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Jim Hooker 
 

President 

Innovative Protocol – Academic Event           

Strategies and Communication 



*

proprietary, high-touch, full-emersion marketing 

environments (experiential) where multiple 

layers of information are directed at the 

attendees at any given moment  



*

*Mini-societies where people of like-mind gather to 

celebrate, share and experience life together 

*Controlled environment with a controlled execution 

*Create a visceral reaction – EMOTION! 

*Touches all 5 of our senses (sight, sound, touch, taste, smell)  

*Influence attendees into ACTION! 

 



*

Face-to-face interaction with a donor or prospect is immediate and 

in real-time {an even exchange of information} 

Personal = Emotional 

Donor is singled out for special treatment 

Donor makes an effort and has high expectation for a high 

deliverable 

Targeted message designed to evoke an emotional response -       

good theater! 

Donors MUST have a take-away with some knowledge of your 

institution that they didn’t have before they arrived 

 

 



*

 

Delight (Goodman, 2009)  

*highly positive experiences generate highly positive                    

word of mouth as well as increased loyalty (for each attendee at 

an event, 19 other people will potentially hear about that event) 

*such customers want your organization to do more business 

and succeed.  They recognize the value of doing business with 

you - identity 

 

          SUPPORTERS 
 



*

  EVENT 

 Communication 

 Physical Environment 

 Products and Services 

 Ethics 

 Social Responsibility 

 Community Relations 

 Behavior of Company’s 

Representative 

 CLIENTS 

The factors that form a 

company’s image Identity 

            IMAGE  

(a company’s identity 

perceived by its customers) 

    COMPANY  

(a business organization 

which creates an event) 

  

FEEDBACK 

Figure 2. The system of interaction between an event and company’s (product’s) image 

Adapted from “Efficiency of Event Usage for the Increase in Competitiveness of Companies,” by    V. Navickas, and & A. Malakauskaitė, 2007, 

Engineering Economics, 2, p. 93.  
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Recipients  

Hi 

Lo 

Lo Hi 

#1 
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Willingness to spend money on events 

Importance of 

events in reaching 

donors 



*

Quality of events 

Perceived quality 

of leadership        

(an investment) 

Donors  

Hi 

Lo 

Lo 
Hi 

#1 #2 

#3 #4 

#5 



“Inspiration Gap” 
 

Donors seek engagement  

while recipients examine cost 
 

 

 

Cause: 
 

The unwillingness of an institution to put financial resources 

behind the event experience…no matter how small the 

investment  
 

Fear of small amount of quantitative data 

 



*

*MIT invited donors to a 2-day campus visit hosted by senior 

staff and culminating in a dinner at the president’s home 

*14% of individual campaign donors attended those visits  

*Attendees gave an average gift of $1.74M vs. $830K from 

non-attendees 

*47.7% increase in donor support 

 

 

 

 



*

I don’t know of anything more powerful that an institution or charity can do 

other than an event to solidify its position and get people focused on that 

organization.  

You could send out mailers, put ads on television, whatever it is – but an 

event is what really locks in the message. 

That’s why I think it’s important to do them correctly.  I don’t know how else 

you can solidify a donor’s commitment other than through a series of events 

to keep them connected.  The more they’re connected, the more they’ll want 

to continue to be a part of it.   

That connection…when you really sit back and think about it, that’s the glue! 

    

    (Donor #2, 2011, personal communication) 
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Why Host a TEDx Conference? 
• Amazing viewpoints, incredible ideas, great dialogue springboard 

• Exposure for the University 

• World Wide, through the Internet. 

• Guests, Speakers and viewers talk about your event & university. 

• Prominence & Credibility 

• You are looked upon as an expert, the doers, and the innovators. 

• Being associated with a well respected forum – TED – with a built-in 
audience. 

• Enhances the University’s connection with the corporate world through 
sponsors’ maximization of their sponsorships. 

• Creates an opportunity to engage donors and prospective donors 

• Invite donors & engage them in the outcomes of the conference. 

• What our donors want from us 

• Reach outside of the classroom to educate – make things happen 

• Be a positive leader in the community, region and world 

• A chance to engage with faculty, students, staff 

• TEDx does all this 



Created in the spirit of TED’s mission, “ideas worth spreading,” the TEDx program is designed to give communities, 
organizations and individuals the opportunity to stimulate dialogue through TED-like experiences at the local level. 

• TED History 

• Founded in 1984 

• First event was a financial disaster – took six years before the second TED Conference 

• TED Conferences are available online for anyone to see 

• The Sapling Foundation purchased TED in 2001 

• The TED Prize was introduced in 2005 

• $100,000 was given to three individuals annually to help make their ideas happen. 

• In 2010, the prize was changed to one individual to ensure TED can maximize its efforts in 
achieving the winner’s wish. 

• In 2013, the prize will increase to $1 million. 

• TED Reach 

• One million viewers per day 

• TED conferences are translated into 93 languages 

• TED – the X 

• In 2009, TED began offering licenses to third parties to produce independent “TED-like” 
events and the “X” was born. 

• There is no license fee but, events are carefully vetted by TED, speakers cannot be paid 
and must give all rights to distribute their presentations to TED. 

• TED limits the first year live audience to 100 people. 

• As of 2012, there have been more than 16,000 TEDx talks. 

What is TEDx? 



• Sponsors 

• Pacific administration said, “have at it, but raise the money to put it on.” 

