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* Events are useful for frlendralsmg and visibility but are not your
most effective way to raise dollars.
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® Use events to cultivate and steward those who give you their
time and money.




* Highlighting corporate partners.
P ®*Know your focus so you can target your efforts.
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* We w Inty, at least 25% from the
Grosse Pointe and Grc areas.

* We expect approximate 60% to be active in local businesses
including the auto and banking industries.




* Allows early donors to feel special
® ® Gives you names to use when soliciting other sponsors.



Justry may want

sole access.

* This is where knowing our audience is vital. If a business wants
® sole access, charge a premium for that access.







heaper for them to
give you thei and ensures they have

visibility.
* In the case of services, it can get them customers to sample their
/> business.
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3 in can put your
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* Be aware of other organizations’ events and avoid stepping on
their toes, from both a time and theme perspective.
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providing oroblematic, they

just may not be the rig atch for your organization.

~ ®If you have trouble with a vendor, pass that along to appropriate
/o authorities so others do not have the same problems you did.




selling

® Gifts of products - pport auctions and raffles

within your event.
/' Check references.






The Service you do for others is the rent you pay for your room

here on Earth.

t work you do.

You tru




Are You Ready for
a Cap]tal Scott S. Trudell, MSM

Experienced Non-profit

C a m p a'i g n ? Campaign Executive

Scott.S.Trudell@icloud.com

April 27, 2022




» 25+ years of experience in the southeast Michigan non-
profit sector

» Specializing in strategic management, organization, and
implementation of fundraising campaigns

» Worked at many outstanding non-profits including:
B-i Og r a p hy The Detroit Zoological Society

Henry Ford Health System
Children’s Hospital of Michigan Foundation

>
>
>
» Oakwood Health Foundation

» Walsh College

» Voracious reader, outdoorsman, and sci-fiction geek




What is a Capital Campaign?

Significant Fundraising Effort for Organizational Needs

» "Bricks & Mortar” / Buildings / Equipment

e Endowment / Scholarships

e Programs / Research / Outreach

o Staff Support - Continuing Education / Training / Salaries

e Characteristics

e Major & Transformational Gifts
 Pledges over a set period of time
« Specific Timeline

e Involves “Human Capital”




Infrastructure Needs

an s

ETHICAL DONOR SOFTWARE HISTORY OF GIFT ACCEPTANCE STAFF SUPPORT
STANDARDS DONATIONS & RECOGNITION
POLICIES




Il Case for Support - The Appeal

) AClear Established Goal

= Prospective Donors

The Pre-
Campaign
Planning

y




What is a Feasibility Study?

The
Feasibility
Study

y

Internal Staff vs Outside Counsel
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Study Interviews

Confidential
Straight forward
In-depth

Who do you involve?

Organization Leadership
Program Staff

Governing Board Members
Current Major Gift Donors
Prospective Donors

Campaign Leadership Prospects



The Questions

e Is this well defined? Reflect the mission and objectives?
Does it have strong appeal? Is it understandable?

Case for Support

A Clear Established
Goal

e |s this realistic?

 The Gift Chart
« 4 prospects for EVERY gift

Prospective Donors

Effective Leadership | Campaign structure, leadership prospects, Askers /
Potential Advocates / Ambassadors




The Right Timing

 Are there conflicting campaigns? What impact on the
institution as a whole? Enough time?

Public Relations and Communications Plan

» What activities do you need? Are there external /
internal issues that may harm the campaign?

Campaign Management
» Enough volunteers? Development staff?

A Prescribed Budget

More
Questions

e How much will it cost? Will management / board
approve funding? What is the ROI?



The Campaign Gift Chart

Major Giving Expected % of
Gift Range # of Prospects  Average Gift Amount Expected # of Donors Expected S from Level Total from Level

$1-3M 3 S 1,000,000 1 S 1,000,000 24%
$500k-$999k 3 S 500,000 2 1,000,000 24%
$250- $499k 4 S 250,000 2 500,000 12%
$100-5249k 16 S 100,000 8 800,000 19%

S

S

S

$50-$99K 36 50,000 10 500,000 12%
$25-549k 39 30,000 10 300,000 7%
$10-$24k 15 15,000 9 135,000 3%

REQUIRED MAJOR GIVING $ 4,140,000
EXPECTED MAJOR GIVING $ 4,235,000




So....Are You Ready?

A well-developed case
that aligns with the An involved and
organization’'s mission committed board
and business plan.

The support from the
chief executive officer
and organizational
leadership

An informed
constituency with a
history of support

An adequate budget for Qualified staff and Infrastructure to Adherence to a timeline

the campaign campaign structure support campaign

And finally....
Contagious enthusiasm
about your campaign’s

goals and objectives
throughout the
organization

A sound plan for public
relations &
communication

Conclusion of a
feasibility study




Further Reading

"9 cops - » Hank Rosso’s Achieving
A Hunk Rossors | . Excellence in Fund
Raising, second ed.
Henry A. Rosso and
Associates - Jossey-Bass
Publishing (Specifically
Chapter 11)

» Leading Change, John P.
Kotter - Harvard Business
Review Press

‘ !
ACHIEVING

EXCELLENCE i»

'FUND RAISING




Scott S. Trudell, MSM
Scott.S.Trudell@icloud.com

. Please feel free to contact me with any
Questions? questions.

Follow me on LinkediIn.
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