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1.{executive summary}
The objective for this semester is to have 1,000 students submit entries to the OSU Foundation’s OSUccess 
campaign. The question students will answer is, “Where do you find success?” 

Qualitative, quantitative and secondary research was conducted to make decisions for the campaign.  Research 
included all majors on campus and all classifications. Areas researched include communication channels, 
influencers, behavior and motivation as well as awareness levels. Secondary research focused on the target 
audience’s values, and the past competitor’s behaviors. 

Oklahoma State University students are structured with their time and are motivated largely by money. An obstacle 
this campaign will face is increasing students’ awareness of the scholarship and the ease of entry. 

The primary audience is all OSU students. Secondary audiences include professors, advisers and 
campus organizations. 

The scholarship amount to be offered totals $6,000. 

The campaign proposed will span three weeks, from March 28 to April 15. Executable tactics will include: e-mail, 
social media, in-class announcements through professors, A-frames, fliers, posters, chalking,  an attention-grabbing 
submission table, the Daily O’Collegian, the OSU Tulsa Newsletter and OSU Communications. Our tactics will 
comprise of  $1,500 in the budget. 

Being present at every outlet students use for information, the campaign will raise awareness about 
OSUccess and the OSU Foundation to around 15,000 students, and as a result we expect to reach the objective of 
1,000 submissions. 

Thank you in advance for your consideration of this exciting campaign.

“I find success in making lasting memories with my friends and family.”
           -Emma Williams



{5 c’s} 2.
The students at Oklahoma State University in all fields of study are our customers for the OSUccess campaign. Many 
enrolled students are generationally classified as Millennials. According to Iconoculture, values for Millennials include 
convenience, innovation, control, empowerment and style. They like feeling connected and dislike feeling left out. Among 
their greatest hopes are carving a unique path, making a difference and “making it mine.” These students seek things that 
are “cool,” and want to feel like they belong somewhere. For advice and guidance, they rely on their friends, parents and 
certain celebrities, such as Stephen Colbert, Jon Stewart, Neil Patrick Harris and Lady GaGa. This generation’s benchmarks 
are comment and “likes” on Facebook, retweets on Twitter and subscribers on YouTube.

The OSUccess Scholarship will become a place for students to express themselves, not just to the judges, but also to their 
friends. By making participation “cool,” we can gain a larger following much more quickly.

We can confidently say that a large percentage of students will fall into the Millennial category previously defined. We must 
also consider non-traditional students, ethnic backgrounds and varying cultures, religions and lifestyles.

As we capitalize on these differences, we will discover that each student has something in common: a desire to earn a 
degree through a career in higher education. Another trait students commonly possess is a strong, heavy use of technology 
in everyday life. Social networks, e-mail, blogs and text messaging are a major part of daily routines.

The United States is still in recovery from a nationwide recession. Budgets are being stretched, and increasing the 
OSUccess scholarship will be a major selling point for bringing in submissions.

Customer

Context



{5 c’s} 3.
The OSU Foundation is an organization 
created to facilitate the flow of 
donations to OSU students.
Priorities within the Foundation 
include the ongoing $1 billion Branding 
Success campaign, with 
concentrations in four areas: $500 
million student scholarships, $200 
million faculty support, $200 million 
facilities and $100 million 
programming support; more than 
doubling the number of endowed 
professorships and chairs and 
equipping students and faculty with 
essential advanced facilities. Its 
mission is to, “Unite donor and 
university passions and priorities to 
achieve excellence.”

Its core values include integrity, 
excellence, donor-centered 
development and service to OSU. 
Internal values include accountability, 
open communication, inclusiveness 
and collaboration.

The collaborators and complementers 
for the OSU Foundation and the 
OSUcess campaign include alumni 
(because their donations have potential 
to benefit the campaign) and parents 
who are motivated to encourage their 
children (OSU students) to apply for 
a receive scholarships. This is based 
on the idea that no matter how much 
money they may have, any scholarship 
helps.

Oklahoma State University itself is a 
complementer, because it is clearly 
associated with the scholarship and the 
Foundation. If the Foundation does well, 
Oklahoma State University does well.

The students become major 
collaborators with their submissions. 
Without their entries, the scholarship 
campaign would not exist.

Businesses locally, statewide and 
nationally award scholarships every 
semester and compete with 
OSUccess.

Students who already have financial 
aid, such as loans or other 
scholarships, lack the motivation to 
enter, because there is no financial 
incentive.

