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Why  
are we 

here  
today?



To inspire, educate, and  
empower you to create campaigns 
for the awareness and prevention 

of sexual assault that foster:



clarity



voice



understanding



awareness



openness



confidence



power



strength



action



support



conversation



respect



dialogue



knowledge



Today,  
we aim to  

accomplish  
this goal by:



1

Having a better understanding  
of Gen Z and how they  
consume information



Talking about  
what makes  

a great campaign

2



Walking through several  
successful cause-based  

campaigns

3



4

Translating those examples  
into best practices you can  

apply to your campus



Networking  
with each other  

(lunch)

5



Breakout sessions for  
deeper dives  

and conversation 

6



Capturing  
the attention  

of Gen Z

Part 1:



Who
is

Gen Z?



10.5%

23.6%

15.4%
24.5%

25.9%

Silent 
Generation
Born 1945  
and before

Gen Z
Born 1996  
and later

Baby 
Boomers

Born  
1946 – 1964 

Millennials
Born  

1980 – 1995 
Generation X

Born  
1965 – 1979 

Gen X 37-51 years old
 
Millennials 21-36 years old

Gen Z 6-20 years old
 
Because of the setting they are  
growing up in, they absorb information 
and marketing in much different ways 
than previous generations. 



They defy and resent conventional  
labels that don’t fully capture who  

they are. They don’t accept differences, 
they celebrate them.



Speak to them  
based on their  
mindset, not their  
demographic.



They are the first true digital natives.
Technology is a fluid, organic part of their 

daily lives. And their digital world  
is very “noisy.”



Connect the dots 
between digital  
and offline  
communications. 



This generation has grown up talking  
about issues including marriage equality 

and global warming. They care about  
human rights, the environment, and 

helping to change what they don’t like 
about the world.



Give them credit  
for their compassion  
and invite them to  
be part of something  
big. They want to be  
engaged in causes.



Their family structures are more  
 diverse than ever: blended families,  

single parents, three-generation  
homes, to name a few. 

 
Because of this, Gen Z-ers are very close 

with their family, and are more connected 
to their parents’ values than ever before.



Speak to  
those values.



When it comes to safety, “we always 
make sure we know where the exit is  
in a movie theater.” We take safety  

and privacy seriously.



Show specific ways 
your campus is  
making safety and 
privacy a priority.



They are tired of manufactured  
advertising. They prize authenticity  

and transparency.



Be real.  
Be approachable.  
Show the values  
your institution  
stands for.



Brands that are  
connecting well  

with Gen Z 



Clearasil  
https://www.youtube.com/watch?v=VzHHMpXaRsE 



Axe 
https://www.youtube.com/watch?v=WzTSE6kcLwY



American Eagle 
https://www.youtube.com/watch?v=7WHXjrfM0yU



Ten tenets of a great 
campaign and putting 

them in practice

Part 2:





The strongest 
campaigns:



are human



are personal



are relevant



aren’t afraid 
to take risks



are honest



have a
high aesthetic



are multichannel



are
always on



are inclusive



are evolving



How are campaigns  
bringing these  
tenets to life?



Acknowledge that you  
know your audience.

1



Samaritans Campaign



Buzz is twice as powerful  
when it’s supported by engagement.

2



Know No Campaign

If someone gives consent when sober, 
but ends up being intoxicated at the 
time of sex, is that still consent?



3
Prove your point,  

literally.



Nike/Siri
https://www.youtube.com/watch?v=hncWOZawsWo



Be visually arresting.

4



Alzheimer’s Association



5

Break taboos.



Stay Safe HIV Banners



6

Use your environment  
to your advantage.



Isabella S’ewart Gardner Museum



Create advocacy  
and empowerment  
through toolkits.

7



Malala Fund



8

Empower your audience  
through tone.



Truth Campaign



9

Sometimes  
fewer words = more power.



Nike Unlimited Greatness
https://www.youtube.com/watch?v=Fw0MmCgxDow



10

Use social media
in unexpected ways.



Alcohol Instagram Feed



11

Show, don’t tell.



IBM “Smarter Cities”



12

Inform, inform, inform.



I Can Be The One



How are fellow colleges and  
universities bringing these tenets 

to life through their sexual-assault 
awareness campaigns?



