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ABOUTLORI

Communication & Fundraising Strategist and Trainer
Lori L. Jacobwitthas 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 orgamations 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 MongyA 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 AppoitéC

(ah_pour_tayc French foto bring) to bring people

together todramatically shift communication habits.

Lori has a BA in Political Science and Sp€&€srhmunication from the University of Minnesota and
additional training through the Fund Raising Sdhaddndiana UniversityShe lives in Eden Prairie,
Minnesota and is an active volunteer with organizations supporting women and children.

. 2dz YIe KIFE@S y20A0SR (KS &8cRAYyAUAZY ZF UKS 6
my web site. My ancestors were given the nadaeobwith when
they arrived at Ellis Island, and | have come to see the value of my-

=
unique name and what it says about me and who | am for you. *=
=

a woman with ideas

I will go with you

connect with your vision

Our work together will help you connetITHthe core of your
2NBFYAT A2y Qa4 YAaaArzyd bSg A éfflan%orm@ﬂ-nwﬁ@fr\y\ y 3
transformations, and | pledge to bring you new ideas. Connections
come through shared stories, and | will help you share those stories with authenticity and clarity. |
am committed to working with you to ensure your success. Together we can makerartitie

{2 6KIFIO0Qa Ay I yIFIYSK ! t2G Fa AG GdzaNya 2dzio
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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 typiedonors?

Do you have manindividual donors who each contributaore than $10,000 annually to your
organization?

LT &2dz ' yAagSNBR GeéSa¢ (18I RKPASG |jAzaRAFGER dNBIBE
already livingoy them! Andyou are likelygeneratingplenty of contributions from individual donors,
even in a challenging economy.

Mostsocial profi2 NAF YAT F A2y a L SyO2dzyiSNJ I yasgSNI ay2é
LOQ@S &LISyd FdzyRNI AaAy3d YeasSt FIfundrgide, have taugthey 3 |
KGO ¢2NJ] a | yQRcodrseihare are 2abrioye Ehandmine stegor how to keep
supportershappy and giving at their full capacity,tlibe ninestepsthat follow have been derived

from my own personal checklist whereadding to work with an organization. These ar#ical steps

to get your campaigor individual fundraisin@ff the ground and realizing its full potential. These
stepswill help shift your focus from fundraising as a mundane task that gets left onatleiurner to

an activity that has yoand your entire organizatiofully engaged ANDgenerating considerably

more dollars from individuals.

LQ@S 1 SLiid u KS stepbfict Ng72 @ A & 3/ dza NB S IINMRGA 5 S/F0 (eB@aNJord A Y
mya K 2 RJi LD @eBsagesn the key areasf fund development that | findre often ignored,
forgotten, or simply not being worked thoroughly.

Use thesestepsas a topic of conversation with your staff and your board. These are impddpius

T add 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 fledioautb better

work thesesteps both my own workshops and coaching, and from eth&ome of my favorite
sourcebooks are listed in the final chapter, andricourageyou tocheckthem out to learnmore.
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THEcommon theme throughll of the stepsis: COMMUNICATIQON

Too often social profit organizatiomssumeeveryoneknows what they need, in terms of money,

time, or staff and board involvement. But too often, those assumptions are wrong (and we all know
GKFEG KFLILISYya gKSYy az2yYS2yS al aadzySae az2YSUOKAY:
in each ofthe following areas will generate more individual contributiorend it will generate more
visibility, clarity of vision, and connection with your community.

LO@S YIRS f20a 27F YA a.BiponSsandesniall dfes yRizy IRNY A LEMB/ &R
The mistakes and challenges have taught me more than any book or seminar ever would have. |
suggest that the organizations | coach and train take on the job of making new mistaldz=i i R2 Yy
make the same ones | did.

Thesestepswere designed for group that:

Are already a 501(c)(3) organization and able to acceptiéakictible contributions

Have already identified programming and are clear hiogy make a difference to clients,
consumers, or members

1 Are interested in learning hovandare willing, to make changes to become more effective in
their individual donor communicatian

Thesestepsare simple, and you may think you already understand them and are using them. |
guarantee that there are subtleties within each one that you can use to strenggbur individual
fundraising program and make it even more successful. The most successful fundraising profession:
focus on the basics first, then expand into more detailed systems to build theirdenvelopment
programg and thesestepscan be used é&ner 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 organlzatlon
And please go ahead, be brave, try things, makeralgts 2dza G YI 1S adme8 (GKSe&c
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One thing, and one thing only, creates a successful individual donor program:
Clear ommunication.

| 2YYdzy AOIF GA2Yy GKIFGQ&a LI2GgSNFdzZ FyR Of SFNJ A& |

| break communication into four key areas:

1. 1. Sharing Youftory. You must be able to let the community

P know who, exactly, your organization serves, and whahissing
® lﬁl ~ for you to keep doing your worlooing this in an emotionally
] 5 ﬁ N v | connecting way is what will allow your organization to stand apart
II " from others.

