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A case study about a university growing its downtown campus with a robust capital campaign.

Results
• Got all stakeholders aligned and 
working in coordination toward 
campaign milestones

• Increased brand awareness, in 
the academic community and in 
the community at large

• Raised over $40M—the most 
successful capital campaign in 
the school’s history

Opportunity
In one of the last phases of Point Park University’s 
Academic Village expansion, the university  
undertook a major capital campaign to move  
the long-respected Pittsburgh Playhouse  
from Oakland to Point Park’s downtown campus. 
This new state-of-the-art, LEED-certified facility  
is the expansion’s crowning achievement.  
This effort needed a compelling and persuasive 
communications plan to generate support from a  
wide range of private and public donors. 

Solution
ThoughtForm helped Point Park stakeholders  
align on the milestones for the campaign, from 
quiet phase to public launch to maintenance.  
Once a campaign calendar was in place, 
ThoughtForm created an identity for the campaign 
titled Get Ready for a New Stage. This new identity 
acted as a springboard for the campaign, including 
the development of creative and engaging 
campaign materials. At over $40 million raised, 
Get Ready for a New Stage is the largest and most 
successful campaign for the university to date. 

‘‘

”

Point Park continues to benefit 
from ThoughtForm’s great work. 
As the Academic Village took 
shape and the projects changed, 
ThoughtForm was right there 
with us every step of the way.

Mariann Geyer
Vice President for External Affairs, 
Point Park University



Who did we 
help?

Getting ready for a new stage

What did we do?

Built a campaign toadmap 
to focus messaging and 
align stakeholder efforts.
Point Park stakeholders knew that a major 
campaign was needed to raise funds for  
the new Playhouse. And they asked if Thought-
Form could help align their team on a single, 
clear message and a process that would keep  
them in sync throughout the campaign.

ThoughtForm worked with the team to  
identify their target audiences and key 
messages. We then took that content and inte-
grated it into a campaign calendar displaying  
all the important phases and milestones  
in the life of the campaign. Finally, we displayed 
the important communication channels and 
tools at each phase. 

We turned the calendar into a poster,  
which the Point Park team used as a visual 
reference to guide them in their decision- 
making. It became a tangible and valuable 
representation of the campaign.

Created a campaign 
brand that captures the 
excitement of the changes 
to come.
Once ThoughtForm understood the timetable 
of the capital campaign, we focused  
on creating the campaign brand. This brand 
had to communicate a complex message: it 
would have to convey the physical move that 
was about to happen for the Playhouse, inspire 
the university community and donors to 
participate in the campaign, and resonate with 
the theme of change that the Academic Village 
initiative began over a decade ago. 

Working with University President Paul 
Hennigan, Vice President for External Affairs 
Mariann Geyer, and their Point Park team, 
ThoughtForm was able to explore a number  
of names and logotypes before landing  
on one that the team felt was a true rally cry”  
for the university and best represented the  
intent of the campaign: Get Ready for a New 
Stage…a new stage of innovation, perfor-
mance, theater, and more.

Executed the campaign 
with precision timing, 
consistency and quality.
ThoughtForm put the new brand to work 
right away. Our team created business 
papers for all campaign correspondence. 
We designed and produced streetscape 
graphics that displayed the message  
“Get Ready for a New Stage” and helped 
mark the physical area of the new  
Playhouse building. 

ThoughtForm also produced two campaign 
brochures for Point Park. The first was a 
smaller, three-panel brochure to quickly 
communicate the campaign and jump-start 
the public phase of the campaign. 

The second campaign brochure was for  
longer-term use and would serve as the core 
communication piece for the campaign 
from public launch to its later phases. This 
brochure embodied the campaign theme 
and was filled with testimonial spreads 
from people who are part of the Point Park 
family—from Point Park alumna Shirley 
Jones to Vice President and Artistic Director 
of the Conservatory Ronald Allan-Lindblom.

Point Park University: 
a leader in liberal arts 
education
Located in downtown Pittsburgh, Point Park 
University is a liberal arts institution that for 
many years has been a shining example of 
a true urban campus. Every day, Point Park 
University students benefit from the unique 
relationship between the school and its city 
neighborhood. The Academic Village initiative 
is helping to develop a “multi-block living and 
learning hub” that transforms campus life for 
the students. It has revitalized the university’s 
connection to downtown businesses and 
cultural institutions.

Point Park University enrolls more than 3,800 
full- and part-time students in 82 undergrad-
uate programs and 18 doctoral-level graduate 
programs. These programs are offered through 
its four schools: Conservatory of Performing 
Arts, School of Arts and Sciences, School of 
Business, and School of Communication.
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Campaign roadmap
The large-format calendar was used by Point Park as a visual 
roadmap of the campaign. It contained milestones, audi-
ences, key messages, communication channels, and tools. It 
also graphically represented certain tasks along the timeline 
that were significant to the momentum of the campaign, like 
“Create a buzz!”

Campaign brochures
ThoughtForm produced a small-format (for short-term use) 
and large-format brochure for the campaign. The large-
format brochure became the primary communications 
vehicle for the campaign. It conveyed the intent and goals 
of the campaign, and celebrated the stories of Point Park 
alumni, administration, and staff who were each asked, “What 
does Get Ready for a New Stage mean to you?”

