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Introductions

» Maurizio Mazza - Director, Business Development
» Kim Hallman - Senior Vice President
» Ryan Brown - Senior Vice President, Strategy & Client Services

» Liv Abramowitz - Account Supervisor
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ASPIRATIONAL EXISTING BRAND YESHIVA NARRATIVE



» Agency Overview

» Cultivating a Culture of Giving
» Campaign Case Studies

» Process & Team

» Discussion
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AGENGY OVERVIEW
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HOW TO TAKE DOWN
BAD UNIVERSITY MARKETING—
ONE CLICHE AT A TIME.
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Enrollment Marketing Campaign Branding & Donor Engagement National & Peer Reputation Institutional Brand Alignment
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UCLA

TEXAS A&M

UNIVERSITY

L}

MIAMI

$6.0B

$4.28

$4.28

$4.0B

$3.0B
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MARQUEITE

UNIVERSITY

Colby

University of
Dayton

s VILLANOVA

$1.3B

S700M

S600M

MIAMI
UNIVERSITY

$750M TEMPLE

UNIVERSITY
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TEXASS&-STATE
UNIVERSITY

The rising STAR of Texas
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SO00M

S400M

S400M

$220M

$20M
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CAN PRODUCE
OUTSTANDING CREATIVE

ONE
SIXTY

NINETY

HIGHER ED
MARKETING FIRMS

CAN NAVIGATE UNIVERSITIES &
UNDERSTAND FUNDRAISING COMPLEXITIES




GULTIVATING A
GULTURE OF GIVING
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For a long time, donors were believers in the
institution and along for the ride. Now they bring
their own ideas, their own structure, and use
terms like ‘partnering.’

Big donors want to back new, big ideas...

A great story, well told, sustains a
University’s future.

Excerpt from “Selling Big Ideas Through Story Telling”
- Jeff Selingo
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STORYTELLING

EMOTIONAL
ENGAGEMENT
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GREATER
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CAMPRIGN GASE STUDIES
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ALIGNMENT
INDIVIDUAL AMBITION




THE UNIVERSITY
of NORTH CAROLINA
at CHAPEL HILL
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It’s a place built from a public mission, propelled
by a shared desire, and unafraid to fight for

a better future, with people driven from all
directions and disciplines to make the world a
better place for all.

With this power, we can reimagine a way
forward—and with your help, there’s no telling

ar forward we can go. You play a vital role
in what comes next. You are our public and
our ﬂrtners. You have been our patients, our
students, our children, our muses.

And now, our future.

Together, we have the potential that humankind
needs more than ever.

Across health, science, the humanities, athletics
and more, we have made an indelible impact

on the state of North Carolina. Only with your
help can we amplify our voice to all corners of
the world.

The world is listening. What will we say next?
For all that’s new, for all that’s now, for all that’s
next. For everyone today and in the future, join
us in the next step for all kind.

44
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When one thinks about the impact of the arts an a cellege |
campus, medical students probably den't jump
But when Arts@TheCore brought together UNC

i
of medicine and social wark for an after-performance
@scussion of “Curlew River,” 3 play about the koss of a <hild,
the epipharies were immediate. Addressing the future social
workers in attendar e medical student remarked, “You |

have 50 many more words ta describe ‘grief’ than we do " This
is just one exampie of the insights that the arts can spark for
students of all disciplines

Arts@TheCore, desigred to integrate the performing artsinto - RO &0 / -
sl Ut sthes . Ourbestchanceis their
facilitated many such connections Launchedin 2002/13withan f

initial five-year grant from The Andrew W. Mellon Foundation,
this CPA mitiative integrated performances inta 22 courses
and reached 190 students in its fiest year — by 207

Private gifts made in support of stu
3¢ Andrea Ovenge 57 g axpand the reach of the arts at Carolina, ensuring t

nt access and impact w

related experiences, no matter their field of study

Arts @ TheCore: Student Impact 2012-2017
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partofmy timeat Carolina. 8 | 2
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Colby
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¢ - Universal

" Student

Experiences

L Academic
Impact

Values

GI dbéi - Intellectual Fitness,

Connections Culture and Wellness, and We are taking an integrated, values-led
. e Inclusivity” ~ Athletics _ _
- : : y approach to this campaign to reflect the

realities of the world we're trying to better.

