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ABOUT LORI 
 

Communication & Fundraising Strategist and Trainer  
Lori L. Jacobwith has spent more than 20 years helping 
people and organizations increase visibility & 
communicate boldly to generate more individual 
fundraising dollars. Over the last nine years Lori has 
coached, trained and consulted with hundreds of 
individuals and organizations across North America.  
Her fundraising and communication strategies have 
helped organizations to collectively raise nearly $90 
million. 

From 2001 to 2006 Lori delivered numerous workshops in 
the US and Canada as a senior instructor with Benevon 
(formerly Raising More Money). A high energy speaker 
who has presented to thousands worldwide, Lori has a 
mission of creating an environment for people to find 
ease and joy in fundraising. In 2006 Lori established her 
training and consulting company Apporté LLC 
(ah_pour_tay ς French for to bring) to bring people 
together to dramatically shift communication habits. 

Lori has a BA in Political Science and Speech-Communication from the University of Minnesota and 
additional training through the Fund Raising School at Indiana University.  She lives in Eden Prairie, 
Minnesota and is an active volunteer with organizations supporting women and children.   

¸ƻǳ Ƴŀȅ ƘŀǾŜ ƴƻǘƛŎŜŘ ǘƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǘƘŜ ǿƻǊŘ άǿƛǘƘέ ƘŜǊŜ and on 
my web site. My ancestors were given the name Jacobwith when 
they arrived at Ellis Island, and I have come to see the value of my 
unique name and what it says about me and who I am for you. 

Our work together will help you connect WITH the core of your 
ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƳƛǎǎƛƻƴΦ bŜǿ ƛŘŜŀǎ Ŏŀƴ ōǊƛƴƎ ǇƻǿŜǊŦul 
transformations, and I pledge to bring you new ideas. Connections 
come through shared stories, and I will help you share those stories with authenticity and clarity. I 
am committed to working with you to ensure your success. Together we can make a difference. 

{ƻ ǿƘŀǘΩǎ ƛƴ ŀ ƴŀƳŜΚ ! ƭƻǘΣ ŀǎ ƛǘ ǘǳǊƴǎ ƻǳǘΦ 
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ά! ƎƻƻŘ ŎƻŀŎƘ Ƙŀǎ ȅƻǳ ǎƘƻǿ ǳǇ ƛƴ ǘƘŜ ōŜǎǘ ǿŀȅΣ 

ƛƴ ǘƘŜ ōŜǎǘ ŦǊŀƳŜ ƻŦ ƳƛƴŘΣ ŀƴŘ ǎǳŎŎŜǎǎ Ŧƭƻǿǎ ŦǊƻƳ ǘƘŜǊŜΦέ 

τ Lori L. Jacobwith 
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Nine Steps to a Successful Fundraising Campaign 
 

Introduction 

Are at least 80% of your annual contributions coming from individual donors?  
Are you raising all the funds you can from those types of donors?  
Do you have many individual donors who each contribute more than $10,000 annually to your 
organization? 
 
LŦ ȅƻǳ ŀƴǎǿŜǊŜŘ άȅŜǎέ ǘƻ ǘƘŜǎŜ ǉǳŜǎǘƛƻƴǎΣ ȅƻǳ Ŏŀƴ ǎǘƻǇ ǊŜŀŘƛƴƎΦ ¸ƻǳ ŘƻƴΩǘ ƴŜŜŘ ǘƘŜǎŜ ǎǘŜǇsτȅƻǳΩǊŜ 
already living by them! And you are likely generating plenty of contributions from individual donors, 
even in a challenging economy. 
 
Most social profit ƻǊƎŀƴƛȊŀǘƛƻƴǎ L ŜƴŎƻǳƴǘŜǊ ŀƴǎǿŜǊ άƴƻέ ǘƻ ǎƻƳŜ ƻǊ ŀƭƭ ƻŦ ǘƘƻǎŜ ǉǳŜǎǘƛƻƴǎΦ ¢ƘŜ ȅŜŀǊǎ 
LΩǾŜ ǎǇŜƴǘ ŦǳƴŘǊŀƛǎƛƴƎ ƳȅǎŜƭŦΣ ŀƴŘ ŎƻŀŎƘƛƴƎ ŀƴŘ ǘǊŀƛƴƛƴƎ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǘƻ fundraise, have taught me 
ǿƘŀǘ ǿƻǊƪǎ ŀƴŘ ǿƘŀǘ ŘƻŜǎƴΩǘΦ Of course, there are far more than nine steps for how to keep 
supporters happy and giving at their full capacity, but the nine steps that follow have been derived 
from my own personal checklist when deciding to work with an organization. These are critical steps 
to get your campaign or individual fundraising off the ground and realizing its full potential. These 
steps will help shift your focus from fundraising as a mundane task that gets left on the back burner to 
an activity that has you and your entire organization fully engagedτAND generating considerably 
more dollars from individuals. 
 
LΩǾŜ ƪŜǇǘ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ƛƴ ŜŀŎƘ step brief. I kƴƻǿ ȅƻǳΩǊŜ ǇǊŜǎǎŜŘ ŦƻǊ ǘƛƳŜτwho ƛǎƴΩǘΚ So read on for 
my ǎƘƻǊǘ άǎƻŀǇōƻȄέ messages on the key areas of fund development that I find are often ignored, 
forgotten, or simply not being worked thoroughly.  
 
Use these steps as a topic of conversation with your staff and your board. These are important topics 
τadd them as part of meeting agendas, and devote time to discussion and implementation. There 
are many workshops, books, and coaching opportunities to help you fully flesh out how to better 
work these stepsτboth my own workshops and coaching, and from others. Some of my favorite 
source books are listed in the final chapter, and I encourage you to check them out to learn more.  
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     THE common theme through all of the steps is: COMMUNICATION.  
 
