
This is the best way to ensure alignment between the campaign and the organization’s vision for the future. A
current (and better yet, new) strategic plan can be leveraged to build excitement in the future of the organization.
What’s more, the inclusive effort that goes into creating the plan builds a sense of community and connection that
can carry forward into successful fundraising. Ideally, the strategic objectives and goals you’ve established in the
plan will translate fairly directly into the funding priorities for your campaign. Don’t have a strategic plan? Don’t
worry. Although completing a new planning effort now could involve a rigorous 8-12-month process, there are
accelerated approaches that can work too. These can be as simple as a few planning sessions to take a fresh look at
your situation and identify or confirm your most important objectives for the next three years. You can make this an
in-house effort or engage outside counsel to help. No matter which path you choose, establishing a clear direction
for the organization now will bring clarity to the campaign work to follow.

Establishing a campaign goal, even a goal to test with top prospects, is never easy. And it’s especially challenging to
set a goal high enough to spark excitement yet within reasonable reach. (Falling short of a campaign goal is not an
option!) A quick analysis of your donor pool’s giving history is a good place to start. So is screening your database
through a trusted tool such as DonorSearch or iWave unless you’ve done so quite recently. These tools not only
provide a first step to understanding the capacity of your prospect pool, but also factor in far more telling
indicators, such as philanthropic behavior and affinity. To keep costs down, only screen those individuals who’ve
given in the last three years; severely lapsed donors are unlikely to support your campaign effort. We also
recommend prospect modeling to determine which current donors are underperforming at their current annual
giving level, making them campaign prospects you may not have considered. 

As noted in #1, your strategic goals and objectives provide an ideal starting point for your campaign funding goals,
although some careful consideration is required here. You may find that some of your organization’s objectives don’t
require significant donor investment (e.g., a curriculum overhaul or similar project mainly requiring existing staff
time). Conversely, some needs may be costly but unlikely to inspire donors (e.g., deferred maintenance and HVAC).
Funding priorities can fall under capital projects, endowment, programming/mission-related activities and even
annual giving if you decide the campaign will be comprehensive. It’s important to note that your organization may
not have the ability (capacity, prospects, etc.) to fund all priorities, now or even in the near future, so it’s important to
be realistic and to prioritize.

At S&W, we like to refer to the typical “feasibility study” as a “campaign planning study” because in reality, it’s not a
matter of if you can execute your desired campaign, it’s a matter of when, how and how much. It’s important, no
matter how small your campaign, to use outside counsel to facilitate the study as a matter of due diligence and to
ensure participants (your top prospects and stakeholders) can express their feelings about the campaign and their
potential role in it as openly as possible. A rigorous planning study will have two essential components: an internal
readiness audit and an external feasibility study, in which participants will be interviewed by experienced campaign
consultants and development professionals. It’s important to remember a planning study is a form of research
designed to yield useful insights—but that’s not all it is. By inviting your top prospects to weigh in at this early stage,
the study serves an important role in donor cultivation, making them feel part of the campaign before it even
begins.

With a greenlight from the campaign planning study to move forward, it’s time to identify actionable steps for the
campaign effort, month by month, from quiet phase, through launch, to the final celebration. Tasks will range from
establishing the campaign committee and developing a schedule of campaign committee meetings, to conducting
in-depth research on top campaign prospects and developing a custom cultivation/solicitation strategy for each.
You will also need to identify naming and/or other recognition opportunities. We all know that schedules are made
to be broken and plans to be revised. But if you map your path well to begin with, those revisions can be more
rational and less stressful.

As a first step in your campaign work plan, you’ll want to establish your campaign committee. This should consist of
staff and volunteer leaders who are willing to engage, cultivate, solicit, and thank campaign prospects, as well as a
few high-profile individuals connected to the organization who agree to lend their name in order to elevate the
campaign. The key to ensuring that committee members live up to your expectations is to make those expectations
crystal clear at the outset. It’s better to scare off a potential member that to recruit one who’s not solidly committed. 

Identify campaign committee 
members willing to do the work

Fundraise with a focus on early success 
you can leverage to secure future support

There’s an old maxim that “well begun is half done,” and when it comes to fundraising campaigns, it could not be
more true. By putting in the careful work to achieve early successes, you will put your campaign well on course to
meet your goal. During the silent phase, your focus is on securing the lead gift(s), ensuring 100% campaign
participation by the board, establishing a match or challenge, cultivating other top prospects, and identifying, then
engaging your major and mid-level gift prospects for solicitation in the next phases. Yes, this is a lot of work, but it’s
also likely to bring in half or more of all the gifts you will secure!

Create a work plan 
to keep the campaign on track

Conduct a campaign planning study 
as a first step in engaging top prospects

Determine resources needed to execute
the campaign and how to address gaps

Infrastructure to support the campaign is as essential to success as having a solid case for support, committed
leadership, and a cultivated constituency. Resource needs may include anything from an adequate number of major
gift officers to engage your campaign prospect pool, to a robust database and reporting capabilities to monitor
progress against milestones. Just as it requires careful judgement to set the right campaign goal, it takes careful
planning to determine the staffing, systems, and budget you will need. 

Take a deep dive into your prospect pool for a
preliminary understanding of capacity

Ensure leaders are committed 
to supporting the campaign

Leadership is an absolutely essential element of campaign success. The full board must take full ownership of the
campaign (with the support of staff leadership, particularly in development, marketing/communications and
finance). Board commitment must come in two forms: financial support and time. Both are so important, that we’ve
seen major funders and donors refuse to support campaigns until the organizations’ boards demonstrate full
commitment in these ways. If you don’t see the level of commitment you would like to, your choices are to work
quickly to build that commitment or postpone the campaign.

Start with 
your strategic plan

Establish funding priorities 
that are exciting and realistic

Identify the elements 
for the case for support

The case for support is the first element of campaign success. Along with articulating your vision in compelling
terms, it needs to present the plans you intend to fund and explicitly state the importance, benefits, and impact of
each in a way that will motivate prospects to invest. You don’t necessarily need your case statement written as you
start your planning, but you should think through the ingredients that will be required when the time to write
arrives. 

Whether your organization is considering its first
significant capital campaign or the next in a long line, a
comprehensive campaign or one focused on endowment,
it is important to lay a solid foundation to ensure success.
That, of course, is defined as achieving (or surpassing!) a
significant campaign goal. It also means using the
campaign to elevate your development program to a new
level for the long term.

Here are our top recommendations for laying that
foundation to set your organization up for campaign
success:

Schultz & Williams presents

TIPS & TRICKS
for preparing for your next campaign
KEY STEPS TO GET FROM 
BRIGHT IDEA TO BIG LAUNCH

http://www.schultzwilliams.com/
https://www.facebook.com/schultzwilliams
https://twitter.com/schultzwilliams
https://www.linkedin.com/company/9402651