The students’ social lives are a main 
competitor with OSUccess. Whether 
it’s going out on the town, watching 
television or surfing the Internet,
distractions surround every student.
 

“I find success in the smile that is found sweeping across a person’s face as 
they discover joyful moments in each day.”
           -Elyse Elkins

Company Collaborators & Complementers
Competitors



{swot} 4.
Ex

te
rn

al

credible
simple
diverse

convenient
pre-existing
free money

research
communication

indifference
distractions

Strengths Weaknesses

awareness
preparation

pride
scholarship

money
classwork
activities

creative fear

Opportunities Threats

In
te

rn
al



{swot} 5.
Credible. Founded in 1961, the OSU Foundation is a reputable source, proven through its long history of operation and 
consistently bringing in donations. 

Simple. The OSUccess campaign gives students a variety of ways to succeed. Students can choose to write an essay, take 
a photograph or submit a video. It’s simple—a quick 300 words, a click of a camera or 30 seconds of original video. Each 
student has his or her own strengths and weaknesses, and with such a broad spectrum, everyone can use his or her own 
strengths to excel in this scholarship.

Diverse. The OSUccess campaign covers each OSU campus, which consist of more than 35,000 students. Any student 
can apply regardless of their classification, major or financial situation.  Many students already receive financial aid or 
student loans, every student could use extra cash.

Convenient. The OSU Foundation is located one block south of campus on Monroe. However, students do not need to 
visit the Foundation to apply. Every submission is entered online, which means that the entire scholarship can be 
completed and submitted from home.

Pre-Existing. This is the third semester the scholarship is in operation, and it has had some previous success.  Previous 
scholarships failed to meet objectives, they also were not utter failures. Students can view and find inspiration in past 
submissions on the web site, which is already in place.

Free Money. Even if parents pay for living or college expenses, disposable income for less necessary things would be 
welcome. The winning student will have the opportunity to put the scholarship toward necessities like books, tuition or 
housing, freeing up funds for other, more leisurely things.

Strengths



{swot} 6.
Research. There has not been extensive research conducted for the OSUccess campaign. To create a 
successful campaign, the main contributors, students, must be researched in depth. The past campaigns have simply 
carried on without knowing what works, what does not and why. That said, we have begun implementing extensive 
qualitative and quantitative research regarding the Foundation and the scholarship itself.

Communication. In past semesters, internal communications did not reach a large portion of the student body. In the Fall 
2010 semester, there was a record low of submissions.

Indifference. Many students will read the flier advertising the scholarship and decide that they don’t feel like doing it right 
then; the scholarship becomes just another task that might not produce any reward. Many factors play into 
indifference, including (according to our research) laziness.

Distractions. College students are bombarded with daily tasks that consume their thoughts and time. With so much on 
their plates, students are easily distracted from tasks that are not necessary for their overall success.

“I find success in the relationships I have built with my friends and family and 
the joy that I get from making the people around me laugh.”
           -Rachel Martin

Weaknesses



{swot} 7.
Awareness. The opportunity for the OSU Foundation to become a recognizable group on campus is invaluable to its work. 
The Foundation exists to help students, and the OSUccess campaign will bring this to the attention of the students.

Preparation.  Time Preparation is key to the success of this campaign, and the Foundation is taking the right steps with 
this comprehensive plan.

Pride. By submitting to OSUccess, a student will cultivate personal pride in what they have accomplished. This is an 
external opportunity that will build positive relationships and reputations.

Scholarship. OSUccess opens the door for a quick and easy scholarship opportunity. Someone will win, which is incentive 
in itself.

Money. Most students have some form of financial aid or student loan alleviating their financial strain. Even though 
almost everyone can use extra money, if the student has everything he or she wants, it’s hard to find a reason to apply for 
a scholarship.

Classwork. This scholarship takes place in the middle of tests, homework and projects. Almost every student is focused 
on finishing his or her assignments before he or she even considers worrying about anything else. Instead of applying for 
scholarships, students will want to relax after strenuous class work.

Activities. Aside from worrying about school, students have jobs, friends, pets, houses to clean and families to visit. 
Rather than write an optional essay or create a video, they would like to spend their free time enjoying what makes them 
instantly happy.

Creative Fear. Insecurity and fear has the potential to hold students back from participating in OSUccess. With categories 
geared mainly toward right-brain expression, students who feel they are lacking in intuitive skill may not even consider 
attempting to enter the scholarship.

