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3oy Learning Objectives

AFocus on making the donor os
transformational instead of transactional

A Review the fundraising programs that support the
annual fundraising needs of your organization

A Discuss how to integrate your annual efforts to
upgrade donors and support your overall
development plan

A Discuss effective approaches and best practices

Making the Most of Your Annual Giving Program



3N Session Overview

|.  Transformative vs. Transactional

. The Comprehensive Annual Giving Program
lll. Creating a Plan

V. Executing Your Program

V. Saying Thanks

VI. Evaluating Your Program

Making the Most of Your Annual Giving Program



Transformative vs. Transactional Gifts

Philanthropy is transformational 7 for both the donor and for the
organization it benefits. It is a relationship.

Membership is about creating a community, but runs the risk of
being transactional when i1t focus

Making the Most of Your Annual Giving Program



o] Benefits of Membership

Can include:
A Free admission
A Discounts (parking, café, special events, performances)

A Preferred treatment (exhibit openings, ticket purchase,
reciprocal admission, member events, annual meetings)

A Newsletter/web/social media
A Sense of ownership and belonging

A Connection to cause

Making the Most of Your Annual Giving Program



P eey | Ne Potential for Transformation

Minimize the transactional and move your donors to a higher level
of connection and support whil e wu
relationship.

Users A Members
Members A Donors

Donors A Users

Making the Most of Your Annual Giving Program



o] Engagement and Support

APoint of Entry: Involve front
points of sale or tie to programs and events as acquisition
method.

Users A Members

A Ongoing Relationship: Use an integrated Annual Giving
program to maximize the transformative aspects of your
fundraising.

Members A Donors

A Deepen your relationship: engage with donors through
program and events

DonorsA Users

Making the Most of Your Annual Giving Program
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8] Membership and Annual Giving

A Builds and develops a donor base

A An integrated program allows you to:

Share your vision T What you do

Promote your programsi How i t 0 s
Increase community profile T Build trust
Offer opportunity to supporti Partnership
Provide benefits to supporters as
membership benefits that keep them
engaged and build their affinity

done

abhowphE

A One key component in a balanced
fundraising model
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ey Overall Fundraising Program

I Investments
Tlnvolvement

A Annual giving .
can initiate a gf
life-long o°$'§
relationship 3

: S
A Builds and $
N
develops a I T et
donor base S
Q

A ldentifies major & Annual Gifts T information

and p|anned g|ft 05' (membership, direct mail, online

(&) giving, special events, cause- Identification
prospects 3 related marketing, other
S individual and philanthropic
Q giving)

Source: James Greenfield, Fund Raising: Evaluating and Managing the Fund Development Process
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z3oy] An Annual Giving Program

A Not just a combination of
fundraising appeals and events

A Membership is part of the
Annual Gi ving nCe

A Strategic, intentional, planned
approach of individuals,
corporations and foundations

A Based on well-defined goals

A Regularly evaluated against
these goals
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Sy Discussion

Challenges:

How would you like to
Improve your membership
program?

Best practices:

How does your organization
currently use membership to
advance its annual giving
program?

Making the Most of Your Annual Giving Program
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3oy Annual Giving Plan

A Outlines strategy, goals, budget
and timeline

A Integrates individual components of the
annual giving program

A Forecasts annual giving revenue

A Helps to use resources effectively and
Increase efficiency - P

A Requires coordination among staff,
executive director, board members

A Requires careful thought and preparation

A Revised and evaluated every year
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Strategic Plan Less

Specific

e
Strategic
Fundraising
Plan

\

/ Specific

Most

Annual
Giving

\ Plan
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3oy Creating Your Plan

1.
2.
3.

Case and Priorities
Evaluation and Goals

Constituencies and
methods

Timeline
Budget

Staff and Volunteers

Making the Most of Your Annual Giving Program
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s3] 1. Case and Priorities

A Clearly explains:
'|'

A Demonstrates measurable .
outcomes as community 5
benefits

Why funds are needed i why
are you asking people to join?
How contributions are used
How funds make a difference
In the community

£ W

L%l

EXHIBIT 3-2

ESSENTIAL FEATURES OF A CASE

s Eimenernesnennsnassnsnm

wnETETERaE

. The case must reflect the mission of the nonprofit organization.
. The case must demonstrate fulfillment of a charitable purpose.
. The case must reflect the validity, relevance, and public benefits to be gained

from the programs and services being offered.