, Civié Supporting any one of them will benefit all.
Arts, Creativity, Engagement
and Innovation and Community

Partnerships
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Tulane
University
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()Illy the
Audacious

\/ The campaign for an ever bolder Tulane.
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Campaign Initiatives




TRANSACTIONAL




UCLA

Confidential & Proprietary



2011

. (R~ A AN CLOSUR
|=t’s think Eroad=r ‘ » o\

NBEGIMNING 8

than th=horizon | i AT : -

UCLAFOOTBALL

OPTIMISM 2.0 OoH
PRINT/OOH/VIDEO/WEB ATHLETICS

BRAND CONCEPT

UG VIEWBOOK BRAND CAMPAIGN
CONCEPT WORK PRINT
LA BRAND ADMISSIONS

THE
BI'??UINS
COMING

WE THE OPTIMISTS
UCLAFOOTBALL VIDEO

OOH BRAND CAMPAIGN
: ATHLETICS
WHEN

BASEBALL
WOULDN'T
LETHIM IN,
HE REFUSED
TO BE OUT.
s s s rov smiae §

OPTIMISM 1.0
PRINT/OOH/VIDEO/WEB
BRAND CAMPAIGN

CENTENNIAL CAPITAL CAMPAIGN
PROJECTION MAPPING

PAULEY PAVILLION REOPENING ADVANCEMENT !

et It
VIDEO bt
ATHLETICS

i IV
" INCUBATORS.

More Than
Becoming s Member
’s Remaining a

BRUIN.

ALUMNI CONCEPT
BRAND CONCEPT
ALUMNI ASSOCIATION

TO HAVE AN
INFORMED
PERSPECTIVE,
SEEK MANY

EVERY/ONE INITIATIVE
WEB/DIGITAL
DIVERSITY, EQUITY & INCLUSION

SOME VOICES

CARRY.
OTHERS UPLIFT.

OPTIMISTS: MOMENTUM
PRINT/OOH/VIDEO
BRAND CAMPAIGN

i
<,

UG ACCEPTANCE PACKET

~\ ‘
\‘, LUSKIN

.'//I CONFERENCE
NZ CENTER

TEACHING TECHNOLOGY

TO DO THE HEAVY LIFTING.

POWERED BY
OPTIMISM.

UCLA

THIS IS OPTIMISM
PRINT/OOH/VIDEO/WEB/SOCIAL
BRAND CAMPAIGN

LUSKIN BRAND LAUNCH
BRAND/IDENTITY
HOUSING & HOSPITALITY SERVICES

UCLA MEN'S BASKETBALL
PRINT
ATHLETICS

PRINT
ADMISSIONS

CENTENNIAL CAPITAL CAMPAIGN
VIDEO SERIES/ PRINT/DIGITAL
ADVANCEMENT

ALUMNI WEBSITE
WEB/DIGITAL
ALUMNI ASSOCIATION

@\ VAULTING STUDENTS
B TO A LIFETIME OF SUCCESS.

P — UCLA

OPTIMISM 3.0
PRINT/OO0OH
BRAND CAMPAIGN
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.:ACKIE ROBINSON

00 UCLA IWIe-

THE FIRST MAN TO BREAK THE COLOR
BARRIER IN MAJOR LEAGUE BASEBALL

WHEN
BASEBALL
WOULDN’'T
LET HIMIN,
HE REFUSED

WHAT BARRIER WILL YOU BREAK?

UCLA

wila.ede/optimiite
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The CENTENNIAL Campaign for [JCLA Priorities  Progress  Stories

44 gade

LETTHERE BEA NEW DAWN

Remarkable firsts and forward leaps have marked UCLA's first 100 years. The Centennial Campaign for
UCLA recognizes them and sets up the university for a second century of breakthroughs. The
campaign and UCLA are well on the way to making history — again.