Opportunities

Threats



{research} 8.Research was conducted by immersing 
ourselves in information about both the OSU 
Foundation and the OSUccess Competition. We 
visited the Foundation’s website to gain a better 
understanding of its history and current 
procedures. We also visited the OSUccess 
website and social media sites for both the 
Foundation and OSUccess, which allowed us to 
see how both the Foundation and the competition 
interact with their audiences. Foundation websites 
from other universities were also visited. From this 
early exploration, we gained an understanding of 
the OSU Foundation and the OSUccess 
Competition, the industry of foundations, and 
current practices for this industry.

Our team conducted two focus groups and 
approximately 25 interviews. Participants in the 
focus groups were pulled from the Stillwater 
campus, while students on both the Tulsa and 
Stillwater campus were interviewed. 
Approximately half of the interviews were 
intercept interviews, while the other half were 
scheduled ahead of time. Students were asked 
about their awareness of both the Foundation and 
the OSUccess Competition. They were also asked 
questions regarding attitudes, motivations and 
financial behavior. This information was used to 
create a survey.

Our team created a survey to more fully quantify 
the attitudes and behavior of the target 
audience.  The sample included students from all 
undergraduate colleges on the Stillwater Campus, 
undergraduate students on the Tulsa Campus, 
and graduate student from both the Tulsa and 
Stillwater campuses. The survey included 
questions about preferred communication 
channels, advertising attitudes, behavior, 
motivations and potential influencers.

Establish current awareness of the OSU 
Foundation and the OSUccess competition

Identify the most effective channels for 
communicating with the target audience
Identify potential influencers within the 

target audience
Gauge what motivates the target audience
Gauge the attitudes of the target audience 

regarding advertising

Focus Groups & Interviews Surveys

primary goals



{research} 9.
{Awareness of both the Foundation and the 

OSUccess Competition is acutely low 
{Perceived lack of personal creativity is an 

obstacle to entering a scholarship
{Lack of time is an obstacle to entering

{Laziness is a perceived obstacle of 
entering a scholarship

{Nearly all said they would enter the 
competition if the knew about it

{Textbooks, rent, bills and debt were the most 
commonly named potential uses of the prize 

money
{Feedback was consistent across majors for 

both focus groups and interviews

Likely to seek out campus 
information from e-mail, 
advisors, in-class 
announcements and 
Facebook.

Females are more likely 
than males to seek out 
information on Facebook.

Likelihood of participation 
increases when informed 
by friends, professors and 
roommates.

Likelihood for females 
increased more than 
males when informed by 
friends

Likely to spend a cash 
prize on bills and rent

communication 
channels

influencers behavior m
ot

iv
at

io
n

68% thinks the 
prize amount 
should be at least 
$1,000

The following increase 
the likelihood of 
entering:
{Amount of cash prize
{Ease of entering
{Fair chance of 
winning

The following 
decrease the 
likelihood of 
entering:
{Not enough time
{Not creative enough
{A random drawing 
does not increase the 
likelihood of entering

survey 
findings

&focus groups
interviews



{research} 10.As Millennials the target audience:
{Values relationships and achievement
{Stays very connected and are interdependent on 
friends, family and professors
{Is inclusive and used to working in teams
{Is optimistic and hopeful
{Have very structured schedules and very little 
unstructured time

Past competition participants:
{83% told their friends about the competition
{97% were motivated by the cash 
scholarship
{Lack of equipment and lack of time to edit were 
the most commonly cited reasons for not 
submitting a video
{Over half cited ease of entry as the reason they 
entered 
{72% of students heard about the competition from 
e-mail

Acquaint students with 
the OSU Foundation and its 

industry
Gain a better 

understanding of the target 
audience, who are 

Millennials
Draw preliminary 

conclusions based on past 
OSUccess Competition 

evaluative research
Build a solid foundation of 

research in order to be 
efficient in our primary 

research

secondary goals



{target audience} 11.

“I find success in checking off items on my lists, big and small.”
           -Jessica Kooiman

parents of
OSU students

campus 
organizations

advisers

professors

students
on all 5

OSU campuses

Secondary 
target 

audiences are 
influencers that 
will be used to 

reach the 
primary target 

audience.



{goals & objectives} 12.goal

objective

To generate awareness of the OSUccess 
campaign and surpass previous 
accomplishments.

