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Week-Long Event

Themed Days

Multi-Channel Engagement: Campaign utilizes email, social media,
website updates, and videography to connect with the community.

Support All Week: Donations can be made throughout the week,
directly benefiting ETSU students and enhancing their educational
experience.

INTRODUCTIONINTRODUCTION

GOALSGOALS
Target students and faculty and staff
Increase our line of communication
among our donors 
Communication strategies 
Increase social media presence 
Simplify Donation Process 
Raise awareness 
Educate about Day of Giving 



465K

RESEARCH FINDINGS SECONDARY

Last year ETSU’s Day of Giving raised

358k in April of 2024. This year the

goal is to raise 465k for 2025. 

2024

358K

2025

Focus on acquiring, upgrading, and
retaining contributors.
Create compelling and thoughtful
messages to highlight impact of donors
for ETSU.
Identify and nurture relationships with
donors both past and present.

DAY OF GIVING’S MAIN MISSIONS



112 
DONORS 36,538

Highest Donor Amount: 
The Roan Fund RESEARCH FINDINGS PRIMARY

411 Alumni Donations

118 Student Donations

88 Parent Donations

251 Faculty and staff Donations

125 “Friends” of ETSU Donations

 

Last Year:

Our goals for this year include
engaging 400 staff members, 175

students, and 500 alumni on day 1.

23 
DONORS 53,375

Highest Amount: 
Guy and Debora Wilson Family Scholarship Endowment

2
DONORS 25,050

Highest Amount with Low Donors:
 College of Clinical and Rehabilitative Health Sciences
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Average age of 44-55 years old
Primarily use Facebook and Youtube 
Engagement: 

41% of Generation X users have taken action after
seeing an ad on social media.
 28% of Generation X users use social media for
research before making a purchase. 
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Large corporations making large donations (Ballad) 
Local to Johnson City 
Growing budgets 
Corporations donate more in periods of growth
Uses philanthropy as a form of public relations or
advertising



R

18- mid 20s 
Prefers direct communication, authenticity, and relevance. 
Favors tangible goods
Supports brands aligned with their personal values. 
Primarily use Instagram and Youtube. 
Engagement: 52% are influenced by social media in
decision making. 49% have donated based on social media
content.
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Older 20s to lower 40s 
Engagement: Over 60% of users in this range bought
products directly through social media apps. 80% are
willing to purchase from brands associated with
meaningful causes, many consider social media content
when making financial decisions or donations. 
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KEYKEY  
FINDINGSFINDINGS

By conversing with organizational leaders
we found that: 

Trust is Lacking in Faculty/Staff
Donation Process Seen as Difficult

1

2

3 Most Effective Communication
Method

Letters
We Aim to Boost Online
Communication 

Increase website donationsIncrease website donations  

website refreshwebsite refresh  

Donor Group that raises the most: 
Community Members

Why?



smart objectivesmart objective

increase communication

tactics by 30% among donors

by the end of the Day of Giving

campaign on April 25th.



Targeted messaging to reach each
target audience

The Big Idea...The Big Idea...

COMMUNITYCOMMUNITY
  MEMBERSMEMBERS

FACULTY/STAFFFACULTY/STAFF

STUDENTSSTUDENTS

ALUMNIALUMNI

‘Forever ETSU’

Allows for stronger connection
with the audience

More responsive with tailored
messaging



Gold COrd CircleGold COrd Circle  

Gold Cord Circle Promotion: Targeting
graduating seniors and juniors preparing

for graduation.

Sentimental Value: Graduation cords are
cherished keepsakes, often showcased in

photos and kept as mementos.

Driving Donations: Leverages the emotional
significance of cords to inspire

contributions.

Timeless Symbol: Represents achievement
and creates a lasting connection with the

institution.



Stuffed PepperStuffed Pepper  

Engagement Through "Pepper"Engagement Through "Pepper"

Yearly Renewal RewardYearly Renewal Reward

Exclusive MembershipExclusive Membership  

LifLifelong Connectionelong Connection  

Lasting ImpactLasting Impact  



Platform: 

Tactic: 
Share testimonial posts from
faculty and staff
How donations enhance their
departments or programs. 
Emphasize the message of
“giving back”
 Highlight specific goals for
departmental growth that
would benefit from funding

Step by Step Video
Email 

social MEDIA STRATEGY

Platform: 

Tactic: 
Create short, engaging
videos showcasing 
Use current students in
these videos, 
 Utilize trending music or
trending hashtags (like
#ETSUDayOfGiving), 
Make Social Media More
Interactive.

Platform: 

Tactic:
Nostalgia
 Post images of campus
landmarks 

Encourage Alumni to
Share their Stories

Reinforce the Leagcy of
Giving

Platform:                and local online
groups (like Tri-Cities community
pages)

Tactic:
 Post about ETSU’s
contributions to the Tri-Cities
area
 Emphasize the community
benefits of supporting ETSU.
 Use visuals of community
events, outreach programs, or
partnerships ETSU has fostered
locally
Post an emotional video about
ETSU student life

STUDENTS FACULTY/ STAFFALUMNI COMMUNITY MEMBERS

SOCIAL MEDIA



Announce the event, highlighting goals, and
providing updates. 

Personalized messaging to recipients. 
 - Include testimonies
 - Provide clear calls to action targeting each
audience
 
Frequency: Bi-weekly emails leading up to the
event, with a final reminder one week before. 

EMAIL MARKETING
Utilize the East Tennessean 

Press releases will be distributed through
local channels

Once a month prior to Day of Giving week
Release another the week prior

Highlight goals, impact stories, and how the
community can get involved 

 

MEDIA ADVERTISING

MEDIA STRATEGY 1 2 3



Host tailgates (targeting alumni and students)
and a “Senior Send Off” to build awareness for
the cause.

