
10 Elements of Success

1 SOLUTIONS
The majority of these initiatives contained messages not 
just about the problem, but about a range of potential 
solutions. The net effect is to give the public hope and 
give policymakers a call to action. This approach also 
speaks directly to the nexus of the nature of the Internet 
and journalism: to both ask questions and answer them.

2  POLICYMAKERS
Identifying policymakers explicitly as a target audience 
and devoting appropriate resources to outreach is key. 
Whenever possible, explicitly making it a bi-partisan effort 
can be very effective.

3  AGILITY
While a communications strategy is important, so is 
building in flexibility. The ability to respond quickly with 
resources to a changing landscape is critical to overcoming 
unforeseen challenges and leveraging unexpected 
opportunities. Often these initiatives can be a bit messy 
mid-stream; flexibility and agility makes navigation easier.

4  REPETITION
Continuity of coverage has a multiplier effect on awareness 
building. Journalistic series and paid-advertising campaigns 
keep issues top-of-mind during delays in the legislative process.

5  HUMANITY
Engaging community voices can be a powerful way to give 
an issue a human face. Emphasizing personal impact stories 
can also support journalistic efforts, assist with multi-media 
content, engage the constituents of lawmakers and provide 
testimonials for solutions.

6  PAID ADVERTISING
Having the ability to control the content and timing of 
messages through paid advertising can create awareness 
during key milestones. The ability to customize messages 
geographically or by target audience can also accelerate 
the speed of social change.

7  FOUNDATION BRANDING
Putting a foundation’s name and “brand” on media
or communications efforts lends credibility and
gravitas to an issue, especially in smaller markets
or rural areas. Stakeholders are more likely to take
another look at an issue if it has become the priority
of a philanthropic institution.

8  MEDIA START-UPS
Establishing digital outlets where in-depth coverage
about an issue can be a cost-effective and efficient way
of designating a “space” for the issue to live in. At their 
best, these sites also become media tools for expanded 
and sustained coverage over time.

9 PARTNER. PARTNER. PARTNER.
Whether it is funder partnerships or media partnerships, 
collaborative and in-kind efforts result in impact that is 
greater than the sum of its individual parts.

10  INTEGRATION FROM THE OUTSET
The combination of media, community and policy-
maker engagement from the beginning of a strategic 
communications effort is key to success. The catalytic 
effect of coordinating and integrating these strategies
far outweighs any one as a siloed or solo effort.    

The California Endowment believes there are many opportunities for grantmakers to use 
communications to shift their program work into high gear. Policy Change on the Fast Track seeks to 
identify and share examples that use media and communications grantmaking to create a more receptive 
environment for dialogue about potential solutions, build public will and generate political will for policy 
change. We invite you to share your experiences and best practices at MediaImpactFunders.org/FastTrack.

      Among the Fast Track case studies, we’ve identifi ed 
the following 10 insights. The most critical elements of success for each case appear as 
symbols throughout the series.
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“WE MADE THE FILM TO HELP CHANGE POLICY.” – FILMMAKER KIRBY DICK
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