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We are not just 
a center for 
creativity, but a 
bridge connecting 
the past, present, 
and future.”

“



INTRO
This collection of work features 
an advertising campaign for the 
Foundation of Arts in Jonesboro. 
The FOA is a non-profit organization 
that offers classes intended to  
encourage creativity and stimulate 
self-confidence for youth.

The campaign encourages donation 
and establishes a call-to-action 
through print advertisements, social 
media, and merchandising while also 
aiming to increase overall awareness 
of the brand and business.
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RESEARCH
Before brainstorming and beginning 
the design process, I set out to learn 
more about the Foundation of Arts. 
After speaking with the director 
and discussing their target audience, 
competition, and selling proposition, 
I dove deeper into the practice of 
nonprofits, fundraising for the arts, 
and requesting donations. I also 
visited FOA’s website to get a more 
developed and personal feel of their 
mission and values. 

From there, I developed a decent 
understanding of how the Foundation 
of Arts functions which was beneficial 
as I set out to start conceptualizing a 
big idea for this donation campaign. 
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IDEATION
For the first round of brainstorming, 
I scribbled several thumbnail sketches 
and headlines that could be used as 
a basis for the big idea. These were 
narrowed down to four main ideas 
which were used as a basis for the 
first round of digitalized designs. 

5





COMPING
The first idea revolved around the 
concept of using famous artists 
from history as faces for recruiting 
donations. The second idea focused 
on the evolution of change into 
something greater whereas the third 
idea used a play on words. The fourth 
idea played with using a dollar bill as 
a replacement for objects. 

The last idea was chosen to move 
forward in the design process and 
helped to define the big idea. 
Using the concept of the initial 
print advertisement, two more were 
created along with Instagram content 
and merchandise.
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FINAL
The “More than Money” campaign 
showcases how the donor’s dollar 
contributes to the classes that the 
FOA provides by presenting the 
analogy of a dollar to an object.
It also reiterates that by donating, 
they are part of the foundation of 
something bigger. 

When it comes to creating 
an awareness and brand for 
the Foundation of Arts, the 
print advertisements, tangible 
merchandise, and social media 
content are elements that work 
cohesively to reinforce the big idea.
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