 
Too often social profit organizations assume everyone knows what they need, in terms of money, 
time, or staff and board involvement. But too often, those assumptions are wrong (and we all know 
ǿƘŀǘ ƘŀǇǇŜƴǎ ǿƘŜƴ ǎƻƳŜƻƴŜ άŀǎǎǳƳŜǎέ ǎƻƳŜǘƘƛƴƎΗύΦ hǇŜƴΣ ƘƻƴŜǎǘ ŘƛŀƭƻƎǳŜ ǿƛǘƘ ŀƭƭ ƛƴǾƻƭǾŜŘ ǇŀǊǘƛŜǎ 
in each of the following areas will generate more individual contributionsτand it will generate more 
visibility, clarity of vision, and connection with your community. 
 
LΩǾŜ ƳŀŘŜ ƭƻǘǎ ƻŦ ƳƛǎǘŀƪŜǎ ƛƴ Ƴȅ ŦǳƴŘǊŀƛǎƛƴƎ ŎŀǊŜŜǊ. Big ones and small onesτŀƴŘ LΩƳ ǇǊƻǳŘ ƻŦ ǘƘŜƳ. 
The mistakes and challenges have taught me more than any book or seminar ever would have. I 
suggest that the organizations I coach and train take on the job of making new mistakesτƧǳǎǘ ŘƻƴΩǘ 
make the same ones I did.  
 
These steps were designed for groups that: 
 

¶ Are already a 501(c)(3) organization and able to accept tax-deductible contributions. 

¶ Have already identified programming and are clear how they make a difference to clients, 
consumers, or members. 

¶ Are interested in learning how, and are willing, to make changes to become more effective in 
their individual donor communication. 

 

These steps are simple, and you may think you already understand them and are using them. I 
guarantee that there are subtleties within each one that you can use to strengthen your individual 
fundraising program and make it even more successful. The most successful fundraising professionals 
focus on the basics first, then expand into more detailed systems to build their fund development 
programsτand these steps can be used either as that focus on basics or to move to the next level. 
 
Share this list with your board and your staff, and any other key volunteers at your organization.  
And pleaseτgo ahead, be brave, try things, make mistakesτƧǳǎǘ ƳŀƪŜ ǎǳǊŜ ǘƘŜȅΩǊŜ ƴŜǿ ones! 
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 One thing, and one thing only, creates a successful individual donor program: 
Clear communication. 
 
 

 

/ƻƳƳǳƴƛŎŀǘƛƻƴ ǘƘŀǘΩǎ ǇƻǿŜǊŦǳƭ ŀƴŘ ŎƭŜŀǊ ƛǎ ŀōǎƻƭǳǘŜƭȅ ŎǊƛǘƛŎŀƭ ŦƻǊ ǎǳŎŎŜǎǎΦ  
 
I break communication into four key areas: 
 

1. 1.  Sharing Your Story. You must be able to let the community 
know who, exactly, your organization serves, and what is missing 
for you to keep doing your work. Doing this in an emotionally 
connecting way is what will allow your organization to stand apart 
from others. 
 

2. 2.  Asking. It sounds simple: Ask people to give their time, talent, 
stuff or money to support your organization. I consider asking both 
an art and a science. The person being asked must feel welcome, 
ŀƴŘ ǘƘŜȅ Ƴǳǎǘ ƪƴƻǿ ǿƘŀǘ ȅƻǳ ƴŜŜŘΦ ! ƎƻƻŘ άŀǎƪŜǊέ ƎŜǘǎ ŀ άȅŜǎέ 

often; a great asker rarely has to askτthe other person usually offers before άthe askέ is even 
made. Which are you? 
 

3. Maximizing Relationships. There are both internal and external people to focus on. External:  
Communicate with donors with news aboǳǘ ȅƻǳǊ ǇǊƻƎǊŀƳǎ ŀƴŘ ǿƘŀǘ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ōŜ ŘƻƛƴƎ ƳƻǊŜ 
of to keep them engaged and connected. Internal: Communicate with your board and staff about 
expectations in terms of supporting your fundraising programs. Take note of how you engage 
people on your website, what goes into your newsletter and direct mail pieces. No matter how 
varied the methods, these all ways to deepen engagement and maximize the relationships people 
have with your organization. 
 

4. Data Management. Your donor database is as important as the money you have in the bank. How 
do you track your donor information? Do you have more than one person keeping good records? Is 
donor communication something everyone is part of? Do you know what your retention and 
acquisition rates are? Keeping track of donor contacts, whether personal visits, phone calls, board 
meetings, emailsτall of that information is crucial to taking a good development effort and turning 
it into an extraordinary one. 
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Successful individual donor campaigns are led by key volunteer             
&/or staff leadership.  
(Board Chair, CEO, Executive Director, President, Pastor, Rabbi) 

I am a firm believer in the power of one person. An effort by one 
devoted human can make a world of difference in many situations. 
However, a strong, effective individual donor campaign is not a one-
person show. To put it simply, the long-term work that must be done to 
cultivate and maintain individual donors requires a considerable amount 

of time. Yes, one person can devote themselves solely to that taskτbut if the staff, volunteers and 
ōƻŀǊŘ ƳŜƳōŜǊǎ ŘƻƴΩǘ ǎǳǇǇƻǊǘ ǘƘŜƳ ǿƛǘƘ ŀŘŘƛǘƛƻƴŀƭ ŜŦŦƻǊǘǎΣ I believe the campaign will not succeed. 
 
If you have the resources for development staff, the CEO/Executive Director and the board chair must 
ōŜ ǘƘŜ ōƛƎƎŜǎǘ ŀŘǾƻŎŀǘŜǎ ŦƻǊ ǘƘŀǘ ǎǘŀŦŦΦ LŦ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŀ ŘŜǾŜƭƻǇƳŜƴǘ ǎǘŀŦŦΣ ǘƘŜ /9h ŀƴŘ ōƻŀǊŘ ŎƘŀƛǊ 
must take the lead in making sure there is a focus on individual fundraising beyond a simple annual 
appeal and the passive invitations to make a contribution in the newsletter. I believe it is the 
responsibility of every person within the organization, whether staff, board, or volunteer, to roll up 
their sleeves and get involved with fund development. 
 