4 .
Im 2. 2. Asking It sounds simpleAskpeopleto give theirtime, talent,
I stuff ormoneyto support your organizatiari consider asking both

an art and a scienc&he person being asked must feel welcome,
YR GKS®& Ydzald (y29 o6KIFG a&aB8zayS:e
often; a great askerarely hago ask the other persorusuallyoffers beforecthe ask is even
made. Which are you?

3. Maximizing RelationshipsThere are both internadnd external people to focus okxternal:
Communicag with donorswith newsabodzii & 2 dzNJ LINR AN Ya FyR gKIF G ¢
of to keep them engaged and goected. Internal: Communicateith yourboard and staff about
expectations in terms of supporting your fundraising prografake note of howou engage
people on your webite, what goes into your newsletter and direct mail pieces. No matter how
varied the methods, these allaysto deepen engagement and maximize the relationships people
have with your organization.

4. Data ManagementYaur donor datdbase is as important as the money you have in the biiokv
do you track your donor information? Do you have more tbae persorkeeping good records? Is
donor communication something everyone is part of? Do you kwbsat your retention and
acquisition rées are? Keeping track of donoontacts, whether personal visits, phone calls, board
meetings, emails all of that information is crucial to taking a good development effort and turning
it into an extraordinary one.

www.lorijacobwith.com Page8
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Quccessful individual donocampaigns are lé by key volunteer
&/or staff leadership.
(Board Chair, CEO, Executive Dire&wesidentPastor, Rabbi)

| am a firm beg&ver 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 campaigmoisa one

person show. To put it simply, the logrm work that must be done to
cultivate and maintain individual donors requirasonsiderable amount

of time. Yes, one person can devote themselves solely to that thskif the staff, volunteers and
02FNR YSYOSNER R2y Qi & dzLJLJ2 bdieveth&carpaigniwiihét succBe A (1 A 2

If you havethe resourcedor development staff, the CEO/Executive Director and the board chair must
0S UKS o0A33Sad FR@20IGSa F2NJ GKIG adrFFo LT ¢
must take the lead in making sure tieeis a focus on individual fundraising beyond a simple annual
appeal and the passive invitations to make a contribution in the newsldttelieveit is the

responsibility of every person within the organization, whether staff, board, or volunteeolltap

their sleeves ad getinvolved with fund development

In most of the organizations | 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 client
Often this is because asvolunteer or staffisbrought on boardno one sets expectations for theta
participate in development workAny time someone is brought into the organizatiowhether as a

board member, staff, or volunteerthere should beDf S NJ ' yR SELX AOAG O2y @
expected of them

That might mearsoliciting for contributionsit might meammaking a financial contribution

themselves; it might mean additional volunteer time otkind donations it might mean being orhie

team that makes personal donor thank you phone cillbateverthe participation is,K I 4 Q& F2 N
organizationto decide. But whatveryou decide make sure everyone knows it.

LQ@OS eRatnplefobygu.Ad &2dz NBIF R Y& &2 Nk gohdaltOatlyfShnason R 2
you; @you probably think this sorfg er,storyt A& | 62dzi &2dzd LGQAa y20d h
O2YLIAtIFdA2ya FTNRBY 3INRdzLJA LQOS G2NJ SR AKX |
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Story #1 The board supports th@rogramg in theory

Beautify the Bronx in New York has a mission of keeping neighborh
streetscleanandsafe 42 YSUKAY 3 (GKSe Q@S o
¢tKS@QNB Iy I YI ifounda@ion®ith @ &nmdPeyido@nyerit
of $2.5million that, like many investmesnt saw a reduction of 300%
in the second half of 2008.

