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Session Roadmap

Today’s Learning Objectives:

1. Define the Win e Lift ¢ Keep framework

2. ldentify ways to align your fundraising priority into a focused annual
plan for both short and long-term results.

3. Apply these principles to help fundraisers stay grounded and resilient
while adapting to the changing needs of the organization and world.

4. Laugh and have fun.
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All aspects of the fundraising pipeline, process and pyramid are
functioning at their highest capacity to ensure all projects,
programs and initiatives are properly funded and the future is
secured. Audiences are clearly defined and communication
messages and vehicles are on brand, segmented and strategically
planned to achieve desired outcomes. Communications and
marketing efforts elevate the status of the organization, support
its fundraising efforts and drive event attendance.

Page 4



) N Q.

c‘

STEWARD
ENGAGE SOLICIT
‘ ACKNOWLEDGE ‘
Invested Individual
Audiences Diorors

A

e / Em
Cammnd=war|

Or Plannmed .l'L'. i'-.'nli'nll-nl

4 Giving
f“ Pearpires= Planned G

",
. S
z/

t
“.q“_ ﬂii‘lﬂ \llllil:hl:ﬂll:lll

E nedravrmannd S puakyre
Copdnd aied Jpsoddal CarmgaJiis &
Moe S rom ndddua’s Inineoen

Majer Qs Fom Coporabons and Foundatbon \

Annual Giving ——

Viokakee-Lod Anaual Ghing Campaign \
Actiilios, BanaRls, and Spacial Evanis
O o, Gankls, ared Hopspmed] DOrganedlsss
Martbsaiship ard Membarthip Associalioss
Carect Mad Tasing, Aoquodbon, and Herervsl Seecled Pubbes T
All f5 Public - Eseryana in the Ams Irbe reP=msian

Special
Events

- Page 5



O

-
~

S
s .@.*:-‘:b.’.’;:,




Page /




Transformative Fundraising Framework:

Attract New Deepen Loyalty
Donors Elevate Existing & Retention
& Increase Donor Impact
Revenue

Together, these drive transformation: Sustainable growth, expanded mission reach, and long-term impact.
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Actual Goals from Annual Plan

1. Acquire 50 New Supporters WIN

2.Increase Average Gift 10% LIFT

3.Improve Retention 5% KEEP
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Networking Events

New Corporate Prospects
Discovery Calls

Major Gift Portfolios

Thank You Calls

Impact Reporting

WIN
WIN
LIFT
LIFT
KEEP
KEEP
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Win
Lift
Keep

The Same Plan

Overall Development Goals:

1. Winmore donors and diversify ravenue stream
Goal: Acquire 50 new supportars by FY End
Stlrategies:

2. Lift the perfarmance of current donors

» |mcrease community engagement by attending 2 networking events each month, Targeted groups include: Women's Networking Group and
Chambers of Commerce (ED and FM) (October = Jung)
=  Craate list of 10 new corporate prospects (ED and Board) {Dec. - Juna)

Make 10 Thank You Actions ok

Sliategies:

Implement stewardship plan with result of 10 Thank You actions per month (phone calls or HWN) in addition make 7 Discovery Calls per month to leam
more about our supporters (who they are, wihy they gve, learn more about the orgamzation/program e1¢.)
Establish & book of business for Executive Diractor and Foundation Manager of top 20 progpects each. Add 10 new prospects to book per quarter.
[October. - June)
o Have awritten Moves Managemaent Strategy for top donors 1o convert to or an overall gift increase of 10%:
= Major Gifts = Planned Gifts
= Individual Donors =  Capital Campaign donaors
= Monthly Gnang
o Have stewardship strategy for donor segments (Appendix A/B)

*  Major Donoss = Donors by Level
=  Special Events Donors « Donors 5250
= Grateful Families/Patients w5250+
* HNewDonors s 3500+
e 51,000
w 52,500+
» 55,000+

3. Keepmore of the donors we currenily have
Goal: Improve donor retention rate by 5%

=  Donors (goal: keep 57% of FY donors).
*  Beginworking on 1" time donors - Baseling

*  |mplament quarterly Thank-a-thons for staff and volunteers.

