


U S I N G  A N  A G E N C Y 
A P P R O A C H  TO  S E RV E  
C O M M U N I C AT I O N S  N E E D S
S A R A  W H I T TA K E R

L S U  F O U N D AT I O N
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A LITTLE (OK, a lot) 
ABOUT ME & MY TEAM



• 1.5 > 5 in one year

• Full staffing (8) in two years

• Modeling creative agencies

• Maximizing resources

BLUEPRINT GROWTH
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A LITTLE(ish)
ABOUT YOU & YOUR 

TEAMS



• Your role

• Size of your marcom team

• Top challenge or opportunity in development 

communications

NATURE OF YOUR MARCOM FUNCTION
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WHY AGENCY? 
AGENCIES HAVE 

CLIENTS.



• Building trust

• Meeting varied interests

• Moving from reactive to proactive (Hint: Don’t reinvent the wheel!)

• Experiential learning

WISH LISTS, LOW-HANGING FRUIT & LANDMINES
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Deciding what we’re 
not going to do is just 

as important as 
deciding what we are

going to do.
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• Strategic plan

• Fundraising priorities

• Operational priorities

FY19 PLANNING: CHECKING OUR SETTINGS
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KNOWING WHEN YOU 
CAN SAY YES 

(AND WHEN YOU 
NEED TO SAY NO)



• What types of job management tools do you use?

• Our master project tracker

• Start > Due > Drop/In Market

• Primary point of contact

• Category(s)

• Basecamp

PROCESS
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EVOLUTION OF A MASTER PROJECT TRACKER
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STORYBOARD

FINAL ARTWORK
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STORYBOARD

COPY & DESIGN
NOTES
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PROPOSAL WRITING

CHECKLIST
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SAMPLE PROPOSAL 

PRODUCTION SCHEDULE



7/9/2018 23

SAMPLE PROPOSAL 

PRODUCTION SCHEDULE



IF YOU GIVE A MOUSE 
A COOKIE … 
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REPORTING 

BACK
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REPORTING BACK (continued)
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TOOLKITS & TEMPLATES
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TOOLKITS & TEMPLATES:

APPLICATION
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REPORTING 

BACK: CAMPAIGNS
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REPORTING 

BACK: PROJECTS



BIG CLIENTS:
ANNUAL GIVING 

CASE STUDY



• Production schedule

• Message grid

• Message table

• Look book

PLANNING
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LOOK BOOK
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VISUAL BRIEF
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CONTENT IS KING. SO, HOW DO WE KEEP IT TOPIC-FOCUSED AND PRIORITY-ALIGNED?



Sara Whittaker

Senior Director of Communications & Marketing

LSU Foundation

swhittaker@lsufoundation.org

225-578-8164

LET’S KEEP IN TOUCH!
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