To receive 1,000 overall OSUccess entries 
between March 28 and April 15. 



{phases 1.2.3} 13.
E-mail

Media Release
Facebook

Twitter
Chalk

 

Awareness week 
(March 28-April 2), 

OSUccess will launch into a full force 
campaign.  Awareness week is a

 phase filled with social 
media efforts and basic advertising.  

Throughout the week, all fliers, 
advertisements and 

tangible products will 
be produced.

 Distribution week 
(April 3-9) will be the time for 

our team to cast out a lure for OSU 
students to begin to crave.  We will 
allow the students easy access to 

the campaign, give away free 
products and continue to invade 

their social media sites with 
encouraging updates. 

Submission Table
Announcements

A-frames
Fliers

Facebook
Twitter

O’Colly Ad.

Submission Table
A-frames

Fliers
Posters

Facebook
Twitter

The final week (April 10-15). 
This week is built for 

  procrastinators across each campus.  
This will be the hook, the final push.  

Filled with promotions and online 
gimmicks, this week will assure 

students that their participation in 
OSUccess will be a beneficial 

investment of their time.

awareness distribution submission

ta
ct

ic
s

summary



{tactics}
What: Small handout fliers with 8 per page in black and white 
Where: Fliers will be passed out on campus and at the 
submission tables. Also, placement in various bathroom stalls in 
multiple local businesses where students are frequent visitors.
How much: Overall budget for campaign fliers is $77 
Why: Research shows that students respond best to humorous 
ads
Response: To visit OSUccess.com and submit a photo, essay or 
video

14.



{tactics} OSUccess Uncle Sam A Frame
What: A-frame board provided by the university 
Where: Displayed at two locations across campus
How much:$30 for two weeks totaling $120
Why: It’s recognizable and eye-catching and something 
students can associate success with
Response:To visit OSUccess.com and submit a photo, essay 
or video 

OSUccess Information Poster
What: 11” x 17” poster with basic information about the scholarship
Where: Displayed in academic buildings around campus and to be 
passed out at the submission tables. 
How much: $82
Why: We wanted to include a purely informational flyer with no 
distractions to pass out during distribution week.
Response: To visit OSUccess.com and submit a photo, essay or video 



{tactics}

What: A bold chalk, OSUccess stencil
Where: To be chalked on sidewalks in popular areas 
of campus
How much: $30 including chalk
Why: It is a popular form of communication on 
OSU’s campus and can reach a large audience.
Response: To visit OSUccess.com and submit a 
photo, essay or video 

What: T-shirts for the OSUccess team to wear 
when promoting the scholarship at the submission 
tables as well as when making announcements at 
the Greek houses and in various classrooms
Where: To be worn across campus 
How much: $252
Why: To gain exposure and create conversation 
across campus for the OSUccess scholarship. 
Response: Ask the individual wearing the t-shirt 
about the OSUccess scholarship

16.



{tactics}

“I find success in knowing I have done my absolute best.”
           -Ali Feist

What: 300 OSUccess Koozies 
Where: To be passed out at the sub-
mission tables when students upload a 
submission on the spot (if any are left 
over, they will be used in social media 
give aways)
How much: $244 
Why: Koozies will be more effective 
than flyers for our target audience 
Response: To visit OSUccess.com and 
submit a photo, essay or video 

What: 200 OSUccess Sunglasses 
Where: To be passed out at the 
submission tables when students 
upload a submission on the spot (if any 
are left over, they will be used in social 
media give aways)
How much: $200 
Why: Students can wear the 
sunglasses immediately and become 
walking advertisements for the 
OSUccess scholarship.
Response: To visit OSUccess.com and 
submit a photo, essay or video 

17.



{tactics}
What: OSUccess will set up stations with laptops and card 
readers for OSU students to submit their essay, photo or 
video.  Along with laptops, a video camera with a black 
backdrop will allow anyone to create a thirty-second video. 
An aggressive team of five will be on hand to direct 
students and help them with their submission. A live disc 
jockey will be playing background music and using his PA 
system to interest and bring in students. Chipotle may 
provide free catering at one or more submission table 
events. Soda cost: $89

What: Students volunteers will visit classes and explain 
the campaign during the first 5 minutes of the class. A 
staff is in place and ready to go and professors will be 
emailed during awareness week to arrange the 
announcements. One team will be dedicated to Greek 
Housing on Monday, April 11. Four teams will be dispersed 
to classrooms. Each team will announce the competition 
to three to five classes. These classes will be large classes 
averaging one hundred students per class. This one tactic 
should reach more than 5,000 students.

