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ATE: Advanced Technological Education

▪ NSF Funding – focus on technician education; 
professional development; community colleges 

▪ Approximately 311 projects & centers currently 
funded 

▪ Not just a funding program; a real community 

▪ Variety of cross-cutting support for community 
members



Primary Purpose:  Amplify the Impact of ATE

▪ Information Hub and Portal 

▪ Resource Collection 

▪ Services and Tools 

▪ Outreach and Dissemination
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Strong 
Brands

Strong 
Campaigns

Strong 
Teams



POLL QUESTION #1

A. Affiliated with an ATE grant 
B. Affiliated with a different NSF granting program 

C. Not currently funded, but writing an ATE grant 
D. Other

I would describe myself as:



What we’ll cover:
‣ Reviewing the basics of branding and messaging  

‣ Understanding how clear and consistent messaging  can help 
your project or center 

‣ Ensuring messaging takes hold in your project or center 



POLL QUESTION #2

A. We have not worked on anything formally. 
B. We recently started working on this. 
C. We have done some work on our messaging. 
D. We are masters when it comes to messaging and 

outreach. 
E. Other

Which of the following statements best 
describes your project or center’s approach 
to messaging and/or outreach? 



Grounding you 
messaging in 
brand strategy



A brand is…



Brandraising



Organizational 
level
The core elements that direct all 

aspects of an organization’s brand. 



Positioning is the single 
idea you strive to 
establish in the minds of 
your target audience.



Positioning is… 

‣ Reductive: a simple idea that reflects what people can likely 
remember 

‣ Internal only: you don’t publish it 

‣ A yardstick you actively use 

‣ Not the same as your mission 



Personality is your 
project’s or center’s tone 
and style. It’s the 
overarching feeling you 
want people to associate 
with you. 



Personality is:

‣ Distinguishing: every organization should be 

credible, professional 
‣ Useful: helps you make decisions 
‣ A starting point to build cohesion



Fighting cruelty  
to animals

Personality

Friendly Edgy 



Positioning + 
Personality = 
Brand strategy 
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What can telling 
a good story do 
for you?



POLL QUESTION #3

A. Clarify who we are for both internal and external 
audiences 

B. Equip our staff to serve as ambassadors  
C. Shift or change perceptions  
D. Strengthen collaboration and information sharing 
E. Other

What is the #1 thing you hope messaging 
can do for your project or center? 



Messaging 
platform



Your messaging platform is 
the written and spoken 
expression of your brand. It 
contains your vision and 
mission statements, 
key messages, boilerplate, 
and elevator pitch. 



Vision statement

A statement that articulates your vision for the world. 

While mission statements describe the actual purpose 

of your organization, vision statements paint a picture 
of the future, often idealistic and motivating. 



Your mission statement describes how your 

organization works to achieve your vision—what you 

actually do. 

Mission statement



Who is your organization for? (Who is your target audience?) 

What contribution do you make to your audience? (Do you increase 

retention of Hispanic students in chemical engineering? Do you 
develop curriculum for high school physics teachers?) 

What makes your contribution unique? (What makes your project 
stand out from other projects working towards similar goals? What are 

your strengths and values?) 

Mission statement



Effective vision and 
mission statements are…
‣ Free of jargon 
‣ Concise  
‣ Differentiating 
‣ Reflective of your positioning and personality 
‣ Tied to your host institution 



Educators Rising

Vision statement example

Every teacher in America has the skills and 
experience to help all students achieve their 

potential. 



Educators Rising

Mission statement example

Educators Rising cultivates highly skilled educators 
by guiding young people on a path to becoming 

accomplished teachers, beginning in high school and 
extending through college and into the profession. 



ATEEC Tribal College 
Programs

Mission statement example

The mission of this project is to strengthen environmental science and 
technology programs at Tribal Colleges consistent with the unique needs and 

traditions of these communities. More specifically, this project will strengthen 
STEM (science, technology, engineering, and mathematics) education at Tribal 

Colleges while acknowledging that there is a critical cultural component to the 

study of environmental science by Native Americans. 



About key messages

‣ A set of organizational messages that distill your 

project’s or center’s  story to its simplest form  
‣ Offer a jumping off point for whatever specific 

communications piece you’re creating, from 

speeches to website pages to newsletter stories and 
more



Key messages for adults 
(Administrators, teachers, funders)
Problem: Every teacher should enter the profession with 

the necessary skills.  

Solution: Educators Rising is the best way to cultivate 
skilled teachers.  

What it means: When it comes to attracting and cultivating 
great educators, we can help you reach your goals.  

Key messages



Key messages for  
young people
1. There are more opportunities for young educators than 

ever before.  

2. Educators Rising gives you real experience and helpful 

resources.  

Key messages



Boilerplate
It’s time for a new approach to teacher recruitment and development. Far too many teachers enter the 

classroom without adequate skills and experience, and students are facing the long-term consequences.  

Educators Rising is transforming how America develops aspiring teachers. Starting with high school 

students, we provide passionate young people with hands-on teaching experience, sustain their interest 

in the profession, and help them cultivate the skills they need to be successful educators. The result is a 

pipeline of accomplished teachers who are positioned to make a lasting difference—not only in the lives 

of their students, but also in the field of teaching more broadly.  

Learn more about how you can advance great teaching at EducatorsRising.org 

Boilerplate

http://EducatorsRising.org


Elevator pitch
Educators Rising is an organization that helps make 

sure teachers have the experience and skills they need 

to be ready for the classroom. We start working with 
young people in high school, give them hands-on 

teaching opportunities, and continue to support them 
through college and beyond, as they become great 

teachers. 

Elevator pitch
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So… when do we 
start writing?



Getting started on messaging

1. Identify who your story is for 

2. Brainstorm and write   

3. Rollout new messages



Target audiences
Who are you trying to reach? 

‣ Consider who is already connected to your mission 

‣ Challenge yourself to “walk in their shoes” 

‣ Focus on one action for them to take 
Current program staff 

Female students interested in robotics 

Community college educators and administrators  



Title Text

Smart communications  
for nonprofits



POLL QUESTION #4

A. Our whole team can 
B. Some of us can, but not all 
C. Only a few people on our team can

Everyone on our project or center team can 
clearly and uniformly describe what we do



Some questions to answer

‣  What is your organization? What do you do and why? (A brief 
variation on your mission statement) 

‣  Who is your target audience? Who do your programs serve? 

‣  Who funds and/or partners with your project or center? 

‣  Who hosts your project or center? Where are you based? 

‣  What successes have you had? What are your plans for 
the future? 



Rollout
What will it take to write and speak consistently? 

‣ Conduct internal training on new messages  

‣ Transfer your messaging platform into a brand aligned format that 
is easily distributed and easy to reference  

‣ Post messaging to an internal file sharing tool (e.g., Google Drive) 

‣ Record trainings for those who missed and/or for new hires 

‣ Develop signage: consider promoting your vision, mission, and 
parts of your messaging publicly 
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Resources



atecentral.net/events



atecentral.net/outreachkit/communication



BOOK

Brandraising  
How nonprofits raise visibility and money  
through smart communications 

bigducknyc.com/brandraising

http://bigducknyc.com/insights/brandraising


What it Takes  
to be Great  
The Top Five Factors of Successful  
Nonprofit Communications Teams

E-BOOK

bigducknyc.com/podcasts

INTRODUCING

The Smart 
Communications 
Podcast

http://bigducknyc.com/podcasts



