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Campaign 
Objectives

❖ Increase revenue and membership through new 
branding collateral, social media marketing, and 
packages to non-local members

❖ Increase awareness through promotional 
collateral and a method of accepting inquiries 
from potential new members

❖ Rebrand the Eagle Club to make them a singular 
unit apart from the Athletic Department by 
creating their own new logo and website



Secondary 
Research

Current Image

❖ Since the brand does not have a strong current standing, 

they do not have a strong impression or image either.

Current Positioning

❖ The Eagle Club is currently failing to have any kind of 

notable positioning.

Unique Brand Proposition

❖ The Eagle Club’s unique brand benefit allows donors to 

be apart of the Winthrop Athletic family. 



Secondary 
Research

 

Strengths

❖ Helps student athletes 
pay for school

❖  Strong donors
❖ People want to donate 

back to the alma mater

Weaknesses

❖ Recent alumni cannot 
afford to become a 
member

❖ Awareness/Identity

Opportunities

❖ New branding collateral
❖ Offer better benefits for 

donors
❖ Expand social media

Threats

❖ Athletes with negative 
experiences

❖ People would rather 
donate to another 
department they feel 
more of a connection to 



Primary 
Research

❖ We composed a 21 question survey that had 66 
respondents. Our goal was to analyze the 
psychology behind level of interest in the eagle 
club.

❖ Current Brand Positioning: To current 
Winthrop students and alumni, the Eagle Club 
is a brand that they are not aware of.

❖ Future Brand Positioning: To current Winthrop 
students and community members, the Eagle 
Club is a brand that raises money to aid student 
athletes.



Primary 
Research

Relationship 
to Winthrop

Location



Primary 
Research

Gender

Annual 
Income



Primary 
Research

Insight from Research
❖ Majority of the respondents (56 percent) said that 

they attend Winthrop athletic events and 
programs

❖
❖ 58% of respondents have not heard of the Eagle 

Club
❖
❖ Only 22% of respondents would want their money 

to benefit the men’s basketball team



Creative 
Brief

❖ Campaign: Become part of the family
❖ Campaign timeline: July - December 2019
❖ Target audience: current students and alumni
❖ Key consumer insight: consumers are not aware 

of the Eagle Club or are worried that their 
donations only go towards basketball

❖ Core brand positioning: make members feel like 
they are part of a family

❖ Personality: formal, friendly, enticing, fun
❖ Tone: simple, informative, family, friendly
❖ Mandatories: membership packages and new 

branding collateral 



Creative 
Brief

❖ Creative Considerations
➢ Contests/Giveaways on Social Media

■ TA: current students
➢ Increased presence at Campus Events 

■ TA: current students
■ Homecoming tailgate, World Wide 

Winthrop Day, convocation, Fall Fest, 
etc. 

■ Increase brand recognition and 
awareness among TA



The Brand
Before 



The Brand
After



Campaign Tactics



Logo



The Brand:
Style Guide
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FONTS

“Go Bold” can be 
used for headings, 
the brand name 
(The Eagle Club) & 
the brand slogan 
(“become part of 
the family”). Must 
be in all capital 
letters for an even 
appearance 

“Bogle” can be 
used for any copy 
including 
subheads & body 
copy for branded 
documents and 
materials



Social Media

❖ Important social media pages include Facebook, 
Twitter, and Instagram

❖ Target audiences include current students and 
alumni

❖ Cost: free! $100 for optional 
paid promotions

❖ Contests/Giveaways on social 
media 



Promotional 
Video



Digital/Print Advertisements

❖ Cost: free! $150 is budgeted for optional paid space 
and/or printing costs

❖ Target Audience: current students



Website



“Welcome 
to the 
Family” 
BBQ

❖ Goal: to gain exposure and 
build relationships

❖ Purpose: to introduce eagle 
club members to student 
athletes and the athletic 
department

❖ Target audience: Eagle 
Club members



“Welcome 
to the 
Family” 
BBQ

❖ Event Positioning
❖ Intimate

➢ Up Close and personal 
interactions

❖ Exclusive
➢ Personally meet athletes 

and head coaches to the 
sports teams

❖ When: August (annual)
❖ Where: Winthrop Lake 
❖ Why: Forge relationships and 

build trust that the Eagle Club 
is an organization that truly 
impacts student-athletes and 
the university.   



Merchandise



Budget

$100 paid promotion on social media (optional)

$100 promotional video (optional)

$150 printing and/or paid promotions on campus 
(optional)

$250 individual web domain using Wix Pro

$250 “Welcome to the Family” barbecue event

$1,150 merchandise / touchables 



Schedule 
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Problem: There’s a lack of brand awareness

Question: What is the Eagle Club unique brand 
positioning?

Campaign: Become part of the family

Objective:  Rebrand, Increase awareness, Increase 
membership

ROI: Sustainable and lucrative relationships


