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Fundraising 
Communities Learning Together 
 
The following presentation packets were developed under 
Communities Learning Together (CLT), a TA and training 
project designed to enhance agency understanding of the 
connection between organizational capacity and the impact 
it has on the delivery of quality HIV primary care services to 
people living with HIV/AIDS. 
 
 
• Tools to Take Your Fundraising to the Next Level 
 

Q & A on Creating Sustainable Funding for Nonprofits 
Tools to Take Your Fundraising to the Next Level 

 
• Fund Development 
 

Developing an Integrated Plan (module 1) 
Engaging Board Volunteer Leadership (module 2) 
Staffing Systems and Support (module 3) 
Prospect Identification (module 4) 
Cultivation, Solicitation, and Stewardship of prospects 
(module 5) 
Funding Strategies (module 6) 

 
• Linking Client, Agency, and Community 
 

Strategic Planning for Fundraising 
Strategic Planning for Fundraising Workbook 

 
• Diversifying Your Agency's Revenue 
 

Revenue Diversification 
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Communities Learning Together 
Advancing HIV Care and Support through Fiscal Management and Organizational 
Development 

 

(Handouts adapted from the website www.RaisingMoreMoney.com) 

Here is the diagram of the model: 

 

What you're aiming for is a continuous cycle, like a perfectly round little electric train 
track that just keeps looping around. 

Once a potential donor gets on the track, you want them to keep circling around and 
around, eventually spiraling higher and higher. 
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Q: Where does a potential donor get on the track? 

 

A: Let's start with Step 1 in the upper left. We call it the Point of Entry®. It's a succinct, 
one-hour introductory event. It provides the generic "101" story of your organization. 
Once you have it designed, tested, and perfected, you never vary it at all. 

Q: What must a Point of Entry include? 

A: Only three things, but they must be done exceptionally well. The program must 
convey the Facts 101 and the Emotional HookTM, brilliantly intertwined, and it must allow 
you to Capture the NamesTM of your guests with their permission. The event can be a 
tour, a lunch meeting, a pre-rehearsal evening, a reunion, etc. The format must be 
generic enough to convey the same powerful message every time. (Note: You do not 
ask for money at the Point of Entry.) 

The Facts 101 are the basic facts about your organization. What's your mission? How 
long has the organization been around? How many people have benefited from your 
work? How big is your budget? What are your sources of funding? Your plans for 
growth? Your dreams for the future? 

Fact sheets are good for conveying the Facts 101, usually in the form of a simple 
handout with bullet points that you can walk through or allude to. The goal is to educate 
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your guests about your organization's work. You want them to know what you're doing. 
You're credible. You're not going away. Their trust would be safe with you. 

The Emotional Hook is equally important. If you don't have an Emotional Hook, don't 
bother doing a Point of Entry at all. The facts alone won't be enough to engage a long-
term donor. You've got to move and inspire them as well as educate them. 

It may take a bit of experimenting to arrive at the true Emotional Hook for you. A good 
place to start is with what hooked you about this organization in the first place. Why did 
you start working there? Or, if you are the founder, what about the issue hooked you? It 
may be as simple as telling your story. Or the story of a real or hypothetical client or 
consumer of your services. 

Q: What happens after the Point of Entry? What's the second step? 

 

A: Step 2 is to follow up with every single person who attends a Point of Entry Event. 
The most effective form of Follow-Up, by far, is a one-on-one phone conversation within 
a week of the time they came to the Point of Entry. 

This is a simple phone call in which the caller (this must be a person they met at the 
Point of Entry) says the following: 

1. "Thank you for coming." 
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2. "What did you think?" 

3. Caller stops talking and just listens. Caller takes detailed notes during this 
call!  
 
If you got your job done at the Point of Entry, your guests have been 
thinking about you a lot since the event, and are delighted that you have 
called. They have plenty of advice for you, ways they would suggest you 
tinker with your Point of Entry, etc. But mostly they want to tell you all the 
ways they'd like to get involved.  
 
If you listen to them carefully, they will tell you how they want you to 
involve them. 

4. If for some reason they are not forthcoming, ask them: "Are there any 
ways you might like to become involved with our organization?" 

5. Finally, ask them: "Is there anyone else you would suggest we invite to 
another (Point of Entry) event like the one you attended?"  

Q: Now what? We've got all this great data and all these eager volunteers, what do we 
do with them? 

A: It's true, this could look like a problem. Now you will have to deliver. If they want to 
help you start or grow your arts program, for example, you might have to admit you 
have no budget or staff for that. Ask them how they would suggest starting. 

Be prepared, if you implement this model successfully, to significantly retool what you 
used to call your volunteer program. 

Q: Okay, now we've brought them through the Point of Entry and Follow-Up. We're 
getting them involved in just the ways they want. What's the third step? 
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A: Now, after all this build-up, if you've done your job well, is the step you've been 
waiting for, Step 3 in our model: asking for their financial contribution. We won't say a lot 
about Asking here in this brief overview. For most people in the nonprofit sector, this is 
the most dreaded and scariest part of fundraising. 

If you follow this model, it need not be. Imagine this: by the time you're ready for Step 3, 
people will be ready to give; they will actually want to give! 

Just think of how good you feel when you make a real contribution to something you 
truly believe in. You feel like you're making a real difference and, in many cases, you 
don't care whether or not you receive any credit for it. You are doing it because you 
want to. That's true contribution. And it's completely natural. 

Q: So, how do we make it easy for people to give? 

A: There are two essential elements to any Ask in this model: 

1. Define your Units of ServiceTM. These are your categories or levels of 
giving, with names the giver can relate to, like sponsoring an athlete, 
student, scientist, or team. They are all unrestricted gifts to your 
organization.  
 
The minimum giving level in this model is $1,000 a year to join your 
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Multiple-Year Giving SocietyTM. The next units up are either $5,000 and 
$10,000 a year or $10,000 and $25,000 a year. You must have only three 
categories. 

2. Ask for multiple-year pledges for each category. This is often the most 
difficult part of the model for people to accept. That's because you think 
you're begging or tricking someone into giving to you. But remember, 
these are people who believe in you. They want to support you. What's 
one year to them? The odds are, if you keep them involved and happy, 
they will want to give to you every year anyway.  
 
So why not let them commit to it now, while you're asking? Let them know 
the kind of long-term stability it would provide you with to know you have 
their pledge for several years to come. You're asking them to commit to, 
for example, sponsoring an athlete (artist, library, student, etc.) for $1,000 
a year for each of the next five years.  

Q: How should we be asking these people? What sort of venue do you recommend? 

A: There are two ways to ask in this model—one-on-one in person or at a Free One-
Hour Ask EventTM, the one-hour Benevon signature fundraising event. Either of these 
methods is acceptable; we will not elaborate further on the two methods here.  

Q: And the final step in the model? 

 

A: Step 4 will flow naturally out of the multiple-year Ask. Now that the donors consider 
themselves to be long-term members of your organization's family, they are proud to be 
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associated with you. So they do what any proud family member does; they begin to 
brag about you.  

In other words, they tell others about you. In resounding terms. But instead of 
pressuring their friends to write checks to you, they do something even more generous; 
they introduce others to the organization by inviting them to Point of Entry Events. They 
invite their friends to come and find out about you for themselves. 

And then it's up to you to tell your story in a way that grabs them and hooks them in as 
powerfully as you can, so that, by the time the new folks get to Step 3 on the cycle, the 
Ask, they too will be delighted to make a multiple-year gift and, in turn, to introduce 
others. 

Q: Is that it? Is that all there is to it? 

A: Yes. It's actually quite simple. And so the model goes, round and round, spiraling 
ever upwards, building lifelong individual donors for capital and endowment, and 
allowing you to leave the legacy of a mission-based self-sustaining individual giving 
program.  

Are you sure you're ready for that kind of legacy? 
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Your Ideal Tracking System 

We tell people every day: "If you are going to adopt this model, you will need a tracking 
system." Heads nod, people agree in theory. Yet, in day-to-day practice, people ask, 
"What exactly should we be tracking?"  

A good place to begin is to look at what you are already tracking. Do you have lists of 
current donors and volunteers, lists of board members, past board members, staff and 
former staff? What other information do you collect on these people? Ultimately, even if 
you adopt a new system, you will need to convert the data you already have. You may 
be surprised by all you do collect now.  

If you presume that every person who attends your Point of Entry® may become a 
lifelong donor, you need to begin tracking key information from the point of initial 
contact. The basic contact information card that each person fills out (your Capture the 
NamesTM tool) can become your initial source. This should include their name, address, 
phone and e-mail, and ideally the name of the person who referred them to your 
organization. As this information is entered into your database, you will begin a log of 
your contacts with this person, by coding the date of the Point of Entry Event they 
attended and the relationship of the referring contact, when one exists.  

Next, track your Follow-Up Call. Note the date you called them, or any messages left 
before you reach them, as well as what they said on the call. If possible, have the five-
step Follow-Up Call as a form in your database and enter each guest's answers to those 
questions. When you ask the fifth question, "Is there anyone else you can think of who 
we ought to invite to attend our Point of Entry?" and they suggest others, right then is 
the time to begin a separate record for these new people as well. A good 
database/contact management system should enable you to track the relationships 
between people in your system, which is a very valuable cross-referencing tool. Make 
sure that your note for each contact (such as the Follow-Up Call) includes a date for 
your next contact and that this links to an action item in your daily planner for that future 
date.  

This same tracking process holds true throughout the Cultivation SuperhighwayTM. Each 
contact--whether by phone or in person--must be tracked with notes and next actions, 
all tied to dates and, ultimately, to someone's daily to-do calendar. The difference 
between successful and lackluster cultivation is related to the amount of listening and 
note-keeping you do in your dialog with donors.  

If you will be putting on the Free One-Hour Ask EventTM, there will be many things you'll 
want to track. These include data on each individual guest as well as collective data 
from the overall event.  

Data on each individual guest includes: did this person RSVP, did this person attend, 
the name of this person's Table CaptainTM, the amount of the donor's gift or pledge on 
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the day of the event, and the dates these pledges were paid off or increased (perhaps 
at subsequent events).  

Data on the overall event might include the names of everyone who accepted the 
invitation, the number of total guests who attended your Ask Event, total gifts received 
by all donors (including pledges) on the day of the event, and total gifts and pledges 
received in the next three months from Ask Event guests.  

In conjunction with future Ask Events, you might collect data on donors who become 
Table Captains, donors who pay off or increase their gift at the next Ask Event, the 
number of repeat attendees, etc.  

After the Ask Event, you will want to track the entire follow-up process. As you call each 
new donor, what are they saying? Who would they like to invite to a Point of Entry? 
Would they like to host a Point of Entry? Would they like to be a Table Captain again 
next year? Did any of their guests express interest in becoming Table Captains? What 
about the people who left their table without turning in a completed pledge card? What, 
if anything, did they say as they left? Be sure to note these comments in the file for that 
guest, including any next steps needed.  

As for the thank-you and recognition process, you need to track when and how each 
donor was thanked. What other feedback have they given you since the event? What is 
the next contact or next step with each of these donors? Is that next step tied to the to-
do calendar for that date?  

What about Free Feel-Good Cultivation EventsTM? You can use your tracking system to 
note in each donor's record that they were invited, whether or not they accepted and, 
ultimately, whether they attended.  

In other words, your tracking system should be the one solid, reliable repository for the 
chronology of every single contact with that donor. Everyone who has access to your 
database will come to count on this as the sole source for up-to-the-minute information 
on each donor, potential donor and volunteer.  

Even more importantly, the tracking system will then allow you to make queries of the 
data in the system and to make reports of any information you need. Who attended 
which event? Who were the major donors at your Ask Event? Who are the people who 
need a Follow-Up Call, a visit from a board member or a thank-you note? No matter 
how good a system is at collecting information, it should be reevaluated if it is not easy 
to retrieve the information you need.  

Today's technology makes it possible to accumulate critical knowledge more easily and 
less expensively than ever before. Over time, you will see more ways to customize your 
data tracking system to the model, extrapolating reports and charts to summarize your 
progress. While it may seem like a daunting task, launching a centralized tracking 
system is an invaluable and lasting legacy you will be leaving for your organization  
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A Day in the Life of a CEO 
To think like a CEO, you need to understand the pace of their day. This 
appointment schedule is a real-life example of the day in the life of a CEO. 
You may begin to see why they want people to “get to the point”. 
 
 
 

 
 
You want this individual to be on your Board. Do you think you’ll get a 
‘yes’ or a ‘no’? How do you avoid getting a ‘no’ and still cultivate this 
CEO for involvement with your organization? 
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CEOs and Their Business Motivations 
 
Everyday CEOs and their staffs are working to make their businesses successful 
by: 
 
• Making a profit 
• Positioning brand to attract more market share 
• Establishing and following clear corporate objectives 
• Satisfying stockholders 
• Keeping a workforce productive 
• Build good will 

 
 

Companies and Their 
Philanthropic/Partnering Motivations 
 
Corporations are looking to: 
 
• Enhance revenues and reputation 
• Sell more goods and services 
• Build customer and employee loyalty 
• Distinguish themselves from competitors 
• Tie their gifts more closely to their business objectives 
• Focus their philanthropy in order to achieve measurable results 
• Base contributions on concrete ways to build their customer base by 

connecting to NPO’s audiences or causes 
 

Nonprofits and Their Business Responses 
 
At least four conditions need to be met in order to realize a corporate 
philanthropic or partnering relationship: 
 
1. The cause must be relevant to the company’s services and products; 
2. There must be a good fit with the company’s brand;  
3. The partnership must align well with the corporate mission; 
4. A specific business objective must be achievable through the partnership. 
5. Other 
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Getting to Know Business Leaders 
 
So now you have an idea of what a CEO’s day looks like, what motivates him or 
her, and how Nonprofits can respond. Next you need to learn how to find out 
more about these leaders in your community. Review the following: 
 
1. Identify and select who to approach in your area: 
Begin with the CEOs, business leaders, etc. with whom you already have an 
established relationship – Board members, Advisors, vendors, past sponsors, 
etc. 
Then identify prospective local or regional small businesses and medium-sized 
corporations. Include any large national/international corporations doing business 
in your area. 
 
2. Research each company to determine the following: 
• Corporate mission 
• Brand/identity in the community 
• Target customers 
• Community “good will” calibration reading 
• Business objectives 
• Status of employee productivity 
• Other 

 
3. Narrow research further by gathering information 
about the owner / CEO and staff who manage giving 
regarding such questions as: 
• Who has the company given to in the past? 
• What boards, community initiatives, etc. does the owner belong to? 
• What kind of leader is the CEO? 
• Who makes the decisions about giving? 
• Who do you know who knows the people who make the decisions? 
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Cultivating a Connection 
 
Draft three ideas for cultivating a personal connection with leadership of a 
company: 
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Ways Corporations Respond 
 
This handout features six major categories of corporate giving/partnering. 
The following definitions will help you learn what type(s) of corporate giving relationship 
is most appropriate to the program’s need and its solution. The first three categories are 
usually reserved for newer and growing corporate/nonprofit relationships followed by 
more intricate marketing ways of support reserved for more mature, trustful corporate 
relationships. 
 
1. Corporate Philanthropy 
Making direct contributions to a nonprofit organization or cause, including direct cash 
contributions or grants in exchange of acknowledgement and recognition in annual 
meetings, public gift lists. In larger companies, usually done through the 
corporate foundation 
 
2. Corporate Sponsorship 
Providing in-kind support and sponsorship support to offset costs or underwriting to 
defray the costs of a special event or campaign in exchange for high level visibility at 
the event or initiative. In large corporations, this support is usually coordinated through 
marketing/promotion department 
 
3. Employee Volunteering 
Incorporating corporate governance structures, giving time off and encouraging 
employees to volunteer in the local community, to use their expertise for the benefit of 
non-profits in large corporations, often coordinated by a community relations 
department 
 
4. Cause-related Marketing 
Donating a percentage of revenue to the nonprofit initiative from the sale of specific 
items during an announced period of support in exchange for generating increased 
sales and meeting other corporate objectives. 
 
5. Cause Marketing 
Sometimes called “cause promotion”-- supporting social causes through paid 
endorsements or promotions in exchange for including the NPO’s logo on corporate 
product, service, etc. 
 
6. Corporate Social Marketing (CSM) 
Supporting behavior change campaigns. Different from other corporate social initiatives 
(corporate philanthropy, corporate sponsorship, employee volunteering, etc.) Focus is 
on behavior change for the sake of improved health, safety, environment, etc.  
 
Some people would add a seventh category of corporate giving: socially responsible 
business practices, where a business adopts practices or makes investments that 
further social causes (e.g. “green” businesses). 
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Reframe Your Story 
Take time to complete the following worksheet. Pair up and take turns being the 
Nonprofit executive conversing in “business speak” your mission, goals, needs 
and solutions. 
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Matching Business Motivations with Your 
Program 
 
Remember the business leader you wish to cultivate and complete this 
worksheet outline. Find a partner and take turns reviewing your outline and 
discussing how what you do relates to the motivations of the business... 
 
Name of business: 
 
Name of owner/CEO: 
 
Core business: 
 
I plan to ask for: 
 
__ Contribution or Grant Sponsorship  
__ Volunteers 
__ Cause Related Marketing  
__ Cause Marketing 
__ Corporate Social Marketing partnership 
 
In support of (describe your program, service, campaign): 
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Record how it ... 
 
… Aligns with the corporate mission 
 
 
 
 
… Is relevant to the company’s services and products 
 
 
 
 
… Fits with the company’s brand identity 

 
 
 
 
Compliments the business’ core motivation 
to: 
• Make money 
• Attract more customers 
• Achieve one or more of their business objectives 
• Build workforce productivity 
• Build good will 
• Since follow-up communication builds trust, how do you plan to continue the 

connection after the gift? 
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The 4 Keys to Successful Special Event Fundraising 
 
You’ve decided your program needs a special event!  If your event is well-conceived 
and well-planned, you can have a repeat winner on your hands for years to come.  To 
ensure your event is successful, be certain to utilize the 4 Keys listed below. 
 
Key # 1:  Enlist the RIGHT People 
 
• Volunteer Leaders 
• Committee Members 
• Board Members 
• Sponsors, Advertisers, and Donors 
• Staff 
• Others? 