In most of the organizations I come into contact with, nearly everyone shies away from the 
responsibility of taking care of the donors as thoroughly and carefully as they take care of the clients. 
Often this is because as a volunteer or staff is brought on board, no one sets expectations for them to 
participate in development work. Any time someone is brought into the organizationτwhether as a 
board member, staff, or volunteerτthere should be ŎƭŜŀǊ ŀƴŘ ŜȄǇƭƛŎƛǘ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ŀōƻǳǘ ǿƘŀǘΩǎ 
expected of them.  
 
That might mean soliciting for contributions; it might mean making a financial contribution 
themselves; it might mean additional volunteer time or in-kind donations; it might mean being on the 
team that makes personal donor thank you phone calls. Whatever the participation is, tƘŀǘΩǎ ŦƻǊ ȅƻǳǊ 
organization to decide. But whatever you decideτmake sure everyone knows it. 
 
LΩǾŜ Ǝƻǘ ŀƴ example for you. Aǎ ȅƻǳ ǊŜŀŘ Ƴȅ ǎǘƻǊȅ ŜȄŀƳǇƭŜǎΣ ŘƻƴΩǘ ǘƘƛƴƪ LΩve gone all άCarly Simonέ on 
you; άyou probably think this songέτer, storyτƛǎ ŀōƻǳǘ ȅƻǳΦ LǘΩǎ ƴƻǘΦ hǊ ƳŀȅōŜ ƛǘ ƛǎΦ ¢ƘŜǎŜ ǎǘƻǊƛŜǎ ŀǊŜ 
ŎƻƳǇƛƭŀǘƛƻƴǎ ŦǊƻƳ ƎǊƻǳǇǎ LΩǾŜ ǿƻǊƪŜŘ ǿƛǘƘΣ ŀƴŘ ƴƻ ǊŜŀƭ ƴŀƳŜǎ όƘǳƳŀƴ ƻǊ ƻǊƎŀƴƛȊŀǘƛƻƴύ ŀǊŜ ǳǎŜŘΦ 
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Story #1: The board supports the programsτin theory 
 

Beautify the Bronx in New York has a mission of keeping neighborhood 
streets clean and safeΣ ǎƻƳŜǘƘƛƴƎ ǘƘŜȅΩǾŜ ōŜŜƴ ŘƻƛƴƎ ŦƻǊ нр ȅŜŀǊǎ.  
¢ƘŜȅΩǊŜ ŀƴ ŀƳŀȊƛƴƎ ŜƴǾƛǊƻƴƳŜƴǘŀƭ foundation with a small endowment  
of $2.5 million that, like many investments, saw a reduction of 30-40% 
in the second half of 2008.  
 
Beautify the Bronx has a 13-person board. These are people who love 
ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ŀƴŘ ŀǊŜ ǘƘǊƛƭƭŜŘ ǘƻ ǎŜǊǾŜ ƻƴ ǘƘŜ ōƻŀǊŘΤ ǘƘŜȅΩǊŜ ǇǊƻǳŘ ǘƻ 

be able to keep their community clean and safe. Recently, a few energetic board members decided 
that if they could raise an additional $125,000 annually from the community, the group could nearly 
double its annual effectiveness. Board members Alicia and Hugh, young professionals in their early 
олΩǎΣ ŀǊŜ Ƴƻǎǘ ƛƴ ŦŀǾƻǊ ƻŦ ǊŀƛǎƛƴƎ ŀŘŘƛǘƛƻƴŀƭ ŦǳƴŘǎ ŀƴŘ ŀǊŜ ƴƻǘ ŀǘ ŀƭƭ ŘŀǳƴǘŜŘ ōȅ ǘƘŜ ƛŘŜŀ ƻŦ ǊŀƛǎƛƴƎ 
dollars from the community.  Sounds like a great idea, right? 
 
And it is. However, no one had ever had a frank discussion with the long-time board members when 
they joined to outline what the expectations were in terms of them being involved in fundraising. The 
ǾŜǊȅ ƳŜƴǘƛƻƴ ƻŦ ǘƘŜ ǿƻǊŘ άŦǳƴŘǊŀƛǎƛƴƎέ ŎŀǳǎŜǎ ǎǿŜŀǘȅ ǇŀƭƳǎ ŀƴŘ ǉǳŜŀǎƛƴŜǎǎ for some. In fact, some 
of the board members have never made a financial contribution to Beautify the Bronx themselves. As 
far as they were concerned, the organization has an endowment generating interest, so why should 
they make financial contributions? 
 
I was brought on to help this group. Within a few mƻƴǘƘǎΣ ǿŜ ŘŜǘŜǊƳƛƴŜŘ ǘƘŀǘ ǘƘŜȅΩŘ ƴŜŜŘ ǘƻ Řƻ 
some thoughtful work with the board before launching a fundraising campaign. Part of launching that 
campaign meant hiring a staff person, part-time, to spearhead the effort. But because so much time 
has passed since Alicia and Hugh proposed raising funds, they are no longer as excited about the idea, 
ŀƴŘ ǘƘŜ ŜƴŘƻǿƳŜƴǘ Ƙŀǎ ŘŜŎƭƛƴŜŘ ǘƻ ǘƘŜ Ǉƻƛƴǘ ǘƘŀǘ ǘƘŜȅΩǊŜ ƴƻǿ ƛƴ ŘŜǎǇŜǊŀǘŜ ƴŜŜŘ ƻŦ ƛƴŘƛǾƛŘǳŀƭ 
donors.  
 
¢ƘŜ ōƻŀǊŘ ƛǎ ǇǊƻǳŘ ƻŦ ǘƘŜ ƎǊƻǳǇΩǎ ŀŎŎƻƳǇƭƛǎƘƳŜƴǘǎτbut pride alone will not generate financial 
contributions to allow the group to continue doing its valuable work. Beautify the Bronx has instead 
decided to pare back the grants they award for the time being and do some work getting the board 
more engaged in individual donor fundraising before they launch their $125,000 annual campaign. 
They are moving slowly, but they are moving forward to shift internal thinking and fear through 
ongoing communication.  
 
