that the 

campaign brand is really a subset of the University brand. Working with the experts in 

communications and public relations will ensure the best possible strategy. 

 

Bring events and celebration opportunities together for sharing the outcome of 

the many discussions. 

 

Create a step by step implementation plan in support of the campaign. 

 

Hold regular feedback sessions for any necessary course corrections. 



 

 

 

At the end of the campaign, review the efforts, successes, missteps, lessons 

learned and make recommendations for the next branding effort for the 

organization. 

 

 

Sample Policies & Procedures:  

 

Examples: The Use of Video in Campaign Branding 

Video is a campaign star. According to the 2012 CASE/mStoner/Slover Linett 
Strategies social media survey, advancement offices are increasingly using YouTube to 
reach their audiences and meet their goals. Educational institutions engaged in 
fundraising campaigns are using video to communicate their priorities as well as their 
brand.  
For example, the latest video for King's College London's "World questions|King's 
answers" campaign does both in about three minutes. Videos for the University of 
British Columbia's "Start an Evolution" campaign connect the dots for viewers by 
illustrating how support for UBC projects not only furthers the university's goals but also 
helps bring about societal change on issues such as the environment. Source: Making 
Strides Keeping campaign communications fresh for the long haul (please see below) 
 
 
Alan S. Hejnal alan.hejnal@gmail.com C: 804-426-3345 
 

John Taylor johntaylorconsulting@gmail.com C: 919-816-5903 

 

CASE Currents published an article in 2013 (Making Strides) that very much echoed 

this thought process shared here.  It is attached as a useful reference. 
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