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Campaigns don’t just happen – they are planned and built on strong foundations.  This paper outlines the sequential steps of a campaign and describes each component along the way. Every campaign is different and custom to the sponsoring college. For that reason, the Planning Phase is critical to identifying the unique elements that will determine campaign design, implementation, and ultimate success.

The following chart identifies planning and implementation steps, who is responsible or co-responsible, opportunities for meaningful engagement and cultivation of likely volunteers and lead prospects, and elements that are made more acute by today’s economic environment.
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Admin. …..Vols/Prospects……….. and  Economy……..  
A.  Planning Phase    (often takes 12 to 24 months)

      (Task Force of staff and Board)
1.  Needs Assessment………………………………………….              X                            X                            Needs vs. Wants
2.  Prioritization………………………………………………..              X                                                           Impact?
3.  Cost Estimating…………………………………………….              X                                                           Achievability?
4.  Testing (Fundraising Feasibility)…………………………..               X                            X                           Popularity? (ID sources)
5.  Campaign Plan……………………………………………..               X                            X                           Implementable?
6.  Volunteer Organization…………………………………….               X                           X                            Constituent Leaders?  
7.  Staffing (incl. research)…………………………………….               X                                                          Budget constraints
8.  Communications Plan (Case, etc.)…………………………                X                                                         Focus on mission
9.  Data/Systems/Fin. Mgmt…………………………………..                X                                                          Confidence in Mgmt 
10. Acknowledgement/Stewardship Plan……………………..                X                                                          Honor, stay close
11. Set “Working Goal”……………………………………….                X                          X                             No Announcement
B.   Nucleus (“Quiet”) Phase   (often takes 12 to 24 months)
1.  Lead Gifts Committee (large and early gifts)……………....              X                           X                           Access, clout and focus
      (6-10 volunteers, President, staff)
2.  Pace Setting Gifts ………………………………………….              X                            X                          “Sequential Fundraising”  
        (See Gift Pyramids)

3.  All Board Gifts …………………………………………….                                             X                           Essential
4.  Secure 50% (or more) of “Working Goal”…………………              X                            X                          Signal to Community
5.  Prepare for “Public Phase”…………………………………              X                            X                           Build Add’l Committees 
6.  Prepare for Public Campaign Announcement ………………            X                             X                           Event, Audience, Press

7.  Implement communications plan……………………………             X                                                          Pre-sell needs
C.  “Public” Phase   (often takes 12-24 months)
1.   Lead Gifts continue………………………………………              X                              X                           Some gifts take time 

2.   Public Announcement (Event)……………………………              X                             X                            Success …Success














                   Audience, Press

3.   All Remaining Vols/Committees…………………………                                              X                            Approach all prospects   

4.   Communications, Visibility………………………………              X                             X                            Donor stories, etc.  

                                                                                                                                                                               Focus on program, 

                                                                                                                                                                               impact, not just dollars
5.   Completion event…………………………………………              X                             X                            Honor vols & donors 
6.   Donor Recognition and Stewardship…………………….               X                             X                            Build continuum…