The good news is: the discussion about fundraising has shifted. New board members are being 
brought on into an environment where there is a clear expectation that financial contributions are 
made by the board members, and donors are being kept in touch with at a much more personal level. 
All of these changes are setting the stage for a successful individual donor fundraising effort ς when 
the time is right. 
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Successful individual donor campaigns are supported and 
managed by at least one staff. 
 

For a smaller organization, the sole fundraising staff might be the 
executive director. For larger organizations there may be a team that 
includes major gifts officers, grant writers, data base managers and 
other positions.  
 
I work with many smaller organizations that are in the infancy stage of 
generating gifts from individual donors. In the early stages of 
developing an individual fundraising program, effective executive 

directors enlist and encourage board members, new donors, and community volunteers to help with 
solicitations, letter writing, follow-up phone calls and emails, and any other activities that create more 
connection and commitment from the donor to the organization. 
 
One of the challenges facing many social profit organizations of any size is the limited lens of sharing 
only the good news. Being able to provide valuable services and programs to the community never 
comes free. Many groups LΩǾŜ ǿƻǊƪŜŘ ǿƛǘƘ frequently make the mistake of putting all their resources 
into programs, even to the point of allocating funds only to that, and none to fund development. The 
problem with that is clear:  
 
No funds coming in = no new programs going out.  
 
If your organization is serious about continuing to provide services, bringing a fund development staff 
member on board must be one of the highest priorities. Just as clients must have someone managing 
and delivering the programs that provide services and make your organization so amazing, so must 
your individual donor program have a person to do the work of keeping your message relevant and 
visible to the community.  
 
LǘΩǎ ǘŜƳǇǘƛƴƎ ŘǳǊƛƴƎ ŜŎƻƴƻƳƛŎ ŘƻǿƴǘƛƳŜǎ ǘƻ ǊŜŘǳŎŜ ƻǊ Ŏǳǘ ŦǳƴŘƛƴƎ ǎǘŀŦŦ ŀƭǘƻƎŜǘƘŜǊΦ .ǳǘ ǘƘŀǘ ǾŜǊȅ 
short-term solution will create long-term problems. 
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Story #2: LΩƭƭ Řƻ ƛǘΦ !ƭƭ ƻŦ ƛǘΦ  
 
I get to work with visionary, inspiring men and women who are often 
founders of their organization. I am often amazed by their dedication 
and their fears. A few years ago I met Martin, founder of a choral group 
for people of all ages who want to gather regularly to sing. The Song 
Birds, a dedicated group of 26 people, ages 18 ς 80, perform a few times 
a month for seniors, schools, businesses, anyone who invites them. 
Their annual budget is less than $50,000 for costumes, travel, small 
stipends for the singers, and virtually no salary for Martin.  

 
The Song Birds receive small grants from a few foundations each year and a handful of contributions 
(from less than 50 individuals) because they have created a musical curriculum for children with 
autism that has proven highly effective. Now they are being asked to perform more often to work 
ǿƛǘƘ ƎǊƻǳǇǎ ƻŦ ŎƘƛƭŘǊŜƴ ǿƛǘƘ ŀǳǘƛǎƳ ōȅ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǘƘŀǘ ŎŀƴΩǘ Ǉŀȅ ŀƴȅǘƘƛƴƎΦ ²ith the demand 
growing and dollars stagnant, the Song Birds brought me in to help develop some systems around 
raising money from individuals. 
 
The first thing we agreed on is that Martin SHOULD be receiving a salary. Doing all that he does and 
struggling to make ends meet is a disservice to the amazing healing work. I pointed out that Martin 
was only telling people about all the great work being done and not sharing what more COULD be 
done.  
 
IŜ ǿŀǎƴΩǘ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǘƘŜ ǎƛȊŜ of the budget, nor did he tell people how much it cost per 
performance. CǊŀƴƪƭȅΣ ƘŜ ǊŜŀƭƛȊŜŘ ƘŜ ŘƛŘƴΩǘ ƪƴƻǿ Ƙƻǿ ƳǳŎƘ ŜŀŎƘ ǇŜǊŦƻǊƳŀƴŎŜ ŎƻǎǘΦ Once we 
determined performance costs, Martin began, slowly, to share key information. He began to invite 
support from his community and found people willing to volunteer to send out messages in print and 
via email that began to raise awareness about the needs of the organization.  
 
Over the last three years the Song Birds have increased their annual budget from less than $50,000 to 
nearly $250,000 from individual donors by talking about money in a clear way. Being more 
transparent about their needs AND their powerful work has generated more than 300 new donorsτ
an amazing outcome to increasing the frequency and clarity of their communicatioƴΦ ¢ƘŜȅΩǾŜ ŀŘŘŜŘ 
more than 100 volunteers to the team.  
 
Now people see a place for themselves and a way to be of help so aŀǊǘƛƴ ŘƻŜǎƴΩǘ ƘŀǾŜ ǘƻ Řƻ ƛǘ άŀƭƭΦέ 
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Successful individual donor campaigns have all board members 
participating in fundraising in some capacity (aƴŘ L ŘƻƴΩǘ ƳŜŀƴ ǘƘŜ 
άIŜȅΣ ȅƻǳΩǊŜ ŘƻƛƴƎ ŀ ƎǊŜŀǘ Ƨƻōέ ŎƘŜŜǊƭŜŀŘƛƴƎ ǊƻƭŜύΦ  
 
Being a board member is not just an honor to bestow on people who 
show up at meetings. Board seats are critical to the financial success of 
your organization.  
 
I can just feel some people squirming as I write this.  
 

L Ŏŀƴ ǊŜŀŘ ȅƻǳǊ ƳƛƴŘΣ ǘƻƻΥ ά.ǳǘ [ƻǊƛΣ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ my organizationτƳȅ ōƻŀǊŘ ŎŀƴΩǘκǿƻƴΩǘ ŀƎǊŜŜ ǘƻ 
ǘƘŀǘΗέ 
 
Are you sure? 
 
