Nonprofit Marketing Took Book

Featuring Nonprofit Connect
2018 Philly Awards Winners



2018 Philly Awards

Nonprofit Connect has hosted the Philly Awards
for over 15 years to celebrate outstanding achievements in
nonprofit marketing.

Nonprofit organizations and creative agencies working with nonprofit clients are invited to
submit entries to an expert panel of judges. Winners are awarded in 15 categories, and
honored at the Philly Awards celebration in November.

We’ve compiled the top-scoring entries from 2018 and their judging comments. Read why

these nonprofit marketing pieces are the creme de la creme, and what elements help these
print and digital campaigns convey their message.

For more information, visit


https://www.npconnect.org/philly-awards




flwards of Distinction

2018 entries scoring in the ninetieth percentile of the possible points awarded

Big Slick Kansas City | Kansas City KC CARE
Celebrity Weekend Ballet University Health Center

Kansas City KVC Lyric Opera of Rockhurst
Film Office Health Systems Kansas City University

Rosedale
Development Sertoma
Association

Steps of Faith § Truman Library
Foundation Institute

Ronald McDonald House

Sho e Chairities of Kansas City




Entry Title: “Big Slick Celebrity Weekend 2018” Results:

Organization: Big Slick Celebrity Weekend 2018 benefitting Children’s Mercy - Increased social media
Creative Agency: None engagement 97% over 2017
Category: Social Media Campaign - Brought in additional $160,000

L This social media campaign
is very cohesive and conveys
the message of the event
smoothly over all social
media channels.

L Pays a lot of attention to
detail to draw in fans,
donors, and attendees to
the event weekend.

L The use of Facebook Live
was a great experiment that
garnered many viewers.

U Including a social media
reference sheet for involved
celebrities and specific
targeting of fan bases from
PR events.

U Clear impact on the level of
engagement and dollar
amount raised.

Watch the

Video!



https://www.youtube.com/watch?v=f41Vw1zvzIQ

Entry Title: “JDRF Dream Gala Fund A Cure Video” Results:

Organization: JDRF Raised over $1.8 million for type 1
Creative Agency: KJO Media diabetes research

Category: Long Video

 This video has a clear
message and narrative.

BY O The call to action was
L —— | N ING clear and important...
ERF :\.‘G gives the donor a clear
% 1 emotional reason to give.
—— DIABETES.
KANSAS CITY CHAPTER The high emotions from
the parents as they tell
the story of their
daughter and what she
faces, combined with the
very personal visuals and
audio clips make this
piece highly impactful. |
cried when you hear her
get her pump changed.

PRESENTED

PRESENTED BY

Watch the
Video!

KANSAS CITY CHAPTER


https://www.youtube.com/watch?v=peki2I7ZlNc&feature=youtu.be

Entry Title: “Keep Our Dancers on Their Toes”
Organization: Kansas City Ballet

Creative Agency: None

Category: Fundraising Appeal
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YOUR GIFT CAN HAVE TWICE THE IMPACT!

IT’S A PERFECT MATCH

FOR A PERFECT PAIR OF POINTE SHOES!
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A CHALLENGE GRANT WILL DOUBLE YOUR IMPACT!
WHEN YOU BECOME A NEW SUSTAINING MONTHLY
DONOR, A GENEROUS ANONYMOUS CONTRIBUTOR

MAKE YOUR GIFT BEFORE JUNE 30, 2018.
DON'T DELAY - BECOME A MONTHLY
SUSTAINING DONOR TO MEET THE
CHALLENGE GRANT TODAY!

Results:

Increased gift size by 28% and
number of monthly donors by
775%

The campaign is very
unique and specific to the
organization and the
audience while expressing
a real need.

The comprehensive
campaign materials give
insight into a ballerina’s
tools and a behind-the-
scenes look for donors.

It feels both emotional
and educating.

All pieces work cohesively
from the envelope, to the
brochure, to the banners.

The use of the individual
ballet dancer’s photo and
the worn ballet slippers
sitting in front... adds a
great, personal touch to
the campaign.



Entry Title: “KCU’s Intranet Redesign — myKCU”
Organization: Kansas City University of Medicine and Biosciences
Creative Agency: None

Category: Website
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Results:

Achieved all 5 goals presented and
then some - including increase in
announcement page views of 298%
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KCU Stories

Improved overall University
communications with KCU
Facebook feed.

Recognition platform to
increase engagement and
goodwill.

Customizable
announcements by
audience type and camp!

KCU Stories
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Striking images
complement the concise
copy and clear brand
identity.

Mission statement is
clear and easy to find.

Appreciate the statistics
and results.

Easy to read.

View the

Redesign!



http://cdn.agilitycms.com/kansas-city-university/Attachments/documents/KCU_Intranet_Redesign.pdf

Entry Title: “Bloom Party Presents Cirque Electrique Invitation”

Organization: KC CARE Health Center
Creative Agency: None
Category: Special Event Invitation

GLAM!
THANK YOU
MA'AM!