. The case must enunciate the goals, objectives, and long-range plans of the

organization. _

. The case must be measured against the competence of the organization to pro-

vide these services.

. The case must demonstrate the organization's competent leadership and sound

financial management.

. The case should advance arguments in favor of monetary support for its cause

with truthfulness and confidence.

The case should demonstrate how the gift support received will be used and to
whom these benefits that make a difference will be provided.

The case should explain the community benefits to be gained by successful com-
pletion of this work or a solution to this problem.

The case should explain the benefits gained by all who join in to provide support
to this effort—volunteers and donors alike.

lllustrates the services
provided
Quantifies the human impact

A Includes all programs

A Creates consistent messaging

Source: James M. Greenfield T Fundraising Fundamentals
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4oy 2. Evaluation and Goals

AEvaluate | ast yearAe narfar mgnq

- ."‘\‘
. U/
I By constituency 1)
. /[ )}“ . - A‘\?‘f—'«gr\.‘h
I By method M:""‘ o

I Overall progress against goals

A Use results to inform decisions

T What to add
T What to remove
I What to adjust

A Goals should be specific, realistic -
and aligned with strategic plan

A Based on need and potential

AReview past five yearso6 result
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3y 3. Constituencies and Methods

A Identify your constituents

A Offer more than one opportunity to
support your organization

A Leave no money on the table

A Pair each constituency with appropriate
solicitation methods

A Create integrated plans by constituency

1. Individuals
2. Corporations
3. Foundations

Making the Most of Your Annual Giving Program



s3] 4. Create a Timeline

A Create a 12-month action plan
A Include all development activities
A Include important org. dates

A Provides ongoing, consistent
opportunities for donors to give
throughout the year

A Helps use resources efficiently

A Allows you to anticipate
workload and income

Making the Most of Your Annual Giving Program 20




3oy 4. Annual Giving Timeline

A Plan your time and resources well
A Revisit throughout the year

A Organize in segments

I Over time
I Fundraising method
I Donor type

Board Activities Quarterly Review/Board Meeting

November

December
Quarterly Review/Board Meeting

Direct Mail Renewal Mailing #3 Acquisition Mailing #2 Renewal Mailing #4
[2] Cnline Giving E-mail Appeal Holiday E-mail
3 Special Events (ala Dinner/Recognition Event
E Continue
T Training and assignment solicitations and ~ Finalize solicitafions and reports
=] Personal SolicitationsRecruit volunteer teams Begin solicitation reporimeefing  Celebrate

Making the Most of Your Annual Giving Program




z3eey] 5. Budget

A A detailed projection of
anticipated
Investments and
revenue

Solicitation Activity

REASONABLE COST GUIDELINES
QRS Ol Gl TATLO N

iRk Mdes : s
2 7 R o3 o e R oefnen it R i e '.
e de R

Reasonable Cost Guidelines

Based on previous
three-to-five years

Budget by individual
method of fundraising

events

Donor clubs and support group
organizations

Growth requires
Investment

Corporations

Foundations

Involve responsible
staff, executive leaders
and board

Direct mail (acquisition)

Direct mail (renewal)
Membership associations
Activities, benefits, and special

Volunteer-led personal solicitation

Special projects
Capital campaigns

Planned giving

$1.25 to $1.50 per $1.00 raised
$0.20 to $0.25 per $1.00 raised
$0.20 to $0.30 per $1.00 raised

$0.50 per $1.00 raised
(gross revenue and direct costs only)*

$0.20 to $0.30 per $1.00 raised

$0.10 to $0.20 per $1.00 raised
$0.20 per $1.00 raised
$0.20 per $1.00 raised
$0.10 to $0.20 per $1.00 raised
$0.10 to $0.20 per $1.00 raised

$0.20 to $0.30 per $1.00 raised

Source: James M. Greenfield i Fundraising Fundamentals
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3] Executing Your Plan