Who:
April 4, from 11a.m. – 1p.m.
1. Rachel Martin
2. Kim Duncan
3. Caitlin Kinser
4. Elyse Elkins
5. Christopher Bruce

April 6, from 11a.m. – 1p.m.
1. James Gordon
2. Ashley York
3. Ali Feist
4. Elyse Elkins
5. Christopher Bruce

April 13, 11a.m. – 1p.m.
1. Ashley York
2. Rachel Martin
3. Kim Duncan
4. Elyse Elkins
5. Christopher Bruce

April 14, 11a.m. – 1p.m.
1. Elizabeth Gorman
2. Jessica Kooiman
3. Amanda Morris
4. Emma Williams
5. Christopher Bruce

Who:

April 11 (Greek Houses)

Team 1: Kaitlyn, James

April 13 (Classrooms)

Team 2: Ashley, Christopher 
(Before 11a.m.)
Team 3: Rachel, Kim 
(After 1p.m.)

April 14 (Classrooms)

Team 4: James, Amanda 
(Before 2p.m.)
Team 5: Emma, Elyse (After 
2p.m.)

Where: On OSU-
Main Campus on 
Library Lawn
When: April 4, 
April 6, April 13, 
April 14

Where: OSU 
Main Campus
When: April 11, 
April 13, April 14



{tactics, media relations}

JJ Smith (Assistant Director for Recruitment & Student Development), 918-594-8450 ,*OSU-Tulsa
Jamie Marie Edford (Web Coordinator), 918-594-8024, jamie.m.edford@okstate.edu 
*Runs the twitter and facebook for OSU-Tulsa
Kandace Dodson (Web Coordinator), kandace@osuokc.edu, 817-945-6733 
*Runs social media at OSU-OKC 
Bessie Carter (Director Financial Aid & Scholarships), 405-945-3211, *OKC
Evelyn Bollenbach (Senior Director of Marketing & Communications), 405-945-3317, *OKC
Ellen Averill (Director of PR/Marketing), ellen.averill@okstate.edu, *OSU-CHS
Marketing & Communications Services, 918-293-5140, *OSU-IT

Trish McBeath
Communications Specialist

OSU-Tulsa
918-594-8360 

trish.mcbeath@okstate.edu

Amanda Bland 
The Daily O’Collegian 

Editor in Chief 
editor@ocolly.com 

Mathew Price 
Daily Oklahoman 

Features Editor 
(405) 475- 4109 

mprice@opubco.com 

Melissa Bashaw 
Administrative Assistant 

Tulsa World 
918-581-8418 

melissa.bashaw@tulsaworld.com

OSU professors 

OSU advisers

OSU Communications
Jim Mitchell

Communications Specialist
405-744-9782

jim.mitchell@okstate.edu

Jim Mitchell
Communications Specialist

405-744-9782
jim.mitchell@okstate.edu

Trish McBeath
Communications Specialist

OSU-Tulsa
918-594-8360 

trish.mcbeath@okstate.edu

Facebook: 
OSUccess, OSU Foundation

OSU-OKC, OSU-Tulsa
OSU-Okmulgee

Twitter:
@OSUFoundation, @OSUccess2011

@OSUOKC, @OSUTulsa
@OSUCHS

*all media examples may be found in the appendix

news release e-mails sample stories social media

additional contacts

19.
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{timeline}

sunday
March 

27

{OSUccess Campaign students will chalk all busy sidewalks on campus. This will 
continue every Sunday for the duration of the campaign. 
{E-mails to professors in all colleges will be sent to gain approval to have OSUccess 
Campaign students visit their class during the week of April 10 to 15 to make 
announcements.

monday
March

28

{Posters will be placed on major bulletin boards.
{E-mails will be sent to every academic adviser.  
{A media release will be sent to the Daily O’Collegian, the OSU Tulsa Newsletter and 
OSU communications to detail the campaign. 
{The first three submission tables will be set up on Library Lawn from 11 to 1. 

March 
28 to 
April 1

{Facebook and Twitter will be updated daily with awareness week statuses and 
tweets. {Posters will stay posted. 
{Koozies and sunglasses will be ordered and produced for distribution in the coming 
weeks.

Week 1: March 28-April 1
20.