*  Improve donor record integnty 1o have valid phone numbers and emails for 70% of active donor records by FY End, FYXX - 84% of active records do not
have email/phonefboth. Establish a standard for organization/corporation accounts and usa ralaticnships varsus constituent record contact information.

=  Create a 60-day post-gift donorimpact statement {infographic) to share via email or postcard. The goal is to send within 1 week of the 60-day post-gitt date,

*  Implement a volunteer pipeline and workflow stratégy 1o utilize community connections that did not pass a wealth screemng threshold,

Flanet Philamthropy = June 2026 * Sharon Somerville Boyes &

Page 12



Month

July
August

September

October

November

December

WIN LIFT KEEP
Outreach Discovery Newsletter
Prospecting Cultivation Stewardship
Event Acquisitign,r Major Gifts Follow-Up

Lead Generation Upgrade Strategy Retention

Year—.E.n.d Major Asks Gratitude
Acquisition
Giving Tuesday  Upgrades Stewardship
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The Same Plan

luly Major Back ta School Giving Quarterly Donor Dry Eye Awarenass Manth
Hospital Event Summaries for Mewsletter
System previous year
manthly
Insurance donors
Company
August Donaticn Somerville Mational Eye Exam Month
Calabration Trust Children's Eye Haalth and
Safety Month
Contact Lens Health Week
Sapt Gala (9/14) Healthy Aging Month
Sports Eye Safety Month
Ot Quarterly Dongr World Sight Day
MNewslatter Eye Injury Pravention Month
World Smile Day
Mov AHP Conference End of Year Diabetic Eye Disease
{List City) Campaign Awareness Month
Dec Holiday Mission Giving Boyes Trust Gift of Sight Menth
Event Tuesday Giving Tuesday
End of Year Mational Gratitude Month
Appeal
End of Year
Online Efforts

FManet Philanthropy = lune 2026 * Sharon Somerville Boyes
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Month

July
August

September

October

November

December

WIN

Outreach
Prospecting

Event Acquisition

Lead Generation

Year-End
Acquisition

Giving Tuesday

LIFT KEEP
Discovery Newsletter
Cultivation Stewardship
Major Gifts Follow-Up

Upgrade Strategy Retention

Major Asks Gratitude

Upgrades Stewardship
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Complexity for Fundraisers
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The Same Plan
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Step #1: Knowledge is Power

e Baseline

o #of donors total/gift
o Last (few) years' performance (trends)
o Attrition rate

e Budget
> Overall number (expected increases)
> Line item number (patterns)
> What matters most (Great Strides)

e Goals
> Financial (objects/strategies)
> Impact (Ix gifts/quick win/priorities)
> Challenges (list them all)
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Step #1: In Action

Launch Planned Giving - identified priority

» Requires updating webpage and creating 1 page sell sheet

 Requires reviewing gift acceptance policy

e Requires including in all communications

 Requires identifying prospects and engaging with current Legacy
Donors

e Requires creating expert ‘cabinet’ and educating

e Involves all members of Development team and Executive Director.

» Resources/Expertise Needed - Implementation within current
staffing

e Timeline: Now — 6 months (ongoing)
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Win
Lift
Keep

The Same Plan

Overall Development Goals:

1. Winmore donors and diversify ravenue stream
Goal: Acquire 50 new supportars by FY End
Stlrategies:

2. Lift the perfarmance of current donors

» |mcrease community engagement by attending 2 networking events each month, Targeted groups include: Women's Networking Group and
Chambers of Commerce (ED and FM) (October = Jung)
=  Craate list of 10 new corporate prospects (ED and Board) {Dec. - Juna)