Brand identity applications
With the new brand identity finalized, ThoughtForm 
produced an art library that could be applied to a variety 
of media. One medium, exterior sidewalk clings, were 
designed to promote the campaign and mark the area of 
the new downtown Playhouse on Forbes Avenue. The clings 
were placed at additional sidewalk corners throughout the 
Academic Village with different types of “New Stages.” For 
instance: Get Ready for a New Stage of Academic Excellence.

What did we create?

201 Wood Street
Pittsburgh, PA 15222
412.392.8097
pointpark.edu

After close to a century in Oakland, 
Point Park University’s Pittsburgh 
Playhouse is moving its tradition of 
award-winning theater to a new, 
state-of-the-art learning center in 
downtown Pittsburgh.

The new Playhouse is a crucial 
component of Point Park University’s 
Academic Village Initiative, a $244 
million academic and economic 
development project launched in 
2008. The $74 million Playhouse 
is critical to advancing the mission 
of the University, its enrollment, 
academic programs and student life, 
while at the same time, benefiting 
the economic health and quality of 
life of the region.

The Playhouse will serve over 700 
students enrolled in Conservatory 
of Performing Arts Programs 
which combine real-world 
experience and rigorous training 
with internationally recognized 
master teachers, directors, 
animators, producers, writers and 
choreographers. The Conservatory 
is recognized as one of the top 
programs of its kind in the nation.

The new Pittsburgh Playhouse will enable  
Point Park University to:

 · Consolidate the University’s academic programs, 
faculty, and students in one downtown location, 
positively affecting campus life, culture, and the 
greater community. 

 · Increase the number of students living on campus 
from 1,000 to 1,300, accounting for one-fifth of the 
current 5,000 downtown residents.

 · Enhance the professional theatre experience of 
students enrolled in the Conservatory’s dance and 
theatre programs and allow for substantial growth 
in the cinema/digital arts, technical theatre, and  
stage management programs. 

 · Create a more competitive academic program for 
enrollment, retention, and student satisfaction.

Bringing economic growth to our region.

The new Playhouse will revive a dilapidated and underused 
corridor that connects the Grant Street business and 
finance hub with historic Market Square. It’s expected to 
bring 60,000 non-student patrons to Downtown annually. 

According to an independent study conducted by Fourth 
Economy in February 2014, the construction and operation 
of the new Pittsburgh Playhouse will infuse $74 million into 
the local economy in the first five years of the project.  
It’s projected to bring 600 construction and operations jobs 
to the region in its first five years, as well as approximately 
192 permanent jobs associated with the expanded theater 
and cinema arts program. 

Additionally, the new Playhouse will significantly impact 
the growing film industry in Southwestern Pennsylvania.

Preserving our past. Building our future. 

Point Park University is honored to be the steward of an 
amazing collection of turn-of-the-century properties it has 
lovingly restored over the years, giving each a new place  
in the vibrancy of Downtown.

As the University turns its attention to the footprint of the 
new Pittsburgh Playhouse, it will use the same attention  
to detail, with an eye toward restoring what can be restored 
and reusing details of what cannot be salvaged based  
on the condition of the properties’ foundations and facades. 

Putting Point Park on the national stage.

The new Pittsburgh Playhouse is designed to be a national 
artistic laboratory for the training of artists and the creation 
of new works.  

For almost two decades, Point Park has worked to attract 
nationally recognized actors, directors, dancers, 
choreographers, and designers to be in residence working 
with our students and faculty. 

The new Point Park University Pittsburgh Playhouse 
provides the appropriate home for these nationally 
renowned artists and a state-of-the-art, artistic laboratory 
for students to practice their craft.

The Pittsburgh Playhouse Campaign

11,147 
 square feet 
 of new space for cinema 
 arts programs.

To learn more about being a part  
of this exciting endeavor visit 
pointpark.edu or contact us at 
412.392.8097.

GET
 INVOLVED

Public Phase

• Social media strategy integrating Twitter,
  Facebook, and Instagram
• Campaign blog

• Construction fence banner
• Direct mail
• Event to kick-off Public Phase
• Traditional media—TV, radio, print
• Campaign video
• Campaign microsite
• Gift opportunities (levels) list
• Playhouse Season Schedule

• Updated lobby exhibit in student center
• Neighborhood-assistance program
• Playhouse Jr. and Community Partnership
• Awards and accolades to Point Park 
  University because of Pittsburgh 
  Playhouse, mini-brag book
• Donations via mobile transactions

• New Playhouse wayfinding and signage
• New Playhouse Lobby displays
• Environmental graphics including 
  murals and banners
• Billboards

• Begin phase-out plan for 
  current Playhouse.

• New Playhouse complete • Event celebrating inaugural season
  in new Playhouse

2014 2015

• Endowment brochure promoting
  planned giving and maintenance of 
  new Playhouse
• E-blasts promoting additional giving
  beyond campaign

COMMUNICATION CHANNELS AND TOOLSCOMMUNICATION CHANNELS AND TOOLS

• Event celebrating reaching financial 
  goal and future of new Playhouse
• Additional funds continue to come in.

Public Phase

2016

COMMUNICATION CHANNELS AND TOOLS

• Fund raising event and milestone• Fund raising event and milestone

2013

Point Park University’s Pittsburgh Playhouse 
moves downtown to the Academic Village
Capital Campaign Calendar

ThoughtForm Inc.
October 2013

Quiet Phase Quiet Phase, continued

COMMUNICATION CHANNELS AND TOOLS

4th Quarter3rd Quarter1st Quarter 2nd Quarter 4th Quarter
• Raise 80% and
  end Quiet Phase.

• Public Phase begins
  to raise remaining 20%
  of Capital Campaign.