{timeline}

April 4 
through 

8

{Facebook status updates and tweets will focus on the distribution stage of the 
overall campaign. 
{Posters will stay posted.  
{A submission table will be set up near Library Lawn to allow students to submit 
easily. If students submit at the table, they will receive a free koozie and a can of pop.

April 4 
through 

15

{Two A-frames (in front of the library and Greek walk) will feature the Uncle Sam 
poster.

{A submission table will be set up near Library Lawn to allow students to submit 
easily. If students submit at the table, they will receive a free koozie and a can of pop. 
{Fliers will be heavily distributed at this time as well. This will occur from 11 to 1.

wed.
April 6

“I find success in helping others and promoting the good things in life.”
           -Amanda Morris

Week 2: April 4-April 8
21.



{timeline}

{Judging will occur and evaluation will begin.

{Evaluation will finish and final results will be produced.

mon.
April 11

tues.
April 

12

wed.
April 

13

April 
10-15

{A 3x5” advertisement will be placed in the Daily O’Collegian.

{A second news release will be sent to the Daily O’Collegian and the OSU Tulsa 
Newsletter.

{OSUccess campaign students will go to general education classes in all colleges 
(pending professor approval) and make announcements to remind students to 
submit.

{A submission table will be set up near Library Lawn. On April 13, it will last from 11 
until 1; on April 14, it will last from 10 until 2.

{Facebook and Twitter updates will increase to two per day, sunglasses will be given 
away via Twitter still and posters will stay posted. 
{Two A-frames will continue to be displayed.

April 
18-22

April 
25-29

wed. 
April 13 

and thurs.
April 14

Week 3: April 10-15

Evaluation

22.



{budget}
ad breakdown
2 A-frames -  $30 for 2 weeks  
              $120
Poster
Fedex-11”x17” (410)
              $82
Small Fliers (Handout) 
(4,000) BW print
  $77
O’Colly Advertisement 
2 @ 3x5”    
  $158
Chalk and Accessories  
  $30
Giveaway Items
 Koozies (300)   
 $244
 Sunglasses (200)  
 $200
 Soda    
 $89
T-Shirts
 $252 for 25
FB Ads
 $250

“I find success in pushing through the late nights, and knowing I can 
accomplish my goals through hard work.”
           -Ashley York

$ $7,500

overview
Advertising / PR    
 $1500

Grand Prize (3 @ $1500)  
 $4500

Runner Up Prize (3 @ $500) 
 $1500

 total

22. 23.



{evaluation & responsibilities}
After the scholarship deadline of April 15, the team 
will evaluate all submissions and determine if the 
goal of reaching 1,000 submissions was reached. 

A post survey will go out to all entries via email. 
The survey will ask basic questions about why they 
submitted, what advertisements they remember and 
will ultimately answer the question of what 
persuaded them to enter the contest.

The team will determine what tactics led to more 
submissions and a full document will be drafted 
to help the next scholarship team with their initial 
research and goal planning. 

follow our team on twitter:
@ashleyny11, Ashley York
@elkcrossing, Elyse Elkins
@chrisbruceus, Chris Bruce
@kim_duncan, Kim Duncan
@upbeatbubble, Jessica Kooiman
@ali3213, Ali Feist

@therachmartin, Rachel Martin
@elizapgorman, Elizabeth Gorman
@ckinser15, Caitlin Kinser
@amalomo, Amanda Morris
@emma_beth, Emma Williams
@chicodusty, James Gordon

24.



{appendix}

news release 

e-mail 

sample stories

social media

a

b
c

d



a



b

Dear Adviser [Mr. or Ms. name], 

I am writing on behalf of the OSU Foundation to ask you to help spread the word about the 
OSUccess Scholarship.

As an adviser, I’m sure you encounter many bright students who have to postpone their education 
due to insufficient funds. Therefore, you know the importance of financial aid and how much it can 
benefit students. The OSU Foundation will be giving away six scholarship awards with OSUccess, 
and we are asking that you help get students involved by fowarding the following:

As you may know, the OSUccess Scholarship begins on Monday, March 28. OSUccess is an 
excellent opportunity for students of any major or classification, in any college, on any OSU 
campus, with any grade point average to earn a scholarship award. Students may answer the 
question, “Where do you find success?” with a 300-word essay, a 30-second video or a 
photograph for a chance to win one of two prizes per category—$500 or $1,500. The deadline for 
entries is noon on April 15.