The reality is, without FULL board participation and a clear understanding of the fundraising program, 
your work as an organization is far more difficult. 
 
How do you get the board to support your fundraising work? Start with an expectation and 
accountability discussion. When the board members started their term of service, were they told 
directly that being a part of fundraising and fund development is expected of them? Was their role 
clearly defined? And do you have one or more advocates on your board who will strongly support 
ȅƻǳǊ ŜŦŦƻǊǘǎ ǘƻ ƎŜǘ ŀƭƭ ǘƘŜ ōƻŀǊŘ ƳŜƳōŜǊǎΣ ǿŜƭƭΣ άƻƴ ōƻŀǊŘέΚ 
 
IŜǊŜΩǎ ǿƘŀǘ L ƳŜŀƴΥ Lƴ ǘƘŜ ƛƴǘŜǊǾƛŜǿ ǇǊƻŎŜǎǎΣ ƛǘΩǎ ŎǊƛǘƛŎŀƭ ǘƘŀǘ both fundraising (the raising of assets) 
and fund development (raising of visibility and deepening engagement) activities be thoroughly 
discussed and outlined. New board members must know beyond any doubt that they will be included 
ƛƴ ǘƘŜ άŘƻƛƴƎέ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜ ƎƛǾƛƴƎΦ 
 
A freqǳŜƴǘ ƳƛǎǘŀƪŜ ǘƘŀǘ L ǎŜŜ ƛǎ ǘƘŀǘ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ǎǘŀŦŦ ŘƻŜǎƴΩǘ ƪƴƻǿτōŜŎŀǳǎŜ ǘƘŜȅ ƘŀǾŜƴΩǘ 
discussed it or created a plan around itτwhat they want from the board, so the board is left to figure 
ƛǘ ƻǳǘ ƻƴ ǘƘŜƛǊ ƻǿƴΦ LǘΩǎ ŀǎ ƛŦ ȅƻǳ ǿŀƴǘ ƳŜ ǘƻ ƪƴƻǿ Ƙƻǿ ǘƻ ǎŎǳōŀ dive because I love being in the 
water, but no one ever takes the time to teach me to do it. 
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¢ƘŀǘΩǎ ƴƻǘ ǘƻ ǎŀȅ ǘƘŀǘ board members have to spend all their free time 
directly asking for financial contributionsΦ IŜǊŜΩǎ ŀ ǎƘƻǊǘ ƭƛǎǘ of things 
that a board member or key volunteer can do to assist your 
organization in maintaining deep, connected relationships with donors, 
and they do not ever have to ask someone else for a financial 
contribution: 
 
 

¶ Make phone calls to donors to thank them for their recent contribution.  

¶ Invite donors, volunteers, community members, family, friends, colleagues, and others to your 
ŜǾŜƴǘǎΣ ƛƴŎƭǳŘƛƴƎ ǘƘŜ άƎŜǘ ǘƻ ƪƴƻǿ ǳǎέ ǘȅǇŜ ƻŦ ŜǾŜƴǘǎ ǘƘŀǘ ŀǊŜ ŦǊŜŜΦ 

¶ ¢ŀƪŜ ŀ ŎǳǊǊŜƴǘ ƻǊ ŦƻǊƳŜǊ ŘƻƴƻǊ ǘƻ ŎƻŦŦŜŜ ǘƻ ǘƘŀƴƪ ǘƘŜƳ ŦƻǊ ǘƘŜƛǊ ǊŜŎŜƴǘ ƎƛŦǘΦ hōǾƛƻǳǎƭȅ ƛǘΩǎ ƴƻǘ 
practical to take every donor out; set a minimum donation goal for this type of activity.  

¶ Make an introduction to the community affairs person at their workplace. 

¶ Give a heartfeltτbut shortτspeech at their church or civic group to invite interest in your 
organization. 

 
In fact, the first itemτmake thank you phone calls to donorsτis not just a nice gesture, but I believe 
it should be a required part of every board or development committee meeting. It only takes about 10 
minutes; give everyone one or two donors to call (make sure a staff member does the first one, so the 
ōƻŀǊŘ Ŏŀƴ ǎŜŜ Ƙƻǿ ƛǘΩǎ ŘƻƴŜύΦ wŜƳƛƴŘ ǘƘŜƳ ǘƻ ǘŀƪŜ ƴƻǘŜǎ ŦƻǊ ȅƻǳǊ Řŀǘŀ ƳŀƴŀƎŜƳŜƴǘ ǎȅǎǘŜƳ (more on 
that later)Φ ¢ƘŜȅ ƳƛƎƘǘ ōŜ ƴŜǊǾƻǳǎ ŀōƻǳǘ ƛǘ ŀǘ ŦƛǊǎǘΣ ōǳǘ ǉǳƛŎƪƭȅ ǘƘŜȅΩƭƭ ŦƛƴŘ ƛǘ IS fun and rewarding. 
5ƻƴƻǊǎ ŀǊŜ ŀƭǿŀȅǎ ǇƭŜŀǎŜŘ ǘƻ ōŜ ǎƛƴƎƭŜŘ ƻǳǘ ŦƻǊ ǘƘŀƴƪǎ ƛƴ ǎǳŎƘ ŀ ǇŜǊǎƻƴŀƭ ǿŀȅΦ LΩǾŜ ǿŀǘŎƘŜŘ ǇŜƻǇƭŜ 
with sweaty palms dial their first call, have a lovely short conversation with a passionate donor, then 
turn around and ask for more names because they enjoyed it so much! 
 
This is only a short list of the many ways board members can actively participate in fund development 
activities. Whatever role they play, staff and board must be clear and specific about expectations. 
Then staff assists by providing data so that board members can hold themselves accountable. 
Discussion of these metrics may cause great strides in your keeping donors connected and engaged.  
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Story #3: Mȅ ōƻŀǊŘ ǿƻƴΩǘ ƘŜƭǇ ǿƛǘƘ ŦǳƴŘǊŀƛǎƛƴƎΦ  
 

This is one of the comments I hear the most often. LΩǾŜ ōŜŎƻƳŜ ŀ ōƛǘ ƻŦ ŀ 
skeptic about this statement because when I enter the picture and begin to 
work with the board what I often see are passionate, committed professionals 
who are waiting for some direction and specific tasks so they can do their 
volunteer work better.  
 

