Go forward.







"Capital campaigns are built on vision, mission, and
dreams—all strong motivators for people to give.">

The conundrum is that, while giving begins with

emotion, it also involves thought—for the small gift,

and even more so, for the substantial gift.

Donors feel good about giving when both emotion and

logic say their gift will be used wisely for important
work. They are more likely to reach that conclusion
when we have “all our ducks in a row":

© mission and programs are well-conceived
and delivered;

© organization is well-governed, fiscally strong,
well-managed;

° long-term affordability has been objectively
determined and documented; and

© plans have been thoroughly vetted.

Campaign readiness:

We may hear campaign readiness and think,
"Are we ever ready, we have this huge and urgent
need.” More must be done to ensure campaign

A capital campaign
is one that “raises a
specific amount of
money within a
defined period to
meet the varied
asset building
needs of the
organization.”
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success. We want several areas of readiness: Go! Guide
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Institutional readiness

Our organization has a clear rationale for its
programs, a history of accomplishment, and
a good reputation.

Our volunteer and staff leaders have a visionary,
thorough, and working strategic plan.

Our planning process has thoroughly
documented the post-campaign affordability
of the project.

Our volunteer and staff leaders have
experience in fundraising and have each
made a financial contribution to the effort
in addition to their regular annual gift.

Our internal constituents are in full support
of the project and all board members have
financially contributed to the capital project,
in addition to their annual gift for operations.
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Project readiness

We have carved out a project for the campaign that is
the best option for our mission and organization at
this time and place.

We have done the in depth research and planning to
ensure that our project is defensible and compelling.

We have a business plan to show how we will accomplish
our project and sustain its regular operations.

Market readiness

We have realistically identified our donor prospects.
Our donor prospects do not include lists of
individuals and organizations of who “could” or
"should” give.

We have evidence that we have a sufficient number
of qualified donor prospects who like our vision and
project and are ready to assist.

We are aware of the other capital campaigns in the
community, the current economic environment, and
have determined the market is able to absorb our
campaign goal.

We want to enter our capital campaign prepared for
success. Our volunteer and staff leaders deserve this
much. We have a lot on the line. We have the chance
to tell our story to a larger and influential audience.
Our organization's image and reputation will be
enhanced by a successful campaign while an
unsuccessful campaign may lay doubt.

Helpful formulas
There are some helpful fundraising rules of thumb.

© 80% of gifts will come from 20% of prospects.
In recent years, the ratio seems to be approaching
90% of the total from 10% of the donors with
campaigns taking more time.

* The top ten (10) gifts will total 50% of the
campaign goal. For example, a $1,000,000
campaign will plan for lead gifts totaling $500,000:
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