For more information please visit osugiving.com or osuccess.com, or feel free to contact me for 
more information.

Thanks in advance for your help!

Sincerely,
[sender]

Dear Professor [last name], 

I am a student in the School of Strategic Communications, and I am writing this 
note on behalf of the OSU Foundation. Please consider forwarding this message 
to your class lists.

As you may know, the OSUccess Scholarship is beginning again on Monday, 
March 28. OSUccess is an excellent opportunity for students of any major or 
classification, in any college, on any OSU campus, with any grade point average 
to earn a scholarship award. Students may answer the question, “Where do you 
find success?” with a 300-word essay, a 30-second video or a photograph for a 
chance to win one of two prizes per category—$500 or $1,500. The deadline for 
entries is noon on April 15.

We would greatly appreciate it if you forward this message to your students or, 
if possible, make an in-class announcement and encourage your students to 
participate.

Thank you for your time, and thank you in advance for your help!

Sincerely,
[sender]

Jim Mitchell, 

The OSUccess Scholarship competition is officially underway. We would like to be featured in OSU 
Headlines a couple times this month reminding faculty, staff and students about the competition and 
encouraging them to submit an entry. The scholarship has been raised to $1,500 this year and has no 
requirements except to be in good standing with the university. The competition is also implementing 
social media, which should be more appealing to students. We have enclosed a sample story below. 

Thank you for your consideration.
The OSUccess Campaign Committee 

advisers professors

OSU Communications
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OSUccess Competition Raises Scholarships to $1,500  

The OSUccess competition has increased the scholarships for this year’s 
participants to $1,500 for each category, with runner up prizes of $500. The third 
installment of the competition will kick off March 28 for all Oklahoma State 
University students and will continue through April 15.  

The competition is great way for students to get creative and express themselves 
in ways they wouldn’t normally when applying for scholarships. Students have the 
option of submitting a 300-word essay, a 30-second video or a photo with a 
caption up to 30 words. Student’s entries should be answering the question, 
“Where do you find success?” The question is a lot broader than it’s been in the 
past, so submissions are projected to increase. 

The OSU Foundation evaluated the last year’s competition and decided to make 
some additional changes for the future. Along with the scholarship’s 
monetary increase, the campaign will be incorporating more social media. 
Students will be allowed to make submissions directly to the OSUccess Facebook 
page and Twitter account. 

Entries are available to view through the live feed on OSUccess.com. There, you 
can see how OSU students picture success and also view the entries from the 
previous competition in the fall 2010. 

The OSU Foundation serves as the private fundraising organization for OSU, as 
designated by the OSU Regents. Its mission is to unite donor and university 
passions and priorities to achieve excellence. 

Oklahoma State University is a modern land-grant system that cuts across dis-
ciplines to better prepare students for success. Oklahoma’s only university with 
statewide presence, OSU improves the lives of people in Oklahoma, the nation, 
and the world through integrated, high-quality teaching, research and outreach. 
OSU has more than 35,000 students across it’s five-campus system and more 
than 23,000 on its Stillwater campus, with students from all 50 states and 118 
nations. Established in 1890, OSU has graduated more than 200,000 students 
who have made a lasting impact on Oklahoma and the world.

This document is intended for “The Current,” which is 
OSU-Tulsa’s Newsletter. Their newsletter is very similar to our 
“OSU Headlines.”

Where do you find success? Students can answer this 
question for a chance to win a $1,500 scholarship, from the OSU 
Foundation. The competition, which starts March 28 and runs 
until April 15, is available to all Oklahoma State University 
undergraduate and graduate students in good academic 
standing. Students have the option of submitting a 300-word 
essay, a 30-second video or a photo with a caption up to 30 
words long. The OSU Foundation has increased the scholarships 
this year to $1,500 for each category, with runner up prizes of 
$500. For more information go to OSUccess.com or visit the 
OSUccess Facebook page. 
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In the classroom? On 
Library Lawn? In the 
mirror? Where do YOU 
find success? Tell us at 
osuccess.com and win 
$1,500. 

300 words, 30 seconds, 1 
photo: that’s all it takes to 
win $1,500! Visit 
OSUccess.com to enter.

“Where do you find 
success?” Answer this 
question at OSUccess.com 
and win $1,500

Submit 1 photo, 300 words 
or a 30 second video telling 
us where you find success 
and win $1,500!



osuccess.com


