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At some point you are going to have to be strategic about fundraising and develop a 
plan.

Example: church treasurer “No one asked”
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One of the most critical things you do is message your vision and mission.

It has to be clear, realistic and must differentiate what do from that of others.

It is what attracts investment.
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I believe the second most important thing you do is hold yourselves accountable and act 
with complete transparency.

Here is where your value statements work to guide you.
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Your donor base is made up of constituents; each of which need specific and timely 
information.

Ask – Who are or can be our investors and what are they going to want with regard to 
information?

Members – benefits

Local Government – annual reports with measured outcomes

Who else?
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One of your ongoing and most critical work is to foster, nurture and maintain strong 
relationships.

Can anyone tell me why? Reliability, “Move them up”

Can you give me an example of who could be nurtured to increase an investment and 
how?
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Not everyone is your investor.

You will need to build a strategic fundraising plan that is based on your identified 
constituency.

Who benefits from your work?

You will have to articulate how so that you can specifically target them.
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You do not want to be the guys that sent this letter. The plan is important.
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You are going to have for public and private investments.

The board plays a critical role in this.

Is it prepared? Is it comfortable with that role?

Private investment is critical for you as a regional organization.
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You need a plan for your annual drive: membership, investors who will make an annual 
pledge, etc.

You may need a capital campaign for special projects you want to do that exceeds your 
annual budget.

You should always keep a visible option for individuals to make a planned gift.
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Here are the tools you need before you can be effective developing funds.

Let’s talk about what you have, what you don’t have and how to use them.

Vision, Mission and Values should be posted at all meetings.

Post on Facebook, emails, newsletters, letterhead, etc.

Ask: What is a case statement and what does it look like? How do you use it?

Ask: What are benefits statements?
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Features tell; Benefits Sell.

Talk about how each constituent wants to see different benefits.

Example: 

A business vs an individual. Business wants to see benefits that improve the climate that 
adds to its bottom line or addresses things like workforce.

An individual sees the benefit of a thriving economy because it allows for the types of 
things that impact their quality of life to remain – hospitals, schools, ease of shopping, 
sewer, etc.

Talk about how you use these.
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