• Remaining 20% funds
  raised marks end of 
  of Public Phase.

• Fundraising milestone:
  Gift from Governor 
  (2–10M) could kick-start
  Public Phase early—
  here in 3rd Quarter.

Start a “low humm.” Maintain a “low humm.” Create a “buzz!”

3rd Quarter1st Quarter 2nd Quarter 4th Quarter3rd Quarter1st Quarter 2nd Quarter
• Host internal event to generate 
  excitement for Trustees.
• Move toward raising 80% of financial 
  target during Quiet Phase.

• Begin Quiet Phase. 

AUDIENCES AUDIENCES AUDIENCESAUDIENCES
One-on-one communication with:
• Insiders (board members, faculty, 
  staff, and volunteers)
• Lead Gift Prospects (alumni and 
  non-alumni)—“Cultivate, before solicit.”

One-on-one communication with:
• Insiders
• Lead Gift Prospects
  (alumni and non-alumni)
• Major Gift Prospects
  (alumni and non-alumni)
• PA Commonwealth
• Corporations
• Foundations

Audiences from the 3rd quarter of 
2013 are addressed to the end 
of the year and throughout all of 2014 
to the end of the Quiet Phase.

Audiences from the 1st quarter of 
2014 are addressed to the end 
of the year marking the end of the 
Quiet Phase.

Audiences from the 1st quarter of 
2015 are addressed to the end 
of the year and throughout all of 2016 
to the end of the Public Phase.

One-on-one communication with:
• Insiders
• Lead Gift Prospects
  (alumni and non-alumni)
• Major Gift Prospects
  (alumni and non-alumni)
• PA Commonwealth
• Corporations
• Foundations

Continue communicating with Quiet Phase 
audiences, plus…
• General Gift Prospects
  (alumni and non-alumni)
• Patrons of PPU, the Playhouse, and 
  the arts
• PPU parents and students
• Community-at-large 
  (residents and businesses)
• Visitors
• Media (as needed)

Continue communicating with Quiet Phase 
audiences, plus…
• General Gift Prospects
  (alumni and non-alumni)
• Patrons of PPU, the Playhouse, and 
  the arts
• PPU parents and students
• Community-at-large 
  (residents and businesses)
• Visitors
• Media (as needed)

Audiences from the 1st quarter of 
2016 are addressed to the end 
of the year marking the end of the 
Public Phase.

• Campaign theme and logotype
• Letterhead package including pledge 
  form (could be donor envelope) 
  and pocket folder

• General campaign brochure (print and 
  digital) including case statement, 
  floor plans, and conceptual drawings 
  (perhaps as inserts). Brochure includes 
  quotes and insights from Pittsburgh 
  Playhouse Artistic Director Ronald Allan-
  Lindblom.
• Email blast template (can serve as 
  digital newsletter) for audience updates

• Targeted mini-case statements 
  customized for various audiences
• Phone scripts, talking points, 
  and common questions

4th Quarter3rd Quarter1st Quarter 2nd Quarter

• Deconstruct current Playhouse.
• Unveil Playhouse rendering 
  at groundbreaking ceremony 
  with Governor.
• Clear site downtown for new 
  Playhouse.

• General construction 
  for new Playhouse continues.

Maintain a “buzz!”

Ronald Allan-Lindblom 
Vice President and Artistic Director 
Conservatory of Performing Arts, 
Pittsburgh Playhouse

Shirley Jones talks with Point Park 
student Kristen Sherman, the 
first recipient of the Shirley Jones 
Scholarship. 

Pittsburgh Playhouse website 
homepage shows four programs
that will continue to thrive in 
new location.

Elevation drawing of 
new Point Park University’s
Pittsburgh Playhouse.

Artist rendering
of new Pittsburgh 
Playhouse.

Shirley Jones began her career on 
the Pittsburgh Playhouse stage and 
went on to star in numerous stage 
musicals, movies and television shows. 
She won the Academy Award for 
Best Supporting Actress in 1961 for 
her role in Elmer Gantry.

“ Did you know that…
 Point Park University 
 first saved the 
 Playhouse in 1968 
 and now it’s saving 
 it again!”

• “Our vision for new Pittsburgh 
  Playhouse has become a reality.”
• Celebrate new addition to 
  the Pittsburgh Cultural District.
• Recognize and thank donors and others.

MESSAGES MESSAGES MESSAGESMESSAGES

• In the Quiet Phase,
  we talk about 
  the “project.”

• In the Quiet Phase,
  we talk about 
  the “project.”

• In the Public Phase,
  we talk about 
  the “campaign.”

• In the Public Phase,
  we talk about 
  the “campaign.”

• Express the amplified vision (“more 
  inspirational”), spirit, and case for support.
• Develop a general theme 
  for the Academic Village—its next
  evolution.
• Create a specific theme that spotlights 
  the relocation of Pittsburgh Playhouse.

• “We are fulfilling the Academic 
  Village vision.”
• “Let’s celebrate a new addition to the 
   Pittsburgh Cultural District.”
• Start to share donor testimonials, 
  such as “why I gave” stories.

• “This Academic Village expansion is 
  changing student lives.”
• “We are being ‘transformative’.”
• “We are the only professional theater 
  company integrated into a university’s 
  academic program.”
• “We are different…a national laboratory.”
• “We are an artistic incubator.”