 
Key # 2:  Choose the RIGHT Event 
 
• Select an Event to Enhance Your Mission 
• Match Your Event to Your Fundraising Goals 
• Determine Your Event Objectives 
• Identify Your Target Audience 
• Align Your Event to Your Capabilities 
• Select the Best Date 
• Book the Best Location 

 
Key # 3:  Run Your Event Like a Business 
 
• Give Yourself Enough Time 
• Develop and Manage Your Event Budget 
• Promote Your Event Like Crazy 
• Know the Laws 
• Avoid Pitfalls 

 
Key # 4:  Recognize, Reward, and Review 
 
• Thank You 
• Evaluation 

 



Developed under cooperative agreement with HHS, HRSA, HAB 
Access Ryan White TA at careacttarget.org 

 

Key # 1:  Enlist the RIGHT People 
 
Producing a fundraising special event is a team project – sometimes a very big team 
project.  This is the time to enlist every volunteer you can find who are both experienced 
and new to your program. 
 
Your organization leadership should be committed for the long haul, and your event 
leadership should be enthusiastic about the event.  However, you will encounter some 
volunteers who fail to come through for you – so have plenty of folks on hand who can 
fill in the gaps. 
 
Your Event Chairperson 
 
The Chairperson is your event’s most important volunteer and its public “Face.”  This 
person should believe in your mission and have the experience or skill set to oversee 
the entire project. 
 
As you build your special events team, look for an Event Chairperson who: 
• Has successfully led or had a leadership role in similar events. 
• Can manage, motivate, and delegate to a diverse group of individuals. 
• Has connections in the community to draw in sponsors, donors, and media attention, 

and drive tickets sales too. 
• Is full of energy and ideas. 
• Has excellent communication skills. 
• Is a patient and accessible team-builder. 
 
Make a list of possible candidates for leadership.  In a perfect world, your first choice 
would agree to be your Event Chair and the next two would agree to be the Vice 
Chairs.  Have more than three people on your list! 
 

 Name 1 Name 2 Name 3 Name 4 Name 5 
Has successfully led or had a 
leadership role in similar 
events. 

     

Can manage, motivate, and 
delegate to a diverse group of 
individuals. 

     

Has connections in the 
community to draw in 
sponsors, donors, and media 
attention, and drive ticket sales. 

     

Is full of energy and ideas.      
Has excellent communication 
skills. 

     

Is a patient and accessible 
team builder. 
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Your Honorary Chair(s) 
 
An Honorary Chair is a person who, by their name or status in the community, can 
lend credibility to your event.  This person may have as few or many hands on 
responsibilities as they wish to undertake.  Honorary Chair(s) are people who endorse 
your organization and by their very name, expand the audience for your event. 
 
Who might you enlist as a well-known, respected person, or a celebrity, who cares 
enough about your mission to lend his or her name (and hopefully an evening) to your 
event? 
 

Who in your community could serve as 
an Honorary Chair or as a member of a 
Host Committee? 

 
Who will invite that person? 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
Your Committee Chairs 
These volunteers manage specific categories of your event, such as sponsorships, 
entertainment, or ticket sales.  They need to be enthusiastic, reliable and well-
organized. 
 
Your Committee Volunteers 
These are the “worker bees” that carry out committee tasks.  You’ll get no honey 
without them.  So that they fell comfortable and confident in their duties, tell them 
what’s expected and when, who will help them, and train or coach them.  Enlist more 
volunteers than you think you will need – as much as 40% more.  Personal 
emergencies happen.  So do no shows. 
 
Your Staff 
The staff’s role is to support your volunteers and to give them the tools and the 
person-power they need.  It’s a fine balance between “micro managing” and being 
available to support.  Staff play the role of cheerleaders and “pleasant nudger.”  Staff 
need to remember that volunteers have full time daily lives outside of their program 
volunteer work.  Staff may need to take on varying amounts of responsibility for  
volunteers.
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Key # 2:  Choose the RIGHT Event 
 
Select an Event to Enhance Your Mission 
Choose an event that has a logical tie-in to your purpose.  If your organization works 
with disadvantaged children, for example, a family-oriented event might be ideal.  On 
the other hand, if you are raising funds for a substance abuse program, you probably 
want to avoid a wine tasting event. 
 
Match Your Event to Your Fundraising Goals 
By having a clear idea about your goals, including the amount of money you want to 
raise, you’ll quickly weed out choices that won’t work so you can focus on those that 
might.  If you want to raise a lot of money, for example, you need to charge a lot for your 
event, sell a lot at your event, attract substantial underwritten support, and receive a lot 
of donated goods and/or services, or count on a lot of people showing up.  
 
Determine Your Event Objectives 
If you don’t know where you are going, how will you know when you have arrived?  
Clear event objectives will serve to keep you focused on the tasks which will occupy the 
next few months if not the rest of the year.  Consider these questions. 
 
• Are you having a fundraising event to raise money for your organization?  How much 

do you want to raise?  How much can you afford to spend? 
• How many sponsors/advertisers do you want, what is the pricing for these sponsors 

and advertisers, and what do they receive for their support? 
• Do you have enough volunteers, or do you need to recruit more?  Do you know 

where you will find volunteers? 
• Will people come to your event?  How many people can you expect to attend?  How 

much will they pay? 
• Does the event highlight a noteworthy anniversary in your program or organization, 

or do you want to call attention to a need or issue?  How many new “friends” do you 
want to make?  How will you work that into your event? 

 
You will want to keep track of absolutely everything so you can accurately evaluate 
whether or not such objectives are met. 
 
Identify Your Target Audience 
• Will you invite your current constituents or a segment of the general public? 
• What would these people like to do? 
• How much would they be willing to spend to do it? 

 
Align Your Event to Your Capabilities 
Your event should be congruent with your organization’s budget and volunteer 
community, too.  Not too big, not too small.  But a manageable, doable event that will 
bring people closer together, and strengthen their commitments.  And if you and your 
volunteers adopt the mindset of exceeding your goals while remaining optimistically 
realistic, you will maintain the momentum you need for success. 
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Select the Best Date 
Look at your fundraising cycle and consider the type of event you have chosen.  Think 
about when your volunteers and attendees might be most available –and generous – 
with their time and money. 
 
Then check a past and upcoming community event calendar to make certain that your 
best date isn’t someone else’s as well.  You especially want to avoid conflicts with long-
established fundraising events or events held by organizations with similar 
constituencies. 
 
Book the Best Location 
For some events, the location becomes the event – a golf tournament, or a gala at a 
hotel.  Other events can be held at your site or in someone’s home, or a public venue. 
Your location needs to be appropriate to your event, but there have been some 
wonderful events held in unlikely places – a dinner dance in an airplane hanger, for 
instance.  Just be certain that you can create the environment you wish. 
 
Here are some special event options to help you choose the right event for your 
organization. 
 
• Assemble an Auction:  Offer high-end or unusual items; can be silent or live. 
• Plan a Contest:  Animal parades, raffles and lotteries.  Cook-off, quit smoking, lose 

weight, golf/tennis tournament. 
• Conduct a “______a-thon”: Dance, walk, run, read, bike, clean, build, board 

games, hug, mall walk. 
• Sell merchandise: Rummage sale, bazaar, antiques show, book fair, Christmas 

trees, event souvenirs, county fair booth. 
• Arrange a performance: Symphony/theater night, amateur night, celebrity 

entertainer, movie premier, battle of the bands, children’s program. 
• Feature a speaker or celebrity: Lecture, conference, workshop, book signing, 

celebrity chefs, celebrity master of ceremonies, honorary, chairperson, pre-event 
party. 

• Organize a non-event: Phantom ball, tea party, bake-less bake sale. 
• Throw a party or reception: Welcome new members/donors; open new office; 

make announcement; post-event thank you; pre-event cultivation. 
• Stage a Gala:  Celebrate a milestone, honor someone, give an award, ground-

breaking, kick-off, important announcement, openings, cocktail reception, black tie 
gala, ethnic festival, barn dinner dance, house party, block party, gallery, exhibition, 
wine tasting. 

• Combine activities:  Party with an auction; performance with a contest, celebrity.  
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Review your available resources to determine what event might be the best fit for your 
program.  Discuss your ideas with a partner and fill out the worksheet below. 
 
 
Fundraising Goal: 
 
 
 
Objective: 
 
 
 
 
Audience: 
 
 
 
Available Resources: 
 
# Volunteers  Target Audience  Funding for Initial Expenses 
 
 
 
 
 
 
 
Special Event Options: (Choose among the options, based on your available 
resources, target audience, and funding available for initial resources.) 
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Key # 3:  Run Your Event Like a Business 
 
It is important that you build a foundation for success.  You will need to create a master 
timeline that includes when the main tasks need to be completed and who is 
responsible for them. 
 
You also need to build a budget that includes all possible expenses and as many 
sources of revenue as possible in one event. 
 
Give Yourself Enough Time 
 
Every event is different and needs its own action timetable.  The example shown begins 
12 months prior to the actual event.  A less complex event may begin six months prior 
to the event.  Some events may need separate timetables for specific aspects, such a 
printing or public relations. 
 
Allow time for goal setting, team building, logistics, marketing, and communications in 
addition to pursuing sponsors and donors.  You can break your action timetable into 
specific phases, according to the kind of work you are performing. 
 
Use the check lists as examples. 
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Fundraising Event Action Plan 
 
Planning Phase: One year to six months before event 
During this phase, you will be heavily engaged in goal setting and team building 
activities. 
Task (example) Date Due Status 
Identify location and 
check availability. 

9/15/07 Done 

Task  Date Due Status 
Identify purpose: 
fundraising, cultivation, 
recognition, education, 
other. 

  

Select type of event 
and theme 

  

Identify audience   
Secure buy-in from 
your volunteer leaders 

  

Set initial goals: net 
profit, expenses 

  

Identify additional 
sources of revenue 

  

Research and 
determine date 

  

Identify location and 
check availability 

  

Identify and recruit 
chairs and co-chairs 

  

Draft chair and 
committee chairs job 
descriptions and recruit 
volunteers for 
committees 

  

Prepare activity 
timetable 

  

Other   
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Activity Phase:  Nine months to three months before event 
Continue team building and begin logistics and marketing activities.  Start 
pursuing sponsors, advertisers, and gifts-in-kind. 
Task  Date Due Status 
Determine volunteer 
responsibilities and 
number of volunteers 
needed 

  

Begin meetings with 
chairs and co-chairs 

  

Chairs and co-chairs 
recruit additional 
volunteers 

  

Invite special guests or 
celebrities 

  

Establish cost to event 
participants 

  

Secure location   
Develop sponsor goals 
and packages 

  

Prepare marketing and 
PR plans 

  

Identify printing needs 
and prepare printing 
timeline 

  

Draft invitation and 
response package 

  

Compile invitation list   
Secure sponsors   
Send out “Save the 
Date” notices 

  

Secure catering bids   
Secure musicians and 
entertainment 

  

Secure media coverage   
Solicit in-kind donations   
Tour site   
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Activity Phase:  Nine months to three months before event 
Continue team building and begin logistics and marketing activities.  Start 
pursuing sponsors, advertisers, and gifts-in-kind. 
Task  Date Due Status 
Review volunteer 
needs and continue to 
draft more if needed 

  

Continue to add names 
to invitation list 

  

Secure permits and 
insurance 

  

Make preliminary layout 
and decoration plans 

  

Print tickets   
Other   
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Execution Phase: Three months to one week before event. 
This is the time to finalize logistics and do heavy marketing.  Your success 
in pursuing sponsors and donors will depend upon good planning. 
Task  Date Due Status 
Send out “save the 
date” notices and 
invitations 

  

Perform menu tastings   
Sign contracts with 
venue, caterer, 
entertainment, etc. 

  

Reconfirm all speakers, 
performers, celebrities, 
and find out their 
special needs 

  

Draft program   
Draft site layout   
Finalize menu and floor 
plan 

  

Monitor underwriting, 
sponsorships, and 
program ads. 

  

Record invitation 
responses and issue 
tickets 

  

Collect in-kind 
donations 

  

Send out press 
releases and calendar 
notices 

  

Prepare and print 
programs 
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Execution Phase: Event Week 
This is the time to finalize logistics and do heavy marketing.  Your success 
in pursuing sponsors and donors will depend upon good planning. 
Task  Date Due Status 
Assign and provide job 
descriptions to 
volunteers for the day 
of the event 

  

Arrange deliveries for 
the day of the event 

  

Give caterer head 
count 

  

Prepare necessary 
signage 

  

Prepare nametags and 
labels 

  

Meet with security 
people 

  

Deliver 
scripts/recognition lists 
to chairperson/ master 
of ceremonies 

  

Have necessary checks 
cut 

  

Determine and prepare 
petty-cash for tips, etc. 

  

Make follow up calls to 
media contacts 
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Execution Phase: Event Day 
This is the time to finalize logistics and do heavy marketing.  Your success 
in pursuing sponsors and donors will depend upon good planning. 
Task  Date Due Status 
Arrive very early and 
come prepared with 
emergency phone 
numbers, first aid kit, 
office supplies, 
insurance paperwork 
and contract 
confirmations, guest 
lists, and extra copies 
of scripts and volunteer 
instructions 

  

Do site walk through   
Perform equipment 
check 

  

Place signage   
Check restrooms and 
grounds 

  

Layout registration 
tables and materials 

  

Brief volunteers   
Station yourself where 
you can be seen if 
needed 

  

Pay vendors   
Mix and mingle and 
have fun! 
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Recap Phase:  After the Event 
Communicate with everyone involved in the event.  Begin building next 
year’s team. 
Task  Date Due Status 
Thank volunteers, 
sponsors, and donors 
appropriately 

  

Tally expenses and 
income 

  

Prepare final report and 
share with volunteers 
and key players 

  

Review all aspects of 
event with volunteers 
for use next year 

  

Publicize success   
Return borrowed or 
rented equipment 

  

Other   
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Develop and Manage Your Event Budget 
 
Revenue from your event will come from ticket sales or admission fees, and any 
additional revenue sources you can devise.  Some of this additional revenue may come 
from donor underwriting, sponsor sales, program ad sales, sale of items related to the 
event, auctions at the event, and gifts in kind. 
 
Fundraising event budget should aim to raise one dollar for every 50 cents spent.  This 
50% cost per dollar raised is higher than other forms of fundraising.  New events may 
cost more, but as you increase the popularity of your event, your revenue should grow. 
 
List your opportunities for increasing revenue within a single event.  Then share with a 
partner. 
 
Your Event: 
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Sample Event Budget  (Wine Tasting with Auction) 
 
Cost Item 300 People (Est.) 400 People (Est.) Actual (332 

People) 
Food $9,000.00 $12,000.00 $14,491.25 
Wine $3,000.00 $4,000.00 GIK 
Soda and Water @ 
$5/pp 

$1,500.00 $2,000.00 $1,500.00 

Flowers and Decore $2,000.00 $2,000.00 $2,010.00 
Coat Check $500.00 $500.00 $225.00 
Audio Visual $500.00 $500.00 Eliminated 
Band Staging $350.00  $350.00 
Tables and Linens $500.00 $500.00 $666.00 
Jazz Band $2,000.00 $2,000.00 $750.00 
Design Costs $1,000.00 $1,000.00 $925.00 
Event Programs $1,200.00 $1,200.00 $1,000.00 
Printing (Tickets 
and post cards) 

$1,000.00 $1,000.00 $485.00 

Wine Glasses with 
Logo 

$1,000.00 $1,000.00 $998.12 

Signage $100.00 $100.00 $150.00 
Service Charge 
(19%) 

  $5,888.34 

Corkage Fee   $1,750.00 
Wine Pourers   $750.00 
Misc.    
Total Estimated 
Cost 

$23,600.00 $25,900.00 $31,928.71 

Ticket Revenue @ 
$125/ticket 

$37,500.00 $43,750.00 $41,400.00 

Silent/Live Auction 
Revenue 

$3,500.00 $3,500.00 $11,000.00 

Wine Sales $1,000.00 $1,000.00 $640.00 
Total Gross 
Revenue 

$42,000.00 $48,250.00 $53,040.00 

Less Total 
Estimated Gross 

($23,600.00) ($25,900.00) ($31,928.71) 

Total Net Revenue $18,400.00 $22,350.00 $21,111.29 
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Promote Your Event Like Crazy 
 
Your fundraising special event is also a chance to gain public visibility for your program.  
You need to promote the activity to attract the public to your event. 
 
Create a Marketing Plan 
 
From sponsor letters to public relations to printing event materials, how (and when) you 
spread the word can have a profound impact on your success.  Write a comprehensive 
plan as soon as possible, including all the materials your volunteers need to make the 
event a success. 
 
Brand Your Event 
 
Here’s where it really pays off to enlist the help of a professional.  Designing an 
attractive logo that represents your event and your mission and also includes a catchy 
name requires creative, experienced talent.  Ideally, your ‘brand” should be strong 
enough to last a long time, and elicit a positive feeling about your event.  A “theme,” on 
the other hand, can change from year to year. 
 
Create Your Promotional Materials 
 
Put your “brand” on everything related to your event.  You want to create as much 
recognition and buzz as possible.  Here are some examples of what you may need to 
create: 
• Letterhead:  for committee chair recruitment, auction-item solicitations, volunteer 

confirmation, and thank-you letters 
• Fact Sheets: for sponsor kits, media kits, news releases, and PSA proposals 
• Advertising and Promotion:  print ads, flyers, banners, and newsletter features 
• Mailings:  “save the date” post cards, invitations, RSVP cards, and return envelopes 
• Event Materials: tickets, programs, catalogs, and signage 
• Electronic Communications:  website home page link, event webpage, and e-

blasts 
 
Sample Marketing Plan 
 

Village Learning Place 
Event Read Between the Wines (Wine Tasting and Auction) 
Date April 21, 2007 
Goal To raise $20,000; To sell 300 tickets 
Objective To raise awareness of VLP programs;  

To bring new volunteers to VLP;  
To bring new donors to VLP 

Audience All adult donors and friends of donors, and donor prospects; 
community leaders; local media 
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Promotion Focus What? Who? When? Why? 
Graphic artist Design logo 

and printed 
materials 

Ann Henry Nov. 15 Brand the 
event 

Corporate prospects Sponsor 
Packages 

Paul Rives Jan. 2-
March 15 

Secure 
sponsors & 
advertisers 

Entire mailing list Save the Date 
postcards 

Paul Rives Jan. 15-
March 1 

Early alert 

Style Magazine Paid Ad Jo Jones Jan. 15 
(March 
Issue) 

Announce 
event and sell 
tickets 

Entire mailing 2nd Postcard Paul Rives   
Tri-City Daily News 
Hartsville Weekly 

Paid ad Jo Jones March 1 Announce 
event 

Web site Web page to 
order tickets 
and update 
auction items 

Paul Rives March 1 Sell tickets 
Raise interest 

Public spaces Poster Ann Henry March 10 Sell tickets 
Entire mailing list Invitations 

mailed 
Paul Rives March 10 Sell tickets 

Newsletter Feature Story Jo Jones March 10 Sell tickets 
E-mail list e-blasts Paul Rives March 15-

April 20 
Sell tickets 

Media list Calendar 
listing 

Jo Jones March 15 Promote event 
and sell tickets 

Media list Prepare media 
packets 

Staff/volunteers April 1 Promote event 

WMYP 
WXVM 

Public service 
announcement 

Jo Jones April 1 Promote event 

Tri-City Daily News 
Hartsville Weekly 

News story Jo Jones April 9 Promote event 
and sell tickets 

WMYP Noon Talk Ann Henry April 16 Last minute 
opportunity to 
sell tickets 

Tri-City Daily News 
Hartsville Weekly 

Paid ad Jo Jones April 23 Thank 
sponsors and 
community 
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Use the chart below to identify a few local promotion sites and media outlets by name. 
 