Beautify the Bronx has a 4&rson board. These are people who love
GKS 2NBIFIYATFGA2Y FYR | NB (KNACf
be able to keep theicommunity clean and safe. Recently, a few energetic board members decid
that if they could raise an additional $125,000 annually from the community, the group could ne
double itsannualeffectiveness. Board members Alicia and Hugh, young professiongneir early
onQasx FINBX Y2ad Ay FrFr@2N 2F NIA&AAY3I | RRAGA?Z
dollars from the community Sounds like a great idea, right?

And it is. However, no one haer had a frankliscussion with théong-time board members when
they joinedto outline what the expectations were in terms of them being involved in fundraising.
GSNE YSyilAzy 2F (0KS ¢2NR a7 dzy RNIfok some/ldfact, omelz

of the board members haveewer made dinancialcontribution to Beautify the Bronx themselves. As

far as they were concerned, the organization has an endowment gangratterest, so why should
they make financial contributior?s

| was brought on to help this group. Withinafe@ny § K& ¢S RSGSNXAYSR
somethoughtful work with the board before launching a fundraising campaign. Part of launching
campaign meant hiring a staff person, p#rhe, to spearhead the effort. But because so much tim
has passed sce Alicia and Hugh proposed raising funds, thieyno longer agxcited about the idea
YR UKS SYyR2¢6YSyld KIFIa RSOtAYSR (2 GKS LRAY
donors.

¢KS 062FNR A& LINPdzR 2 T1 hukpBdeaohPwvilzhdDgenetat® thandialst A
contributions toallow the group to cotinue doing its valuable work. Beautify the Bronx hatead
decided to pare back thgrants theyawardfor the time being and do some work getting the board
more engaged in individudonor fundraising before they launch tin&125,000 annual campaign.
They are moving slowlut they are moving forward to shift internal thinking and fear through
ongoing communication.

The good news is: the discussion about fundraising has shifted bidard 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 persona
All of these changes are settitlge stage for a successful individual donor fundraising effevhen
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 staght be the
executive directorFor larger organizations there may be a team that
includes major gifts officers, grant writers, data base managers and
other positions.

| work with many smaller organizations that are in the infancy stage of
generating dts from individual donorsin 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, followup phone calls and emails, andyother activities that createnore
connection and commitment from the donor to the organization.

One of thechallengedacing manysocial profit organizations of any sigethelimited lens of sharing
only the good newsBeing able to provide valuable seces and programs to th@mmunity never
comes free. MangroupsL Q@S ¢ 2 MdguemRly ndaketHé mistake of putting all theirsaurces
into programs even to the point of allodang funds only to that, and norn® fund development. The
problem with that isclear:

No funds coming in = no new programs going out.

If your organization is serio@bout continuing to provide servicesiihging a tind development staff
member onboardmustbe one of thehighest prioritiesJust as clientsmust 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 commnity.

LGQa GSYLIWIAYy3 RdNAYy3I SO2y2YAO R24ylGAYSa G2 NI
short-term solution willcreatelong-term problers.
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< Story#2L Qf f R2 A0 £t 2F Ao

| get to work with visionary, inspiring men and women who are ofter
founders of their organization. | anften amazd by their dedication
andtheir fears.A few years ago | met Martin, fouadofa choral group
for people of all ages who want gather regilarly tosing. TheSong
Birds a dedicated group o6 people ages 18&; 80, perform a few times
a month for seniors, schools, businesses, anyone who siviém.
Their annual budget is less than $50,000 for costumes, travel, smal
stipends for the singersnd virtually no salary for Martin.

The Song Birds receive small grants from a few foundations eaclayéar handful of contributions
(from less tharb0 individual¥y becausehey have created a musical curriculum for children with
autism that ha proven highly effectiveNowthey are beingasked to perform more ofteto work

GAGK 3INRdzLJA 2F OKAf RNBY @A 0K | dzi Atkithe den@and2 NH|

growingand dollars stagnanthe Song Birds brought me in to help develop some systems aroun
raising money from individuals.

| &N

The first thingwe agreed ond thatMartin SHOULD be receiving a salary. Doing all that he does and

strugglingto make ends meet is a disservice to the amgziraling workl pointed out that Martin
wasonly telling peopleaboutall the great workbeing doneandnot shaing what more COULD be
done.

| S 6l ayQid 4l f pfihg Buddetprdaidihe télp&pldaowimSch it cost per
performanceCNJ y 1t 83X KS NBIfAT SR KS RARY Q@ncelwg 2 4
determined performance costMartin began, slowlyto sharekeyinformation. Hebegan to invite
supportfrom his communityandfound people willing to volunteer teend out messagsn print and
via email that begn to raise awareness about tineeds of the organization

Over the lasthree years the Song Birds have increased their annual budget from less than $50,
nearly$250,000from individual donordy talking about money in a clear way. Being more
transparent about their needs AND their powerful work has generated more 388mew donors

an amazingputcome to increasinghe frequency and clarity of their communicagiod ¢ KS& Q¢

more than 100 volunteers to the team.