A Follow the plan

A Be flexible and make /
adjustments
EXECUTE
A Report progress -
A Specific responsibilities and \ /

accountability

A Requests as personal as possible for
specific amounts

Making the Most of Your Annual Giving Program



3oy Annual Giving Objectives

Acquire

/Adds donors to\

your existing
donor base or re-
acquire lapsed
donors

More expensive
than renewal or

¥ Renew [ J Upgrade

/Secure a gift\

from an
existing donor

Helps to
stabilize your

\ upgrading /

\ donor base /

Making the Most of Your Annual Giving Program

/Increase a gift\
from an
existing donor

Helps to move
donors
through the

donor lifecycle
4 =




Integrate

HOW

ADirect Malil
AePhilanthropy
APersonal Solicitation

WHO

A Individuals
A Corporations
A Foundations

WHAT

A Acquire
A Renew

A Special Events
A Upgrade

AFood and Funds Drives
ACorporate Engagement
AGrants

Acquire, renew, Create approaches Integrate various

and upgrade for each of the three annual giving vehicles

each group groups/ to make the most o_f
constituencies your donor strategies
of annual donors for each group

Making the Most of Your Annual Giving Program



Individuals

A Acquire new donors through

various channels Individual Giving
Methods

A Ensure best donors move up Direct Mall
pyramid to major/planned gifts Online giving

Personal Solicitation

A Ask individual donors more than
once and in more than one way Special Events

. Special Drives
A Integrate key annual giving :

vehicles to support one another Membership

A Incorporate a broader message to
create the ADonor Experienceo

Making the Most of Your Annual Giving Program



3oy Corporations

A Bundle requests whenever
possible and individualize benefits "

A ldentify engagement points of each
corporate partner

I Benefits: Event space, free passes, public
recognition at special events 1 what are |
your assets?

I Tailor benefits to partner

A Establish a plan for increasing
engagement points

Making the Most of Your Annual Giving Program



s3] Foundations

A ngelop persona_l relationships (\ W@'

with key foundation partners ; }\
M1/ 1y

A Establish annual goals for the :4 %\\ |-/’?‘f"\"ﬂ“ 18
number of proposals submitted '_—jl i —
and funds secured ﬁ”’ /@ﬂ \ /“ ,

A !Develop a plan tq strategically T S \ uj‘i—?
Increase foundation request

"The foundation typically doesn't resort to
levels rock-paper-scissors for grant awards."

A Regularly research new
foundations and corporations to
cultivate and solicit
contributions

Making the Most of Your Annual Giving Program



ey DIScussion

What are some ways that you create Points
of Entry at your organization?

For Individuals?
For Corporations?

For Foundations?

Making the Most of Your Annual Giving Program
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ey Donor Stewardship

A Stewardship is a critical cycle

I After acquisition

I Torenew

I To Upgrade

Current donors are your best

prospects

Emphasize membership

benefits and what you already

doidonot

create

Say thanks, provide
recognition, keep donors

informed

Making the Most of Your Annual Giving Program
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1.

—
L

SO ®N AV EWNG

=

COMMUNICATIONS OPPORTUNITIES

Timing

Acquisition solicitation
(First gift received)
Thank-you letter
Bimonthly activity report
Newsletter

Posted data on Web page
Invitation to public event
Special report

Basic information brochure
Reports/updates by e-mail
Extra appeal/special campaign

. Invitation to benefit event

Invitation to annual meeting
Annual report
Annual gift renewal solicitation

Total:

1 per year
(within 1-6 weeks)

Within 48 hours

6 per year

3—4 per year

(open info to all)

1~2 per year

1-2 per year

1 per year (within 30 days after gift)
1—2 per year (minimum)

1 per year

1-2 per year

1 per year

1 per year

3—4 per year

21 to 28 mail pieces per year possible

mor e

event s!

Source: James M. Greenfield i Fundraising Fundamentals




3oy Thanking Donors

A Thank you letter for every

gift
I Timely ,Personalized, Accurate /
I Appropriate to the level of gift

ADo you send a sl com-

Kito to all new\ /
RELATIONS

donors/members?

A Are your major donors
receiving mebership
benefits?