Promotion 
Focus 

What? Who? When? Why? 
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Avoid Pitfalls 
 
Plan for the Unexpected 
 
Anticipate and plan for the worse-case scenario.  For instance, in addition to hoping it 
doesn’t rain or snow, schedule a backup date. 
 
Know the Laws 
 
Your state and municipality have laws and regulations that govern what you can and 
cannot do.  Check into any licenses and permits you many need, including regulations 
for raffles.  Keep in mind health code requirements. 
 
Also be aware that the IRS rules determine what part of an event is tax deductible for 
donors.  Donors cannot deduct the value of any dinner, entertainment or purchases 
made at the event. 
 
Treat Your Attendees Like Honored Guests 
 
“Greeters” should welcome people as they arrive, direct them to areas of interest, like 
bar, buffet, and “interface” areas.  Point out the layout.  Chairs, staff, and board 
members should reach out, introduce themselves, and offer to answer any questions.  
The master of ceremonies or other speaker should thank everyone for coming – more 
than once.  And last, but not least, the event should end on time. 
 
Dot Those “I”s 
 
A well-orchestrated special event program that’s interesting and seamless the whole 
way through gets people talking in a good way.  Plan every detail you can think of in 
advance.  Imagine you are an attendee or a volunteer and plan the most enjoyable 
experience for yourself. 
 
A Few Pitfalls to Avoid 
 
• Confirm all speakers, entertainment, and deliveries early enough so you can make 

adjustments, if necessary. 
• Do a dry run if you can. 
• Make certain you have planned for more than enough service personnel and event-

day volunteers (including a runner to fetch forgotten items). 
• Have written back-up plans on hand for things that might go wrong once the event 

starts, weather included. 
• Prepare a kit with all phone numbers, lists, floor plans, and other information you 

might need. 
• Others? 
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Key # 4:  Recognize, Reward, and Review 
 
Be Gracious and Generous with Your Appreciation 
 
Thank absolutely everyone involved with your event and do it right away. 
 
Thank them in person, by phone, with letters, and in your newsletter, too.  When done 
well, this is indeed a time-consuming task. If your event is large enough, consider and 
Acknowledgement Committee.  Thanking is crucial to the success of your event and any 
future events you may have.  Your reputation is on the line. 
 
Search through your spreadsheets and databases to make certain you have not 
forgotten a single sponsor, donor or volunteer.  Ask your leadership volunteers to do the 
same.  If it’s unclear whether someone has been thanked, go ahead and thank them 
again.  It’s better to thank someone twice than not at all. 
 
Consider a post-event gathering or luncheon.  Build this into your budget from the start. 
 
Your board can help determine what an appropriate honor is for high-level volunteers, in 
addition to a letter of thanks directly from the board. 
 
Remember:  You are not only wrapping up this year’s event, you are laying the 
groundwork for next year, too! 
 
Measure Your Success 
 
Are your attendees smiling?  Absorbed in the activities?  How about your volunteers?  
Are people thanking you?  Asking you if you plan to do it again next year?  Write down 
all of the comments heard – positive and negative – and include them in your final 
report. 
 
Refer back to the expectations you established when planning your event and see how 
you did.  Did you raise the funds you wanted?  Was your event well-organized, well-
attended, and well-regarded?  Did you get a positive media coverage?  New members 
or donors?  A more educated community? 
 
Compile your evaluations into a summary and distribute it, along with your final 
numbers, to all the key players.  Then get started on next year’s planning! 
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Practice Planning Your Event 
 
Break into small groups.  You will have 35 minutes to select and plan one event.  Refer 
to the previous materials as a guide.  Use your creativity to insert visual interest into 
your 5 minute report back to the larger group. 
 

 
 

Event  
 

Date  
 

Goal  
 

Objective  
 

Audience  
 

Location  
 

 
Key # 1:  Enlist the Right People 
 
Task/Job How Many? Responsible For? Volunteer or Staff? 
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Key # 2:  Choose the Right Event 
 
How does your event match your mission? 
 
 
 
What is your fundraising goal? 
 
 
 
What are your objectives? 
 
 
 
Who is your target audience? 
 
 
 
How did you select the date and location? 
 
 
 
 
Key # 3:  Run Your Event Like a Business 
 
Special Event Action Plan 
 
Planning Phase 
 
Task Date Due Status 
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Activity Phase 
 
Task Date Due Status 
 
 
 

  

 
 
 

  

 
 
 

  

 
 
 

  

 
 
 

  

 
Execution Phase 
 
Task Date Due Status 
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Recap Phase 
 
Task Date Due Status 
 
 
 

  

 
 
 

  

 
 
 

  

 
 
 

  

 
 
 

  

 
Estimated Budget Items 
 
Expenses Income 
Item $$$ Item $$$ 
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    

Total  Total  
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Promote Your Event 
 
Promotion 
Focus 

What? Who? When? Why? 

 
 

    

 
 

    

 
 

    

 
 

    

 
 

    

 
 

    

 
 

    

 
 

    

 
 

    

 
Key # 4: Recognize, Reward and Review 
 
 
How will you recognize and reward your volunteers? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Fundraising does not determine the
health of an organization.  The health
of an organization determines its
fundraising success.

Joan Flanagan
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Giving USA 2005
 How much total money was contributed

by Americans in 2004 to all types of
charitable organizations?

 Nearly $250 billion



How Much Came From The
Different Funding Areas?
 Giving by Bequest – 8%
 Giving by Foundations – 11.6%
 Giving by Businesses, Corporations, and

Corporate Foundations – 4.8%
 Individual donors – $187.92 billion

(75 % of all funding)



Hot Tip:

Raising Funds is
About Building Relationships
and Networks



Module 1: Case Development
and Articulation

Building an Integrated
Development Plan



Four Elements of an
Integrated Development Plan

 Case Materials

 Budget

 Operational Plan

 Annual Calendar



Process for
Developing the Plan

 Review what documents you already have
– or just created from Strategic Planning



Process for Developing the Plan

 Call the full development staff together to
help generate an overall statement
expressing your department’(s)’ vision and
goals regarding donor and fund
development including:
– Relationship building with your members/donors
– Movement of members and donors into increasing

levels of financial and mission commitment
– The benefit to the community that will be achieved

through your increased development activity
– How successful capacity building will benefit your

agency



Process for Developing the Plan

 Identify an “IDP Team” who will be
responsible for guiding the planning
process (cross-departmental)

 For each portion of your plan, consult the
related materials and begin looking at
how they can support your plan



Defining Case:  It Starts with Case
Materials Kept Internally

 “Case” is the sum total of all the reasons why
someone should support you -- often called the “case
for support”

 It is the informational backdrop from which all
development and fund raising materials are derived

 Materials are tailored to respond to the interests and
values of a potential donor

 Case materials include all the information about your
agency that someone might want to know



What You Need to Create
(or Find in the Files) to Build a Case

 Mission statement
 Vision statement
 Values statement(s)
 Goals and Objectives from the agency’s

strategic plan
 Description of your programming

philosophy and your programming



What You Need to Create
(or Find in the Files) to Build a Case

 Description of your community outreach
and programming, and your community
partnerships

 Description of your facilities
 Anecdotal and statistical evidence of your

impact in your community/communities
 Description of your system of governance

including annotated lists of members



What You Need to Create
(or Find in the Files) to Build a Case

 Description and lists of your staffing, with resumes
for key leaders

 Financial information regarding sources of funding
and allocation of funding

 History of your agency:  the founding, the
founders, the heroes, the lore
– You have a checklist with these “items” -- put one or two

people in charge of the hunting expedition; ask appropriate
people to create missing materials



Why Do You Need All This for Your
Integrated Development Plan?

 To create a reservoir of case information that can be
updated and drawn on easily and frequently

 To create a primary resource for positioning your asks
and your new community communication

 Because “systems liberate” – if you do it right once, and
keep it updated, it will be a tool that you can use over
and over

 Because it is really tiring to have to reinvent the entire
wheel every time you have a funding opportunity



What Do You Do With All This
Once You Have it Together?

 Dedicated file in the computer with password
access

 Hard copy in a centrally located binder so people
can read, edit and use

 You don’t have to make it “read” like a single
document:  it is intended to be a compendium of
the bits and pieces you need for a variety of
development purposes



What Do You Do With All This
Once You Have it Together?

 Schedule updates for case materials based
on timing, changes or accomplishments

 Encourage use of these materials by
marketing and outreach as well as by
development



Next Step:  Translating Case
Materials into Case Expressions

Taking the Case to Major Donors and
the Marketplace in General



Case Expressions
(Case Statements, Proposals, Brochures, etc.)

 Consistent messaging (from “entry to exit” and
through the pipeline) is a major goal

 All messages are drawn from the internal case
materials

 They are tailored for specific purposes or
audiences but have the same core theme and
positioning



Case Expressions
(Case Statements, Proposals, Brochures, etc.)

 Case expressions are written to meet the
interests and needs of the audience or purpose

 In pledge it is on-air, in direct mail in a letter, at
a special event in the PR and information
provided, in major giving, this is often a
proposal or a presentation; in planned giving,
this may be a brochure



Case Expressions:
The Message Framework

 Focus on results/impact, not agency needs
 Emphasize investment opportunity, not

obligation to give
 Convey the idea that a gift to you is really a gift

through you into the community
 Promote social investment and values-based

return, not premiums provided in exchange for
a gift



Case Expressions:
The Message Framework

 When “urgency” is part of the message, it is
the urgent need to provide community
outreach, an familiar partner and excellent
programming – not the urgent need for money

 No apologies (or guilt trips) when asking for
money; instead reflect pride in the way the
agency is meeting community needs and
providing quality programming for children and
adults



Case Expressions:
The Message Framework

 Consistent messages throughout all parts of the
agency:  from direct mail to the website to special
events promotion that each embody the messaging
shift

 Purpose of outreach and materials shifts from
making a sale to building a relationship:  your
agency will change from being a vendor to being a
strategist and facilitator in building long term investor
relationships
– Refresher:  The 3 Stages of Development



Three Stages of Development
     Formative     Normative          Integrative

Who         Vendor      Facilitator             Strategist

What Product        Relationships      Growth Partnerships

Skills       Sales      Marketing             Building/Maintaining
   Relationships

Results    Making      Building     Assuring continued
 a Sale      Relationships        growth



Check Up:  What Will Need to Change in
Your Messaging?

 Think of the messages you are now sending (from all parts of
the agency).  How well do they align with the points just
reviewed?
– Closely Somewhat   A big gap!

 Are the messages used in three stages of development so you
are consistent in the community?
– Yes No Somewhat

 What key changes will you need to take to bring your
messages into an alignment with the principles?  Mark the one
with greatest priority.

– Reposition “urgency”    Emphasize “through” not “to”
– Focus on impact           Begin downplaying premiums



A Donor-Centered Universe
 We have to meet donors’ needs even while they are

meeting ours.
 We have to shift our world view from what we see in

our mirrors to what we see through our windows.
 The shift in case positioning is designed to provide

more obvious messages with which donors can
connect.  Anecdotal research done in 2000 for High
Impact Philanthropy provided this information about
21st Century donors:



Donor Centered Universe
 Donor-investors invest in organizations where they

see or find:
– Issues (they care about that reflect their values)
– Involvement (to the degree they want to be involved)
– Impact (the difference you are making and how you

measure it – transparency and  accountability are no
longer optional)



Donor Centered Universe
– Ideas (what are you doing that’s new?

Can you solve the problem or provide
the resource? What is your vision?)

– Investment (high return on their
values; great management of their
social investment)



Check Up

 What do you know about your current or
potential donors?
– Lots       Some        A little     Not much at all

 How well are you positioning your agency as a
viable social investment partnering with the
community to meet critical educational,
cultural, health or other needs?
– Very well           Good          OK        Not well



Check Up

 Are your current messages to  potential or
current donors “donor-centered” or “agency
need-centered”?
– Donor-centered Agency need-centered

 Of the five “I”s, which three are you the best at
communicating, offering or acting on?

Issues     Ideas    Involvement    Impact  Investment



Mission, Vision, Values:
Integral to Effective Case Expressions

 Reminders:
– Mission = why you exist
– Vision = what your agency wants to become or do,

and what will happen in the community as a result of
your agency’s vision

– Values = shared beliefs within an organization and
with donors and members that frame decisions,
actions and the measurement of outcomes



Remember The Role Mission Plays
in Donor Motivation

 Connects with donor values
 The mission is often why donors feel the “click”
 Measure mission alignment: premium-based

membership drives often do not embody mission,
leading to “donor dissonance”

 “User emotion” + “Agency functionality” = mission
language

 If you are struggling with your mission, work to complete
the sentence:  “We exist because…”



Vision:
The  Bridge from Membership to Major Giving

 Donor growth goes through four stages:  
impulsive = new member
habitual = renewed member
thoughtful = donor
careful = major/planned donor

 Donors need to get excited about a vision in order
to move up that ladder

 Shared vision grows members into investors and
is the “glue” for the relationship



Values Basis of Major Giving
 Values are the shared beliefs that lead to long term investment
 People only give to, ask for, join or serve organizations whose

values they share
 Values are the basis of issues, and issues drive 21st Century

philanthropy
 We uncover and develop shared values through our messaging,

stewardship and outreach/interaction with members and donors
 Shared values are the basis of donor loyalty and retention



Benefits of this Approach in All
Case Expressions:  A Review

 Attracts members for the right reasons (the true
premium is the experience)

 Helps retain members and convert them to donor-
investors

 Develops common language points among all fund
raising and marketing programs and allows tailoring to
specific needs or audiences

 Gives a consistent message to the community about
your agency and its impact



Internal and External Messaging

 Internal markets
– Messaging within the agnecy is as important an

early step as external marketing
– Be sure there are not two levels of commitment to

the new way of looking at the message and the
market (internal and external)

 External markets
– Members, donors, community partners, institutional

funders and other social investors in the agency



Tailoring the Case
 Process driven by special or on-going need (e.g.)

– Annual report
– Proposals
– Website updates
– Brochures for campaigns or giving programs

 Process involving staff and volunteers
– Gain consensus by committee, but have a single writer
– Volunteers, with guidance, can be very effective helping you

in the development of case expressions



Articulating the Case for Support
To Attract Donor-Investors

 Start with key management staff and the
board or other lead volunteers mastering the
new messages

 Integrate into programs to begin changing
the perception of your agency

 Evaluate your current published materials
and devise a plan if they need changing as
budget and other resources permit



Articulating the Case for Support
To Attract Donor-Investors

 Check the messages you post on your
website:  are you communicating the
mission, vision and values you want people
to share?

 Evaluate your “boiler plate” foundation
proposals and grant applications:  are they
consistent with the new messaging?



Articulating the Case for Support
To Attract Donor-Investors

 Focus your personal interaction with
prospective and current donors in
cultivation and stewardship activities

 Stay “on point” when making solicitations
(don’t backslide to presenting the needs
you have rather than the needs you
meet)



Evaluating Your Case Expressions

 Windows, not mirrors:  review case regularly to ensure
consistency with community needs

 Implement a system for keeping case materials current and
case expressions lively and on message:  invite honest
internal and external feedback

 Involve donors in the feedback:  this strengthens
relationships

 Revisit values with board and staff at least annually and
then compare what they generate as key values with what
you are communicating to the community



Impact of New Messaging on
Agencies:  Change is in the Air

 Shift in case positioning will signal a shift in the way the agency
views its members and donors (as investors) putting a new
priority on longer term relationships and investments

 The vision incorporated into the case also conveys certain
changes that will be taking place throughout the agency as major
giving resources are increased and strengthened

 All messages should convey the excitement and impact  that
additional resources will generate for the agency



Check Up:
Messages and Change

 Are you ready to start conveying “new
messages” in your case expressions?
– Yes No Already started

 What resources will you need the most to make the
shift?

Help with change
Help with case development
Facilitation of a board and/or staff session on messaging



Summary of Key Points
 Case expressions are varied and tailored; they are drawn from

internal case materials
 Case materials and expressions need to be reviewed and

updated regularly
 Mission, vision and values are the platform for all case

expressions
 Nearly all case expressions going forward will require new

messaging
 Involvement of staff and board in creating, evaluating and

articulating the case is key



Checking In

Are there questions about the
content?



Implementation Assignment –
Module 1:

Using your Board and Volunteers in
Case Development



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development

 The development (or refinement) of your case for
support is a key part of your  integrated development
plan (materials creation and gathering; case
expressions).

 While the “hunting and gathering” of information will be
done by staff, the board or other committed volunteers
play a key role.



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development

 We have provided a meeting agenda in the binder if
you need a guide.

 Get the board members together with key
administrative and development staff for a meeting
that will focus on the following areas related to the
material covered in Module 1



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development

– Agency mission
– Agency vision including vision for the community
– Agency values as presented in materials and

programming and how they can be conveyed in
ways that reflect new messages designed to attract
major donor-investors



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development

– Identification of the 3 most important ideas to build the
case for support (why your agency is a good community
investment)

– What did the discussions reveal relative to
understanding about case and its uses and the
importance of mission, vision, values integration?



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development

– What were/are the challenges and the
resistance points relative to implied changes?

– How did the process and outcomes of the
meeting inform not only case development and
articulation but  also board/volunteer
management and leadership, the subject of
Module 2 of the curriculum?