Our sponsors rock! Thank you for your generous

support of Kansas City CARE Clinic and Bloom Party.
We couldn’t do it without you!
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This year marks Bloom Party’s 15th anniversary, and we want to
thank everyone who got us here. Bloom wou Id not be possible without
a loyal group of volunteers, including our committee members and KC
CARE representatives. We also want to give a special thank-you to aur
Bloom Brass—(ormer chairs and honorary chairs who banded together to

denate to this year's event, We couldn't have done it without them,

Results:

Increased sponsorships, sold-out event,
integrated physical and digital: “Social media
exploded with excitement when supporters
received campaign elements in the maill!”

HONORARY CHAIRS FATE & JASON MCKINNEY / BOARD CHAIR
KATE MCHINNEY / MARKETING & DEVELOPMENT COMMITTEE
CHAIR CHADWICK BROOKS / CHIEF OPERATING OFFICER
SHERIWOOD / CHIEF MARKETING & DEVELOPMENT
OFFICER [0UG DAY / BLOOM BRASS ABEY & DULIG ALBERS
CHADWICK BROGKS / HATE & JASON MCt KATIE
CAMPBELL /KELLY COLE & CHARLES SHROUT
L EE PAGE / STEVE STROADE & DANN

& HARL VAN DEURSEN / BLOOM CHAIRS KIRA VDRA / TOM
NAGEL /MARK SAWKIN / JAMES SMITH / BLOOM COMMITTEE

PAUL ANDREWS / JULIA A

ONDELL /JENNA

"L/ TIFEANY

\LEY / ABIWHITE

Wow! Loved that the
“electrique” feel was
conveyed in every
element of this invite, to
the colors, to the vector
images and type faces.

Great, bold, popping
pieces. Really catches the
eye and makes me want
to go.

Originality of the
sponsorship recognition.
It was fun but also kept a
spotlight on the sponsors.



Entry Title: “KC Film Tourism” Results:

Organization: Kansas City Film Office Over 5,000 video views and
Creative Agency: KJO Media 30,000 section views — all organic
Category: Medium Video

[ This is THE MOST unique
entry of all! It is engaging
and fun and makes me
want to sign up for a film
tour myself!

d Love the voiceover, music,
and animation. Very
impressive.

| enjoyed the story line of
old Hollywood and up-
and-coming opportunity
ties to KC.

Watch the

Video!



https://vimeo.com/210817625

Entry Title: “2017 KVC Gala Invitation” Results:

Organization: KVC Health Systems - Increased response rate from invitation,
Creative Agency: REACTOR Design Studio especially among targeted new audience.
Category: Special Event Invitation - Total fundraising increased nearly 22%

over previous year.
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The design and paper
texture really set the tone
for an elegant evening.

The colors were stunning.

The surprising way the
invite folds out into an
informational poster was
appropriate for the large
donors and high-end gala
event KVC was hosting.

The theme was elegantly
and simply executed.

The results were really
powerful! Sounds like the
event was a smashing
success!



Entry Title: “Lyric Opera” Results:

Organization: Lyric Opera of Kansas City 12% increased ticket sales
Creative Agency: Nuance 25% increased social media followers
Category: Short Video Unsolicited audience feedback

confirmed change in perception of opera

d These videos are great!
Short, sweet, and to the
point.

)\ - DA\ ¢ O Easily sharable, intriguing,
Ss_— L SR | anle a g.reat use of

' i animation. Makes me
want to see the shows!

[ Love the design and witty

YOU'LL NEED A THERAPIST. copy paired tothestyle o

~ d Fresh and innovative
} approach to attracting a
younger demographic to a

perceived “older” art
form. | really “get” what
these operas are about,
making them seem more
accessible.

Watch the

Videos!



https://vimeo.com/273621433

Entry Title: “Winter 2018 RU Alumni Magazine” Results:

Organization: Rockhurst University Growth across all benchmarks:
Creative Agency: JJB Creative Design 10% increase online reads
Category: Newsletter or Magazine 75% more clicks

20% increase online reading time

d Design is first-rate —
clean, clear, and concise.

d The story range is
extraordinary, from the
features to lists and
updates, all with photos
and lots of names. The
writing and editing is
solid.
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(d Excellent use of color and
graphics throughout —
bright, colorful, and easily
legible.

[ Strong results from online
click-throughs compared
to past issues.

View the

Magazine!


https://issuu.com/rockhurst/docs/rockhurst-university-winter-magazin

Entry Title: “Website Makeover: Bilingual option and Simple Layout Increase Results:

Accuracy, Accessibility, and Impact” Increased user friendliness both front
Organization: Rosedale Development Association and back end; better community
Creative Agency: None
Category: Website

representation and inclusion; 300%
increase in recurring online donations.