Now people see place for thenselves and a way to be of hedpa | NI1AYy R2Say Qi
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Successful individual donor campaigns haaleboard members
participating in fundraising irsomecapacityay R L R2y Qd
Gl Sex @2dz2QNBF R2Ay3 | 3INBILG 2206¢ O
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.

| can just feel some people squirming agite this.

L OFyYy NBIFR @&2dzNé XdeyRZyniy@dghipvzathw & ¢ 2INNE OF Yy Qi K 6
OKIFGHE

Are you sure?

The reality is, without FULL board participation and a clear understanding of the fundraising program
your work as an organizatiaafar more difficult.

How do you gethe 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 thensAhéa role

clearly defined? And do you have one or more advocates on your board who will strongly support
82dzNJ STF2NIa G2 3ISG Lttt GKS 02FNR YSYOSNBI ¢¢

| SNBQa ¢KIFG L YSIFyYyY Ly GKBothfuydiaiSingthe raising aibsBeBS & & >
and fund developmengraising of visibility and deepening engagemeatiivities be thoroughly

discussed and outlined. New board members must know beyond any doubt that thégwltluded

Ay GKS GR2AYy3I¢E L a ¢Sttt a 0KS IAGAY3ID

AfredzSy i YA adr 1S GKFd L aSS Aa &S50l &zkS RKREBEf B
discussed ior created a plan aroundtutwhat they want from the board, so the board is left to figure
AlG 2dzi 2y GKSANI 26y ® LGQA Idide bdcdused Bwizbeing igfthe YS
water, but no one ever takes the time to teach me to do it.
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¢ KIFGQa vy 2 oardirBembBekd@ve to Kderid all their &e time
directly asking for financial contributio®s | S NB Q & of thingd K 2 NJI
that a board member okey volunteer can do to assist your

organization in maintaining deep, connected relationships with donors,
and they do nokeverhave to ask someone else for a financial
contribution:

1 Make phone calls to donors to thank them for theacentcontribution.

Invite donors, volunteers, community members, family, friends, colleagues, and others to your
SPSyiaz AyOftdzZRAYy3I (GKS a3Sd G2 (y2¢ dzaé¢ GelL

T ¢F1S I OdzNNByid 2N F2N¥SNJ R2y2NJ (2 O2FFSS i
practical to take every donor ouset a minimum donation go#br this type ofactivity.

Make an introduction to the community affairs person at theworkplace.

1 Give a heartfeit but shortt speech at their church or civic group to invite interest in your
organization.

In fact, the first itemm makethank youphone calls to dononsis not just a nice gesture, bubelieve

it should be a required part of eeboard 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 th
02FNR Oly 4SS K2g A0Qa R2ySu0d® wSYAYR {(@E&&oni 2
thatlaterd ¢ KS@& YAIKG 0SS ySNW2dza | 0 2184inh arfd lewdrding. ¥ A N& |
52y2NA NS Ffglea LXSIaSR G2 06S aiay3at SR 2dzi
with sweaty palms dial their first calhawe a lovely short conversation with a passionate donlen

turn around and ask for more names because they enjoyed it so much!

This is only al®rt list ofthe many ways board members can activedyticipate infund development
activities Whatever rolethey play,staff and board mudbe clear and specifi@bout expectations.
Then staff assisty providingdata so that board members can hold themselves accountable.
Discussion athese metricanay causeayreat strides in youkeeping donors connected amshgaged.
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= Story#3Meé 02 NR 62y Q0 KSft LI gA0K

This is one of the comments | hear the most oftelQ @S 6 SO2YS |
skeptic about this statement because when | enter the picture and begin to

who are waiting for some directioand specific tasks gbey can do their
volunteer work better.