Implementation Assignment for Module 1:
Using your Board and Volunteers in

Case Development



End of Module 1

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



Module 2:
 Engaging Board/Volunteer
Leadership in Development

The Value of Board and
Non-Board Volunteer Leaders in Building an

Integrated Development Plan

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



What We Will Cover in This Unit

 Ways to maximize volunteer involvement and
relationships

 Aspects of volunteer motivation
 The importance of board and non-board

volunteers as primary community relationships
 The role board and other volunteers play in

creating and sustaining your culture of
philanthropy



What Engaged Board and
Non-Board Volunteers Do

 Aside from the legal requirements many agencies
have for volunteer advisory or governance
boards, we also engage volunteers because
they…
– Represent community interests and needs to which the agency

must  ultimately respond
– Are willing to do many things to be part of agency efforts in

addition to governance or advisory roles
– Willingly form Friends and other kinds of support groups to get

your message out to others



What Engaged Board and
Non-Board Volunteers Do

 Leverage limited agency development
personnel resources

 Bring experience from other nonprofits and
effective major giving models

 Provide the model or mirror for developing
long term donor relationships



What Engaged Board and
Non-Board Volunteers Do

 Give more and more often than others and
many will be or are already major donors

 Provide peer-peer linkages in major giving and
knowledge of the constituency

 Objective overseers, whether they advise or
govern,  of your “double bottom line:”  financial
health and return on (values) investment to
donors



Dimensions of
Volunteer Leadership

 Governing or advisory board(s)
 Development, fund raising or capital campaign

committees
 Partners in the development process – helping

bring potential donors into a relationship with
your agency

 Fulfilling the role of Ambassador, Advocate
and/or Asker



Where to Find Volunteer Leaders
 Sometimes, the biggest challenge!  Look into the

community using these three principal close-at-
hand resources:
– Your own member and donor lists and your own support

groups
– Various special interest or other affinity groups whose

values match your agency’s
– Service clubs and associations that focus on leadership

(including leadership development programs offered by
many Chambers of Commerce and Junior League)



What Board and Other Volunteer
Leaders Need to Be Effective

and Appropriate



Volunteer Leaders Need
 Clear definition of role(s) and boundaries
 Important jobs to do that are keyed to their motivation

and to the outcomes for the agency and the community
 Clarity around agency expectations of them:

outcomes, procedures, assignments, timelines



Volunteer Leaders Need

 Training and coaching in how to be an effective board
member or non-board volunteer for your agency

 To feel valued and receive appreciation that is sincere
and tied to important outcomes

 To be treated with trust and respect



Challenges Volunteer Leaders Have
Expressed About Their Work

 Frustration with “mission drift” – agency issues/politics that get
in the way of their enthusiasm for articulating the bigger
mission, vision and values message

 Overlap and confusion about board and staff roles
 Inevitable turnover in development and other agency staff:

need to rebuild internal relationships while building external
relationships



Challenges Volunteer Leaders
Express About Their Work

 Balancing agency needs/demands against
those of their jobs and families

 Feelings of being “used” and then not
appreciated; too little feedback on impact of
service

 Lack of consistent policies regarding
involvement and role of volunteers (varies
from staff person to staff person)



Check Up:  Quick Vote
 How well do you think you are meeting volunteer needs?

– Very well   OK   Not so well   Poorly
 How effective is your current volunteer organization?

– Very effective       OK   What volunteer organization?
 What kind of tools or resources are you going to need the most

to be more effective with your volunteers?
– Training    Job Descriptions        A Coordinator       Time

 If you have a volunteer coordinator, or a volunteer leader who
works with you, how closely is that individual working with you
on the Integrated Development Plan to see where volunteers fit?

– Working Well 
– Would need to know more about how this would  work
– Haven’t started yet



Volunteer Leadership Roles



Volunteer Leaders:  Vital Asset

 Roles volunteers can, will and want to play:
– Donor development (identification, qualification,

development of strategy, cultivation, stewardship)

– Fund development (solicitation and renewal)

– Ambassadors in the community building relationships
with others who share the agency’s values and vision
and understand the importance of its mission



Volunteer Leaders:  Vital Asset

 More roles volunteers play:
– Advocates (formal and informal) for the agency,

particularly with community organizations whose
interests parallel the agency’s and with whom
partnerships are possible

– Askers of their peers for investments (time and
money) in the agency

– Architects, approvers and articulators of the case,
mission, vision and values



Tell us
 How you engage volunteer leaders now:

what jobs do you have them doing?
 How you would like to involve them in

the future
 What resources you need to make your

volunteer program more successful



Leadership Roles for Board and
Other Volunteers

How Volunteer Leaders Help Create a
Culture Of Philanthropy that Will Support

Your Agency



In a Culture of Philanthropy…
 Everyone understands the meaning of philanthropy
 Everyone understands its importance and messages

reflect a respect for it
 The full development team includes the entire

organization as well as the board
 Program staff support it; constituents  sense it; everyone

benefits from it
 It is the environment that will ensure the success of the

agency



Structuring Your
Volunteer Leadership

 Role of the (governing or advisory) board
– Overseers
– Policy makers
– Implementers
– Cheerleaders
– Connectors with the community
– Askers
– Advocates
– Ambassadors



Structuring Your Volunteer Leadership
 Composition of the governing board (if you can

determine or influence it)
– Strategic board recruitment based on a matrix that

reflects the needs created by your institutional plan
– Look for people with fund raising, marketing and other

board experience
– Look for people with wealth or connections to wealth
– Provide board job descriptions at the time of

enlistment and an orientation that reflect the
importance of board involvement in development and
its huge impact on the long term vision of the agency



Structuring Your Volunteer Leadership
Role of special committees:
 If you have a governing board whose composition and work

you can guide directly
– Board committees may be created to implement development

efforts or the board may take full responsibility
 If you have a governing board that is appointed by a source

other than your agency and is a more remote “overseer” to the
agency (e.g., state, university, school/community college
district)
– You will need a special Development Initiative Committee recruited

from the community for this purpose and “blessed” by the governing
board



Creating a Culture of Philanthropy:
Implications for Board Composition
 Start with an institutional vision and plan that is built around the

culture of philanthropy
 Determine the kind of board members and/or other volunteers you

will need to advance that plan
 Recruit and enlist strategically using a matrix that reflects your

strategic plan (Board Development Committee) and the
requirements of a development program

 Orient the board carefully
 Create an environment that will motivate them
 Give them lots of support and feedback
 Don’t be afraid to de-enlist



Creating a Culture of Philanthropy in Your
Agency: Board-Staff Partnerships

 Set high standards for the role of volunteers and
be sure they understand the implications of those
standards for volunteer board composition,
commitment and roles

 Be sure staff understands and respects the
potential and the limitations of volunteer/board
member time, involvement and commitment

 Forge partnerships through trust, respect,
understanding of mission, common vision, shared
values



Key Volunteer/Staff Leadership
Roles In Major Giving

 Volunteers are leaders in the initiative; staff are leader-
managers

 Emphasis on shared vision between staff and volunteers
and on articulating the partnership between the agency
and the community (as represented by the volunteers)

 Volunteers play a critical role in engaging donors in the
purpose and plans for the agency so they need to be part
of the staff leadership vision – they then can communicate
how major gift investment will advance the plans/vision



Effective Volunteer
Management
Tips for Success



Tips for Success in Working with
Volunteer Leaders in Development

 Each is a competent professional or volunteer and
although they may be new to you, they need to be
treated with great respect

 One-on-one meetings and coaching sessions are the
best way to convey assignments, give feedback and
receive feedback to assess satisfaction and progress

 It is extremely important to convey expectations honestly
when you are recruiting people to the development
effort:  let them know just how much time this will take



Tips for Success in Working with
Volunteer Leaders in Development
 There are ways to involve all board members in the

vision for major giving:  even though all of them
might not (or cannot) be directly involved in major
gift solicitation they can still be involved in major
donor development.
– Get them involved in the new messaging (Building Block 1) and

mission/vision/values clarification
– Share with them what impact the development effort will have on

the agency
– Give them tools (case expressions) to use in their roles as

ambassadors and advocates



Igniting Your Development Efforts:
Leadership Tasks for
Board/Staff Partners

 Envisioning goals
 Affirming values
 Motivating
 Managing
 Achieving workable

unity

 Explaining
 Serving as a symbol
 Representing the

group
 Renewing ideas and

attitudes

John W. Gardner’s Nine Tasks of Leaders:



What Environment Motivates
Volunteers to Stay Involved?

 A feeling of belonging
 Belief that time is well spent
 Volunteer experiences are not only informative and

worthwhile, but fun
 A sense of playing a part in the future advancement of

the agency
 Knowledge that the agency, and fellow volunteers,

appreciate them
 Knowing they are going to be supported with tools,

training and feedback



Keeping Volunteers Motivated:
Theory and Specifics

 Motivation theory tells us we cannot motivate
people – they are motivated already and we
have to find out what motivates them!

 Get to know your volunteers
 Meet individually with them whenever possible
 Remember that high achievers need feedback
 Motivators include affiliation, achievement and

power (McClelland, Harvard)
 Give appropriate rewards and recognition



Tools for Success:
What Volunteers Need

 Training
– In major gifts fund raising
– In other fund raising efforts and techniques
– In overall board responsibilities as they apply to your agency

 Materials
– Solicitation guides and case materials
– “Elevator” speech

 Experts
– Trainers and consultants as well as staff or volunteers for

coaching



Marketing the Impact of
Volunteers in Your Agency

 Internally
– Agency internal newsletter/communications

– Volunteer newsletter

– Bulletin boards

– Focus on:
accomplishments/impact/contributions to
overall success of effort



Marketing the Impact of
Volunteers in Your Agency

 Externally
– Community newspapers and radio/TV recognition

– Create an awareness in the community of the value
of volunteers through media and events for
volunteers

– As part of collaborative work with other nonprofits:
let them know how much you value your volunteers



Check In
 Tell us about the ideas you have used

for encouraging, recognizing and
motivating volunteers



Effective Volunteer Management
Danger Signals



Danger Signals in Volunteer
Management and How to Fix Them
 Declining attendance at development

committee meetings or board meetings:
– Evaluate meeting content and structure

– Be sure time is not perceived as wasted

– Be sure people can be heard and that one person
(or a small group) are not dominating

– Be sure to have a smart agenda and be very action
focused



Danger Signals in Volunteer
Management and How to Fix Them
 Failure to complete donor-related assignments

on time:
– Evaluate clarity of your instructions and communication

of timelines
– Meet with the volunteer to determine whether the

assignment is something that motivates; if not, find
another assignment

– Determine whether the volunteer has a change in
circumstances that precludes fulfilling the assignment
and let him/her off the hook



Danger Signals in Volunteer
Management and How to Fix Them
 Passing of complaints among

volunteers instead of passing
concerns along to staff:
– Be sure people are listened to at meetings

– Inform all volunteers about the process for
stating their disagreement with a staff or
other volunteer decision



Danger Signals in Volunteer
Management and How to Fix Them
 When leadership volunteers start to

micro-manage:
– Be sure there is not a real or perceived

leadership vacuum at the staff level
– Meet with the volunteers to hear their

concerns
– Meet with staff to review the problem
– At all costs, nip this practice in the bud



Danger Signals in Volunteer
Management and How to Fix Them
 When/if staff express that volunteers (including

board members) are a burden rather than an
enhancement to their work:
– Develop better orientation of staff to the value of

volunteers and why “front end” loading of time and effort
into training and coaching will ultimately make staff jobs
easier

– Determine ways to help staff communicate better
understanding of shared roles with volunteers

– Provide better orientation of board and other volunteers
about appropriate ways to fulfill their assignments and
communicate with staff



Success and Danger:
 What successful volunteer involvement

strategies do you credit with moving your
giving programs forward?

 Have you experienced any of the danger
signals?

 If you have confronted situations, including
staff not embracing the value of volunteers,
how have you remedied them?



Summary of Key Points



Summary Points for Module 2
 Volunteers have great potential value to donor

and fund development programs for a variety of
reasons

 Volunteers are leverage for small development
staffs

 Volunteers at all levels have needs that staff must
be sure to honor

 Volunteer/staff roles and partnerships need to be
spelled out accurately in writing and through
orientation



Summary Points for Module 2
 You can create a culture of philanthropy in your agency

through structuring of effective board/staff partnerships
 There are tasks that all leaders need to fulfill
 To be successful with volunteers, you need to know what

works as well as the danger signals.
 Your development efforts will be greatly advanced by

effective recruitment, enlistment, orientation and
deployment of volunteers



Implementation Assignment
for Module 2

 Based on this content, identify the strategies
for readying your board, volunteers and
development to lead an effective Development
Initiative.

 There is a checklist for completing this
assignment in the binder.

 This information will also inform your
integrated development plan.  Specifically, we
are asking you to look at the following:



Implementation Assignment
for Module 2

How will you:
1. Recruit and enlist board or committee members to

support your development efforts
2. Coach volunteers and staff around

mission/vision/values and the case for support as the
basis for the success of your development efforts

3. Define specific role(s) and expectations of board
members and other volunteers in donor development
and/or gift solicitation



Implementation Assignment
for Module 2

Define volunteer/staff partnership roles in a
culture of philanthropy and convey them to
volunteers and staff

Determine volunteer motivation and match
volunteers to the right task(s)

 Identify, respond to and work effectively
with the changes needed to be made as
board and staff work together in new roles
around development



End of Module 2

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



Module 3:
Staffing Systems and Support

Building an Integrated
Development Plan

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



What You Will Learn in This Unit

 The role of agency leadership in development
 Ways to set appropriate staffing priorities to  support

development
 Strategies for engaging all agency personnel as a

full development team (to create a culture of
philanthropy)

 Indicators of potential problem areas in
implementing change



Skills Needed Now
and in the Future

 Experience with new and emerging
technologies;

 Community involvement;
 Working with educational institutions and

with local, state and federal governments;
 Successful fund raising experience;
 Entrepreneurial successes;
 Knowledge of financial management;



Skills Needed Now
and in the Future

 Familiarity with promotional and marketing
techniques, strategic planning, mentoring
and staff development skills;

 ??
 ??



Identified as Most Important
Management Skills by CEOs

 Entrepreneurial skills

 Collaboration and partnering

 Change management

 Technical knowledge

 Management skills



Leadership Roles for Staff
 Previous focus (Module 2) was on volunteer

leadership.  The success of volunteer leadership will
depend on staff leadership.  Gardner’s 9 Tasks of
Leaders apply to staff as well.  For development to
succeed, staff leadership must:
– Embrace development work without reservation
– Be willing to initiate and implement changes that

may be required to be successful



Leadership Roles for Staff
– Understand and be able to communicate the

benefits of development efforts within the agency
and in the community

– Assume the role of relationship-builders and fund
raisers in the community if not already playing that
role

– Work closely with volunteer leaders in the
development of relationships, the solicitation and
stewardship of donor-investors and be the prime
visionaries for the agencies



Leadership Opportunity:
The Culture of Philanthropy

 Just as volunteers are leverage or multipliers for
development staff, so are all agency staff

 Internal marketing of development efforts and its
potential impact on the agency can have a
profound effect on the way all staff think about the
agency:  it is another way to help create a “culture
of philanthropy”



Leadership Opportunity:
The Culture of Philanthropy

 As part of your development plan and
implementation, be sure to include orientation for
all staff about how they can be partners with staff
and volunteer leadership in creating a larger base
of resources through major giving

 As with volunteers, specific guidance is required
about what they can do within the scope of their
job



Expectations of Staff Leaders

 Have and share a vision that will attract and
retain both thoughtful donor-investors and
strong volunteer leaders

 Give leadership to the donor and fund raising
process through participation as needed in
cultivating, asking and being a steward so the
investment will be renewed



Expectations of Staff Leaders
 Have an unwavering commitment to transparency in

accounting for and reporting the impact of donor
investment in the agency, and how it affects the
community

 Be effective managers of people, ideas and tasks for
the agency overall, including frequent intersections
with those responsible for the development effort

 Institutional leadership is a requisite for successful
development



Performance Demands on Leaders
 Changes in community expectations (Module

1) of nonprofit leaders
– “Soft” expectations of wisdom, vision, integrity, trust,

inspiration
– “Hard” expectations of accountability, transparency,

measurable action
– Environment that is chaotic, running at Internet-speed,

time-driven, pressure-laden
– People give to solve community problems or enhance

community resources and want to see the tangible
results of their investment



How a Major Giving Initiative
Increases the Need to Lead

 The larger the gift, the greater the
expectation for results (venture philanthropy
model)

 Attracting large gifts provides new options
for community partnerships and how agency
management needs to become a leader
among those community institutions



How a Major Giving Initiative
Increases the Need to Lead

 Development will put stress on internal systems until it
is up and running; internal leadership demands will
also increase

 Major donors may want a level of involvement that is
new for your agency:  you need to be ready to respond
in a way that allows donors to feel involved while
preserving the professionalism and integrity of your
operation



Why the Benefits Outweigh the
Stress of New Leadership Demands

 Donor-investors are inspired to give when they
perceive strong staff and volunteer leadership

 Success is energizing:  the influx of major gifts
will lift the agency to a new level and provide the
resources it needs to work towards their vision

 Working in new ways, with new messages,
renews a agency both internally and in the mind
of the community



Membership and
Development Staffing

Keeping the Balance



Development Implementation:
Balancing Agency Resources

 Staffing plans for development need to reflect
development needs but also support the pipeline programs

 Staffing plans can call on potentially greater involvement
of volunteers (board and committee) in pipeline, transition
and development programs (BB2)

 Engagement of key board and other leadership volunteers
in development who are budget decision-makers or
influencers will help stretch resources for development and
other “pipeline” development programs (making the case
for development internally)



Development Implementation:
Balancing Agency Resources

 Key considerations in staffing for Development:
– Resource investment in major giving will have a high yield:

that should influence resources assigned to development
– Continued resource investment in pipeline programs is

essential to keep members and donors engaged so they can
be advanced to higher giving levels – this will affect
budgeting

– A three-year staffing plan needs to be part of the strategic
plan for major gifts development that agencies are
developing now and implementing in the months ahead



Check Up:  Quick Vote
 Is your agency addressing the need to balance

staffing and budget to keep pipeline programs
strong while focusing attention on major giving?

– Yes                No
 What changes have you made/might you make?