• WOW of Phase 1 gives credibility to 
  Phase 2. Reinforce that this is a 
  continuation of the Academic Village 
  expansion.
• Rally cry: “Good things are happening 
  at PPU! We can make this a reality!” 
• Express value to the community. Answer 
  the question, “What’s in it for me?” 

• Bring ceremonial closure to old
  Playhouse with last show.
• Publicize first production at 
  new location.
• Ron Allan-Lindblom becomes voice 
  of campaign as it moves into the 
  Public Phase. Ron shares Playhouse 
  history through stories and anec-
  dotes like the Playhouse was the first
  repertory company in American 
  theater history.”

• Robust media plan started at the 
  beginning of 2015 celebrates famous
  Pittsburgh Playhouse alumni including
  Shirley Jones, Gene Kelly, 
  Sada Thompson, Barbara Feldon, 
  and George Peppard.

Flash mob events
Classical dance and/or theater perfor-
mance flash mobs break out downtown 
during lunch, and you can find our their 
location ahead of time via social media.

Fill in the story “Mad Libs” campaign
Through social media, a playwright or 
actor begins a storyline or scene that is 
continued with tweets to “fill in the 
blanks.” Improvisation at its best. These 
stories are shared on the new Playhouse 
website.

New Playhouse promotes Tweet-seats
Theaters are now setting aside a small 
area of seats in the back of the theater for 
people to live-tweet during the perfor-
mance using a special hash-tag. They offer
impressions of the set, music, costumes, 
and dialogue.

Behind-the-scenes rehearsal event
Using social media, promote a series 
of special mixers at rehearsals for 
upcoming plays, providing a chance for 
the community to get a backstage view 
of the new Playhouse and talk to actors 
and directors.

Win a “walk-on” part
Hold a special contest via social media
to win a chance to win a walk-on part for 
an upcoming Playhouse production.

Instagram/Twitter scavenger hunt
The Playhouse could host a social 
media scavenger hunt, where each day 
for a month, it names items in a play 
or in the theater and asks people to take 
pictures of them and post on Instagram 
and Twitter.

A festival of plays written on Twitter
A playwright tweets the setting, situation, 
and characters. Then tweeters tweet 
dialog for the characters. Anyone in the 
world can chime in. The playwright 
continues to tweet in with stage direc-
tions, as needed, to steer the play. 
The ending can be performed live on 
stage in the new Playhouse. 
You could have several student play- 
wrights doing this and end up with a 
festival of Tweeted plays. Maybe they’re 
premiered before a new play, or during 
intermission.

2015 social media event concepts

Public Phase

• Social media strategy integrating Twitter,
  Facebook, and Instagram
• Campaign blog

• Construction fence banner
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• Event to kick-off Public Phase
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• Campaign video
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• Awards and accolades to Point Park 
  University because of Pittsburgh 
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• Donations via mobile transactions

• New Playhouse wayfinding and signage
• New Playhouse Lobby displays
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  murals and banners
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• Begin phase-out plan for 
  current Playhouse.

• New Playhouse complete • Event celebrating inaugural season
  in new Playhouse

2014 2015

• Endowment brochure promoting
  planned giving and maintenance of 
  new Playhouse
• E-blasts promoting additional giving
  beyond campaign

COMMUNICATION CHANNELS AND TOOLSCOMMUNICATION CHANNELS AND TOOLS

• Event celebrating reaching financial 
  goal and future of new Playhouse
• Additional funds continue to come in.

Public Phase

2016

COMMUNICATION CHANNELS AND TOOLS

• Fund raising event and milestone• Fund raising event and milestone
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Point Park University’s Pittsburgh Playhouse 
moves downtown to the Academic Village
Capital Campaign Calendar

ThoughtForm Inc.
October 2013

Quiet Phase Quiet Phase, continued
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A festival of plays written on Twitter
A playwright tweets the setting, situation, 
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dialog for the characters. Anyone in the 
world can chime in. The playwright 
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“The new Playhouse will give Cinema Arts students a 
controlled environment to build sets and make films—
without weather. I hope this blank canvas will inspire 
them to jump in and create their own world.” 
After graduating from Point Park’s Cinema Arts program in 2012 with a  
concentration in cinematography, Frank directed music videos while on tour with 
rapper and singer-songwriter Wiz Khalifa. 

In 2014, Frank  was selected as the cinematographer on Shane Dawson’s film, 
Not Cool, the making of which was featured on the STARZ network reality show, 
The Chair. 

Frank often collaborates with other Point Park alums, most recently as the  
cinematographer on the 2014 feature film, Dance-Off.

F R A N K  P A L A D I N O
PhOTOG RAPh E R AN D FI LM MAKE R, POI NT PAR K CI N E MA ARTS MAjOR 2012
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After close to a century in Oakland, 

Point Park University’s Pittsburgh 

Playhouse is moving its tradition of 

award-winning theater to a new, 

state-of-the-art learning center in 

downtown Pittsburgh.

The new Playhouse is a crucial 

component of Point Park University’s 

Academic Village Initiative, a $244 

million academic and economic 

development project launched in 

2008. The $74 million Playhouse 

is critical to advancing the mission 

of the University, its enrollment, 

academic programs and student life, 

while at the same time, benefiting 

the economic health and quality of 

life of the region.

The Playhouse will serve over 700 

students enrolled in Conservatory 

of Performing Arts Programs 

which combine real-world 

experience and rigorous training 

with internationally recognized 

master teachers, directors, 

animators, producers, writers and 

choreographers. The Conservatory 

is recognized as one of the top 

programs of its kind in the nation.

