
CLOSE

TAKE A 
VICTORY 
LAP
Pivot to what’s next.

CAMPAIGN COMMUNICATIONS: A SNAPSHOT

Contact SteegeThomson Communications for the full picture.
st@steegethomson.com    215 747-7700

LAUNCH

OPEN 
BIG
Leverage the assets.

PUBLIC PHASE

 “WE ARE”
Keep visibility and momentum high.
Be present across channels and places.

ANNOUNCE ONGOING IMPACT.
Donors want to back a winner. Keep up a drumbeat of positive 
campaign news that acknowledges the donor and gives equal 
airtime to the gift’s potential impact.

RECOGNIZE GIFTS LARGE AND SMALL.
Make sure donors making gifts of all sizes see themselves in 
campaign communications. Show how every gift matters.

CAST THE CAMPAIGN (II).
Replace the launch stories with ones using authentic voices of 
those who benefit directly from the current campaign. 

REFRESH COMMUNICATIONS 
STRATEGIES.
Some funding opportunities require more selling than others. 
Put the creativity and budget where it’s needed.

TAKE THE STORIES ON THE ROAD.
In the long stretch between the campaign open and close, 
bring the stories to alumni both in person and virtually.

BRING THE CAMPAIGN INTO EXISTING 
VEHICLES.
Leverage communications budget dollars by populating all 
vehicles that reach leaders, alumni, parents, faculty and staff 
with motivational campaign news and views.

KEEP THE END IN MIND. 
Capture visuals, video and stories at every step along the way. 
You can’t show how far you’ve come if you don’t document 
where you started.

QUIET PHASE

 “WE WILL”
Build the framework.
Develop the strategy.

MAKE THE CASE.
It’s not about the format. It’s about the arc. Formats change. 
The philanthropic case does not. You need to:

 »  Connect vision and funding opportunities.
 »  Frame concise messages.
 »  Craft a brief narrative.

CREATE THE BRAND.
Brands are the flags campaigns rally around. At a minimum, 
create:

 »  A name that resonates.
 »  A memorable visual mark.
 »  Swag that keeps the brand in view.

LAY OUT THE STRATEGY.
 »  Speak to all alumni and internal audiences.
 »  Know the campaign story and stories.
 »  Train the messengers and feed them stories.
 »  Know how you’ll use collateral before you make it. 
 »  Think visually and budget accordingly. 
 »  Bring the campaign to alumni who won’t ever come to 
 campus.
 »  Don’t forsake the physical in a virtual world.

WORK WITH THE EVENT PLANNERS.
 »  Translate the messages creatively in the event space. 
 »  Capture assets to engage those who aren’t there in person.

CAST THE CAMPAIGN (I).
 Begin with a few stories that bring campaign priorities 
 to life and tell them well across media. Cast powerfully not 
 politically.

CREATE THE COLLATERAL.

CLOSING PHASE

 “WE DID  
WE WILL”
Celebrate the impact.
Transition to tomorrow.

MESSAGE THE CLOSE.
Pay as much attention to messaging at the end as you did in 
the beginning, but summarize impact instead of potential.

HIGHLIGHT THE “SO-WHATS.”
The campaign changed the school, and now the school can 
change the world. Tell both stories.

CAST THE CAMPAIGN (III).
Storytelling is critical at every stage. At the close, it’s about 
more than the big number. The earliest gifts are already at 
work; show the difference they are making. 

STEWARD DONORS AT ALL LEVELS.
Thank everyone who gave to the campaign and make them 
feel as though they were a part of a history-making event.  

COMMUNICATE POST-CAMPAIGN. 
Get the maximum amount of mileage by declaring victory and 
putting up a post-campaign site for at least six months. 

The campaign closed, but the next day, you’re still raising 
money. Make sure your messaging transitions—ever so subtly—
to the next big thing.