– Redeploy existing staff       Add staff Both
 Do you have an overall plan for development

staffing?
– Yes    No           It’s in the works



Seeing All Staff as the Full
Development Team

New Resources



Agency Staff as the Full
Development Team

 Change in staff’s understanding of their impact (Ken
Blanchard:  Director of First Impressions story)

 Why everyone – from receptionist to technician – is
part of the full “development team” and how that
contributes to creating a culture of philanthropy with
volunteers and leadership staff

 Internal marketing of the development process to staff:
understanding the difference between development
(uncovering shared values) and fund raising (providing
opportunities for donors to act on the shared values)
and the role volunteers can play as partners



Change Management Issues
 New leadership roles for Executive Director,

development and other staff
 New engagement of agency staff as “full development

team” in creating a culture of philanthropy
 Closer work with volunteers around a shared vision

leading to successful major giving
 Implementing change on a limited budget – but the

change is necessary to increase the resources



Discussion

Toughest Change Issue You
Confronted and How You Are

Solving (or Solved) It



Summary of Leadership and
Staffing Discussions

 Engaging the full staff as the full development (not fund
raising) team will require new leadership:  and that is just
one aspect of the new leadership requirements

 Leadership tasks (Gardner: BB2) apply to staff as well as
volunteers and include change management issues

 Implementing this initiative will require a balancing act
with resource allocation to development and “pipeline
programs” that are essential

 Success will depend on ability of agency leaders to
balance staff and volunteers effectively



End of Module 3

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



Module 4:
Prospect Identification and

Research/Tracking Management

Building an Integrated
Development Plan

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



What You Will Learn in This Unit
 How to manage prospect identification, research, tracking and

management to ensure accuracy, utility and effectiveness in
supporting the major giving initiative;

 New appreciation for the wealth of information and prospects that
already exist in your data base and techniques for using member and
donor information more effectively so donors have a more satisfying
experience that will lead to increased long term investment;

 Roles board members and other volunteers can play in identifying
prospects;

 More about the variety of electronic prospect screening options
available and the advantages and/or disadvantages of using such
systems



Introduction to Session:
Five Key Principles

1. Accuracy in data gathering and management is
essential:  it is critical in the maintenance and growth of
good relationships.

2. No department or program “owns” a donor or donor list:
good prospect management is based on looking at the
best way to fulfill a donor’s interests by linking them
with an opportunity in your agency.  Cooperation is
critical, and willingness to move a member or donor
from one program to the other is the key to success.



Introduction to Session:
Five Key Principles

3. No matter how much prospect research you have on a
donor, you still need personal contact, relationship
building and verification of information (engage
volunteers in this)

4. Ultimately, the process of developing a donor pivots on
uncovering shared values, engaging people in your
vision and exciting them about your mission.

5. Prospects must have connection and concern as well
as capacity:  make sure you are verifying all three.



Before We Start
 There is no limit to the data and knowledge you can

acquire from it.  This discussion may become granular
and impersonal.

 Do not be distracted from your core focus by the allure of
information.

 No matter what, do the best with what you have.  The
best you have is relationship data.
– Giving, membership, patterns, involvement

 Remember it always comes back to relationship and
message.

 There is something here for everyone.



Information Practices
 Create an ethical framework.

– Obtain information legally
– Disclose your identity in doing so
– Protect data vigorously (databases, papers,

personnel)
– Use it wisely and with discretion
– Use it for its intended purpose

 Resources:  APRA Ethics Statement
(www.aprahome.org), AFP (afpnet.org), Donor
Bill of Rights (aafrc.org)



Some Terms
 Rating – a measurement, usually a code that indicates a

scale of financial capability or readiness.
 Segment – one of many “slices and dices” – selections you

make that determine the who in the what, when, why.
 Stage codes – a measurement, usually a code, that

indicates likelihood or timeline for a prospect to make a
major gift.

 Appending data – adding new types of information to your
database in specific new fields that will display and can be
selected.



Information Landscape
 Information from many sources contributes to

ongoing operations, future planning, and
strategy development.

 Two perspectives:
– Micro: individuals and major gifts
– Macro: larger segments for membership and

direct marketing
 Some data is not-negotiable, others are

optional and scalable.
 You should be able to proceed in some

measure on what you are able to
do well.

External
Data/

Knowledge

Proprietary
Relationship

Data

Core Data



The End Game:  How We Use It
 Segmentation Strategies:

– Whom to Ask
– How to Ask (mail, call,

personal, event)
– For How Much to Ask
– What/How to Communicate
– Where to Invite
– How to Thank
– Who is Responsible

MG

HIGH-END
ANNUAL

DONOR/
MEMBER

MEMBER



Focus:  Major Gifts
 Individual Prospect Strategies:

– Ultimate dollar and involvement objectives
– Objectives for next 12 months
– Most relevant background points
– Key partners
– Next 3 action steps, detailing for each:

– What, when, whom, how
 The greater challenge is thinking this through.
 You need nothing more than what you have to do this, but the

more you have, the better it will be.
 You should be able to articulate strategies on at least your top

10-20 major donor prospects.



Key Collateral Materials
 Forms and format are less important than capturing data that

can be measured and acted upon.
 Written strategy

– Rating
– Interest Codes
– Prospect Manager Assignments
– Key Volunteer Assignments
– Last/Next Actions
– Stage codes, or timing, readiness, inclination

 Visit Briefings (for Managers or Key Volunteers)
 Call Reports (resulting from any contact)



Prospect Strategy Example
(used by public radio)

 Name:  John B. Stone        ID #41568
 Strategy:  By the end of the current campaign, ask

JBS to endow the public affairs fund for $1 million and
nominate to BOT.

 Next 12 months:  Increase annual gift to $10K, ask to
host event for the P.A. fund.

 Relevant points:  Family owns local newspaper, has
been regular donor and member for 15 years.

 Next steps:  Lunch w/SM 3/31/05; station tour on
5/1/05; event @ home on 7/1/05; solicit by 9/05.



Defining Core Data
 The basic, essential, defining data about a

donor/prospect:
– Name, address, telephone

– Date of acquisition

– Gift designation, date, amount, payment type

– Membership dates, types

– Volunteer and other involvement

– Internal responsibility and assignment

Core Data



Ideal Core Data
 This is all data that typically may be requested and

supplied in standard membership interaction.
 You will need to ask in order to have any chance of

getting it.  Don’t be shy.
– Name – the full, formal name, including initial
– Spouse/partner name
– Business title, address, phone
– Occupation/industry affiliation
– Email address
– Date of birth
– Areas of interest in the agency

Core Data



Relationship Data
 Includes most core data, and:
 What has the donor told us?

– During cultivation visits
– In calls, letters, emails
– To and about other volunteers

 Extensive engagement and giving background.
– How many gifts, how long a donor
– Type of gift (stock, cash, credit card, from donor advised fund)
– Response mechanisms

Proprietary
Relationship

Data



Define External Data
 Anything that is relevant to the construction of

strategies.

 Relevant because it qualifies:
– Financial Capacity

– General Philanthropic Interests

– Who Knows Whom

– Talking Points – how to engage

– General Demographics

External
Data/

Knowledge



Techniques: Macro
 Data Cleanse – using various methods like NCOA and

matching against SSDI, helps you determine the value
and quality of addresses and phone numbers.
– Good annual, if not quarterly, investment.

 Demographic Overlay – appends what is either
household or zip-code level data about the constituent.
– Age, date of birth, presence of children, length of residence,

hobbies, interests, consumer spending habits, value of home,
income, mail responsiveness

 Priced by number of records input and number of
elements appended.  Could be as little as $5-10/M for
some elements with minimums of $500.

External
Data/

Knowledge



Some Overlay Vendors
 Equifax (www.equifax.com)

 Donnelley Marketing (www.donnelleymarketing.com)

 Experian (www.experian.com)

 Larkspur Data (www.larkspurdata.com)

 Your direct mail vendor

 Your telethon vendor

 Any screening company (see next)

External
Data/

Knowledge



Techniques: Move to Micro
 Electronic Screening – uses various approaches to

identify and qualify prospects.  Different from overlay
in your objectives.

 Types of Electronic Screening:
– Asset and Research Screen
– Behavioral Model
– Predictive Model

 Priced by services and number of records input.

External
Data/

Knowledge



Electronic Screening
 Asset Screening

– Real estate, stock, private company data
– Essential for major gifts qualification.

 Research
– Gifts to other institutions, educational background, foundations, political

gifts
 Behavioral

– Data Mining so that you don’t have to – modeling the past giving and
involvement internally

– You can do your own version of this with selections on consistency and
dollar value of giving.

 Predictive
– Either based on your major donors or all major donors, determining those

with greatest likelihood to give based on regression or “look alike” models.

External
Data/

Knowledge



Screening Applications
 Rate, rank and qualify prospects by

– Capacity
– Readiness
– Inclination

 Build strategies with detailed information on
interests, business activities, philanthropy

 Most have software interfaces that allow for
complex queries and reports.

External
Data/

Knowledge



Alpha List of Some Vendors
 Blackbaud Analytics (www.blackbaud.com)

 Grenzebach Glier & Company
(www.grenzebachglier)

 MAGIC  (www.majorgifts.net)

 P!N (www.prospectinfo.com)

 Target America (www.tgtam.com)

 WealthEngine (www.wealthengine.com)

 WealthID (www.wealthid.com)

External
Data/

Knowledge



Consider Before You Screen
 Determine the range of output upon which you can act in

the next 24 months to prevent over-buying.
 Focus on information that is relevant to you.  More

information may be interesting, but may not lead to a gift.
 All screening has a margin of error.  Some are more

reliable than others.  You may need internal fact-
checkers.

 Regardless, the next step will always be your qualifying
the results by engaging the donor.

 Bells and whistles are fun, but client service is more
important.  Service is about technology, but also
implementation.



Approaches to Whole List

 Step I: Data Cleanse

 Step II:  Demographic Overlay

 Step III:  Predictive or Behavioral Model

 Step IV:  Isolate Best Prospects

 Step V:  Asset and Research Screens

 Result:  At each step, moving up the donor
pyramid to qualify, isolate, segment.



Prospect Research
 The apex and the on-ramp to learning more

about your prospects.
 Combines best of external with best of internal

data.
 In-depth, focused research on individual

prospects to synthesize, and interpret
information about the prospect.

 Occurs over time, or in single “events” or
products called Prospect Profiles.

External
Data/

Knowledge



Prospect Research
 May be done with free Internet or library-based resources.
 Online databases and fee-based services enhance

efficiency and quality.
– LexisNexis, Dialog, Factiva, Prospect Research Online
– Flat monthly fees and pay as you go options.
– A Quick exploration that complements your Fundamentals of

Research Guide follows.
 Start with learning a little more about the 10 prospects who

constitute your best opportunities now.
 Ethical considerations with our example.



Other Free Sites to Note
 Links from the University of Virginia

(great for Real Estate)
– Indorgs.virginia.edu/portico

 Foundation Finder
– lnp.fdncenter.org/finder.html

 Martindale-Hubbell
– www.martindale.com



The Research Outcome
 Have you used this information to outline:

– Connection
– Concern
– Capacity

– Rate prospect Major Donor Capability:  Working principle –
5% of net worth

– Presumes payout over 3-5 years
– Most important:  Rate in line with your gift scale or

realistic opportunities you have for major donors.



Back to Strategy
 Are you able to write a better strategy?

– Ultimate goal
– 12 Month objectives
– Key background points
– Partners in cultivation
– Next actions

 Are you out the door to see the prospect
and move the relationship forward?



Questions?



Module 4
Implementation Assignment

 Identify a top prospect for a major gift
(not a major membership gift, but a
major gift that is unrestricted or for a
certain local program or outreach).



Module 4
Implementation Assignment

 Drawing on this session and your own
resources, prepare a preliminary
solicitation plan for that prospect,
identifying what you will need to do in the
following areas, who will help, and what
the timeline is:
– What further research is needed and how

will you accomplish it?



Module 4
Implementation Assignment
– What aspect of your case will be particularly

compelling to this prospect?  (Write something
using the case as a trial run.)

– Who are the volunteers you will involve in
cultivation, asking and stewardship of this donor?

– What events, tours, lunches, etc., will you plan for
this person?

– Who do you think would be the best asker?



End of Module 4

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



Module 5: Cultivation,
Solicitation and Stewardship

Building an Integrated
Development Plan

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



What You Will Learn in This Unit
 How to use existing agency resources and

community partnerships to cultivate major
donors for your agency

 Ways to ask for a major gift and who to involve
in the ask

 The importance of stewardship in keeping your
major giving program (and all giving programs)
strong by building true donor-investor
partnerships



Tool for Training
and Coaching Others

 There are a number of
steps in the development
process that lead up to
the three we are focusing
on today:
– Identification
– Qualification
– Development of

strategy

– Cultivation (and
evaluation)

– Solicitation
– Follow up
– Acknowledgement/
– Recognition
– Stewardship
– Renewal

 And our goal is to move
from transaction to
transformation…



Transactional Bell Curve:
The Way We Acquire Donors

High Impact Philanthropy
Kay Sprinkel Grace, Alan Wendroff



Transformational Infinity Loop:
The Way We Keep and Grow Donors

High Impact Philanthropy
Kay Sprinkel Grace, Alan Wendroff



Transformational Infinity Loop
Stewardship

1.You Make Your Case 2. You Tailor Your Case

3.  Donor-Investors Champion Your Case
High Impact Philanthropy Kay Sprinkel Grace, Alan Wendroff

Adapted for use by Papilia, 2002



Cultivation

The Beginning of the Investor
Relationship:

More Than Random Acts of
Kindness



Key Cultivation Principles
 The purpose of cultivation is to build or strengthen

relationships with prospects and donors
 Cultivation is strategic, not random

– Horizontal – set calendar of events
– Vertical – special activities for special prospects

 Cultivation is part of what some of you know as
“moves management” – a way of tracking the
interaction a prospect has and moving them to the
next activity in a good timeframe



Key Cultivation Principles
 You have enviable resources for cultivation right in

your agency:  your imagination is the only limitation
 Cultivation is about the donor’s needs and interests

more than it is about yours
 This is where you can engage  the full development

team and show the culture of philanthropy at your
agency

 Getting information into the data base from
cultivation interaction with potential and current
donors is critical (call reports)



Key Cultivation Principles
 Cultivation activities offer personal interaction,

opportunities for feedback and conversation, and
allow you to see the person’s reaction or
enthusiasm to an idea or proposal

 There are other ways we cultivate as well:
website, newsletters, email updates/alerts,
occasional letters with interesting information
about programming, “white papers” from public
affairs or other programming personnel, others

 It is prudent, effective and cuts costs to combine
cultivation and stewardship activities



Strategic Cultivation
Management

 The hardest part of cultivation is knowing when to
move forward to the ask

 Foundations and corporations make it easy for us to
know when – they provide the deadline for us.
Individuals don’t.  Follow these clues:
– Increased interest in your agency or a particular aspect or

program of your agency
– Increased involvement as a volunteer
– Receptiveness to the conversations you and others have with

the prospect or donor about the vision and plans of the
agency



Strategic Cultivation
Management

 Role of intuition
– Let your intuition guide you – often you will “sense”

when a person is ready

 Role of volunteers
– They are our key people for cultivation – offering their

homes, time, testimonials and enthusiasm

 Role of agency personnel
– Your full development team:  they need to know the tour

is coming, how long it will last, what you would like them
to say (or not say), and to know when something good
happens as a result of a visit



Check In Now:
What’s Working for You?

 We would like to hear from you now about
the kinds of cultivation activities you have
tried in your agency.

 We would also like to know what kind of
follow up you are doing after a cultivation
event (your “moves management”)

 Have you had a “dream story” about
cultivation?

 What are your questions so far?



Solicitation

Getting to “Yes”
Preliminary Steps



What You Need to Have Ready
 Qualified prospects
 Case for support, tailored to the donor’s needs

and interests
 An executive summary of your agency’s strategic

plan
 Trained volunteers willing to participate in the ask
 We can invite prospects to invest (and donors to

reinvest) when we have these tools



Obstacles You May Be Confronting in
Preparing for a Major Giving Program

 Thinking big enough
 Moving beyond presenting agency needs as

the reason for investment
 Making the shift from campaign mode to on-

going major support
 Making a “dual ask” if you are still in campaign

but want to keep your annual high-end
members in that program



Thinking Big Enough
 Brainstorm with staff about program ideas,

equipment needs, outreach opportunities and
other attractive “investments” in your agency

 Prepare a list of investment opportunities and
have them available for staff and volunteers to
review and present to potential donors

 A key part of a Development Initiative is to
help you change your perception in the
community from an organization only needing
lots of small gifts



Moving Beyond Agency Needs
as the Reason for Making a Gift
 Hard to break old habits and to change the

messaging that may still be framing your
direct mail appeals

 Focus on impact, not just reach
 Coach volunteers so they know the stories

that represent what your agency is doing in
the community

 Find out what matters to the prospect and
match those issues and enthusiasms to what
you are doing or want to do



Making the Shift from Campaign
Mode to On-going Major Giving

 Campaign-related major gifts are always a
bit easier to solicit – there is momentum to a
campaign and more energy in its focus

 Your challenge is two-fold:  shift your
messaging from campaign to current
program support; and keep the donors you
solicited “in the (transformational) loop

 Staff and volunteer burnout may be an issue



Making a “Dual” Ask
 It is very important to build or maintain

annual support through high-end
membership retention and also through
“special project” gifts ($5,000 - $10,000)

 A handful of your donors may need a
“dual” ask for both annual and capital
or endowment



Making a Dual Ask
 It shows respect for a donor to present at the

same time all the giving options you would
like them to consider – if you want them to
give for both annual and campaign, let them
consider how they want to apportion their
giving and let them know the importance of
both kinds of gifts

 Savvy donors understand the need to
maintain annual support while addressing
capital and endowment needs



Getting Ready to Ask

Steps in the Planning
Process



Staff Leadership Role in
Planning the Solicitation

 Development/major giving staff is
expected to do the following:
– Determine the size of the request
– Determine the way in which the gift can

be made (pledge made over time, estate
gift, etc.)

– Develop talking points to rehearse
solicitors



Staff Leadership Role in
Planning the Solicitation

– Identify agency personnel who need to be
involved in the ask

– Develop new or identify existing materials for
the donor to review or prepare a proposal for
those who wish to have one presented

– Set or reconfirm the appointment for the
solicitation call if the volunteer cannot or will
not

– Coach staff and volunteer team that will be
doing the asking



Getting Volunteers
Involved in Solicitations

 Asking is not a job for everyone, but everyone
should know how to do it – all board members
should have training so they understand the
process

 Volunteer involvement in the solicitation is
critical:  the peer-peer aspect remains strong
in spite of our growing professionalism

 Matching volunteers to the right prospects is
also important:  cultivation tests this out



Getting Volunteers
Involved in Solicitations

 Time the coaching or training very close to the
time of the call(s) – otherwise, the information
will be lost

 In the training, use role play (with two askers
and one “askee”) or “freeze frame”
demonstration

 Rely on your data and research to build the
specifics of the ask and help your volunteers
feel more comfortable but emphasize
confidentiality and how to handle information



Volunteer Tool Kits
 Volunteers should receive, at their training,

copies of their prospect information profiles,
timeline for their calls, who they will team
with, etc.  They also need:
– “Elevator Speech” or talking points
– Financial information
– Proposal if the donor requested one
– Commonly heard objections and the appropriate

response
– Folder of information to share with the prospect



Check-In
 Quick Poll

– Are you making face to face solicitations for non-campaign
major gifts?