The new Pittsburgh Playhouse will enable  

Point Park University to:

 ·Consolidate the University’s academic programs, 

faculty, and students in one downtown location, 

positively affecting campus life, culture, and the 

greater community. 

 ·Increase the number of students living on campus 

from 1,000 to 1,300, accounting for one-fifth of the 

current 5,000 downtown residents.

 ·Enhance the professional theatre experience of 

students enrolled in the Conservatory’s dance and 

theatre programs and allow for substantial growth 

in the cinema/digital arts, technical theatre, and  

stage management programs. 

 ·Create a more competitive academic program for 

enrollment, retention, and student satisfaction.

Bringing economic growth to our region.

The new Playhouse will revive a dilapidated and underused 

corridor that connects the Grant Street business and 

finance hub with historic Market Square. It’s expected to 

bring 60,000 non-student patrons to Downtown annually. 

According to an independent study conducted by Fourth 

Economy in February 2014, the construction and operation 

of the new Pittsburgh Playhouse will infuse $74 million into 

the local economy in the first five years of the project.  

It’s projected to bring 600 construction and operations jobs 

to the region in its first five years, as well as approximately 

192 permanent jobs associated with the expanded theater 

and cinema arts program. 

Additionally, the new Playhouse will significantly impact 

the growing film industry in Southwestern Pennsylvania.

Preserving our past. Building our future. 

Point Park University is honored to be the steward of an 

amazing collection of turn-of-the-century properties it has 

lovingly restored over the years, giving each a new place  

in the vibrancy of Downtown.

As the University turns its attention to the footprint of the 

new Pittsburgh Playhouse, it will use the same attention  

to detail, with an eye toward restoring what can be restored 

and reusing details of what cannot be salvaged based  

on the condition of the properties’ foundations and facades. 

Putting Point Park on the national stage.

The new Pittsburgh Playhouse is designed to be a national 

artistic laboratory for the training of artists and the creation 

of new works.  

For almost two decades, Point Park has worked to attract 

nationally recognized actors, directors, dancers, 

choreographers, and designers to be in residence working 

with our students and faculty. 

The new Point Park University Pittsburgh Playhouse 

provides the appropriate home for these nationally 

renowned artists and a state-of-the-art, artistic laboratory 

for students to practice their craft.

The Pittsburgh Playhouse Campaign

11,147 

 square feet 

 of new space for cinema 

 arts programs.

To learn more about being a part  

of this exciting endeavor visit 

pointpark.edu or contact us at 

412.392.8097.

GET
 INVOLVED



Getting ready for a new stage

How did we do it? ThoughtForm

ThoughtForm collaborated directly with executive stakeholders 
to bring the campaign brand to life. 

Copyright © 2017 ThoughtForm Inc. and Point Park University.  

ThoughtForm and the ThoughtForm logo are registered trademarks. 

Other products and service names may be trademarked by  
ThoughtForm and other companies. 

This document is current as of the initial date of publication and may 
be changed by ThoughtForm at any time. The data and client exam-
ples are presented for illustrative purposes only. The information in this 
document is provided “As Is” without any warranty, express or implied, 
including without any warranties or merchantability, fitness for a partic-
ular purpose and any warranty or condition of non-infringement. 

ThoughtForm transforms ideas to connect 
people with actionable information. Working 
where strategy meets design, we help our 
clients turn fuzzy ideas, challenges, and 
opportunities into clear and meaningful 
messages and experiences. With ThoughtForm 
you can engage and inspire people, build  
their understanding, and enable them to  
take action.

ThoughtForm is a Pittsburgh-based 
design consultancy focused on visual 
communications. We work with leadership 
teams in organizations ranging from  
Fortune 100 companies to small nonprofits.  
Let us give your thoughts a visual form with 
the power to communicate.

To find out how our design solutions can help you 
contact Steve Frank at: 
sfrank@thoughtform.com

To learn more, visit us at: 
thoughtform.com
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Point Park University’s 
Pittsburgh Playhouse

Campaign Theme
Logotype variations

This copy can unpack the story 
of the campaign. Imaio dolutem 
et veliatur aut aut rem facepel 
illecto eatem res esequi cus, 
inctes doluptati que reiume 
pliquatqui re vereiumet vendaep 
tatint as sitaspe veniet omniam 
arum venestio oditati aceatatiis 
corescia sandi dolo volupta 
aut volupta dolupta tusapiendi 
nonecera inveriat untius molupta 
tempore ctotatur mod que 
nullento iust, unt.

Vitem rem reicat ut ut dentis 
etur acianducimus modita 
qui idunt alit magnatis dem. 
Officipsunt, aditatur? Qui 
officatet volessectas am velent 
et, sitatus natus as magnim simi, 
quiande laccuptas erumet exero 
blati sum sini bea coriti natecta 
tiatia nem as acipsum aciet aut 
maionse rspelen isquiam sum 
veniet omniam arum venestio 
oditati voloria comni am, quate 
am, sin con pressunt voluptas 
nimpos qui quam disimus, od 
quiatur magnihil es dellate nis 
duciam apis ipisciis suntest od 
experionet ut aut lacerunt.

Built a modular toolkit. Generated themes, 
messages, and logotypes that helped 
describe the intent and feeling of the capital 
campaign.

Won the board’s support by designing 
and sharing a compelling presentation of 
the new campaign brand. 

Developed a strategic campaign 
roadmap. Determined the best way to 
map out the phases and key events of the 
campaign. Compiled all of that information 
into a final calendar for easy reference.