The Full Shelf Food Bank invited me to do three board sessions of three hours 
each with an outcome of more deeply connecting the board and some of the 
staff with their fund development efforts. The staff assured me that there 

would be lots of push back and to not have too high of expectations of the board.  
 

L ŘƛŘ Ƴȅ άǇǊŜǇέ ǿƻǊƪ ǿƛǘƘ ǘƘŜ ōƻŀǊŘ ŎƘŀƛǊΣ ¢ƻŘŘΣ ŀƴŘ ŦƻǳƴŘ ƘƛƳ ǘƻ ōŜ ŜȄŎƛǘŜŘ ŀōƻǳǘ ǘƘŜ ǳǇŎƻƳƛƴƎ ǎŜǎǎƛƻƴǎ. 
He offered to be my partner in whatever way I needed. He agreed to move things along at the sessions when 
there were exercises that required board discussion and he would help to keep people accountable to be on 
time and show up.  
 

²ƘŜƴ L ŀǎƪŜŘ ¢ƻŘŘ ŀōƻǳǘ ǿƘŀǘ ƘŜ ǘƘƻǳƎƘǘ ǘƘŜ ǊŜŀǎƻƴ ǿŀǎ ǘƘŀǘ ǘƘŜ ōƻŀǊŘ ǿŀǎƴΩǘ ƘŜƭǇƛƴƎ ǿƛǘƘ ŦǳƴŘ 
development anŘ ŦǳƴŘ ǊŀƛǎƛƴƎ ŀŎǘƛǾƛǘƛŜǎ ƛƴ ŀƴ ŜƴƎŀƎŜŘ ǿŀȅ ƘŜ ǎŀƛŘΣ ά[ƻǊƛΣ ǿŜ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ŘƻΦ aost of 
ǳǎ ŘƻƴΩǘ ƪƴƻǿ Ƙƻǿ ǘƻ ƻǊ ǿŀƴǘ ǘƻ ǘŀƭƪ ǿƛǘƘ ƻǳǊ ŦǊƛŜƴŘǎ ŀōƻǳǘ ƳƻƴŜȅΦ ²Ŝ ŀǊŜ ǳƴŎƻƳŦƻǊǘŀōƭŜ ǿƛǘƘ ǘƘƻǎŜ ǘȅǇŜǎ 
ƻŦ ŎƻƴǾŜǊǎŀǘƛƻƴǎΦέ  
 

L ǇŀǳǎŜŘ ŀƴŘ ǎŀƛŘΣ ά¢ƻŘŘΣ L ǳƴŘŜǊǎǘŀnd that hesitancy. What if there was a way to be involved in keeping 
ŘƻƴƻǊǎ ŎƻƴƴŜŎǘŜŘ ǘƻ Cǳƭƭ {ƘŜƭŦ ǿƛǘƘƻǳǘ ƘŀǾƛƴƎ ǘƻ ŀǎƪ ŦƻǊ ƳƻƴŜȅΚέ bƻǿ L ƘŀŘ Ƙƛǎ ŀǘǘŜƴǘƛƻƴΦ άDƻ ƻƴΦέ IŜ ǎŀƛŘΦ 
ά²ƻǳƭŘ ȅƻǳ ŎƻƴǎƛŘŜǊ ƳŀƪƛƴƎ ǇƘƻƴŜ Ŏŀƭƭǎ ǘƻ ƛƴǾƛǘŜ ŘƻƴƻǊǎ ǿƘƻ ƘŀǾŜ ƳŀŘŜ ŀ ǊŜŎŜƴǘ contribution to the Full 
Shelf Food Bank to help out at your annual Thanksgiving box packing days?, I asked .   
 

¢ƻŘŘΩǎ ŜȅŜǎ ƭƛǘ ǳǇΦ IŜ ƴƻŘŘŜŘ ŀƴŘ ǎŀƛŘΣ άLŦ L ŎƻǳƭŘ Ŏŀƭƭ ǇŜƻǇƭŜ ǿƘƻΩǾŜ ŀlready made a contribution, LΩŘ feel 
ƳǳŎƘ ōŜǘǘŜǊΗέ  
 

So I took it one step further and askedΣ ά¢ƻŘŘΣ ŘƛŘ ȅƻǳ ƪƴƻǿ ǘƘŀǘ ǘƘŜ ǎǘŀŦŦ ƳŀƪŜǎ ŀ ǇŜǊǎƻƴŀƭ ǇƘƻƴŜ Ŏŀƭƭ ǘƻ 
ŜǾŜǊȅ ŘƻƴƻǊ ǿƘƻ ŎƻƴǘǊƛōǳǘŜǎ ŦƛƴŀƴŎƛŀƭƭȅ ǘƻ Cǳƭƭ {ƘŜƭŦΚ ¢ƘŀǘΩǎ ƳƻǊŜ ǘƘŀƴ нслл ǇƘƻƴŜ Ŏŀƭƭǎ ŜŀŎƘ ȅŜŀǊΦ !ƴŘ ƛŦ ŀƭƭ 
of those donors actually received a personal thank you phone call their next contribution may be higher?  
 