– Yes No
– Who makes the most solicitations at your agency (the ask

itself)?
– Executive Director Development Director
– Board volunteers Non-board volunteers

– What is the biggest issue regarding major gift program
implementation?

– Not thinking big enough
– Shifting out of campaign mode
– Persistent focus on agency needs
– Simply not organized for it yet



Conducting the
Solicitation

Structure, Techniques,
Elements

Handling Objections



Asking for Money
 Most effective way is two people (board

and staff person) calling on one person
(or on two if a couple)

 Biggest challenge is getting the
appointment (phone is hardest; in
person sometimes works better)

 What are the ingredients of the
appointment-getting phone call?



Making the Appointment Phone Call

 The person should be cultivated by the agency before
making the appointment

 Be sure the person has connection, concern and
capacity before you call

 Provide background information on the prospect so the
caller feels more knowledgeable

 Be sure the prospect is called at his/her  “preferred”
phone number and at a time that is convenient (not
dinner or too late or too early)



What to Say?
 When making the call, state who you are and what

your relationship is to the agency (board, non-
board volunteer, staff) and that you would like to
make an appointment to come and see them (with a
board or staff member) and tell them about the
major transitions at your agency, its vision for the
future, and ask them for their support.

 Try to get a face-to-face meeting – this means not
going into the ask while you are on the phone.



What to Say?
 If they are receptive (and we hope they will be), ask

for an appointment.
 Offer a time (Tuesday at 2 p.m.) to come and meet

them at their home or office, or for them to meet you
at the agency to see the latest programming, meet
staff, and have lunch or coffee following.  If that
time does not work, ask them for a time that does.

 If they say they can just take care of making a gift
over the phone, say that you really wanted them to
meet (name) or see (program or project) and you
hope that you can get together



What to Say?
 If they remain reluctant, listen carefully for  the point

beyond which you should not push; you may have
to settle for a phone meeting at a later time (not at
that moment). Buy time so you can think through
your strategy.

 Whatever the outcome of the call, reconfirm the
conversation at the end of the call – and thank them
for their time and interest.  If they have declined the
invitation, see if they will agree to do it at a later
date.  Note the date in the call report, and be sure to
follow up.



What to Say?
 When you get an answering machine or

service, leave a complete message with a time
you will call back.

 If you are calling an office and get an
associate on the line, be clear about why you
are calling and enlist that person’s help in
getting the call through.

 If you reach a spouse or partner, explain why
you are calling and gain their support for
getting the meeting arranged.



When You Get the Appointment
 Two solicitors are always better than one
 At the beginning of the meeting, be sure to thank

the person for the opportunity to meet with them
and for any previous support – and then reconfirm
the time you believe you have with the person (30
minutes, 20 minutes, etc.)

 Restaurants are good places to cultivate, but not to
ask – arrange for home or office or agency meetings
to close on a gift

 Use the following organizing points to keep your
meeting on track



Elements of the Ask
 Opening

– Chit chat, but keep to the purpose of the visit and keep it brief
 Involvement

– Open ended questions, two ears and one mouth rule, allow
them to talk about themselves and their love of your common
interest activity

– Presentation
– FBQ (features, benefits, questions) about your agency, its

impact and the importance of this investment
 Close

– Ask for a specific amount, focus on the ROI, be silent after the
close, confirm how the gift will be made or what follow up is
needed if the person needs to think about their gift



Our Goal:  To Create
Loyal Donor-Investors

 An investor, or a donor-investor, is an
individual or organization whose
financial commitment to a nonprofit is
guided by a belief in their shared values
and in the ability of the investor and the
organization to mutually benefit each
other and the community.



Dealing With Objections
 Misunderstanding

– Antidote:  Facts

 Skepticism:  Previous experience has led to
reluctance
– Antidote:  Third party assurance

 Real Drawback:  Emotional issue that keeps
the person from feeling like they want to give
– Antidote:  Balanced view and acceptance of their

emotional reasons



Dealing With Objections
 Meet don’t beat
 CLASP (clarify, link, acknowledge,

summarize, pace) works
 Use these phrases….

– I don’t blame you for feeling that way…
– I can understand how you would feel that way…
– Let me make sure I understand your concern…
– I can understand how you feel; others have felt

that way, too…



Closing the Ask
 Specific amount, always
 Keep silent after the close
 Dealing with the answer:

– Yes (take the money and run)
– No (find out what no means)
– Maybe (find out what they need to convert the

maybe to yes – time, information, another person
to talk to, conversation with their spouse or partner
– and set a time for closure



Practices to Avoid
 Breaking the silence after the ask is made

and before the prospect responds
 “Selling after the close” when prospect says

yes
 Assuming that “no” always means “no”
 Leaving the pledge card behind so they can

“make a decision and send it back in”
 “Low balling” the ask or asking for a gift that

is “over the moon”



Check-In
 Time for your questions and

comments
 We’d like to hear some success

stories about trained volunteers out
there asking, or about staff doing a
great job



Stewardship

Now that you have the gift,
the real work begins



Follow Up and
Acknowledgement

 The speed, accuracy, thought and personalization of
the follow up (for information, to talk to someone
else) and the acknowledgement (letter, phone, card,
email) are the beginnings of stewardship.

 If these steps are not done well, you can negate the
impact of the asking process and derail stewardship
before it takes hold

 You cannot build relationships without understanding
how much and how people want to be acknowledged
and appreciated



Stewardship Defined
 The on-going relationship-building with the

donor after the gift is made
 Based on a shared vision for the agency

and the community
 Message points in stewardship

communication pivot around ROI relative to
donor’s values

 Based on mutual respect for the source
and impact of gifts



Stewardship Steps
 Similar to cultivation and draws on

same activities and resources
– Tours
– Meetings involving agency personnel and others
– Special treatment at events
– Special information, emails or mailings
– Communication of information that relates to the

impact of the gift



Transformational Stewardship

 Shift has been from emphasis on donor
recognition (name on the wall in the foyer,
plaque on the door = transaction) with little or
no on-going feedback about impact

 To on-going information to the donor about
the impact of the investment on the agency
and ways in which that impact advances the
donor-investor’s interests, issues and values
(transformation)



Creating and Implementing a
Stewardship Program

 Board policies and commitment to provide funding
and support

 Education of staff regarding stewardship – it’s back to
the full development team and the culture of
philanthropy!

 To the extent possible, must extend stewardship as
far back into the pipeline of donors as possible

 Board and other volunteers are critical in the quest to
keep stewardship thriving



Is Your Stewardship
Program Working?

 Track donor retention
 Track increase in gift size and frequency
 Track donor satisfaction as expressed

anecdotally
 Watch your donors become champions

for your agency



Donor Stewardship
 Based on what the donor wants for

recognition and involvement
 All donors need to be recognized and

communicated with
 Stewardship is an educational process
 “Give Backs” dilute philanthropy
 Stewardship is part of the transformation



Exceptional Stewardship
 Keeps the relationship vigorous
 Entire board can participate
 Activities combine with cultivation
 Provides continual feedback on

organization and programs
 Keeps donors connected so the next ask

feels natural to asker and donor



Check-In
 Quick Poll:
 Which answer best describes your current

stewardship program?
– Non existent
– Random
– Staff driven
– Good volunteer involvement
– Well organized and supported by board policies

and budget allocation



 Tell us about your stewardship
program

 What has been working?
 Are you able to provide careful

stewardship to all donors or just to
your major donors?



Summarizing the Unit Principles
 Cultivation is the critical initiation of the “moves

management” you will use to bring an interested
prospect into a relationship as a committed donor-
investor

 Solicitation is best when volunteers participate
 Stewardship is the key to whole development process

– Each of these functions requires planning, strategy,
leadership, follow up and board commitment to be involved
and to allocate staff and funding



Implementation Assignment:
Building Block 5

 Meet with your development and/or
management team and review the
Integrated Development Plan template

 Focus on the planning implications
for your major and planned giving
programs, and how they relate to the
following:



Implementation Assignment:
Building Block 5

– Identification of giving opportunities for
major gifts

– Communication with Membership and other
departments about prospect identification,
information and “moves management”

– Staffing and budget needs
– Case development
– Board and non-board volunteer

involvement



Module 6:
Funding Strategies

Strategic Plan Integration
Building an Integrated

Development Plan

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org



Types of Fundraising Campaigns

 Capital Campaigns - for 'bricks and mortar,'
equipment, and/or other one-time projects
requiring the expenditure of capital

 Annual Campaigns - usually for operating funds
and/or to conduct specific projects

 Endowment Campaigns - to accumulate capital,
where the interest is used to fund ongoing
initiatives or one-time expenses



Types of Fundraising
 Corporations

– Philanthropic gifts
– Sponsorships

 Foundations
 Individuals

– Memberships
– Philanthropic gifts

 Special events

 Gifts in kind

 Gaming

 Planned gifts

 Affinity Fundraising

 Other



So What's Best For Your
Organization?

There's no 'right' answer - it depends on…
 What, if anything, your organization is

already doing
 The nature of the work your organization

does
 Why donors would support your organization
 Resources available to your organization

(staff, volunteer and financial)



Determining Your
Fundraising Channels

Audit and assess your current fundraising
activities:

 What channels are you using?

 Who is supporting you?

 Can these initiatives be expanded?

 Are there opportunities to increase the funds
raised from the existing supporters?



Determine the Work Your
Organization Already Does:

 Are there ways to raise funds that tie in with
the work your organization does?

 Are there natural audiences who will support
the work?

 Are there attractive components that can be
marketed as separate projects or packages?



Determine Why Donors Would
Support Your Organization:

 What's in it for them?

 What are their motivations for
contributing?

 How are you addressing their
motivations?



Determine the Resources
You Have Available:

 Will your initiative require staff, volunteer
or financial resources?

 Do you have the resources necessary?
If not, how will you get there from where
you are?

 How are you going to prioritize your use
of these resources?



Building Your Fundraising Program
When you've thoroughly evaluated the issues we've

already discussed:
 Brainstorm on what your organization's fundraising

program should look like in three years
 Review this vision to determine if it's realistically

attainable
  If it is, plot out how you're going to build your

program to be what you'd like it to be
 Formally prepare a detailed one year plan, along with

a broader three year plan



Monitoring and
Evaluating Your Program

 Build timelines and responsibilities into your detailed
one year plan

 Build in periodic reviews to assess your progress
If necessary, determine how to get back on track

 Each fundraising channel has its own set of evaluation
criteria (such as response rates and average gifts for
Direct Mail)

 Look for Strengths, Weaknesses, Opportunities and
Threats to your program



Planning For The Future
Take the information you have compiled and

use it as the starting point to determine:

 Is your current long-term direction
reasonable?

 Where are the gaps?
 What else should you be doing?
 How are you going to move to the next

phase in your longer-term plan?



Resource Sharing for
Fund Development

 A resource that every agency should know about…..

 A tool or strategy I find very useful….

 Thoughts, words, or wisdom I’d like to share…

 Here’s something that makes it easier to…

 This is something that has enriched my ability to mobilize
resources….



End of Module 6

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org
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Day One Goal:
 Increase ability to conduct

fundraising planning and implement
fundraising strategies



Day One Objectives:
 Understand the strengths and

weaknesses of different fundraising
strategies

 Identify fundraising needs
 Create key components for

fundraising stories
 Begin developing fundraising plan



Format
 Presentation
 Workbook Exercises
 Sharing Ideas
 Tip Time



Introductions
 Introduce each other
 Meet someone new
 What’s your biggest fundraising

need?
 What’s been your greatest

fundraising success?



Module 1:
What Should Fundraising
Accomplish?



ResourcesCosts



Growth/Sustainability
 Outcomes

– Customer/client focused
– What is different in the world

 Programs
– Activity focused
– Choice of models

 Organization
– Entity and staff focused
– Stakeholder perspective



C
on

ne
ct

io
ns

Resources



Arenas of Influence

Your organization



C
on

tro
l

Resources



Workbook Question 1
 Work in groups of 2-3
 Who is in your arenas of influence?
 Examples provided in appendix



Tip Time #1
 Develop a fundraising plan every year
 Get out from behind the desk, renew your

relationships with donors
 Don’t let the economy/disaster headlines

become an excuse, if your need is
compelling, people will give

 Donors give out of their own self interest,
find out what that interest is



Fundraising Components



Fundraising Components
 Determine needs
 Evaluate techniques
 Research best practices and funders
 Assess internal capabilities
 Telling your story
 Create plans
 Implement activities
 Evaluate, communicate, and improve



Determine Need
 Client Needs
 Ongoing Programs
 Start Up Programs
 Short Term Projects
 Technical Assistance
 General Operations
 Capital Campaigns



Workbook Question 2
 Work in small groups of 2-3
 Which area has the most needs?
 Do any of the needs fall into groups?



Determine Needs
 Make sure to get additional

information about needs
– Client focus groups, satisfaction surveys
– Staff comments
– Feedback from partners and allies
– Board input
– How much will they cost?



Prioritize Needs
 Develop criteria using broad input
 What’s most important?
 What’s the easiest to accomplish

from an agency perspective?
 What’s the easiest to accomplish

from an external perspective?



Module 2:
Evaluate Fundraising Techniques:
Determining Needs and Evaluating
Strategies



Where do nonprofits get $?
 Services and Products
 Special Events
 Individual Donors
 Corporations and Foundations
 Federated Campaigns
 Government



Services and Products
+ Increasing source of support
+ Establishes brand, increases visibility
+ Flexible dollars
- May require large investment
- Infrastructure needs
- Can push mission



Special Events
+ Establishes brand, increases visibility
+ Flexible dollars
+ Volunteer source
- May require large investment
- Can take time to be successful
- Needs to connect to mission



Individual Donors
+ Largest source of giving
+ Ongoing source one can build
+ Once a giver, also an advocate
- Costly to develop
- Small individual return
- Need significant assistance



Large Foundations
+ Sources of large sums of money
+ Professional, accessible staff
+ Clear guidelines and process
- May only provide start up funds
- Lengthy process
- May have additional requirements



Small Foundations
+ May provide flexible/ongoing dollars
+ Broad guidelines
+ Informal request process
- Few professional staff
- Small grants
- Can require personal connection



Federated Campaigns
+ Steady source of large funding
+ Clear request process
+ Professional staff
- Must fit priority focus, social service
- Very lengthy entry process
- Time consuming (annual process,

reviews)



Government
+ Steady source of large funding
+ Clear request process
+ Professional staff
- Long and tedious applications
- Difficult record keeping
- Influenced by politics



Debrief
 Are there other sources of funding

that agencies access?
 Do you have anything to add to the

strengths and weaknesses of the
different techniques?



Workbook Question 3
 Which strategies make the most

sense for the needs you identified?
 Can you use more than one strategy

for a need?
 Can one strategy meet more than one

need?



Research
 Best practices
 Other activities in the community
 Foundations
 Federated campaigns
 Government programs
 Individual donors
 Who has similar interests?



Workbook Question 4
 List 5 sources of information about

fundraising
 Special events information listed in

appendix
 Did you identify any opportunities for

partnership?



Tip Time #2
 Go with what you know or have experience

doing
 Don’t expect to get money the first time

you try
 Don’t contract out your relationships
 Don’t contract with a fundraiser for a cut of

the money received
 Don’t spend money to make money without

a track record



Assess Capabilities
 Staff skills
 Staff time
 Volunteer skills
 Volunteer time
 Administration
 Other resources



Types of Skills
 Writing
 Financial Planning
 Evaluation
 Power Broker
 Event Planning
 Spokespeople
 Creativity/Design



Workbook Question 5
 Identify staff, volunteer, and other

capabilities
 Place in chart to indicate level of

strength or weakness
 What are your key strengths?
 What do you need to improve?



Making Changes
 Improve strengths by:

– Teaching others
– Expanding efforts

 Mitigate weaknesses by:
– Training
– Recruiting
– Partnering



Telling Your Story
 Who are you?
 What is the need you are addressing?
 What will you do about it?
 How will you know you’ve been

successful?
 What do you need to do it?



Module 3:
Telling Your Story



Telling Your Story
 Develop verbal and written presentations

that vary in length
– Grant components
– Solicitation letters
– Face to face requests
– Special events introductions

 Remember it’s always about your clients



Workbook Question 6
 List key characteristics of your

organization, the need you are
addressing, and your approach

 What is unique?
 What has been particularly

successful?



Keys to a Good Request
 Respect for self

– Give yourself enough time to put
together the request

– Get help when you need it
– Have someone review your work before

presenting it to outsiders
– Don’t assume you have to know

everything



Keys to a Good Request
 Respect for agency

– Get input from affected groups
– Get buy in from key stakeholders
– Don’t over commit
– Be honest about strengths and

limitations
– Make sure you can take on funder

requirements



Keys to a Good Request
 Respect for the process

– Give them what they want
– Don’t fake it
– Don’t think your set up is better than

what’s requested
– Answer the questions



Keys to a Good Request
 Respect for the funder

– Make your request easy to understand
– Organize your work according to the

required format/criteria
– Get the funder excited
– Don’t be shrill



Keys to a Good Request
 Respect for clients

– What’s going to be different in the world
because you exist?

– Weave throughout your request
– Don’t forget that clients have strengths
– Show how your clients have a say



Module 4:
Creating Your Plan



Create Plan
 Techniques
 Communication strategies
 Time frames
 External deadlines
 Competing events
 Required resources
 Individuals responsible
 Expected outcomes



Implement Activities
 Follow work plans
 Monitor progress
 Adapt as necessary
 Keep records



Evaluate, Communicate, &
Improve
 Check progress against process

outcomes and goals
 Understand successes and failures
 Share knowledge with stakeholders
 Solicit strategies for improvement
 Revise activities
 Develop new workplans



Tip Time #3
 The 4 Rs: the right solicitor asking for the

right amount for the right purpose at the
right time.

 Ask for a specific amount. Donors are more
likely to give because you have been
honest about your needs.

 Pick up the phone and thank your donors
personally. Donors expect it and they
deserve it.



Last Thought
   “The challenges facing us require the

involvement and resources of our entire
society. We have more than enough
people, skills, technology, and funding to
achieve our visions for the future if we can
only direct and redirect them. We need to
develop the will and the ways to do this.”

Emil Angelica and Vince Hyman
Coping with Cutbacks



End of Day One Presentation

Developed under cooperative agreement with HHS, HRSA, HAB
Access Ryan White TA at careacttarget.org
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1. Who is in your arenas of influence? 