Discovered stories and images to 
identify locations and logistics for principal 
photography.

Public Phase

• Social media strategy integrating Twitter,
  Facebook, and Instagram
• Campaign blog

• Construction fence banner
• Direct mail
• Event to kick-off Public Phase
• Traditional media—TV, radio, print
• Campaign video
• Campaign microsite
• Gift opportunities (levels) list
• Playhouse Season Schedule

• Updated lobby exhibit in student center
• Neighborhood-assistance program
• Playhouse Jr. and Community Partnership
• Awards and accolades to Point Park 
  University because of Pittsburgh 
  Playhouse, mini-brag book
• Donations via mobile transactions

• New Playhouse wayfinding and signage
• New Playhouse Lobby displays
• Environmental graphics including 
  murals and banners
• Billboards

• Begin phase-out plan for 
  current Playhouse.

• New Playhouse complete • Event celebrating inaugural season
  in new Playhouse

2014 2015

• Endowment brochure promoting
  planned giving and maintenance of 
  new Playhouse
• E-blasts promoting additional giving
  beyond campaign

COMMUNICATION CHANNELS AND TOOLSCOMMUNICATION CHANNELS AND TOOLS

• Event celebrating reaching financial 
  goal and future of new Playhouse
• Additional funds continue to come in.

Public Phase

2016

COMMUNICATION CHANNELS AND TOOLS

• Fund raising event and milestone• Fund raising event and milestone

2013

Point Park University’s Pittsburgh Playhouse 
moves downtown to the Academic Village
Capital Campaign Calendar

ThoughtForm Inc.
October 2013

Quiet Phase Quiet Phase, continued

COMMUNICATION CHANNELS AND TOOLS

4th Quarter3rd Quarter1st Quarter 2nd Quarter 4th Quarter
• Raise 80% and
  end Quiet Phase.

• Public Phase begins
  to raise remaining 20%
  of Capital Campaign.

• Remaining 20% funds
  raised marks end of 
  of Public Phase.

• Fundraising milestone:
  Gift from Governor 
  (2–10M) could kick-start
  Public Phase early—
  here in 3rd Quarter.

Start a “low humm.” Maintain a “low humm.” Create a “buzz!”

3rd Quarter1st Quarter 2nd Quarter 4th Quarter3rd Quarter1st Quarter 2nd Quarter
• Host internal event to generate 
  excitement for Trustees.
• Move toward raising 80% of financial 
  target during Quiet Phase.

• Begin Quiet Phase. 

AUDIENCES AUDIENCES AUDIENCESAUDIENCES
One-on-one communication with:
• Insiders (board members, faculty, 
  staff, and volunteers)
• Lead Gift Prospects (alumni and 
  non-alumni)—“Cultivate, before solicit.”

One-on-one communication with:
• Insiders
• Lead Gift Prospects
  (alumni and non-alumni)
• Major Gift Prospects
  (alumni and non-alumni)
• PA Commonwealth
• Corporations
• Foundations

Audiences from the 3rd quarter of 
2013 are addressed to the end 
of the year and throughout all of 2014 
to the end of the Quiet Phase.

Audiences from the 1st quarter of 
2014 are addressed to the end 
of the year marking the end of the 
Quiet Phase.

Audiences from the 1st quarter of 
2015 are addressed to the end 
of the year and throughout all of 2016 
to the end of the Public Phase.

One-on-one communication with:
• Insiders
• Lead Gift Prospects
  (alumni and non-alumni)
• Major Gift Prospects
  (alumni and non-alumni)
• PA Commonwealth
• Corporations
• Foundations

Continue communicating with Quiet Phase 
audiences, plus…
• General Gift Prospects
  (alumni and non-alumni)
• Patrons of PPU, the Playhouse, and 
  the arts
• PPU parents and students
• Community-at-large 
  (residents and businesses)
• Visitors
• Media (as needed)

Continue communicating with Quiet Phase 
audiences, plus…
• General Gift Prospects
  (alumni and non-alumni)
• Patrons of PPU, the Playhouse, and 
  the arts
• PPU parents and students
• Community-at-large 
  (residents and businesses)
• Visitors
• Media (as needed)

Audiences from the 1st quarter of 
2016 are addressed to the end 
of the year marking the end of the 
Public Phase.

• Campaign theme and logotype
• Letterhead package including pledge 
  form (could be donor envelope) 
  and pocket folder

• General campaign brochure (print and 
  digital) including case statement, 
  floor plans, and conceptual drawings 
  (perhaps as inserts). Brochure includes 
  quotes and insights from Pittsburgh 
  Playhouse Artistic Director Ronald Allan-
  Lindblom.
• Email blast template (can serve as 
  digital newsletter) for audience updates

• Targeted mini-case statements 
  customized for various audiences
• Phone scripts, talking points, 
  and common questions

4th Quarter3rd Quarter1st Quarter 2nd Quarter

• Deconstruct current Playhouse.
• Unveil Playhouse rendering 
  at groundbreaking ceremony 
  with Governor.
• Clear site downtown for new 
  Playhouse.

• General construction 
  for new Playhouse continues.

Maintain a “buzz!”

Ronald Allan-Lindblom 
Vice President and Artistic Director 
Conservatory of Performing Arts, 
Pittsburgh Playhouse

Shirley Jones talks with Point Park 
student Kristen Sherman, the 
first recipient of the Shirley Jones 
Scholarship. 