LEARN ABOUT OUR PRIORITIES
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School

WP

Let There Be - Andrea Ghez Let There Be - Sustainability
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UCLA Results / 2012 - 2019

Fundraising
2011-2012

3402

MILLION

Fundraising
2012-2013

3512

MILLION

Fundraising
2013-2014

S597

MILLION

7\

Fundraising
2014-2015

3643

MILLION

7\

undraising
2015-2016

5664

MILLION

/ﬂ;;>\

2016-201/

S187

MILLION

Fundraising
2017-2018

3808

MILLION




UCLA Results / 2012 - 2019

Total Fundraising U.S. News & World U.S. News & World
Report 2021 Rankings Report 2021 Rankings
:E;;!Eikl‘ZIISE]'IE}; i’i’::!!‘:]' i'%’?‘l
Surpassed $4.2B Goal OVERALL PUBLIC

2020




PROGESS & TEAM
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2-3 WEEKS

DISCOVERY & ONBOARDING

YEAR ONE

CAMPAIGN STRATEGY

3 WEEKS

CAMPAIGN CONCEPT

6 WEEKS

CREATIVE EXECUTION

OPTIONAL: YEAR TWO

CREATIVE EXECUTION

Project Kickoff Meeting

Define Target Audiences &
Key Differentiators

Craft Overarching Campaign
Platform (Big ldeas)

Discovery Questionnaire

Develop Campaign Essence

Refine Campaign Concept
(1 Direction)

Review Existing Brand/Campaign
Assets & Research

Define Benchmarks &
Success Criteria

Develop Proofs of Concept

Develop Key Potential Executions
- Gampaign Guidelines
- Case for Support Brochure
- Gampaign Video Concept
- Campaign Video Execution
- Gampaign Microsite

Stakeholder Interviews &

Story Mining

Develop Creative Brief
(2 Rounds of Revisions)

Present Campaign Concept

(2 Rounds of Revisions)

OPTIONAL:
MESSAGING FRAMEWORK

3 WEEKS

CAMPAIGN NAME
& VISUAL IDENTITY

6 WEEKS

Develop Messaging Framework
(2 Round of Revisions)

Develop Campaign Name & Logo
(2 Rounds of Revisions)

Develop Visual Identity System
(2 Rounds of Revisions)

Develop Key Potential Executions

Flexible Build Plan for Maximum
Impact & Responsiveness
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Yeshiva University

Adam Gerdts
VP for Institutional Advancement

Doron Stern

Chief Marketing Officer

160

30

ACCOUNT MANAGEMENT CREATIVE SERVICE LINES OVERSIGHT
?{:DENSTTEE\;E/?[X;: EXECUTIVE CREATIVE DIRECTOR VP, DIGITAL CEQ
NICK PHELPS
RYAN BROWN CORY MCCALL BRAD HARRIS
GROUP ACCOUNT DIRECTOR CREATIVE DIRECTOR DIRECTOR, DIGITAL STRATEGY EXECUTIVE VICE PRESIDENT
SARAH HAMAN KYLE FERINO RACHAEL BRANDON-LAI DOUG TIBBETTS
ACCOUNT SUPERVISOR ASSOCIATE CREATIVE DIRECTOR VP, VIDEO PRODUCTION SVP, MANAGING DIRECTOR
LIV ABRAMOWITZ EVAN MONSKY ANDERSON BRADSHAW MATT YUSKEWICH
DIRECTOR, STRATEGY SENIOR DESIGNER EXECUTIVE PRODUCER SENIOR VICE PRESIDENT
BEN MICHAELS JUSTIN SPINOZZI JUSTIN PADILLA KIM HALLMAN
DIRECTOR, BUSINESS
PROJECT MANAGER COPYWRITER DIRECTOR, ACTIVATION DEVELOPMENT
KELLI GANNON NICK ANDERSON MEG CREAMER

MAURIZIO MAZZA
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San Francisco, California

\

Los Angeles, California

I=

5>

New York, New York
ﬁ

Chicago, lllinois Philadelphia, Pennsylvania

St. Louis, Missouri ’

Charlotte, North Carolina

0

Atlanta, Georgia
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Closing Gonsiderations
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Closing Gonsiderations

» Understand Today’s Advancement Landscape

» Appreciate Interplay Between Brand & Campaign

» Apply Gonsumer Discipline to University Marketing
» Craft Relevant & Emotionally Resonant Work

» Truly Full Service

» Genuine Partners
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THANK YOU
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