Making the Most of Your Annual Giving Program



36 Leadership Giving Society

A Promotes giving at highest levels
by creating a connection to
mission

A AiMovesd donors up:
giving ‘

A Each higher level is provided with
additional benefits

A Confers a sense of exclusivity

A Serves as a great tactic to secure a
donation from a donor near the
next level of recognition

Making the Most of Your Annual Giving Program



cAMON] Major Gift Recognition Options

Recognition in a prominent place T inspire others!
Highest level of gift acknowledgement and insider information
Special events in their honor

Access to key leadership

Seat on board or advisory committee

Press releases or newspaper ads

o Do o P Do Do D>

Donor appreciation reports

Making the Most of Your Annual Giving Program



Do you have a membership structure that
includes and encourages membership at
higher levels?

How do you recognize members who give
$1,000+ per year?

Making the Most of Your Annual Giving Program
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e8] Evaluate Progress

A Regular evaluation is essential

I After each major effort

I Quarterly /

I Annually

A Evaluate progress

I By constituency

i By method \ /

I Entire program

A Analyze the breakdown of acquired,
renewed, and upgraded donors

A Add, remove, or adjust elements as
necessary for the coming year

Making the Most of Your Annual Giving Program



3] Evaluate by Constituency

GIFT REPORT ON SOURCES OF

SR RES
Number
Sources of Gifts of Gifts Gift Income Average Gift Size
Trustees/directors 15 $ 25,500 $ 1,700
Professional staff 21 3,025 144
Employees 65 3,675 57
New donors (acquisition) 285 8,030 28
Prior donors (renewal) 282 18,010 64
Corporations 17 8,500 500
Foundations 12 38,800 3,233
Associations/societies 6 2,850 475
Bequests received 3 31,500 10,500
Unsolicited gifts 42 2,950 70
Other gifts received 12 21,500 1,792
Grand Total 760 $164,340 $ 216

Source: James M. Greenfield i Fundraising Fundamentals
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GIFT REPORT OF SOLICITATION
ACTIVITIES WITH GIFT INCOME
MEASURED AGAINST APPROVED
BUDGET AND ACTUAL EXPENSES

EXHIBIT |-7

kB TR
Gift Approved Actual Cost per
Activities Income Budget Expenses S Raised
A. Annual Giving Programs
Direct mail (acquisition) $ 8,030 $10,500 $ 9,855 $1.23
Direct mail (renewal) 18,010 3,750 3,890 0.22
Membership dues 0 0 0 1]
Doner clubs 0 0 0 1]
Support groups 0 0 0 ]
Telephone gifts 0 0 0 0
Benefit events 2,850 1,800 1,350 0.47
Volunteer-led solicitations 3,675 500 485 0.13
Unsolicited gifts 2,950 0 0 0
Other gifts received 21,500 0 0 0
Subtotal $ 57,015 $16,550 $15,580 $0.27
B. Major Giving Programs
Corporations $ 8,500 $20,215 $18,250 $2.15
Foundations 38,800 34,525 33,555 0.86
Individuals 28,525 3,210 3,250 0.11
Special projects 0 0 0 0
Capital campaigns 0 0 0 0
Bequests received 31,500 500 550 0.02
Subtotal $107,325 $58,450 $55,605 $0.52
Grand total $164,340 $75,000 $71,185 $0.43

Making the Most of Your Annual Giving Program

36y Evaluate by Method

EXHIBIT |-6

GIFT REPORT OF SOLICITATION
ACTIVITIES AND RESULTS
(BY PROGRAM)

Number Average
Solicitation Activities of Gifts Gift Income Gift Size

A. Annual Giving Programs
Direct mail (acquisition) 285 $ 8,030 $ 28
Direct mail (renewal) 282 18,010 64
Membership dues 0 0 0
Donor clubs 0 0 0
Support groups 0 0 0
Telephone gifts 0 0 0
Benefit events 2 12,850 6,425
Volunteer-led solicitations 65 3,675 57
Unsolicited gifts 42 2,950 70
Other gifts received 16 21,500 1,344
Subtotal 692 $ 67,015 $ 97

B. Major Giving Programs

Corporations 17 $ 8,500 $ 500
Foundations 12 28,800 2,400
Individuals 36 28,525 792
Special projects 0 0 0
Capital campaigns 0 0 0
Bequests received 3 31,500 10,500
Subtotal 68 $ 97,325 $ 1,431
Grand total 760 $164,340 $ 216

Source: James M. Greenfield i Fundraising Fundamentals
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Source: James M. Greenfield i Fundraising Fundamentals
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