
 

Objectives 
To evolve the Advancement & Alumni website according to existing strategic needs and to improve overall user experience and 
engagement by: 

Rationale 
The existing Advancement & Alumni website and, in particular, the Giving section is not currently equipped to meet the 
needs of the department or the users we serve through our communications and initiatives. Critical information about our 
activities is not easily accessible in the existing website architecture, nor is the content made relevant or engaging enough to 
help us in achieving our strategic goals. In addition, the current architecture does not allow for the promotion of timely, 
strategically relevant materials, hindering our ability to engage with audiences.  

This project represents a significant opportunity to improve how our key stakeholder groups interact with our key 
messaging and initiatives through our online channels, particularly in the lead up to our first major fundraising campaign. 
By simplifying the overall user experience, optimizing content for online engagement and creating easy ways for audiences to 
access important and captivating content, the revitalized Advancement & Alumni website will become a central information hub 
for stakeholders and a major driver of engagement, participation and support among donors, alumni and prospects. Once this 
foundation has been set, we can more easily conceive and implement ongoing website evolutions to accommodate the new 
campaign, while also building the online component of our everyday fundraising program. 

Restructuring the 
existing architecture 

Advancement & Alumni Website 
Project Plan – Strategic Communications 

DELIVERY DATE: 
October 1, 2018 

Enhancing design and 
functional elements 

Revising or generating 
new web content 

Measuring results to 
inform future evolutions 

Amplifying access 
through promotions 

Building a foundation of 
engagement pre-campaign 
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Goals 
 

 

 

 

 

 

Deliverables 

Revised Architecture Overview comparison of both the existing and proposed frameworks for the Giving section 
of the website and demonstration of the revised user experience 

Wireframes 
Series of wireframe mock-ups for all new and revised individual landing pages in the 
Advancement & Alumni and Giving website architecture; includes sources and rational for 
any additional elements  

Integration Strategy Overview of opportunities through both new and existing communications channels to 
incorporate and promote the revised website with key audiences  

Process Map 
Outline of all major tasks and responsibilities within the work cycle for this deliverable, 
including procedures and timelines for content submissions and updates to existing 
elements and/or copy 

Editorial Plan Sample editorial plan for the upcoming year, incorporating major College and departmental 
milestones and how these will materialize throughout the website 

Reporting Plan Summary of reporting metrics and frequency of collection  

 

Timeline 

August 2018 Plan Approval; Consultation with Black Cat Advertising 

September 2018 Content Creation, Curation & Review 

October 1, 2018 Revisions Complete 

October-December 2018 Metrics Collection 

December 2018 Internal Review (in preparation for Campaign) 

 
 
 
 

Implement all major 
website revisions by 

October 2018 

Increase web traffic 
by 25% per month by 

end of 2018 

Ensure all content is 
kept up-to-date on an 

ongoing basis 

Reduce overall content 
by 50% across the 

Giving website 
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Architecture 
 

Existing Architecture 

 

 

Proposed Architecture 
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Wireframes   NOTE: All copy is in draft form and is meant to demonstrate space allowances; final copy will be compiled once project plan is approved. 

 

Advancement and Alumni Homepage - replaces http://humber.ca/advancementandalumni 

 

AODA-compliant sliders with 
descriptive text have been used 
on other pages within the 
Humber architecture. This 
element allows us to optimize 
space on the page by promoting 
timely and relevant content on an 
evolving basis and reserving the 
other real estate for more 
permanent content. This specific 
slider will primarily feature 
imagery that best represents our 
function at the College. 

This news feed is meant to 
provide a simple means of 
keeping content fresh and 
updated on our homepage by 
pulling in all news and updates 
that are currently funneled into 
from the Giving News & Events 
page and the Alumni In The 
News page. 

Dedicated giving links are standard 
across the industry. By making this 
button a permanent fixture on the 
navigation bar that covers all 
pages, we can increase awareness 
and potential participation in our 
fundraising efforts. 

An Advancement and 
Alumni-specific mission has 
been added to help foster 
awareness of our function 
and to contribute to a 
culture of philanthropy at 
the College. 

Content on all pages has 
been condensed and refined 
to optimize effectiveness for 
online and digital channels 
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http://humber.ca/advancementandalumni
https://mediastudies.humber.ca/
https://humber.ca/advancementandalumni/giving/news-and-events.html
https://humber.ca/advancementandalumni/alumni/news-events/news.html
https://humber.ca/advancementandalumni/alumni/news-events/news.html


 

Giving Homepage - replaces http://humber.ca/advancementandalumni/giving 

 

 

 

 

Not only is the header 
navigation revised to reflect 
the new architecture, but 
sub-pages have also been 
included so that users can 
easily locate this content 
from anywhere on the site. 

