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“

”
MarCom Campaign

As the Marketing Communications Specialist for the Furious Flower 
Poetry Center at James Madison University, I developed this 

MarCom campaign for its 25th anniversary event and fundraiser. 
Other materials I created that are not included here are flyers, 

email communications, pitch emails to the press and day-of 
signage.
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8x10" SPONSORSHIP BROCHURE

11x17" POSTER

4x6" SAVE THE
DATE MAILING

Front

Back

SOCIAL MEDIA ANNOUNCEMENT

Full brochure included on the following 5 pages

WEBSITE: 
wwwfuriousflower25.com
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Furious Flower 25th Anniversary Celebration
September 27-28, 2019  |  Washington, D.C.

We poets are the 
bearers of a trust that 
spans generations.

-Rita Dove



FURIOUS FLOWER 25TH ANNIVERSARY

Join us as we celebrate 25 years 
and seed the future of Black poetry!

SEPTEMBER 27-28, 2019
WASHINGTON, D.C.

FRIDAY  |  7:00 PM

Benefit Gala
The Grand Hyatt Washington

1000 H St. NW, Washington, D.C. 20001

Rita Dove
Nikki Giovanni
A. Van Jordan

Marilyn Nelson
Gregory Pardlo
Sonia Sanchez

Tracy K. Smith

Honorary Host Committee

SATURDAY  |  9:00 AM

25th Anniversary Celebration
National Museum of 

African American History and Culture
1400 Constitution Ave. NW
Washington, D.C. 20560

If our children are 
unable to say what they 
mean, no one will know 

how they feel. If they have 
no way to express their 
lives, how much easier it 
would be for others to 
neglect their humanity.

-Rita Dove
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On Friday, September 27, 2019 the Furious Flower Poetry 
Center will celebrate its 25th anniversary with a benefit gala that 
will be held at the Grand Hyatt Hotel. Together with our honorary host committee 
which includes celebrated writers Rita Dove, Nikki Giovanni, A. Van Jordan, 
Marilyn Nelson, Gregory Pardlo, Sonia Sanchez and Tracy K. Smith, the Furious 
Flower Poetry Center asks that you consider supporting the future of Black poetry 
through one of our gala sponsorships.

As the first academic center devoted solely to African American poetry, Furious 
Flower has grown to become a nationally recognized organization dedicated to 
ensuring the visibility, inclusion and critical consideration of Black poets.  Through 
our diverse programming, Furious Flower has a positive impact on the way 
people of all ages interact with poetry.  Our programs include children’s creativity 
camps, slam academies for teenagers, poetry prizes for emerging poets, colle-
giate summits, and seminars for teachers featuring distinguished poets like Sonia 
Sanchez and Yusef Komunyakaa.

We want to ensure the continuation of the work that we have been doing at James 
Madison University for 25 years.  As a supporter of this event, you will contribute 
to the endowment of the Furious Flower Poetry Center, securing its longevity and 
continued success for years to come.  We invite you to join us for the Gala at the 
Grand Hyatt Hotel and the 25th Anniversary Celebration at the National Museum 
of African American History and Culture in Washington, D.C. on September 
27-28, 2019.  Thank you so much for your consideration.

Sincerely,

Joanne V. Gabbin
Executive Director, Furious Flower Poetry Center
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WHO WE ARE

In the almost twenty-five years since its inception, Furious Flower’s programs 
have reached thousands of poets, educators, students, and poetry lovers 
around the world. From our groundbreaking media and anthologies, to our 
children’s creativity camp and summer seminars, to our decade-defining 
conferences, Furious Flower has impacted literary communities on local, 
regional, national and international levels. 

Our programming seeks to cultivate an appreciation for poetry among all 
students—from elementary to graduate school and beyond. As part of our 
mission to support and promote Black poets at all stages of their careers, we 
aim to create platforms for them to encounter their readers and for readers to 
experience and engage with Black literary culture in new and exciting ways.

WHY WE DO IT
From the power of the Black Arts Movement to the sweep of spoken 
word; from work songs and blues to the poems of luminaries like 
Gwendolyn Brooks and Maya Angelou, Black literature continues
to make vital contributions to the landscape of American letters. 
Furious Flower celebrates and preserves those voices and
educates future generations about their contributions to our 
culture.

HOW YOU CAN SUPPORT

This 25th Anniversary Celebration offers a unique oppor-
tunity to recognize the essential work of Furious Flower 
and to help secure the future of its mission.

We want to ensure that as American literary culture makes its global imprint, that 
Black American literature and its relevant history are represented as a part of that 
larger narrative. To that end, Furious Flower staff members have begun to take part 
in various international initiatives. In 2018 we participated in the BOCAS literary 
festival in Trinidad and Tobago and took distinguished American poets to Eswatini in 
Southern African as part of the U.S. State Department’s Arts Envoy Program. Our 
goal: to provide opportunities for Black poets both at home and abroad to encoun-
ter each other’s work and history.