TheFull Shelf Food Bank invited me to do three board sessiothsex hours

eachwith an outcome ofmore deeply conneatgthe board and some of the
staff with their fund development efforts. The staff assured me that there

would be lots of push back and tmt have too high of expectatiorsf the board

L RAR Y@ AGLINBLX ¢2N] ¢6A0GK GKS 062FNR OKIANE ¢2R
He offered to be my partner in whatever way | needed. He agreed to move things aldahg sessions/hen
there were exercises that required board discussion and he would help to keep people accountable to b
time and show up.

2KSYy L alSR ¢2RR | 02dzi ¢KI(G0 KS (GK2dzZaKG GKS NB
developmentaR Fdzy R NI A&dAy3d | OGAQDGAGASS

dza R2y Q0O (1y2¢ K2g¢g (2 2N gl yld 02
2T O2yOSNEBIFGA2Yy & dE

L LI} dzASR I yR &l ndlRa hedithn2yR\What if therelzyaRaBndtdi be involved in keeping
R2y 2 NH& ozyyééuéﬁ G2 Cdzff {KStF¥ gAGK2dzi KI @Ay 3
G22dzf R @2dz O2YAARSNI YI {Ay3 LK2yS Odortribuiionfiozhe kuyl @ A

Shelf Food Bank to help out at your annual Thanksgiving box packing dasis&d .

¢t2RRQa SeéSa Al dzld | S y 2 RRGReeddynides lcontRotitiordy GBI L
YdzOK o0 SGGSNHE

gA0K 2dzNJ

So | tok it ore step furtherandaskel 4 ¢ 2 RRX RAR @2dz {y2¢ GKI{G GKS

SOSNE R2Y2NJ gK2 O2yiGNARO6dziSa FTAYyLFIYyOALtte G2 cCdz
of those donors actually receivedoarsonalthank youphone call their next contributiomaybe higher?

Now ToddvasNB I f t 8 SEOAGSR | o62dzli GKS LRaaroAftAidArASaos

SIOK 0602 NR YSSiAy3a G2 KIFI@GS GKS 02FNR Yldnbedan2tvS
help with fundraising and assist the staffintverk2 ¥ R2y 2 NJ Odzf GA Gl G A2y ®¢

¢t2RRQ& NBalLRyasS ¢l azr af SGQa &0l NithydiK 21a6t LIKRB/1SE €

gKe& 6SONB YI1Ay3a (KSSEBIOALSRI YR KSoEIl I @KE& QiYidé o
Sure enough, @ made twodonor thankyou callsat eachof the three fundraising sessiont
break time everyone gain their cell phonesSome people left voiceail messagesand
othersgot a real person on the line. The energy in the room was totally diffexach time we

made thosecalls.Now, at the Full Shelf board meetings each motitie, 14 board members
make two thankyou cals, which is a whopping 28 donor thatylou calls madeni 10 minutes

This activitygenerated more contributions anahore engaged donors. More board members are inviting
people to Full Shelf eventandsome of the boaranembershave even offered to meet individually with key
donors to engage them more deeply it Q& 6 S S yarolind iin #hél bodrd etigdmiédyient.

work with the board what | often see are passionate, committed professionals

K 2
REYIOY $yRBAGK|
Gt

FTd

(@]]
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Successful individual donor campaigns have a vidfined goal,
with a specific timeline, creahga sense of urgency.

Set Goalg and Tell People About Them

All organizations havgpecific financial goals for whttey 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
thousandsoR2f f F NE FNRY AYRAQDGARdzZ f R?2
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%. lknow & 2 dzQR f A | Sproblén. But itdsS probkem hadg to recruit 75% of their
donations from new sources each year is tinwsuming andostly.

How do yowkeep yourcurrent donorsconnected so thekeep contributing?

LdQa A Yleiddudsupgoiierskn@w your goafor the year at the beginning of the year. Then
keep that goal visible in a variety of ways: your website, your newsletter, email updates talspec
IANR dzLJa 2 F éoheybre néetnhsistafEmedingg§ civimeetings the board meeting,
everywhere Wherever you can share the goal and timeline, shane fitin, engaging ways

It can behelpful to breakdown the gal into smaller mirtampaigndo keep the sense of urgency. If

you need to raise $250,000 from individuals this yearydsr-end, be cler how much you must raise

by June 30Then keep that message visitfler the full six monthsBe clear aboup K I 1 & 2 dzZQR |
be doing more of or where there are some budget issues, but share those exahmplegh stories
aboutthe real people you serve.

l' YR R2y QG g1 A0 dzyd A fcal yedt ® rushoyt Bnd telljddrotsaliyBuMave ot & 2 c
met your goal. Let your stakeholddtaow throughout the year howhings are goingTell themwhat
@2dz R2y Qi KIhESis Byalydaeinky. ézii > kedialkidgrodDabout money and not the
people whose lives you are changing, donors tune out.