Pittsburgh Playhouse website 
homepage shows four programs
that will continue to thrive in 
new location.

Elevation drawing of 
new Point Park University’s
Pittsburgh Playhouse.

Artist rendering
of new Pittsburgh 
Playhouse.

Shirley Jones began her career on 
the Pittsburgh Playhouse stage and 
went on to star in numerous stage 
musicals, movies and television shows. 
She won the Academy Award for 
Best Supporting Actress in 1961 for 
her role in Elmer Gantry.

“ Did you know that…
 Point Park University 
 first saved the 
 Playhouse in 1968 
 and now it’s saving 
 it again!”

• “Our vision for new Pittsburgh 
  Playhouse has become a reality.”
• Celebrate new addition to 
  the Pittsburgh Cultural District.
• Recognize and thank donors and others.

MESSAGES MESSAGES MESSAGESMESSAGES

• In the Quiet Phase,
  we talk about 
  the “project.”

• In the Quiet Phase,
  we talk about 
  the “project.”

• In the Public Phase,
  we talk about 
  the “campaign.”

• In the Public Phase,
  we talk about 
  the “campaign.”

• Express the amplified vision (“more 
  inspirational”), spirit, and case for support.
• Develop a general theme 
  for the Academic Village—its next
  evolution.
• Create a specific theme that spotlights 
  the relocation of Pittsburgh Playhouse.

• “We are fulfilling the Academic 
  Village vision.”
• “Let’s celebrate a new addition to the 
   Pittsburgh Cultural District.”
• Start to share donor testimonials, 
  such as “why I gave” stories.

• “This Academic Village expansion is 
  changing student lives.”
• “We are being ‘transformative’.”
• “We are the only professional theater 
  company integrated into a university’s 
  academic program.”
• “We are different…a national laboratory.”
• “We are an artistic incubator.”

• WOW of Phase 1 gives credibility to 
  Phase 2. Reinforce that this is a 
  continuation of the Academic Village 
  expansion.
• Rally cry: “Good things are happening 
  at PPU! We can make this a reality!” 
• Express value to the community. Answer 
  the question, “What’s in it for me?” 

• Bring ceremonial closure to old
  Playhouse with last show.
• Publicize first production at 
  new location.
• Ron Allan-Lindblom becomes voice 
  of campaign as it moves into the 
  Public Phase. Ron shares Playhouse 
  history through stories and anec-
  dotes like the Playhouse was the first
  repertory company in American 
  theater history.”

• Robust media plan started at the 
  beginning of 2015 celebrates famous
  Pittsburgh Playhouse alumni including
  Shirley Jones, Gene Kelly, 
  Sada Thompson, Barbara Feldon, 
  and George Peppard.

Flash mob events
Classical dance and/or theater perfor-
mance flash mobs break out downtown 
during lunch, and you can find our their 
location ahead of time via social media.

Fill in the story “Mad Libs” campaign
Through social media, a playwright or 
actor begins a storyline or scene that is 
continued with tweets to “fill in the 
blanks.” Improvisation at its best. These 
stories are shared on the new Playhouse 
website.

New Playhouse promotes Tweet-seats
Theaters are now setting aside a small 
area of seats in the back of the theater for 
people to live-tweet during the perfor-
mance using a special hash-tag. They offer
impressions of the set, music, costumes, 
and dialogue.

Behind-the-scenes rehearsal event
Using social media, promote a series 
of special mixers at rehearsals for 
upcoming plays, providing a chance for 
the community to get a backstage view 
of the new Playhouse and talk to actors 
and directors.

Win a “walk-on” part
Hold a special contest via social media
to win a chance to win a walk-on part for 
an upcoming Playhouse production.

Instagram/Twitter scavenger hunt
The Playhouse could host a social 
media scavenger hunt, where each day 
for a month, it names items in a play 
or in the theater and asks people to take 
pictures of them and post on Instagram 
and Twitter.

A festival of plays written on Twitter
A playwright tweets the setting, situation, 
and characters. Then tweeters tweet 
dialog for the characters. Anyone in the 
world can chime in. The playwright 
continues to tweet in with stage direc-
tions, as needed, to steer the play. 
The ending can be performed live on 
stage in the new Playhouse. 
You could have several student play- 
wrights doing this and end up with a 
festival of Tweeted plays. Maybe they’re 
premiered before a new play, or during 
intermission.

2015 social media event concepts
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Point Park University’s 
Pittsburgh Playhouse

Campaign Theme
Cover example

The Pittsburgh  
Playhouse Campaign

Pittsburgh Playhouse Capital Campaign 
Communication Plan

©April 2014 ThoughtForm Inc. | 10354 Communication PlanPage 1 of 5

Item Audience Description/Use Media Specifications Quantity Cost Timeline
2014 2015 2016
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Letterhead PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail.

• Includes campaign identity and address signature.

• Correspondence. 

Print • 8-1/2 x 11 letterhead

• White, 80lb text, uncoated smooth finish paper

• Four-color, full bleed digital printing

1,000

Pledge form PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail.

• Often mailed in envelope with letterhead.

• Includes campaign identity and address signature 
with brief statement.

• Includes form fields to fill out information.

• Used to solicit pledges and obtain contributor  
information.

Print • 8-1/2 x 11 

• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Gift opportunities list Gift prospects, community 
members, visitors, media

• Distributed directly as a printed handout or as  
an electronic file. Also distributed by mail.

• Includes list of areas that donations could be  
contributed towards. It also outlines naming  
rights associated with larger contributions.