• 85% of the funding comes from outside sources. 

• Producing Two Environments 

• The Talks 

• Creating a television studio with a live audience – very techie. 

• Recording, editing, and posting to the internet 

• Recruiting speakers – who will not receive payment – and attending to their travel, 
lodging, hospitality, security, rehearsals and presentations 

• Ticketing and advertising 

• The Breakout “Social Spaces” 

• Creating an environment for the exchange of ideas and a chance to dialogue. 

• Catering – being creative with grab and go 

• Décor – making the spaces fun and exciting 

• Creating Lounge Spaces and seating areas 

• Entertainment 

• Exhibitors 

• Everything else that comes along with producing an event 

What is Involved in TEDx? 



Check It Out 

www.tedxsanjoaquin.org 



Events on the Road 

• “Fast Class” – “It’s Loyola, but local 

• Showcased “rockstar” faculty 

• Also include student speaker & university 

leader 











Presentations available on  

www.aep-edu.com 



 
 
 
 
 

Going Global 
 
 



 We live in a global community 

 

 Donor giving needs to be influenced from 
further afield.  Your donor base is on longer 
just on your doorstep 

oRegional, national or international 

 

 Your alumni base are very different culturally 
 

 



Engaging your audience takes higher 
skill levels than ever before 

 

o  Part psychologist, part planner! 



 Expected to know what and how to deliver 
programs at a distance 

 Keeping brand and message consistency on 
the road takes expertize  

 Internal stakeholders, from President to 
Development Director can be unforgiving 
when arrangements are not perfect for them 

 There are big liabilities to consider when 
working offshore 

 

 



Why does this matter? 

 

IT WILL ALWAYS BE YOUR FAULT 

 IF YOU DON’T SEE  

THE DEVELOMENT RETURN  

FROM THE PROGRAM! 



 
LEVERAGING RELATIONSHIPS  

IN DIFFERENT REGIONS 
TO DELIVER UNIQUE EXPERIENCES 

  Harder when you don’t know the area  

 Find local resources and a don’t be afraid to 
ask. 

 Different cultures are far more acceptable to 
you being up front with your requests! 

 



 
 
 

 

CAMPAIGN LAUNCH  

FOR EUROPEAN ALUMNI AND DONORS  

 

 



THE EGYPTIAN GALLERY AT THE BRITISH MUSEUM 



The Elgin Marbles 

http://www.afbm.org/greatcourt.html
http://www.damon.gr/marbles/








LEADS FROM MAJOR WEST END MUSICALS 



BANK OF CHINA BUILDING DR VICTOR FUNG, 

 LI & FUNG TRADING CO. 



HOME OF US CONSUL GENERAL, HONG KONG 



MME. ANNE HIDALGO 

FIRST MAYOR OF PARIS 







CONTINUITY IN BRANDING 





 
 
 

 Produce brand and message guidelines document 

 

 Put your brand managers hat on and list a 
definitive display guide for your  

oLogo  

oSlogan  

oSignage 

oDonor recognition 

oSponsor recognition 



 



 



 



 
RISK MANAGEMENT 

 



 Adequate internal resources and support for 
you to plan the event effectively 

 

 Many additional risk factors to analyze and 
assess for programs involving travel 

 

 Produce a comprehensive Risk Assessment 
Document 



Host Hotel, Hong Kong 











HELPFUL HINTS 
 Within contracts, In addition to the right to cancel 

through Force Majeure, add the provision to 
cancel with refund in the event that the area is 
placed on the US Department Advisory List.  

 Event Cancellation Insurance – often worth the 
gamble if costs cannot recovered through 
contracts. 

 Check General Opening Times – Frequent Sunday 
Closing 

 Tax Refunds – works differently outside of the US 
and is reclaimable.   

 



 The US is almost the only country, which uses 8½ x 11 as 
standard.  A4 paper is the International paper size, which 
measures 210 x 297 millimeters.  It is very difficult to buy 
US standard size internationally. 

 Take a three ringed hole punch.  Most international hole 
punches are 2 or 4 ringed 

 On registration forms, add ‘name to be printed on badge 
line’  Asian names are often listed by last name first. 

 List all measurements and distances in metric, not 
imperial. US, Liberia, Burma (and some UK) only 
countries still using miles, yards, feet, inches and pounds 

 Offer gluten free menu options in Asia 

 

 

 

 



INTERNATIONAL MARKETING MATERIALS 

 Calendar dates: 12/1/2013 means January 12 not 
December 1 internationally 

 

 Toll Free 800 or 866 numbers should not be used.  They 
are sometimes inaccessible and never free to 
international callers 

 

 Leave extra space for addresses and include 
Province/County and Postcode/Zip on address lines    
and country code in telephone numbers 

 

 

 

 

 



Presentations available on  

www.aep-edu.com 



USC CASE STUDY 



USC Global Conference 

Hong Kong 2011 
Global Challenges and  

Enhancing Opportunities 

 

USC Global Conversation 

London 2012 
The Future of the Global Economy 



Challenges 
• What do you want to communicate? (what is your 

theme and what are your topics) 

• Location (planning long distance – do you need a partner) 

• Travel and Hotel (negotiations on group rates and 

space limitations) 

• Expense (need for Sponsors) 

• Presenters (how to get the appropriate presenters) 

• Audience (how to get the intended audience) 

• Etiquette (advising your guests) 

• Entertainment (how to find appropriate entertainment)  



USC Global Conference 
 