/\
| ROSEDALE About Us Live Work Play Learn ContactUs [ Selest Languags ¥ |
14 \/

DEVELOPMENT ASSOCIATION

N \
 Easy to navigate.

O Very thorough and

inclusive.
\ ! 1 Good videos.
Worklng_ t_ogether to bUlId d d Excellent write-up — liked
thriving Rosedale the format. Great way to

explain and present the
improved website to the
judges.

1 Provides a good
understanding of the
organization.

(1 Liked the static header.

7
l ROSED ALE About Us Live Work Play Learn ContactUs | S:‘?_!*?F_t_ Language ¥ 1

DEVELOPMENT ASSOCIATION

View the

Website!



http://rosedale.org/

Entry Title: “Lost” Results:

Organization: Sertoma — The Hearing Aid Project Most-watched video in
Creative Agency: EAG Advertising & Marketing organization’s history with 35K
Category: Short Video views, contributed to surpassing

annual fundraising goal.

Lost | Hearing Aid Project 0 »

HE " S
THOSE THINGS

> »l o) 0:09/026

Lost | Hearing Aid Project

The silence of the video
catches attention and the
message is emotional and
connects viewers with the
cause.

The dollar amounts of
donation options are perfect
and actionable.

Creatively executed using a
silent background and
conveyed a strong message
without a lot of words or
watching.

The length of the video
made it easily sharable.

Impactful representation of
what this organization does
for children.

Very moving in a very brief
amount of time. Successful!

Watch the

Video!



https://www.youtube.com/watch?v=UlV-h7x-UXA

Entry Title: “Thundergong! Media Relations” Results:
Organization: Thundergong! Benefitting Steps of Faith Foundation Doubled initial media outreach

Creative Agency: None goals at over 2 million social
Category: Media Relations Campaign media impressions, many print,
TV, radio, and social features.
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Creative in executing their
plan and it generated more

\ - . attention than expected. It
will be awesome to see what
, they come up with next year.
i This is no doubt a successful
A _ event with significant
d f R ' attention in Kansas City.

~ rr The team continues to do a
\ phenomenal job garnering
. - : :
coverage in Kansas City and
beyond.

. . Based on the results given,
the event is known now not
just in KC but is meeting the

: e
t - &t goal of national name

A g vy o, 0
* : | | recognition.
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Listen to the
Bridge Takeover!

BRIDGE TAKEOVER WITH JASON SUDEIKIS AND BILLY BRIMBLECOM


https://bridge909.org/news/bridge-takeover-jason/

Entry Title: “Wild About Harry” Results:

Organization: Truman Library Institute Broke attendance and fundraising
Creative Agency: Design Ranch records by 12% and 5%.

Category: Special Event Invitation
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Muehlebach Tower

WE STAND
WITH TRUMAN

PRESIDENT’'S CLUB UNDERWRITERS
The Evans Family

WEST WING UNDERWRITERS
Ann and Kenneth Baum

Brig. General Jack L, Capps, USA (Ret.)
Donald J. Hall

Mary and John Hunkeler

Page and Bruce Reed; Pam and Buzz Willard
J. B. Reynolds Foundation

=
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mMeMeel Famil
FOUNDATIO Ny

The content was
delightful —the donor
titles of “Oval Office
Underwriter” and
“Cabinet Member” and
the like were engaging
and playful.

It was easy to find all
information quickly.

Fun yet presidential
design played well
throughout.

That the invitation folds
out to be a bold poster
with a quote from
President Truman was a
fun way to turn a
standard invitation into
something eye-catching.



Best in Show

Selected by our expert judges from the top-scoring entries



Entry Title: “2017 Red Shoe Shindig Family Story: The Reeves” Results:

Organization: Ronald McDonald House Charities of Kansas City Raised $673,280 over a goal of
Creative Agency: KJO Media $525,000. 681 YouTube views, an
Category: Fundraising Appeal organizational record.

O The production quality on
this piece is top notch.

O The story of Rohen and his
family, and the showcase of
their emotional journey is
breathtaking.

[ The script did a beautiful job
of underlining the impact
that donors have on families
served, both financially and
emotionally.

 Strong and clear narrative.

O Hit right in the heart within
the first five minutes.

 Being able to see the full
story was powerful and a big
push to donate for the target
audience.

Watch the Video!



https://www.youtube.com/watch?v=xWxmXae-Pis&feature=youtu.be
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Tipa from the Judges...

ENTRY PIECE ENTRY FORM

Show clear mastery of: Demonstrate:

J AUDIENCE targeting ] OBJECTIVES

] Attractive, functional (d BENCHMARKS to
DESIGN success

- INFORMATION + ] RESULTS
EMOTION




NPROFIT
CONNECT

NETWORK. LEARN. GROW.

click to Iearn more about /\
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