Li Q& whataldiffeyeBce giving specific dollar amounts will make, especially when combined
with the stories of real peple.

And key to all of this is keep your messaglesir and concise. For emailymecommendation is 250
g2NRa 2N £tSaad L RARYy QU 2dzad YIF1S GKIFGO ydzyoS!
campaign fomany d their email fundraising aapaigns. The campaign raised more than $700 million
and is a good indication that shorter is better.
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Nine Steps t@ Successful Fundraising Campaign

= Story #4 We Need Money NOW

In April 2008 a great organizatipReady Set Go, working provide
SYLX 28 YSy(d UGN AYAYy3I T2 NourdShensklves
in an economic crisi Their cash reserve had been dissolved while
waiting for some grants to get approved/henthe grants were

declined, there simply was nenough moneyf 2 NJ Y2 N5 G K |
payroll.

At a fundraising meeting with key leadership and staff | asked the
question: If we need money that badlyhy are we not asking? As it
turned out, Ready Set Go had nedemne a spring appeahor do they reach out via eail to invite
their supporters to make a financial contribution other than in December at-gadt Their

g K

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, onetinail letter, a phone banland a followup

email message to report on how the campaign had done. This communication was spread out over

% months from the end of April to mitline.

The good news is Ready Set Go has more #4@80 supporters in thenlatabase. 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:
1 Short, 256word or leseemailmessages that would include a short story about a real client.

1 We provided specific examples of how a contribution would make a difference.
1 The communicatiomnvassent out every other week.
1 Each message had more than one link to Contribute NOW onwledisite.

The first email message generated a few hundred dollars foampeople.
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, thelirect mail message droppeahd money was flowing in. Small amounts and not s
small amountsln week seveithe phone bank was conductethe totals reached nearly $80,0@0
double the original goalCash flow was no longer an issue.

Thelastreport | reardwasthat the organization reacheshore than$100,000 in contributions and

nearly 75% ofthatvad oy Sgé¢ Y2y Seéod ¢KS LXFy Aa (2 ySOSNI

contributions in the fall but to always have a sgyappeal that ist Y dzthénkelé which means using

Ydzf GALIX S F2N¥a 2F O2YYdzyAOFdGAz2zy (2 YI 1 SANDdzZNB
the organization is making strides in keeping their goals about what their vision is for the future front

and center in theicommunication.
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Nine Steps t@ Successful Fundraising Campaign

Successfuindividual donorcampaigrs create anemotional
connectiong making it personal for people to participate.

Make Me Care

This is where storytelling comes into play. And by storytellinggan

using real life examples of thepact and value of your worky our

goal is tocausethe person listening or reading to feel something. And

that feeling may translate to having them care enough about what you

FNE R2Ay3 (KIFIG GKS&@ NBFEAT S (KSa@

doingnothing.You canlsarepages of statistics about thacrease in
homelessessdue to the economy Offou can telshare a short examplabout Marcus, &2 yearold
manwhod 2 i GR2 6y aAl SRE T NBwIks EshaZaskidr 4t Super/@nrite ca® 2 V3
pay rent any longeand has nowhereto livd 2 YSUAYS&a KS dzaSa | K2YSt S
he sleein his carHe uses the sink at work to keep hitné ¥ Of Sy X o6dzi AGQa |
ashameadabout his current circumstancesd barely looks people in the ey work each dayThen
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 thatmake 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 sidsre you provide care. Make sure though
that the board members know in advance of joinyaur boardthat they will be called on in a
rotation of all board members throughout the year to share a real story.

LQY YFIT SR I Ry YehywensienNds thebitributidnjpage of their website.
A photo and short example of a how life is different $omeone in your communitipecause of your
work WILLgeneratea deeper connection and may generate a larger gift.

Newsletters, at special evesitat donor stewardship meetings, at volunteer recruitment gatherings,
the list goes on.

t S2LX S INB f221Ay3 (2 aFSSté az2YSiKdeyhamtdfgeR & 2
something wheever you are in contact with them. Remember, yboard, volunteers and donors
do not regularly come into contact with real life examples of the children, men and women you serve
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