• Used to update supporters and contributors  
and solicit new/additional pledges.

Print and 
digital

• 8-1/2 x 11 

• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Business envelope PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed by mail.

• Includes campaign identity and address signature. 

• Used to mail campaign materials. 

• Often encloses letterhead, pledge form, and/or 
gift opportunities list.

Print • Standard #10 (4-1/8 x 9-1/2) business envelope

• White, 80lb text, uncoated smooth finish paper

• Four-color, full bleed digital printing

1,000

Pocket folder PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail in large envelope.

• Includes campaign identity and address signature.

• Used to distribute campaign materials.

Print • Standard 9 x 12 pocket folder die

• White, 120lb cover, uncoated smooth  
finish paper

• Spot colors, full-bleed offset printing

• Folded with die cut pockets

1,000

General brochure

May consider alternative 
format/structure as long  
as it fits in pocket folder  
and the layout works in  
a digital format.

PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail in pocket folder/
large envelope. Also available as an electronic 
file viewed on computer or tablet). 

• Includes case statement, floor plans, and  
conceptual drawings.

• Used to inform and recruit supporters  
and contributors.

Print and 
digital

• 8-1/2 x 11, 4 or 8 page plus cover

• White, 80lb cover, uncoated smooth finish paper 
for cover and white, 80lb text uncoated smooth 
finish paper for folio

• Four-color, full-bleed digital printing

• Trimmed, folded and saddle-stapled

2,500

Large envelope PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed by mail. 

• Includes campaign identity and address signature.

• Used to mail campaign pocket folder, brochure, 
and other materials.

• 9-1/2 x 12.625 booklet envelope
• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Pittsburgh Playhouse Capital Campaign 
Communication Plan

©April 2014 ThoughtForm Inc. | 10354 Communication PlanPage 1 of 5

Item Audience Description/Use Media Specifications Quantity Cost Timeline
2014 2015 2016
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Letterhead PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail.

• Includes campaign identity and address signature.

• Correspondence. 

Print • 8-1/2 x 11 letterhead

• White, 80lb text, uncoated smooth finish paper

• Four-color, full bleed digital printing

1,000

Pledge form PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail.

• Often mailed in envelope with letterhead.

• Includes campaign identity and address signature 
with brief statement.

• Includes form fields to fill out information.

• Used to solicit pledges and obtain contributor  
information.

Print • 8-1/2 x 11 

• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Gift opportunities list Gift prospects, community 
members, visitors, media

• Distributed directly as a printed handout or as  
an electronic file. Also distributed by mail.

• Includes list of areas that donations could be  
contributed towards. It also outlines naming  
rights associated with larger contributions.

• Used to update supporters and contributors  
and solicit new/additional pledges.

Print and 
digital

• 8-1/2 x 11 

• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Business envelope PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed by mail.

• Includes campaign identity and address signature. 

• Used to mail campaign materials. 

• Often encloses letterhead, pledge form, and/or 
gift opportunities list.

Print • Standard #10 (4-1/8 x 9-1/2) business envelope

• White, 80lb text, uncoated smooth finish paper

• Four-color, full bleed digital printing

1,000

Pocket folder PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail in large envelope.

• Includes campaign identity and address signature.

• Used to distribute campaign materials.

Print • Standard 9 x 12 pocket folder die

• White, 120lb cover, uncoated smooth  
finish paper

• Spot colors, full-bleed offset printing

• Folded with die cut pockets

1,000

General brochure

May consider alternative 
format/structure as long  
as it fits in pocket folder  
and the layout works in  
a digital format.

PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed directly or by mail in pocket folder/
large envelope. Also available as an electronic 
file viewed on computer or tablet). 

• Includes case statement, floor plans, and  
conceptual drawings.

• Used to inform and recruit supporters  
and contributors.

Print and 
digital

• 8-1/2 x 11, 4 or 8 page plus cover

• White, 80lb cover, uncoated smooth finish paper 
for cover and white, 80lb text uncoated smooth 
finish paper for folio

• Four-color, full-bleed digital printing

• Trimmed, folded and saddle-stapled

2,500

Large envelope PPU insiders, gift  
prospects, government, 
corporations, foundations

• Distributed by mail. 

• Includes campaign identity and address signature.

• Used to mail campaign pocket folder, brochure, 
and other materials.

• 9-1/2 x 12.625 booklet envelope
• White, 80lb text, uncoated smooth finish paper 

• Four-color digital printing

1,000

Executed a detailed production plan to 
schedule and produce all campaign commu-
nications in a timely manner and on budget.

Captured beautiful images and 
stories. Created brochure messaging and     
photography to ensure that the key stories 
of the campaign were diverse, engaging to 
potential donors.

“At Point Park you get to audition for and work with 
professional artists. The new Playhouse will help 
attract more guest artists—and that means more 
opportunities for students like me.” 
Corrin Mitchell is a sophomore dance major at Point Park with a concentration in 
modern dance. She grew up dancing and teaching dance at her mother’s studio  
in Baltimore, Maryland. Corrin fell in love with Point Park after her older sister  
auditioned for a spot in the dance program.

While only a year and a half into her studies at Point Park, Corrin has already been 
selected to perform in many shows, including two choreographed by guest artists: 
Mercy by Dwight Rhoden and Fallen Angels by Troy Powell. 

C O R R I N  M I T C H E L L
POI NT PAR K DANCE MAjOR, EXPECTE D G RADUATION 2017
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