A regularly updated donor 
spotlight provides us with an 
additional form of digital 
recognition at various levels 
of giving; would be updated 
based on a comprehensive 
editorial plan. 

This news feed will be 
dedicated to Giving-related 
content only 

Slider with Giving-related 
content (news, events, 
initiatives, specific giving 
opportunities, etc.); would 
be updated based on a 
comprehensive editorial plan 

Brief student testimonials 
are a valuable tool in 
demonstrating the power of 
giving, while this positioning 
connects our donors with 
the people they impact; 
would be updated weekly 
based on a comprehensive 
editorial plan. PFS C
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http://humber.ca/advancementandalumni/giving


Ways To Give - replaces https://humber.ca/advancementandalumni/giving/ways-to-give.html  

 

Online giving is highlighted as 
the primary method of 
collecting donations, with the 
different options listed below 
(before the giving link). 

Slider with pre-determined 
donor and student quotes will 
help encourage users who 
arrive on this page to continue 
the process of making an 
impact through a donation. 

Icons are used instead of 
images in order to help users 
easily navigate the page to 
their giving method of choice 

In order to keep this page 
simple and short, each option 
only has brief summary text 
while a button leads to a 
dedicated landing page with 
additional information; 
several of these pages already 
exist (i.e., Humber Gives, 
Name A Space, Humber Golf 
Classic), while others will 
need to be created. 
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https://humber.ca/advancementandalumni/giving/ways-to-give.html


 

Impact of Giving – replaces https://humber.ca/advancementandalumni/giving/giving-matters.html  

 

Video headers currently exist 
elsewhere in the Humber 
architecture; this header 
would open a shadow box to 
play our existing Awards & 
Scholarships impact video. 

Highlight significant fundraising 
statistics to demonstrate ongoing, 
quantitative success; once an 
annual donor report is instituted, 
this section will house the digital 
version and feature notable 
content from the publication. 

Select stakeholder (donor 
and student) quotes taken 
from larger Profiles of 
Impact (see below) to 
demonstrate qualitative 
impact; would be updated 
based on a comprehensive 
editorial plan and will be 
tied to Giving Matters 
testimonials from the 
Giving landing page. 

Leads to another landing 
page with a library of 
Profiles of Impact (see 
following page for details). PFS C
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https://humber.ca/advancementandalumni/giving/giving-matters.html
https://www.youtube.com/watch?time_continue=66&v=HZemYXTjNeE
https://www.youtube.com/watch?time_continue=66&v=HZemYXTjNeE


Profiles of Impact – replaces https://humber.ca/advancementandalumni/giving/giving-matters/thank-you-to-our-donors.html and 
https://humber.ca/advancementandalumni/giving/giving-matters/student-stories.html  

 

This profile library houses 
fulsome, 250-300 word (max.) 
profiles of donors, students and 
projects that demonstrate the 
impact of philanthropy at 
Humber; the tone of these 
profiles would be lighter and 
more emotional than content 
from the News & Giving pages; 
each profile is housed on a 
separate landing page; profiles 
and testimonials that exist 
elsewhere on the current 
website will be incorporated into 
this page during the transition. 

The profiles 
distinguished between 
Donors and Students. 

The page is designed as 
a feed so that new 
stories can be added on 
an ongoing basis. 

As new profiles are 
added, they will be 
cross promoted across 
the Giving website (see 
other wireframes for 
references to this). 
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https://humber.ca/advancementandalumni/giving/giving-matters/thank-you-to-our-donors.html
https://humber.ca/advancementandalumni/giving/giving-matters/student-stories.html


Our Donors – new page 

 

Content for Gratitude Hall 
(videos, launch, etc.) to be 
housed on its own unique 
landing page; it’s 
important for users to 
interact with donor names 
before learning about 
recognition so as to 
maintain the website as a 
useful donor stewardship 
tool (direct links to the 
Gratitude Hall page can be 
featured elsewhere). 

Quick navigation bar allows 
users to easily locate a 
specific giving level without 
having to scroll. 

Giving levels are distinguished 
using renderings of the 
accompanying plaque, 
connecting this listing with the 
physical wall; this element 
presents a simple recognition 
opportunity that can be kept 
up-to-date and current more 
reactively than on the physical 
wall; the intention is to 
eventually replace this listing 
with an interactive version of 
the donor wall 

Link to the new Profiles of 
Impact page; instead of 
housing donor and student 
profiles in separate places 
(making them difficult to 
navigate), this content will be 
combined for easy discovery 
and increased exposure. 

If donor has a corresponding Profile 
of Impact, their name will be linked 
directly to that page to ensure 
maximum exposure. 
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Gratitude Hall – replaces http://humber.ca/advancementandalumni/giving/gratitude-hall-opening.html 

 

This page transforms from a 
recap of the Gratitude Hall 
launch into a general 
information page meant to 
provide an overview of the 
wall and its purpose/history. 