Your organization: 

 

Your board and their network: 

 

Your allies and partners: 

 

The broad community: 

 

2. Brainstorm 8-10 needs (e.g., client needs, ongoing programs, start up programs, 
short term projects, technical assistance, general operations, capital campaign). 
 
 
 
 
 
 
 

3. Using the needs you identified in question 2, which strategies make the most 
sense for meeting those needs? 
 

Need Strategy 
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4. List 5 sources for additional information about fundraising techniques such as the 

Federal Register, state and local government, similar organizations, other 
nonprofit agencies, etc. 
 
 
 
 
 
 

5. Describe your agency’s capabilities for fundraising 

Staff: 

 

 

Volunteers: 

 

 

Other (agency as a whole, partners, etc.): 
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Fundraising Capabilities Assessment 
 

High Fundraising Strength 

 

 

 

 

 

 

 

Low Fundraising Strength 

High Fundraising Weakness 

 

 

 

 

 

 

 

Low Fundraising Weakness 
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6. List 3-5 key characteristics about: 

Your organization: 

 

 

The need you are addressing: 

 

 

Your approach to addressing the need: 
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Appendix 
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Donor/Volunteer Constituency Circle 
 
 
 

 

Board Members, 
Staff Members, and  

Families 

Current Donors & Funders 

Current Volunteers 

Lapsed Donors 

Former Volunteers 

Service 
Recipients 

and Families 

Former 
Board 

Members 

Individual Supporters of  
Your Cause 

Faith-Based Organizations 

Schools & 
Youth 

Groups 
Vendors 

Fraternal Organizations 

Nonprofit Agencies Universities & 
Colleges 

Civic Organizations 

Corporations 

United Way and other 
Federated Funds 

Government 

Foundations 

Community at Large 
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Special Events Fund Raising 
Presented by Michael J. Henley, CFRE 

 
 
1. Special Events Planning Guideline 
 Have you thought creatively and uncritically about a variety of event possibilities and 

conducted a feasibility analysis to narrow your choices? 
 What do you want to accomplish with the event? 
 How does the event fit within your overall marketing/strategic plan so it complements other 

development strategies? 
 What are your goals for the event? 
 How will you use the event to cultivate volunteers, members, and donors? 
 Who will be your audiences for the event? 
 Will your proposed event be exciting and appealing to your targeted audience? 
 What investment is required, in terms of staff and volunteer time, in order to successfully 

conduct the event? 
 Does your organization have the financial resources needed to sponsor the event? 
 What is the timeline for the event? 
 What date and time will you choose for the event? 
 What will be the venue for the event? 
 What special needs will the event require? 
 What is your contingency plan for the event? 
 How will you thank your donors for their support and attendance at the event? 
 How will you measure success and plan for the future? 
 What will you do to have fun in planning and conducting the event? 
  
  
  
  
  
  
  
 
 
2. Using Community Resources to Assist in Your Volunteer Recruitment Efforts 
 High schools and colleges 
 Retiree programs 
 Senior citizen centers 
 Corporate outplacement programs 
 Corporate volunteer programs 
 Church and synagogue volunteer programs 
 Internship programs 
 Career counseling centers 
 Civic clubs, fraternal organizations, sororities and fraternities 
 Newspapers, radio, television 
 Governmental organizations 
 Court system (Sentence to Serve) 
 Volunteer recruitment fairs 
 Other nonprofit organizations 
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3. Using the “Tom Sawyer” Approach to Fundraising 
 Get others to raise funds for you 
 Identify and go after the money that is out there looking for you 
 Learn from the competition 
 Go after the large community events 
 Develop collaborations with other nonprofit organizations 
  
  
  
  
  
  
 
 
4. Sponsorship of Special Events 
 Know your organization and what you can sell. 
 Target sponsors with similar goals and audiences. 
 Offer more than the value of the sponsorship. 
 Prequalify your sponsors. 
 Put together a package with the right information. 
 Get there early. 
 Keep in touch. 
 Ask for the sale. 
 Put it in writing. 
 Be flexible. 
 Follow-up is key. 
 Report your results. 
  
  
  
  
  
  
 
 
5. Promoting Your Organization and Events to Internal and External Audiences 
 Newsletters and Invitations 
 Newspapers, Radio, Television 
 Posters and Flyers 
 Internet Web Site 
 Other: Grocery Bags, Billboards, Statement Stuffers, Corporate Newsletters, Readerboards, 

Piggy Backing Promotions 
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6. Once You Get Donors, Don’t Let Them Get Away 
 Work harder at donor retention than donor acquisition 
 Your best potential for support is with your current donors 
 Turn “one-time” gifts into repeat gifts 
 Offer more opportunities for involvement 
  
  
  
  
  
  
 
 
7. Thank Your Donors Again and Again 
 Important to acknowledge all contributions of time and money 
 Recognize the contributions of your donors privately and publicly 
 Enlist others in the acknowledgement process 
  
  
  
  
  
  
 
 
 

Michael J. Henley, CFRE 
Yoder Henley Development Resources 

5320 Hampshire Drive 
Minneapolis, MN 55419-1433 

(612) 825-0735 (office) 
(612) 824-5762 (fax) 

yohenresources@aol.com 
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SPECIAL EVENT IDEAS 
 
 
 Golf Tournament 
 Hole-in-One Contest 
 Night Volleyball Tournament 
 Night Golf Tournament 
 Duck Race 
 Charity Ball – Dinner Dance 
 Casino Night 
 Live Auction 
 Silent Auction 
 Fax Auction 
 Bowl-A-Thon 
 Miniature Grand Prix 
 Benefit Performance 
 Movie Premiere 
 Raffle 
 Raffle Calendar 
 Sales Benefit – Percentage of Sales 
 Travel Benefit 
 Horse Show 
 Wine Tasting Party 
 Fishing Tournament 
 Bachelor Auction 
 5K Walk 
 Pledge Walk 
 5K-10K Run 
 Marathon 
 Triathlon 
 Turtle Race 
 Corporate Challenge “Olympics” 
 Coin Collection 
 Pop Tab Collection 
 Dance-A-Thon 
 Rock-A-Thon 
 Dinner with a Celebrity 
 Celebrity Chef 
 Fashion Show 
 Bike Ride 
 Motorcycle Ride 
 Auto Race 
 Telethon 
 Radio-Thon 
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Special Events Budget Planning Checklist 
 
 
When planning a special 
events budget, take costs 
for the following items into 
account: 
 
1. Facilities 
 Rental of meeting or 

reception room(s) 
 Overnight 

accommodations: ____ 
number of rooms, ____ 
rate 

Rental of: 
 Chairs 
 Tables 
 Props (specify) 
 Lectern 
 Tent 
 Canopy 
 Lighting 
 Extra help 
 Coat checkroom 
 Special electrical or 

telephone hookups 
 Setup charges 
 Cleanup charges 
 
2. Food Service 
 Number of people to be 

served 
Cost per person for: 
 Coffee hour 
 Breakfast 
 Luncheon 
 Dinner 
 Afternoon break 
 Cocktail hour 
 Liquor 
 Wine 
 Other beverages 
 Table linen 
 Rented table service 
 Gratuities 
 Test meal 
 
3. Equipment Rental 
 Tables 

 Canopy or tent 
 Chairs 
 Flooring or carpeting 
 Risers 
 Ropes or stanchions 
 Props 
 Registration desks and 

stools 
 Outdoor toilets 
 Booths 
 Lighting 
 Backdrop 
 Trash containers 
 Fencing 
 
4. Decorations 
 Flowers 
 Table decorations 
 Extra plants 
 Props 
 Corsages, boutonnieres 
 Candles 
 Direction signs 
 Other decorations 

(such as ribbon, 
balloons) 

 
5. Design and Printing 
 Fee for design concept 

and package 
 Advance 

announcements 
 Invitations 
 Thank you letters or 

cards 
 Programs 
 Promotional flyers 
 Posters 
 Tickets 
 Maps 
 Placecards 
 Signs 
 Registration packets 
 Name tags and holders 
 Any other printed 

materials 
 

6. Postage and Shipping 
 Postage for advance 

announcements 
 Postage for invitations 

and reply cards 
 Postage for thank you 

letters 
 Bulk mailing of 

promotional materials 
 Mailing-house charges 
 Shipping 
 
7. Recognition Items 
 Awards, plaques, 

trophies 
 Engraving 
 Calligraphy 
 Framing 
 Shipping and handling 
 
8. Miscellaneous 
 Event consultant 
 VIP travel and 

expenses 
 Honoraria 
 Gifts 
 Mementos 
 Auction/raffle items 
 Door prizes 
 Extra help 
 Security 
 Insurance 
 First aid station 
 Taping and 

transcribing 
proceedings 

 Visitor’s center 
materials and staff 

 Electrical connections 
 Water hookups 
 Permits 
 Licenses 
 
9. Transportation 
 Buses 
 Vans 
 Parking 
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 Valets 
 
10. Entertainment 
 Fees for 

speaker/entertainer 
 Additional equipment 
 Promoter fees 
 
11. Publicity 
 Advertising 
 Photographer 
 Printed photos 
 Slides 
 Video 
 DVD 
 Power point 
 Duplicating 
 Mailing 
 Entertaining/hospitality 

for the press 
 Press room equipment 
 Banners 
 Posters 

 
12. Audio-Visual 

Equipment 
 Slide and film 

projectors 
 VCRs and DVD 

players and monitors 
 Power point projectors 
 Screens 
 Extension cords 
 Projector cards 
 Microphones 
 Mixers 
 Speaker system 
 Tape recorders 
 Television monitors 
 Overhead projectors 
 Pointers 
 Flip charts and pens 
 Blackboards and chalk 
 Technician and 

operator services 
 

13. Office Expenses 
 Staff time 
 Overtime and 

compensatory time 
 Additional staff 

(temporaries, students) 
 Data processing 
 Phones 
 Duplicating 
 Postage for general 

correspondence 
 Supplies (pens, pads, 

decals, folders) 
 Committee materials 
 Hospitality for 

committee members 
 Complimentary tickets 
 Staff accommodations 
 Staff travel and 

expenses 
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Telling Your Story 
Following is elaboration on the components common to many requests for proposals and examples of questions from 
actual RFPs. Smaller scale versions of these items can be used for special events, individual donations, and other 
types of fundraising techniques. 

Who are you? Here you will need to describe your organization’s mission, history, structure, staff, facilities, 
equipment, and services. Be sure to include the unique characteristics of your agency and demonstrate how you are 
both different and complementary to other local organizations.  

• Discuss the capability and experience of the applicant organization with similar projects and populations and in 
providing culturally appropriate services.  

What is the need you are addressing? Provide information on the need in your community. Make sure you 
demonstrate an understanding of the specific needs, facilitators, and barriers of your target population. Support your 
description using local statistics, agency data, and comparison populations. For those data sources that are not well 
known, provide enough information on how the data were collected so that the reliability and validity of the data can 
be assessed. 

• Describe the nature of the problem and extent of the need (based on local data), and document the inability to 
respond to the need with existing substance abuse treatment resources and HIV/AIDS services, and the 
potential impact if the problem is not resolved. 

• What problems will be addressed and solved? 

What will you do about it? In this section, describe the general activities of your organization or the specific 
activities of a particular program. Your description will depend on the type of funding you are requesting such as 
general operating, program, start up, capital, or technical assistance. Be sure to stress the validity and uniqueness of 
your proposed services. It is common to use a logic model or work plan to describe activities and to have a staffing 
plan that describes the level of effort and qualifications needed to carry out activities. Develop a timeline for new 
programs, services, or projects to describe the implementation process. 

• Clearly state the purpose of the proposed project, with goals and objectives. Describe how achievement of goals 
will support meaningful and relevant results and expand and/or enhance capacity. 

• Document that services demonstrate state-of-the-art practices in the area of substance abuse treatment and 
outreach and pretreatment, and HIV/AIDS services based on research and clinical literature or successful 
outcomes based on local outcome data. 

• Describe the resources available (e.g., facilities, equipment), and provide evidence that services will be provided 
in a location/facility that is adequate and accessible and that the environment is conducive to the target 
population. 

• Show evidence of the appropriateness of the proposed staff to the language, age, gender, sexual orientation, 
disability, literacy, and ethnic/racial/cultural factors of African American, Hispanic/Latino and/or other racial/ethnic 
minority populations. 

• How will the project be carried out? 

• How will the applicant work with others? 

How will you know you’ve been successful? Use an evaluation plan to answer this question. Make sure to include 
overall program goals and measurable client-focused objectives. Describe the data collection process and how 
results will be communicated to staff, clients, funders, and the target population. 

• Describe the local evaluation plan, including plans to assess implementation and client outcome and to integrate 
the local evaluation with GPRA requirements.  Describe plans for data collection, management, analysis, and 
interpretation. Include a description of the treatment provider’s existing approach to the collection of client, 
service use, and outcome data and how that will be modified to meet the requirements described in this RFA. 
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• What will be accomplished? 

What do you need to do it? Provide a budget for the activities described previously. Some funders may also require 
a budget narrative to justify expenditures. It is important that the expenditures listed in the budget make sense for the 
program presented in the narrative and are consistent with the work plan. 

• What are major sources of support? 

• How will this grant be used? 
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Sample Fundraising Plan 
 
 
Need to be addressed: 
 
 
Fundraising strategy: 
 
 
Expected outcome: 
 
 
Communication points: 
 
 
Activity Responsible Deadline Costs Resources 
     
     
     
     
     
     
     
     
 



Diversifying Your
Agency’s Revenue
CAEAR Foundation
Communities Learning Together III
Web-Based Training
December 15, 2006
RICK CRANE, Trainer
ricrane@comcast.net

Developed under cooperative agreement with HHS, HRSA, HAB 
Access Ryan White TA at careacttarget.org 



Introductions
 CAEAR Foundation staff
 Rick Crane, Trainer
 Training Participants
 Evaluation
 Live Meeting Features
 Scope of Training
 Training Objectives



Live Meeting Features
 Seating chart
 Chat Function
 Recommended Audio Functions:

*1To hear a help menu

*8To reach a support agent anytime during
the presentation

*6Mute/Un-mute individual phone lines



Scope of Training
– Focus on key issues in revenue

diversification strategies applicable
for all participants, regardless of
agency mission, services or stage
of organizational development



Scope of Training  continued

– Applicable to any agency
enterprise, not just HIV/AIDS

– Provide resources for post-training
follow-up

– Follow web-cast etiquette



Training Objectives
 By the end of the training, you will:

– Increase your knowledge about the different kinds of revenue
streams available to a non profit

– Be able to conduct an income trend analysis and follow up
issues

– Increase your understanding of sliding fee scale concepts
– Be able to prepare a sliding fee schedule
– Become familiar with funders’ expectations and best practices

of agency accountability for funds
– Become familiar with online resources to build additional skills

and knowledge



Content Agenda
 Multiple Income Streams/Types of Income
 Assessing Revenue Diversity
 Earned Income:  3rd Party Reimbursement
 Fee-for-Service
 Government Grants and Contracts
 Accountability



Multiple Income
Streams/Types of Income



Why Have Multiple Income
Streams?

 Sustain or expand services
 Strengthen or stabilize agency’s

overall financial position
 Avoid excessive dependence on any

single revenue source



Why Have Multiple Income
Streams?  continued

 Reduce the risk of financial crises
and/or interruptions in funding that
would result in negative effect on
services, clients and agency mission



Types of Income
Contributed Income

 Institutional Fundraising
– Foundations
– Corporations
– Churches, Civic Groups

 Individual Fundraising
– Direct mail/phone
– Membership
– Donations/Gifts
– Planned Gifts (bequests)

 In kind Goods and Services

Earned Income

 Related Income
– Government contracts &

grants
– Fee for service (3rd party

reimbursement and patient
fees)

– Service subcontracts
– Interest, investment income

 Unrelated Income
– Rental income (equipment,

property)
– Social enterprise/business



Assessing Revenue
Diversity



Assessing Your Agency’s
Revenue Diversity
 There are no “rules of thumb” or benchmarks for

the “right” distribution across different revenue
streams.

 Conduct an income trend analysis to see changes
in different revenue streams.

 Based on the income trend analysis, determine
what is the overall “financial health” of the
organization



Conducting an Income
Trend Analysis

 Identify the appropriate Board members and staff to conduct
the analysis:
– Board Treasurer, members of Finance and Fundraising

Committee
– Executive Director, Finance Director, other staff as delegated

 Based on audited financial statements and other agency
documents, identify categories of income.  These should
follow your agency’s Chart of Accounts (methods by which
you categorize income).

 Prepare Table which includes income source (with
appropriate levels of detail) and amount for last 3 years.



Conducting an Income
Trend analysis  continued

 Calculate income source as percentage of total income
 Compare total income and percentages of income groups over

time.

 Can you identify any trends?
 Compile additional information to help you conduct the analysis
 Determine what next steps are necessary.

(Note:  your agency should be monitoring your actual income to
project income at least quarterly and annually as part of your agency’s
annual planning for the next fiscal year.  The annual audit will also
reveal important changes that your auditor should discuss with you).



Alpha Beta Health
Income Trend Analysis, 2003-2005

23.8 %125,00023.7 %140,00022.3 %145,000FUNDRAISING

100.0525,000100.0590,000100.0650,000TOTAL

0.0 %    ---0.8 %    5,000  0.8 %    5,000INTEREST

  60,000  65,000  75,000Events

  50,000  55,000  45,000Major Gifts

  15,000  20,000  25,000Annual Fund Campaign

23.8 %125,00024.5 %145,00026.9 %175,000FOUNDATION
GRANTS

52.4%275,00050.8 %300,00050.0 %325,000GOVERNMENT
CONTRACTS

%$%$%$Funding Source

200520042003



Income Trend Analysis

  What might you conclude from
the trend analysis?



What Might We Conclude From
the Trend Analysis?

 Not solely dependent on any one source of funds.
 Agency is well diversified with multiple sources of

public and private funding.
 Overall decline over past two years in total revenue

(~ 20 %, from $ 650,000 in 2003 to 525,000 in 2005).
 Agency has not been able to offset loses in

government grants with additional funding from
Foundations or through private fundraising.

 Elimination of interest income in 2005 suggests
that agency has used “reserves” (savings,
investments) to support agency operations.



What additional information would
we need to know?



 What has been the impact of the loss of government contracts
and foundation grants?
– Staff layoffs
– Elimination of programs and services

 Examine the audited financial statements for the past 3 years.
– Have we reduced our overall expenses?
– How?  Eliminate administrative staff?  Operating expenses?

 In each of these years, did we generate an operating surplus or deficit?

 If there is a deficit, how did we fund it?   Did we use or deplete our
reserves?

 What now?