Tapping into  
national  

campaigns



It’s On Us: Easy to make your own



BGSU Cleveland State Wright StateThe Ohio State University



Consent Is Sexy: National Campaign



Consent Is Sexy: University of Denver

How do you ask for consent?
https://www.youtube.com/watch?v=5V6kwPikDy8



Education



New School Series



Akron: SAVE Team



Empowerment



Rhodes College “Culture of Consent”



The Ohio State University



Engagement



No More
https://www.youtube.com/watch?v=T8L4JQ5Mxzs

No More: National Campaign



No More: Chicago Campaign



Whitman College “Ask for it” Day  



Resources



The Ohio State University



Environmental



USC “It Ends Here” Campaign 



University of Pittsburgh “Red Cup Project”



Okay.



Okay.  
 

Where do I start in putting  
together a campaign that’s  

right for our campus?



Okay.  
 

Where do I start in putting  
together a campaign that’s  

right for our campus?  
 

(And within my budget.)



Defining your  
approach.

1



The 
“When”

The 
“What”

Today
(to maintain, preserve, 

or protect)

Tomorrow
(to evolve, grow, 
or attain a vision)

Cause
(a tangible issue,  
 object, or focus)

Movement
(a process, action,  
 or means)

Example: The Wilderness Society 
“Protecting wilderness and  
inspiring Americans to care  

for our wild places.”

Example: Heifer International 
“Working to end hunger and 
poverty around the world by 

providing livestock and training  
to struggling communities.”

Example: The Peace Corps 
“Volunteers travel overseas to make 
a real difference in the lives of real 

people.”

Example: No Kid Hungry 
“Connecting the world’s  
poor to their potential.” 

A B

C D

The impact model examines the 
relationship between the things or 
actions that a donor funds (the “what”) 
and the time frame of the impact 
(the “when”). By understanding where 
the campaign falls on this matrix, we 
can better determine the campaign’s 
context.

The  
impact
model



Defining the tone 
that’s right for your 

institution.

2



EXAMPLE

The  
trait
web

safe

soft

direct

edgy

simple

inspiring

raw

powerful

arresting

A bold



EXAMPLE

The  
trait 
web

B

safe

soft
direct

edgy

simple

raw

arresting

powerfulbold inspiring



EXAMPLE

The  
trait
web

C

safe

bold

direct

edgy

arresting

soft

simple

powerful
inspiring

raw



Map out your  
tactic approach. 

3



Campaigns aren’t  
about tactics.  

They are about people  
and connecting with them.



Tactics
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Crafting a clear 
call to action: 
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Is the campaign

a. encouraging conversation?

b. creating awareness?

c. changing behavior?

d. building a support system?



ALL. 



But one has to rise to the top.  
And your actions must pay off  

the top objective.

ALL. 



What
not

to do



Relevancy does not mean “using their 
language.” No text speak. Easy on the 

hashtags. Watch out for clichés.
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Don’t lean all in on one tactic  
or use all the tactics.  

Find the balance.
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Don’t inundate with  
excessive copy. 

Get to the point.
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Don’t be trite.
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Don’t be funny.
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Don’t use cliché  
stock images.
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Okay, 
let’s go.



Project Title:

Campaign Timing:

Date:

Office or Staff Member 
Responsible for Campaign:

Call to Action

For example: attend an event, share a story, submit a photo,     
visit a site, download an app.

Key Message

Target Audience

Can we focus on a smaller subset to make our 
message more specific? For example: First-year 
female students? First-year male students? 

Support Points  

What secondary points are important for supporting  
the key message?

Additional Considerations

Tone (check no more than three)

The tone that’s right for our institution.

soft

raw

bold

edgy

simple

powerful 

direct

safe 

inspiring

arresting

Tactics (check all that apply)

How we want to reach our audience.

digital 
   campus screens 
    social 
    radio/video

experiential 
   swag 
   branded spaces

print 
   posters 
   flyers 
   ads in campus     
   communication

tools 
   app/hotline 
   training
   advocacy programs

environmental 
   banners 
   campus installation 
   bus wrap/bus ads

events 
   awareness event
   seminar 
   speaker series

Approach (rank in order)

Defining the purpose of our communications 
will help focus our message.

Encourage conversation

Create awareness

Change behavior

Build a support system

Creative Brief

Barriers, challenges, missing pieces, location,  
media placement.

The
creative
brief



Thank You.
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