Existing multimedia 
content will still be 
incorporated 

Content from the current 
Gratitude Hall page (re: 
launch) has been included 
towards the bottom of the 
page so that it is still accessible 
but not as prominent. 
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http://humber.ca/advancementandalumni/giving/gratitude-hall-opening.html


 
 

 

Page is designed to help 
introduce all front-facing 
staff to our online 
stakeholders, increasing 
recognition and “putting a 
face to the name” in order 
to appear more relatable 
to donors and prospects. 

Message from CAO 
expanding on the 
department’s mission and 
introducing the team. 

Each individual team 
member will receive a 
content block with their 
name, title and link to their 
contact information; new 
headshots would be required. 
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News & Events – replaces http://humber.ca/advancementandalumni/giving/news-and-events.html  

   

 

 

This page largely remains 
unchanged in design 
elements and layout, 
however, thanks to a 
comprehensive editorial 
plan, content will be posted 
more frequently – thus 
keeping it current. 
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http://humber.ca/advancementandalumni/giving/news-and-events.html


 

 

 

 

Contact Us – replaces http://humber.ca/advancementandalumni/giving/news-and-events.html  

 

 

 

 

 

 

 

 

 

 

Focus for this page placed on 
the primary contact vehicles 
to improve user experience; 
the potential also exists for 
this page to feature a fillable 
form in a future evolution. 
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http://humber.ca/advancementandalumni/giving/news-and-events.html


Integration Strategy 
In order to communicate the revised website out to key stakeholders, and to help encourage increased traffic as the department 
measures the impact of these revisions, a comprehensive integration strategy will be initiated once the website has been 
finalized in order to consolidate the new website with our existing communications. 
 

Editorial Platforms 
Beginning w/ October 2018 Issues

 

Social Media 

 

Email Marketing 

 

Donor Communications 

 

Alumni News 

 
• Revised email header 

with link to the main 
Giving landing page 

 
• Monthly fundraising story 

links to page hosted on 
the Giving website 

 
• Giving link at bottom of 

publication redirected to 
new Ways to Give page to 
foster greater 
understanding of different 
methods of giving 

 
Gratitude Magazine 

 
• Website links included 

alongside articles where 
appropriate to promote 
cross-channel 
engagement 

• All new content (i.e., 
news and profiles) 
shared on the 
appropriate channels 
on an ongoing basis 

 
• “Profiles of Impact” 

shared with links and 
custom graphics or 
images using overlaid 
pull quotes 

• All email templates, 
wherever possible, 
include a link to the 
Giving page in the 
header (or in the copy) 

 
• New email sent to 

interested alumni 
prospects mirroring the 
Ways to Give page 

• Existing major donors 
on the donor wall 
invited to visit the “Our 
Donors” page to view 
their recognition 

 
• Website specifically 

listed as recognition 
opportunity in donor 
appeals 

 
• “Profiles of Impact” 

promoted to prospects 
in conjunction with 
appeals as a 
demonstration of 
philanthropic impact, as 
well as existing donors 
to encourage 
participation  

While our initial integration will include the actions and examples listed above, this list is non-exhaustive and will evolve over the 
course of the new website’s implementation. Any significant new content (i.e., a new landing page or portal for a specific 
initiative, the launch of a new and/or ongoing initiative with an associated landing page) will be accompanied by 
communications plan that will incorporate all channels uniquely (including those listed above) in order to maximize exposure. 
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Process Map 

To maintain quality and brand standards among all pages in the Giving section, all content and updates will be managed 
through the Communications function of Advancement & Alumni. Through this process, we can achieve a consistent look-
and-feel across the channel (including elements such as copy length, incorporation of key messaging, selection of imagery an 
creative elements, etc.) and can 

 

 

 

Reporting Plan 

In order to ensure the success of this evolution, it is imperative that we remain abreast of how the website is performing on a 
regular and ongoing basis through a dedicated reporting plan. Below is an overview of the metrics we will seek to collect on the 
first business day of each month post-implementation. As Black Cat currently holds the access to Google Analytics for the 
Humber website overall, it may be necessary to request a monthly report be pulled with our desired metrics. 

- Total Traffic 
- # of Unique Visitors 
- Page Views (Overall and Specific) 
- Traffic Sources 
- Bounce Rates 
- Time Spent on Site 
- # of Pages Viewed (Pathways) 
- Visitor Conversion Rate (re: donations) 
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Editorial Plan  Sample 

 

Editorial Overview (8-month period) 

 
x(#) – number of revisions  |  OG – ongoing  |  REV – review and revise 

 

Detailed Monthly 
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