These voices you have 
harbored bring us the same 

wonderful possibility to get to 
know people who are uncon-
scious of their place in history 
but only trying to share a truth. 

Some are angry; some are 
loving; some question and some 

feel they have answers: 
All are Honest.

-Nikki Giovanni

Your donations and ticket purchases will help us 
endow this vibrant cultural center and will be 
instrumental in preserving Furious Flower's 
legacy, ensuring its longevity and ability 
to continue serving students, educators 
and poets everywhere.

FURIOUS FLOWER GOES GLOBAL
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Laureate Circle  |  $25,000+

One table with priority placement (9 seats + 1 for a notable poet)
Logo placement on all printed materials at the event
Verbal name recognition during event program
Five invitations to the VIP reception at Saturday’s celebration
Logo inclusion in pre-event communications
Logo inclusion on promotional materials 
Recognition on the Furious Flower Poetry Center website

Poet Circle  |  $10,000+

One table with priority placement (10 seats)
Logo inclusion in event program and during event
Five invitations to the VIP reception at Saturday’s celebration
Logo inclusion in pre-event communications
Logo inclusion on promotional materials 
Recognition on the Furious Flower Poetry Center website

Reader Circle  |  $5,000+
One table (10 seats)
Name listed in event program
Name listed in select pre-event communications
Recognition on the Furious Flower Poetry Center website

Individual Ticket |  $250
Includes dinner, dancing and program, as well as a donation
to the Furious Flower Poetry Center

The amount of your contribution that is deductible for federal income tax purposes is limited to the 
excess of the amount contributed over the fair market value of the goods and services provided.  We 

estimate the fair market value of those goods and services to be $125 per ticket and $1,250 per table.

2019 SUPPORTER 
REPLY CARD

Company / Individual Name

Address 1

Address 2

City     State Zip

Contact Name

Title          Phone #

Email

SUPPORT LEVELS

Laureate Circle - $25,000+

Poet Circle - $10,000

Reader Circle - $5,000

Donation $

Total Enclosed: $

Individual Ticket(s)
#

Thank you so much for your support! Please 
make check payable to the JMU Foundation 
and return with this card to:

Furious Flower Poetry Center
MSC 3802
500 Cardinal Dr.
Harrisonburg, VA 22807

When you’re a poet, 
you understand that what 

you do you do to give, 
you do to make a contri-

bution to literature, to 
poetry, to something that 
you really believe makes 

a difference. What Furious 
Flower has done is made 
a difference and allowed 
people like me to change 

and to grow.

-Jericho Brown
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540-568-8883
www. jmu.edu/furiousflower

Furious Flower Poetry Center is a program of James Madison University.  The James Madison University 
Foundation, Inc. is a non-profit 501(c)(3) organization, EIN 23-7156305.  It acts as the depository for 
contributions supporting the various programs of James Madison University.

Back Page: Children in Arts Envoy Program in Eswatini Africa;  Sonia Sanchez; camper from 2017 Furious Flower Children’s Creativity 
Camp;  Nate Marshall;  Matthew Shenoda and Kwame Dawes;  Nikki Giovanni; students from the 2016 Furious Flower Collegiate 
Summit; Nbobie Iwalo and Qiniso Motsa, Eswatini poets. Front Page:  Frank X Walker;  Ravi Coltrane at 2014 Furious Flower Poetry 
Conference;  Dominque Christina;  Danez Smith. Page 4:  Rita Dove, Mariahadessa Ekere Tallie, and Nikki Giovanni at 2014 Furious 
Flower Poetry Conference. Page 5:  Yusef Komunyakaa and attendees of the 2017 “Facing It” Legacy Seminar; Brenda Marie Osbey, 
Anastacia Renee and Tyehimba Jess with Lauren K. Alleyne and Joanne V. Gabbin at the 2018  Collegiate Summit. Page 7:  Jericho 
Brown; and camper from 2017 Children’s Creativity Camp.
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”
Event Design

Samples

I am proficient in Adobe Photoshop, Illustrator and InDesign. The 
Harrisonburg Education Foundation's 2019 Gala is an example of 
where I used all three programs for various aspects of a design 

suite that I developed using stock images. Additionally, I planned 
this event, managing budgets, team members, vendors, décor 

and night-of logistics.
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DIGITAL SAVE THE DATE

5x7" INVITATION

4x6" REPLY CARD

20x26" EVENT SIGNAGE 2.5x6.5" RAFFLE TICKET

Front

Back
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“

”
Brand & Style Guide 

Development

For several of my clients I have developed branding guidelines 
that I outline in a style guide. This is one that I created for Lyric 
Audiobooks whose owner wanted to rebrand the company. 