Now Todd was ǊŜŀƭƭȅ ŜȄŎƛǘŜŘ ŀōƻǳǘ ǘƘŜ ǇƻǎǎƛōƛƭƛǘƛŜǎΦ {ƻ L ŀǎƪŜŘΣ ά²Ƙŀǘ Řƻ ȅƻǳ ǘƘƛƴƪ ŀōƻǳǘ ǘŀƪƛƴƎ мл ƳƛƴǳǘŜǎ ŀǘ 
ŜŀŎƘ ōƻŀǊŘ ƳŜŜǘƛƴƎ ǘƻ ƘŀǾŜ ǘƘŜ ōƻŀǊŘ ƳŀƪŜ ǎƻƳŜ ƻŦ ǘƘƻǎŜ ŎŀƭƭǎΚ ¢ƘŀǘΩǎ ǘƘŜ ƪƛƴŘ ƻŦ ǿƻǊƪ ǘƘŀǘ Ŏan be done to 
help with fundraising and assist the staff in the work ƻŦ ŘƻƴƻǊ ŎǳƭǘƛǾŀǘƛƻƴΦέ 
 

¢ƻŘŘΩǎ ǊŜǎǇƻƴǎŜ ǿŀǎΣ ά[ŜǘΩǎ ǎǘŀǊǘ ǘƘƻǎŜ ǇƘƻƴŜ Ŏŀƭƭǎ ǊƛƎƘǘ ŘǳǊƛƴƎ ƻǳǊ ǎŜǎǎƛƻƴǎ with youΗ LΩƭƭ ŜȄǇƭŀƛƴ ǘƻ ŜǾŜǊȅƻƴŜ 
ǿƘȅ ǿŜΩǊŜ ƳŀƪƛƴƎ ǘƘŜ Ŏŀƭƭǎ ŀƴŘ L ōŜǘ ǘƘŜȅΩƭƭ ōŜ ŀǎ ŜȄŎƛǘŜŘ ǘƻ ƘŜƭǇ ŀǎ L ŀƳΦέ 
 

Sure enough, we made two donor thank-you calls at each of the three fundraising sessions. At 
break time everyone got on their cell phones. Some people left voicemail messages, and 
others got a real person on the line. The energy in the room was totally different each time we 
made those calls. Now, at the Full Shelf board meetings each month, the 14 board members 
make two thank-you calls, which is a whopping 28 donor thank-you calls made in 10 minutes. 

 

This activity generated more contributions and more engaged donors. More board members are inviting 
people to Full Shelf events, and some of the board members have even offered to meet individually with key 
donors to engage them more deeply. LǘΩǎ ōŜŜƴ ŀ ǘƻǘŀƭ ǘǳǊƴ-around in the board engagement. 
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Successful individual donor campaigns have a well-defined goal, 
with a specific timeline, creating a sense of urgency.  
 
Set Goals ς and Tell People About Them 
 
All organizations have specific financial goals for what they need to 
raise each year. For some, those dollars come from corporations and 
foundations, and they have only a tiny amount they raise from 
individuals each year. Others are totally dependent on hundreds of 
thousands of ŘƻƭƭŀǊǎ ŦǊƻƳ ƛƴŘƛǾƛŘǳŀƭ ŘƻƴƻǊǎ ŜŀŎƘ ȅŜŀǊΦ LΩǾŜ ǿƻǊƪŜŘ 
with one organization that has more than 50,000 donors giving 

annually, with donations ranging from $5 to $100,000. But they have a retention rate that is less than 
25%. I knowτȅƻǳΩŘ ƭƛƪŜ ǘƻ ƘŀǾŜ ǘƘŜƛǊ problem. But it is a problemτhaving to recruit 75% of their 
donations from new sources each year is time-consuming and costly. 
 
How do you keep your current donors connected so they keep contributing?  
 
LǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ let your supporters know your goal for the yearτat the beginning of the year. Then 
keep that goal visible in a variety of ways: your website, your newsletter, email updates to special 
ƎǊƻǳǇǎ ƻŦ άƛƴǎƛŘŜǊǎΣέ ƻƴŜ-one-one meetings, staff meetings, civic meetings, the board meeting, 
everywhere. Wherever you can share the goal and timeline, share it in fun, engaging ways.  
 
It can be helpful to breakdown the goal into smaller mini-campaigns to keep the sense of urgency. If 
you need to raise $250,000 from individuals this year, by year-end, be clear how much you must raise 
by June 30. Then keep that message visible for the full six months. Be clear about ǿƘŀǘ ȅƻǳΩŘ ƭƛƪŜ ǘƻ 
be doing more of or where there are some budget issues, but share those examples through stories 
about the real people you serve.  
 
!ƴŘ ŘƻƴΩǘ ǿŀƛǘ ǳƴǘƛƭ ǘƘŜ Ŧƛƴŀƭ ǉǳŀǊǘŜǊ ƻŦ ȅƻǳǊ Ŧƛǎcal year to rush out and tell donors that you have not 
met your goal. Let your stakeholders know throughout the year how things are going. Tell them what 
ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŜƴƻǳƎƘ ƻŦΣ ǿhich is usually money.  .ǳǘ ƛŦ ȅƻǳΩre talking only about money and not the 
people whose lives you are changing, donors tune out.  
 
LǘΩǎ ŀƳŀȊƛƴƎ what a difference giving specific dollar amounts will make, especially when combined 
with the stories of real people.  
 
And key to all of this is keep your messages clear and concise. For email my recommendation is 250 
ǿƻǊŘǎ ƻǊ ƭŜǎǎΦ L ŘƛŘƴΩǘ Ƨǳǎǘ ƳŀƪŜ ǘƘŀǘ ƴǳƳōŜǊ ǳǇΦ Lǘ ǿŀǎ ǘƘŜ ƎǳƛŘŜƭƛƴŜ ǳǎŜŘ ōȅ ǘƘŜ hōŀƳŀ ǇǊŜǎƛŘŜƴǘƛŀƭ 
campaign for many of their email fundraising campaigns. The campaign raised more than $700 million 
and is a good indication that shorter is better.  
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Story #4: We Need Money NOW 
 

In April 2008 a great organization, Ready Set Go, working to provide 
ŜƳǇƭƻȅƳŜƴǘ ǘǊŀƛƴƛƴƎ ŦƻǊ ǇŜƻǇƭŜ ǿƘƻΩǾŜ ƭƻǎǘ ǘƘŜƛǊ Ƨƻōǎ, found themselves 
in an economic crisis. Their cash reserve had been dissolved while 
waiting for some grants to get approved. When the grants were 
declined, there simply was not enough money ŦƻǊ ƳƻǊŜ ǘƘŀƴ ŀ ƳƻƴǘƘΩǎ 
payroll.  
 