Planning for the Agency’s Future

 Are there assets we haven’t been leveraging?
– Are there Board restricted funds available?

 Are there ways of raising additional funds?
– Do we have any long time supporters of our

organization (individuals, businesses or corporations,
foundations or government agencies) to approach?

– Do we consider undertaking a (new) major donor
program or event?

– Do we explore new Foundation or corporate support?
 Have we advocated with our local or state elected

officials?



Planning for the Agency’s Future continued

 Can we generate media attention to our advantage?
 What set of mission focused activities should be our highest

priority?
– Do we continue to provide all the services we currently provide?
– Do we consider eliminating programs that we cannot financially

support but still allow us to provide what is most “essential” in
terms of our agency and our community?

 How else can we streamline our agency?
– Do we have adequate administrative infrastructure to support our

agency?
– Can we reorganize our management system to be more efficient?

 Should we contract out some services or functions?
 Should we consider greater collaboration with other agencies?



Who Should be Involved?

 First and foremost, The Agency’s Board of Directors
 The Executive Director
 The Director of Finance
 Senior Staff
 Depending on the circumstances:

– All staff
– The community



Where Does the Money
Come From?

 For all nonprofits:
– 75% is from individuals.

 For health and social service
nonprofits
– Government grants are major source



Where does the Money
Come From?   continued

 For HIV services (Federal only—FY 2004)
– Medicaid 49%    ($5.4 B)
– Medicare 24%    ($2.6 B)
– Ryan White Care Act 19% ($2.0 B)
– Other 8 % ($0.9B)



Earned Income: 3rd Party
Reimbursement



Earned Income:  3rd Party Reimbursement

 Medicaid and Medicare are entitlement
programs:
– Qualified, eligible recipients are provided

covered benefits.
 Medicaid and Medicare are main sources of

funds for HIV/AIDS services (predominantly
medical care services).



Earned Income:  3rd Party Reimbursement
continued

 Health Resources and Services Administration
(HRSA) is primary federal agency for improving
access to health care for uninsured, isolated and
medically vulnerable.

 HRSA provides 90% of funds to grants to
community-based, non profit agencies who
serve the under- and uninsured, people living
with HIV/AIDS and pregnant women, mothers
and children.



Earned Income:  3rd Party Reimbursement
continued

 HRSA as “payer of last resort”:
– Many HRSA grants, including Ryan White Care Act

funds,  require that grantees seek whatever 3rd

party reimbursement is available before using
HRSA grant funds to pay for services.

– Many HRSA grantees rely on multiple sources of
funds to maintain operations, only part of which
comes from HRSA grants.

– In effect, diversifying revenue, securing long term
viability, improve access to health care and
maintain and expand their services.



Medicaid
 Medicaid is the “safety net” for low income

Americans
 Medicaid is a joint program run by the federal

government and the states:
– States have flexibility in terms of who is served and

the benefits it provides.
 Medicaid is largest public payer of HIV care, serving

55% of people living with AIDS and 90% of HIV
children.



Medicaid continued

 Most people with HIV enter Medicaid through disability
(criteria established by Supplemental Social Security
(SSI) program; some states use a more restrictive
definition.  Can delay eligibility and access to needed
services.

 Must also meet income and asset requirements, which
are set by the state and differ widely by state to state.
Enrollment eligibility susceptible to variations in state
budgets.



Medicaid continued

 Medicaid benefits divided into 2 categories:
– Mandatory (12 services, including MD visits, lab

and x-ray, inpatient care)
– Optional (prescription drugs, targeted case

management, etc.)
 Optional services vary from state to state.  All

states cover prescriptions and some optional
services.

 Medicaid reimbursement is low and typically
doesn’t cover costs of providing care.  Many
private practitioners and hospitals choose not to
accept Medicaid patients.



Medicare
 Medicare is the federal program that serves the

elderly and disabled adults, with no income or asset
requirements.

 Most people with HIV qualify through disability:
– Must have worked specified period of time and paid

into Social Security system
– Have medically documented and verified disability
– Completed 2 year waiting period



Medicare  continued

 Medicare benefits:
– Part A:  inpatient hospital services, skilled nursing

facility benefits, home health & hospice
– Part B:  Voluntary (individuals pay monthly

premium) covers MD and outpatient services, lab,
x-rays and basic health screenings such as
mammograms and papsmers.

– Part C:  Managed care enrollment for both Parts A
and B

– Part D:  New Prescription drug plan.
 Medicare has relatively high cost sharing

for clients



Medicare  continued

 Dual Eligibles:
– More than 55,000 PLWH/A eligible for both

Medicaid and Medicare (dual eligible).
– Medicare covers basic health services; Medicaid

pays for Part B premium and Medicare cost share,
and based on the state, client can access other
optional services not covered by Medicare (such as
vision, dental, mental health, substance abuse
treatment).



Trends in Medicaid Policy
 Efforts to control costs on federal and state levels due to

budget crises

 Reduction in Federal and State expenditures for Medicaid:
– Reduction in scope of benefits, (optional Medicaid benefits)
– Tighten income and asset requirements:  limit enrollees
– Increase share of costs for clients:  create financial barriers to

access care
– Reduce provider payments:  reduce government costs while

eliminating provider participation in programs.
– Growth of managed care plans.
– Capacity to effectively manage complex, costly HIV/AIDS

regimens?
– Capacity to effectively manage complex, costly HIV/AIDS

regimens?



Trends in Medicare Policies
 Forecasted bankruptcy of Medicare due to

increasing numbers of aging baby boomers
 Increases in Part B premiums and share of costs
 Part D, Prescription Drug Plan, is confusing and

complex:
– Unclear as to adequacy of HIV drug formularies

from plan to plan
– Will new HIV drugs be added quickly as they

become available



Trends in Medicare Policies
 Pay 4 Performance

– Medicare demonstration projects testing various
methods to contain costs, triage and prioritize
access to services, et al with financial incentives for
providers to meet benchmarks.

– How will that impact chronically ill, including people
with HIV/AIDS

 Enrollment in Managed Care Plans
– Ability to provide comprehensive services to people

with HIV/AIDS



Becoming Medicaid/Medicare
Certified
 If your agency provides HIV medical services, should

consider becoming Medicaid/Medicare certified.
 Advantages:

– Expand access to services
– Provide ongoing revenue stream
– Eligible to apply for federal grants (such as Ryan

White Care Act and Community Health Center
funds)

 Must have clinic organization, clinical staffing and
procedures and business functions in place.



Becoming Medicaid/Medicare Certified:
Assessing Your Organization’s Readiness
 Contact your State Medicaid Office and State Primary Care Association

for information on certification.
 Using the information as the guidelines, conduct  a review of your

agency’s current capacity and capabilities:
– Do you have the necessary staff in place?
– Do you have operating policies and procedures?
– Do you have the necessary facilities?
– Do they meet State licensing requirements?
– Are they ADA compliant?
– Do they meet State health and safety standards?
– Do you have appropriate infection control procedures?
– Do you have systems in place to ensure client confidentiality and security

of records (HIPAA)?
– Do you have appropriate financial and business systems in place?
– How will you do billing?

 Once the assessment is completed, determine what needs to be done to
be in compliance.



Lessons Learned/Best Practices

 Identify a lead person to be responsible for coordinating
the “action plan” to get your agency in compliance.

 Prepare a plan that is time framed, with responsibilities
and timelines clearly laid out.

 Review progress on a regular basis.

 Utilize the resources of the State Medicaid Office and
your State’s Primary Care Association to get assistance,
as needed..



Lessons Learned/Best Practices
 Contact other “friendly” agencies to obtain copies of policies and

procedures, other sources of information.

 Identify possible sources of technical assistance, including hiring a
consultant to assist you in doing your organization’s assessment and
preparing an action plan to get your agency “prepared.”

 Be prepared and patient.  Certification is often long and difficult.

 May take you just as long to get a provider I.D. and begin billing.

Question:  How many agencies have gone through the certification
process?  What were your lessons learned?



Fee-for-Service



Fee-for-Service

 Description:
– Charging constituents for services in order to

recover costs
 Payment methods

– 3rd party payments (Medicaid, Medicare, Private
Insurance)

– Patient fees
– Sliding fee scales



What is a Discounted/Sliding
Fee Schedule?

 Agency determined discounts to address how
to fairly charge patients for services rendered.

 Required by Ryan White Care Act services
and other Federal grant programs (such as
Section 330 Community Health Center
funding)



Main Features of Sliding Fee Schedule

 Fees are set based on federal poverty guidelines.

 Patient eligibility is determined by annual income and
family size.

 Schedule of fees set up so that a uniform and reasonable
charge is consistently used.

 Policies and procedures set up and are in writing.

 For those patients whose income place them below
poverty, a “typical” nominal fee is charged.



How should a discounted sliding
fee schedule be developed?
 Policy must be in writing and

non-discriminatory
 No patient is denied services

due to inability to pay
 Signage is posted so that

clients are aware of sliding
fee schedule

 Patients must provide
information on family size and
income to determine eligibility

 A patient’s privacy is
protected

 Records are kept for each
visit and corresponding
charges’

 Patients below poverty level
are charged nominal fee or
not at all

 Providers may establish any
range of discount “pay
classes” based on income
levels and at what income
level are 100% (or full)
charges applied.

 Staff must be fully trained



How and When is patient eligibility determined?

 RWCA requires some form of income verification such
as current pay stubs, unemployment, pension or
disability documentation.

 Eligibility should be reviewed on an annual or semi-
annual basis.

 Staff should ask at each visit whether there is any
change in income since the last visit.

 If income has changed, recalculation of fee discount
would be triggered.



What are Federal Poverty Guidelines?

 Version of income thresholds used by Census Bureau to
estimate people living in poverty.

 Thresholds expressed as annual income levels below
which the person or family members are considered living
in poverty.

 The income threshold increases for each additional family
member.



What are Federal Poverty
Guidelines?  continued

 The Department of Health and Human Services
(DHHS) issues guidelines, which determines
100% of Federal Poverty Level (FPL)

 Guidelines published annually in the Federal
Register usually by early March.

 Updates can be at: http://aspe.hhs.gov/poverty



2006 HHS Poverty Guidelines

$ 3,400For each
additional person,
add

$ 20,2004
$ 16,8003
$ 13,4002
$ 9,8001

48
Contiguous

States & D.C.

Persons in
Family or
Household



DISCOUNT/SLIDING FEE
SCHEDULE
Example:  Family Unit Size= 1

$ 60$ 45$ 30$ 15$ 5/visit
or $ 0.

Client Fee

Pay Full
Charges

Pay 75% of
charges

Pay 50% of
charges

Pay 25%
of
charges

Nominal
fee

Sliding
Fee

0 %25 %50 %75 %100 %Discount

>  29,400
(> 300 %)

19,600 to
29,399
(200 – 299%)

14,700 to
19,599
(150 – 199%)

 9, 800 to
14,699
(100-149%)

<  9,799
(< 100 %)

Annual
Income
(% OF FPL)



DISCOUNT/SLIDING FEE
SCHEDULE  continued

 Must determine collection policy for unpaid client
fees
– Ask at each visit
– Send letter/invoices
– Staff function as collection agent (by phone) or

outsource to collection agency
– Must document effort
– Determine cut-off for writing off as bad debt



Government Grants and
Contracts



Government Grants & Contracts
 Ryan White Care Act

– Title I:   Metropolitan areas
– Title II:  Regional or state consortia
– Title III:  Early Intervention Services (Primary Care)
– Title IV:  Women, children, adolescents, families

(infected and affected)
– Dental Reimbursement
– AIDS Education & Training Centers



RYAN WHITE CARE ACT REAUTHORIZATION
(Current as of time of curriculum development)

 Unclear as to when it will be reauthorized.
 Current plan has 3 year rather than 5 year time frame.
 Debates over determination of how funding will be

determined.   May adversely impact some existing large
metropolitan areas (NYC, Chicago, LA, SF)

 Change in spending formulas:
– 75% must be spend on Core services (primary care, oral

health, substance abuse, mental health, medications, possibly
case management);

– 25% on other services.



RYAN WHITE CARE ACT REAUTHORIZATION
(Current as of time of curriculum development)

 Case management will be defined as “medically
related”:
– Medication and treatment adherence
– Care coordination (specialty appointments)

 May disrupt existing systems of care that currently exist
that are as crucial to patient’s health as medical care
(legal, housing, entitlement assistance, social service
case management, psycho-social services, etc).

 Possible that Act will be reauthorized and overall
structure of Act and its Titles will be re –examined
shortly thereafter.



Government Contracts &
Grants
 Centers for Disease Control:  Prevention

grants
 SAMHSA (Substance Abuse and Mental

Health Services Administration)
State government:  Service and Prevention
Grants

 State Health Department



Government Contracts &
Grants  continued

 State Office of AIDS
City/County Government

 Health Department
 Department of Social Services
 Community Development or Social

Service Block Grant funds



If you can’t do it alone…
 Create partnerships and strategic

alliances:
– Arrangements where 2 or more

organizations come together to do
something more easily or better than they
could independently.



 What are some reasons why an
agency would engage in a strategic
alliance?

 Has your organization “partnered”
with another agency?  How and why?



Reasons for strategic alliances

 Enhance services
 Increase efficiency
 No more costs can be reduced
 No additional revenue can be earned
 Part of strategic mission to create alliances
 Organizational survival



Accountability



Accountability
No matter how you fund your agency,
  you must be Accountable

Agencies must demonstrate ensuring
  the integrity of funding

Funds are used in accordance with
  conditions of award.



Accountability  continued

 Agency must have systems, policies and
procedures in place to:
– Effectively manage funds
– Effectively manage and deliver services (grant

scope)
– Monitor performance in meeting stated goals and

objectives
– Demonstrate the outcomes of funding
– Conduct evaluation and report to funder



Accountability continued

1.  Financial Health and Performance:  The
Capacity to effectively manage funds
– Follow accounting principles (GAAP)
– Have internal controls and financial systems in

place
– Ability to separately account for grant activity (income and expenses)

operating best practice:
– Program and senior management review (financial)

grant activity report on a routine basis (monthly, at
least quarterly)



Accountability continued

Report should include:
– Income and line item expenses for reporting

period
– Income and line item expenses for (grant)

year-to-date
– Variance analysis---Comparison of actual

expenses to pro-rated expenses, dollar
amounts and percentage

– Flag areas of major under spending or over
spending

– Determine if budget adjustment (re-
budgeting) is needed



Accountability continued

2.  Capacity to effectively manage and deliver
services
–   Consistent with agency mission and expertise
–   Programs outside core mission may be
      considered outside of agency expertise
–   Agency history of providing services
–   Demonstrated needs-based planning
–   Board approved
–   Supported by community and other providers
–  “Reasonableness” of proposed goals, objectives, and 

activities (appropriately staffed and resources
     budgeted



Accountability continued

3.  Capacity to measure success of Programs
 Identify measures of success:

– Measures defined by funder or by agency
 Determine indicators (what data elements will be

collected)
 Determine methods to collect data

– Methods include:  questionnaires, surveys,
checklists, interviews, observation, focus groups,
case studies and observable data.



Accountability continued

 Ensure consistent methods in place
and expertise to collect and analyze
data

 Operating best practices:
– Consider hiring outside evaluator
– Allocate 10-15% of total budget to

evaluation



Accountability continued

 Increasing emphasis by funders on
demonstrating outcomes
– Process evaluation:

– Answers the question of “who is being served
and how are services being delivered.”

– Measure Numbers of people served, units of
services provided

– Assess degree to which contract targets were
met



Accountability continued

– Impact/Outcome evaluation:
–Did the program make a difference?
–Change in health or social status, skills,

behavior, knowledge, attitudes, et al. of
those being served



Accountability continued

 Utilize SMART approach:
– Specific (concrete, detailed, well defined)
– Measurable (numbers, quantity, comparison)
– Achievable (feasible, actionable)
– Realistic (considering resources) and
– Time-Bound (a defined time line)
– Process Measure:



Accountability continued

 Process Measure:
–By June 30, 2007, 100% of all new case

management clients will be  assessed for
being enrolled in primary medical care.



Accountability continued

 Impact /Outcome Measure:
–By June 30, 2007, 75% of all assessed

case management clients will be referred
to a primary care provider and enrolled in
care.



Accountability  continued

4.  Conduct program evaluation at end of
grant:  How well did you meet your
goals and objectives, and why?

 Operating best practices:
– Monitor performance and progress in meeting

goals throughout grant period:
– Conduct periodic evaluation of process/output

measures and comparison to targets (monthly,
at least quarterly).

– Make “mid course corrections” as needed, in
consultation with funder.



Accountability  continued

 Conduct end-of-grant evaluation:
– Analyze quantitative and qualitative data

(include participant and/or client satisfaction)
– Identify areas for improvement
– Record/report results and discuss with staff,

Board and funders
– Learn from successes and mistakes!



A few parting thoughts
 Although it’s tempting, don’t always

“follow the money.”
 “If you don’t know where you’re going,

you’re probably not going to get there.”
 Make sure you can do what you say

you’re going to do.



Questions?



Resources
 Government Grants, Tools and Resources:
www.hrsa.gov  (HRSA)
www.hab.hrsa.gov (HIV/AIDS Bureau)
www.cdc.gov   (Centers for Disease Control and Prevention)
www.samhsa.gov  (SAMHSA)
www.grants.gov     (Federal Government grants)
www.hhs.gov/grantsnet   (Dept. Health & Human Services)
 Foundation Grants and Fundraising
www.fdncenter.org



More Resources
 Medicaid and Medicare
www.cms.hhs.gov    (Centers for Medicaid & Medicare

Services)
www.hab.hrsa.gov/links.htm  (HIV/AIDS)
www.kff.org   (Kaiser Family Foundation)

 Strategic Partnerships & Alliances
www.lapiana.org   (David LaPiana)

 Organizational Development and accountability
www.boardsource.org   (Board Source)



More Resources
Additional CLT Resources:
 Mid-Atlantic II Training Books

– Financial Planning for Non-profits
– Funding Model Development

 Mid-Atlantic II CD and USB Files
 On-Line Resource Center:  www.caear.org

(Contact Jabari Bruton or Melanie Ogleton for questions or
access to additional CLT Resources)



Contact Information

CAEAR Foundation
2001 S Street, NW Ste. 510

Washington, D.C.  20009
Tel.:  202.232.6749 |  Fax:  202.232.6750

www.caear.org

Antigone Hodgins
Executive Director

antigone@caear.org



CLT Project Contacts
Melanie Ogleton
Director of Training
melanie@caear.org

Jabari Bruton
Training Coordinator
jabari@caear.org

Javier G. Salazar
Director of Research
and Evaluation
javier@caear.org