Market through social media platforms 

 Timing: 
    -Tailgates: During football/ baseball season
    - Senior Send Off: End of each semester

EVENT MARKETING
Run targeted ads on Facebook and instagram
to reach potential donors

- Use retargeting strategies to engage users
who have visited the donation page but have
not yet donate

-Create how to video for the online donation
process
 
Timing: Start ads a month prior and run
through the event date.

DIGITAL ADVERTISING

MEDIA STRATEGY 1 2 3



Strategy: Create a dedicated landing page for
the Day of Giving on the ETSU website. 
 - Include information on how to donate, event
details, and stories of impact. 
 - Ensure the donation process is user-friendly
and accessible. 
 
Timing: Launch the landing page a month prior

to event. 

WEBSITE

1 2 3

Utlize sidewalk signs and TV monitors around
high-traffic areas on campus to promote the
cause 

Timing: Ongoing throughout the campaign
period.

PLACE ADVERTISING

MEDIA STRATEGY



1 CONSOLIDATE WEBSITES
WEBSITE REFRESHWEBSITE REFRESH



2 FIX THE DROP DOWN LINKS

WEBSITE REFRESHWEBSITE REFRESH



UPDATE DATES3
WEBSITE REFRESHWEBSITE REFRESH



4 UPDATE “FLAT BUCKY”

WEBSITE REFRESHWEBSITE REFRESH



5 GOLD CORD CIRCLE QUICK LINK

WEBSITE REFRESHWEBSITE REFRESH

Add a quick link to the Gold Cord Circle, similar to
the “give now” button. 
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Social media
 Digital advertising
Email campaigns 

Student videos
 Booths at ETSU Events

Website
Donation page

Last day of DOG 

Stuffed Pepper plush
 Mailers

Word of mouth
Thank you/ follow up

mailers. 

Donor journeyDonor journey  



ENGAGEMENT

REACH CONVERSION 

KPI’s
Measure through assessing social media views, event

attendance, and media impressions.



Social MediaSocial Media  

SUN MON TUE WED THU FRI SAT

Instagram

Facebook

LinkedIn XImages Text PostsVideos StoriesGiveaways

Articles/Blog Posts

Polls ContestsTutorials

CONTENT TYPE PLATFORM

Content Calendar MARCH 2025

3129 3028 01 02 03

2321 2522 24 26 27Graphics/Captions

Images/Captions



Social MediaSocial Media  

SUN MON TUE WED THU FRI SAT

Instagram

Facebook

LinkedIn XImages Text PostsGiveaways PollsVideos StoriesPolls Contests Tutorials

CONTENT TYPE PLATFORM

Content Calendar APRIL 2025

31 0328 29 30 01 02

2826 2725
Text Post/Images

29 01 02

2018 2219 21 23 24

11 16

Text Post

12 13 14 15 17

06 090504 07 08 10

Text Post Videos

Videos VideosVideosVideosVideos



Social Media Post Examples

@ advanceetsu @ advanceetsu
@ advanceetsu



Social Media Post Examples



MARKETED PRODUCT SPEND PLACE MARKETING

Stuffed Pepper 1,363.62 499 pieces Website to Order
Link 

Social Media Ad
Promotion 

$50-100 per
platform and

week of
promotion 

Instagram &
Facebook 

How to Promote on
social media 

BudgetBudget

Ad Spending Focus: Prioritized digital
advertising to maximize audience reach

https://www.alibaba.com/product-detail/Hot-Selling-Custom-Logo-Toys-Plush_1600467530632.html
https://www.alibaba.com/product-detail/Hot-Selling-Custom-Logo-Toys-Plush_1600467530632.html
https://www.alibaba.com/product-detail/Hot-Selling-Custom-Logo-Toys-Plush_1600467530632.html
https://www.facebook.com/business/help/240208966080581?id=352109282177656&content_id=YAvwvDmp3OKQagl&ref=sem_smb&utm_term=dsa-1720753165326&gclid=CjwKCAiA6t-6BhA3EiwAltRFGGpRcHGW1v4oBg17_4l9okRSVg6WalNCCifTI6KpqIHKTrBOcIxlvhoCt3kQAvD_BwE&gad_source=1
https://www.facebook.com/business/help/240208966080581?id=352109282177656&content_id=YAvwvDmp3OKQagl&ref=sem_smb&utm_term=dsa-1720753165326&gclid=CjwKCAiA6t-6BhA3EiwAltRFGGpRcHGW1v4oBg17_4l9okRSVg6WalNCCifTI6KpqIHKTrBOcIxlvhoCt3kQAvD_BwE&gad_source=1
https://www.facebook.com/business/help/240208966080581?id=352109282177656&content_id=YAvwvDmp3OKQagl&ref=sem_smb&utm_term=dsa-1720753165326&gclid=CjwKCAiA6t-6BhA3EiwAltRFGGpRcHGW1v4oBg17_4l9okRSVg6WalNCCifTI6KpqIHKTrBOcIxlvhoCt3kQAvD_BwE&gad_source=1


Performance Evaluation: 
Monitor engagement across all

platforms, including website
traffic, click-through rates, and

audience interactions.

evaluationevaluation  

Trackable Links: 
Use embedded links in
promotional posts to
measure conversions

from ads to donations.

Total Donation Amount: 
We will use the final

income to evaluate the
success of the event.

Increased Donor Numbers: 
We will assess the growth in the

number of donors within our target
audiences to determine if we have

met our target goals.



Thank You !Thank You !  


