
Year One - Turning the Boat

A Communication & Marketing Story



How the H*lI Did Get Here??



Why the DCF Now?



In a Chaos State of Mind



“CaM” @ the DCF



Turning the Boat
“Delaware’s Best Kept Secret”



We Knew Who We Were (and Are) …

Strengthen Delaware by maximizing community-based 

philanthropy

A Delaware where generosity expands opportunities for all

Serve with Joy  Engage Inclusively  Pursue Excellence 

Lead with Integrity



… But Did Anyone Else?



CaM Strategy –

Process 
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Build a Plan

(incl. Budget, 
Tools, 

Timeline)
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Research

Objectives
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Platforms

& Resources
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Listen & Learn

• Interviews with Staff, Board members and longtime 

donors

• Listening to our Giving Together calls for donor and 

grantee concerns

• Attending the Spring Reception to talk with donors

• Interviewing grantees for news releases

• Calling reporters and legislators for their take

• Discussions with ad reps for recommendations 

• Deep dive into media coverage

• Deep dives with Epic and First Ascent



Key Audiences



Plan Objectives

1. Increase inquiry by potential donors and grant recipients.

2. Position the DCF as the leading voice for philanthropy in 

Delaware.

3. Raise awareness of the DCF among all core audiences.

4. Strengthen meaningful communication with internal 

stakeholders. 

5. Represent organization externally as a leading employer that 

values each member of its staff.



Voice & Tone

Our voice is “how” we speak:

Trustworthy, Professional and Knowledgeable.

Our tone is how we sounds: 

Warm, Approachable and Empowering.

Our messaging should always sound as if it’s coming 

from a person, not an institution. 



We Needed a Cohesive Brand Story

• An internal document meant to guide communications and marketing

• Partner to the Brand Standards

• Succinctly represents the organization at its core

• Expresses how the org communicates its role in the community

• Ensures constancy and accuracy for internal stakeholders to speak 

and write about the org



The DCF Brand Story

• A succinct history 

• What we know

• What we do best

• How that leverages our mission and works to our vision

• Roles in the community

• Voice and tone

• USP

• Positioning



USP and Positioning 

We make positive, 

sustainable change 

with, 

and for, Delaware.



The Brand - 2024

• Had not been updated in about 15 years

• Colors and tagline worn and not reflective of DCF now

• Needed “punch” to break through to new audiences

• Budget (sigh)



A Gift Falls From the Sky



USP reworded

We make positive, 

sustainable change 

with, 

and for, Delaware.

The DCF Makes 

More Possible



Brand Reno

• Update colors
• Emphasize DCF 
• Mission-based tagline





Launch



Pulling It Through



Podcast 



Additional Brand Work



Crisis Communications Planning

• Define “crisis” 

• Flow of information tree

• Contact tree

• Comms Steps

– Spokesperson

– Statement (if needed)

– Notifications

– Staging media 

– Draft Q&A for internal and 

external responses

• Issues Outline

– Top 3-6 scenarios 

• Appendices: 

– Information gathering list

– Sample statement for media

– Sample Q&A

– Local media list

– Key partners list

• Additional – DEI Strategy



It’s Been a Year

• FY25 & FY26 CaM strategy

• Department reno/expansion

• Brand story

• Brand update 

• Brand Style Guide complete

• Make More Possible 

• Website refresh

• Podcast launched 

• Google Ad Grants

• FY24 & FY25 Annual Reports

• MERIT and Milestone videos

• Media coverage growth

• Social media growth

• Instagram launched

• Now & Forever brand

• HCD rebrand and strategy

• Signature event strategy

• DCF Strategic Plan team

• 40th Anniversary strategy



How Do We Know It’s Working?



Plan Objectives

1. Increase inquiry by potential donors and grant recipients.

2. Position the DCF as the leading voice for philanthropy in 

Delaware.

3. Raise awareness of the DCF among core audiences.

4. Strengthen meaningful communication with internal 

stakeholders. 

5. Represent organization externally as a leading employer that 

values each member of its staff.



Six Things I Focus On

1. The Team(s)

2. Everything connects to the plan 

– If not, don’t do it, or change the plan

3. It’s not cheating to not reinvent the wheel

4. Kill your darlings

5. Everything is a trade-off

6. Life is short – eat dessert first
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