Some items that are included in the style guide but are not listed 
here are tone, voice, mission statement, vision statement, boiler 

plate and audience definition.
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COLOR PALETTE

FONT SPECIFICATION
Standard (Primary) Alternative (Secondary)

REPORT TEMPLATE LETTERHEAD

BUSINESS CARD

Front

Back
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POWERPOINT TEMPLATE
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SOCIAL 
MEDIA

As part of the style
guide that I created 
for Lyric, I also 
prepared a social
media plan, 
developed comm-
unications guidelines 
and manage 
content develop-
ment for their social 
media accounts. Weekly Post 

Campaigns (e.g. 
Fact & FAQ Fridays)

Staff 
Announcements

Author (Client) 
Announcements

Audiobook Release
Announcements

Event 
Information
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“

”
Writing Samples

In addition to all my other work in this portfolio, here are a few 
specific writing samples that I have produced for various clients  

and companies with which I have worked.
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PRESS RELEASE
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Full article can be found HERE
BYLINE ARTICLE

HOME

https://www.vendingtimes.com/articles/why-cashless-why-crane-709?iid=138AFA9994684E0DA6CCBF157E02AC68


I also designed this piece using Adobe Illustrator
Marketing Handout
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I also designed this piece using Adobe Illustrator
Marketing Handout

Page 2
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“

”
Internal 

Communications 
Campaign

HOME

For Crane Merchandising Systems, I was tasked with developing a 
program that would improve employee engagement. I led a 
small 3-person team t the time (myself, a graphic design staff 

member and a MarCom specialist located in Europe), so most of 
what is seen here was created by me.



The Challenge

 Crane Co. is a diversified manufacturing company
composed of many acquired businesses.

 The business unit (Crane Merchandising Systems) was
also composed of multiple companies all within the
vending industry (were once competitors).

 Company locations were broken up by brand.

 Employee loyalty to their brand = Customer confusion.
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Employee Research 
Voice of Customer (VOC)

Results:
 Lack of communication from both the top down, and the 

bottom up.

 Many associates did not feel a connection with the Senior 
Leadership Team (SLT) due to lack of visibility/interaction.

 Lack of resources and empowerment resulted in stress 
and feeling as if they were not set up to succeed.

 Employees felt the company was performance driven, 
good at driving tasks, but not at inspiring our employees.

 HR department was broken and dysfunctional.

 Vertical structure created silos and caused
conflicting/competing priorities for the                                 
shared services teams.
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Campaign Tactics

NEW INTERNAL COMPANY SLOGAN:
 “One Company, One Team”

HOME



Campaign Tactics

INTERNAL NEWSLETTER:
 Distribution: Twice a year 

 Audience: All employees 
via email or hard copy

 Content: 
o Message from president

o Company news from 
around the world

o New product introductions 
and messaging 
surrounding them

o Photos from employees
events

o Customer wins, etc.
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Campaign Tactics

‘ALL HANDS’ EMPLOYEE 
ENGAGMENT PROGRAM

► Action: 
Monthly meetings with the 
president on the state of 
the company.  Included 
updates on our financial 
position, quality assurance, 
safety (i.e. lost time), 
delivery metrics, costs, 
growth, and employee 
updates/news.

► Format: 
o In-person presentation in 

Williston (largest site)
o Conference calls via WebEx 

(video) for all other 
employees (globally)
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Campaign Tactics

DIGITAL SIGNAGE (ELECTRONIC BULLETIN BOARDS)
 Placed in each of our sites and displayed the same 

global company information/updates at each, along 
with local company news.

 Purpose: To deliver a consistent message at all sites 
(salaried & hourly employees), and promote a sense of 
unity across all locations. (One Company. One Team.)
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Campaign Tactics

HOME

INCREASE USAGE OF CRANE CO. CONNECT
 Crane Co. Connect  was a centralized communications 

platform accessible to and representing all of Crane’s 
businesses, enabling them to share news with each other.

 Our action: Drove traffic to the Crane Co. (parent company) 
SharePoint site where news about CMS and Crane Co. was 
posted frequently. 

 Purpose: To increase understanding of the Crane Co. 
company structure, educate on the various industries in 
which it operated, and instill a sense of unity with that entity, 
as well.

 My role: Created and managed CMS’ 
content  on Crane Co. Connect and 
promote the SharePoint site internally.



Campaign Tactics

AESTHETIC SITE CHANGES:
 Purpose: To strengthen brand recognition & loyalty 

among employees and further drive the point that we all 
were part of the same Crane team)

Original State

Future State
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Campaign Tactics

These campaign tactics were included in the 
MarCom Strategic Plan to ensure constant attention 

and measurement
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Thank You.
ASHLEY WASHINGTON RATLIFF     
ASHLEYWRATLIFF@GMAIL.COM                                    
919-218-5333
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