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Capital campaigns - intensive campaign to raise funds against a specified goal (usually an effort to finance a major need, eg. facility) within a specific time frame for a stated purpose, generally to add to the assets of the non-profit corporation.

Fun to run because:

(1) Goals are clear cut & usually tangible.

(2) Have beginning, middle & end.

(3) Most significant work can be accomplished before the event goes public.

(4) Result enriches & stabilises the organisation & makes it more capable of performing its good work.

Organisations should consider capital campaigns at least once every 10 years (milestones, anniversary, retirement, etc.)

PRE-PUBLIC PHASE

· Can we make a compelling case for needing the money?

· Do we have a constituency that can give it?

ORGANISING FOR SUCCESS

(1) Draft preliminary campaign budget.

(staff, printing, travel, accommodation, entertainment, telephone, copying, postage, etc.)

(2) Solicit Board of Directors.

· Board of Directors should contribute at least 20% of your overall fund raising goal.

· Most capital campaigns are 3-4 yrs in duration.

· The Board drives the campaign.

(3) Select a Campaign Chairman.

· Campaign Chairman VITAL!

· Provides necessary voluntary leadership.

· Try to avoid having the Board Chair your Campaign Chair.  Goes the same for the Executive Director.

· Role of Campaign Chair: Must oversee all aspects of campaign.  (Motivates/directs Board and other volunteers).

(4) Establish Campaign Coordinating Committee.

Membership will include: Campaign Chair, Chair of Board, Executive Director, Staff assistant, Development Counsel.

(5) Designate Fund Raising Committees & Chairmen.

Some ideas...


Board of Directors


Past Board Members Committee


*Top Donor Prospects Committee - essential


Users Committee


Employees Committee


Past Users Committee


Those connected to Users Committee


Foundation Support Committee


Corporation Support Committee


Civic Group Committee


Special Wants Committee.

(6) Set Amounts Committees Must Raise.

25% of overall goal should come from the top prospects beyond the 

Board.

(7) Identifying Naming Opportunities.

Top donors can name either for themselves or deceased various fundraising objectives.

e.g.
Name of Building


Names for individual floors.


Names for individual rooms/suites of rooms.


Lobby plaque with contributor names.

(8) Identify Top Donor Prospects.

· Is this person a top donor prospect?

· Has he-she given to the organisation before?

· If so, in what amounts?

· If he/she is Top Donor, what size donation could he/she give?

· What size should we ask for?

· Who is the best person to make the solicitation call?

(Solicitor need not be on committee).

(9) Craft your approach.

Treat each donor as unique - carefully tailor approach.

(10) Provide Solicitator Training.

(11) Draft Campaign Development Documents.

(12) Undertake Solicitation Meetings.

THE ASSESSMENT PROCESS.

At least 25% of goal should be pledged or in hand at the public announcement of capital campaign.

Money comes from 2 sources:
(1)
The Board

(2) Top prospects.

Success determinants:

(a) How many top prospects are there?

(b) How many have been solicited?

(c) How many pledges have been made to campaign?

(d) Are these pledges at the level of expectation or less?

(e) Do we have a realistic view of smaller donors?

*If we decide to Reduce Goal, don't make public announcement you are doing 

  so.

*If you decide not to hold a campaign:

· Send letters to those stating Board identified capital campaign unrealistic.  Say thank you & hope person will give pledge to overall organisation.

· Board evaluates fund raising problem.

The Public Phase

First Year

· Develop campaign documents.

· Develop, print, and post first direct mail piece 

· Very important piece, which should include cover letter from the chairman; campaign prospectus, pledge card, return envelope.

· Make public announcement of the campaign.

· Establish personal contact with donor prospects (best way to do this is face-to-face)

· Develop, print, and post second direct mail piece.

· Highlight the amount of money already given

· The strenuous work that has already been done

· Forthcoming special events, etc.

· If person already gave --- thank you letter

· Develop, print and post third direct mail piece

· Current state of campaign

· Informative newsletter

· Pledge card (unmentioned in letter text)

· Undertake year-end review of progress.

· By the end of the first year, you should have raised at least 50% of your goal

Some other things…

· Pledge cards … Make sure all the information that you need is on the card.
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