At a fundraising meeting with key leadership and staff I asked the 
question: If we need money that badly, why are we not asking? As it 

turned out, Ready Set Go had never done a spring appeal, nor do they reach out via email to invite 
their supporters to make a financial contribution other than in December at year-end. Their 
emergency goal was to raise $40,000 to get them to the fall when more dollars would be coming in.  
 

We cooked up a plan: Four email messages, one direct mail letter, a phone bank, and a follow-up 
email message to report on how the campaign had done.  This communication was spread out over 2 
½ months from the end of April to mid-June. 
 

The good news is Ready Set Go has more than 4000 supporters in their database. They had current 
names and email addresses for many of their volunteers, community partners, donors, vendors, 
community leaders, family members of clients, and so on. In short, they had a great list.  
 

Our rules were: 

¶ Short, 250-word or less email messages that would include a short story about a real client. 

¶ We provided specific examples of how a contribution would make a difference. 

¶ The communication was sent out every other week. 

¶ Each message had more than one link to Contribute NOW on their website. 
 

The first email message generated a few hundred dollars from four people.  
The second email message generated nearly $6000 more.  
The third email message brought the total to over $11,000 and much of this was from new donors.  
 

In week six, the direct mail message dropped and money was flowing in. Small amounts and not so 
small amounts. In week seven the phone bank was conducted, the totals reached nearly $80,000 ς 
double the original goal! Cash flow was no longer an issue.  
 

The last report I heard was that the organization reached more than $100,000 in contributions and 
nearly 75% of that waǎ άƴŜǿέ ƳƻƴŜȅΦ ¢ƘŜ Ǉƭŀƴ ƛǎ ǘƻ ƴŜǾŜǊ Ǝƻ ōŀŎƪ ǘƻ ƻƴƭȅ ŀǎƪƛƴƎ ŦƻǊ ƛƴŘƛǾƛŘǳŀƭ ŘƻƴƻǊ 
contributions in the fall but to always have a spring appeal that is άƳǳƭǘƛ-channel,έ which means using 
ƳǳƭǘƛǇƭŜ ŦƻǊƳǎ ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǘƻ ƳŀƪŜ ǎǳǊŜ ŘƻƴƻǊǎ ŀƴŘ ǾƻƭǳƴǘŜŜǊǎ ŘƻƴΩǘ Ƴƛǎǎ ǘƘŜ ƳŜǎǎŀƎŜ. AND 
the organization is making strides in keeping their goals about what their vision is for the future front 
and center in their communication. 
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Successful individual donor campaigns create an emotional 
connection ς making it personal for people to participate. 

Make Me Care 
 
This is where storytelling comes into play. And by storytelling, I mean 
using real life examples of the impact and value of your work. Your 
goal is to cause the person listening or reading to feel something. And 
that feeling may translate to having them care enough about what you 
ŀǊŜ ŘƻƛƴƎ ǘƘŀǘ ǘƘŜȅ ǊŜŀƭƛȊŜ ǘƘŜȅ ŎŀƴΩǘ ǎƛǘ ōȅ ǘƘŜ ǎƛŘŜƭƛƴŜǎ ǿŀǘŎƘƛƴƎ ŀƴŘ 
doing nothing. You can share pages of statistics about the increase in 

homelessness due to the economy OR you can tell share a short example about Marcus, a 52 year-old 
man who Ǝƻǘ άŘƻǿƴǎƛȊŜŘέ ŦǊƻƳ Ƙƛǎ ǎŀƭŜǎ Ƨƻō ǿƘƻ ƴƻǿ works as a cashier at SuperAmerica. He canΩǘ 
pay rent any longer and has nowhere to live. {ƻƳŜǘƛƳŜǎ ƘŜ ǳǎŜǎ ŀ ƘƻƳŜƭŜǎǎ ǎƘŜƭǘŜǊΣ ōǳǘ ƛŦ ǘƘŜȅΩǊŜ ŦǳƭƭΣ 
he sleeps in his car. He uses the sink at work to keep himsŜƭŦ ŎƭŜŀƴΣ ōǳǘ ƛǘΩǎ ŀ ǎǘǊŀƛƴ ŀƴŘ ƘŜ ŀƭǿŀȅǎ ŦŜŜƭ 
ashamed about his current circumstances and barely looks people in the eye at work each day. Then 
tell how your staff and volunteers have helped him find some dignity and are working with him to find 
a place to live and a better job. 
 
Which approach will be more successful, the statistics that will make their eyes glaze over, or the 
haunting story of a man trying to make it in a tough world? Someone they might see when they stop 
for gas?  
 

Where do you share the stories? Everywhere.  
 
Start each staff meeting with someone sharing a two minute example of why 
you are all proud to work at your organization.  
 
Begin board meetings with a board member sharing a story that they learned 

from phoning a staff person or visiting one of the sites where you provide care. Make sure though 
that the board members know in advance of joining your board that they will be called on in a 
rotation of all board members throughout the year to share a real story. 
 

LΩƳ ŀƳŀȊŜŘ ŀǘ Ƙƻǿ Ƴŀƴȅ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ŘƻƴΩǘ share a story on the contribution page of their website. 

A photo and short example of a how life is different for someone in your community because of your 

work WILL generate a deeper connection and may generate a larger gift. 

Newsletters, at special events, at donor stewardship meetings, at volunteer recruitment gatherings, 
the list goes on.  
 
tŜƻǇƭŜ ŀǊŜ ƭƻƻƪƛƴƎ ǘƻ άŦŜŜƭέ ǎƻƳŜǘƘƛƴƎ ŀƴŘ ȅƻǳΩǾŜ Ǝƻǘ ǘƘŜ ƳŀƎƛŎŀƭ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ Ŏŀuse them to feel 
something whenever you are in contact with them.  Remember, your board, volunteers and donors 
do not regularly come into contact with real life examples of the children, men and women you serve.  
 