Make 10 Thank You Actions ok

Sliategies:

Implement stewardship plan with result of 10 Thank You actions per month (phone calls or HWN) in addition make 7 Discovery Calls per month to leam
more about our supporters (who they are, wihy they gve, learn more about the orgamzation/program e1¢.)
Establish & book of business for Executive Diractor and Foundation Manager of top 20 progpects each. Add 10 new prospects to book per quarter.
[October. - June)
o Have awritten Moves Managemaent Strategy for top donors 1o convert to or an overall gift increase of 10%:
= Major Gifts = Planned Gifts
= Individual Donors =  Capital Campaign donaors
= Monthly Gnang
o Have stewardship strategy for donor segments (Appendix A/B)

*  Major Donoss = Donors by Level
=  Special Events Donors « Donors 5250
= Grateful Families/Patients w5250+
* HNewDonors s 3500+
e 51,000
w 52,500+
» 55,000+

3. Keepmore of the donors we currenily have
Goal: Improve donor retention rate by 5%

=  Donors (goal: keep 57% of FY donors).
*  Beginworking on 1" time donors - Baseling

*  |mplament quarterly Thank-a-thons for staff and volunteers.

*  Improve donor record integnty 1o have valid phone numbers and emails for 70% of active donor records by FY End, FYXX - 84% of active records do not
have email/phonefboth. Establish a standard for organization/corporation accounts and usa ralaticnships varsus constituent record contact information.

=  Create a 60-day post-gift donorimpact statement {infographic) to share via email or postcard. The goal is to send within 1 week of the 60-day post-gitt date,

*  Implement a volunteer pipeline and workflow stratégy 1o utilize community connections that did not pass a wealth screemng threshold,

Flanet Philamthropy = June 2026 * Sharon Somerville Boyes &
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Step #2: Who Makes Up Your Pipeline

« Invested Donors (grateful patients, alumae,
survivors)
 Individuals
« Corporate Donors
« Grantmakers
o Family
o Corporate
- Government
« Special Event attendees
« Members
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Step #2: In Action

« Where are the leaks?
« Where are the opportunities?
« How are we stewarding them
« What stories are we telling them and
when?
« Do we even know who they are
> database records
o any notes
- wedalth screening?
« What will it take to get your pipeline

patched and flowing?
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Step #3: Map It Out

« Calendar all your development and marketing activities
« Update your stewardship appendix.

Attract New Deepen Loyalty
Donors Elevate Existing & Retention
& Increase Donor Impact

Revenue

Page 24



Donor Stewardship - Appendix B

Hawve stawardship strategy for donor segments - Year 1 focus on saying thanks
*Meed 10 use Raiser's Edge 1o create and automate processes

Thans —this is in ackdti | cacaint

Major Donors ($2500+)
*  Donorreceives phone call from Board Chair/EDwithin 3 days of gift/pledge
=  Donor raceives handwrtten thank you from the Thank You Brigade wathin month
*  FMor gl solicitor designs impact reporting and other stéwardship milestones,
Gala Donors
= 510,000+ donors receive phone call from Board Chair/ED within 3 days of gift/pladge
s 35,000+ donors phone call from committea chair within 1 week of gift/pledge
*  Donor receves handwrtten thank you from FM wathin month
Social Event Donors
* 310,000+ donors receive phone call from Board Chair/ED within 3 days of gift/pledge
s 55,000+ donors phone call from committee chair within 1 week of gift/pledge
*  Donor receves handwntten thank you from FM watlin month
New Donors (new donor list should be pulled 1 x per month)
= 1"'Walcome Senes Email sent within 1 day
= 2"Welcome Series Email sent after 30 days
=  Donor receives personal thank you note from FM within 3 days of gift/pladge

*Once per month, use new donor ist and add email addresses to Constant Contact donor and newsletter Ust, [FS)

Donors by Level (Waorkfiows added in RE on 1723, implament on 2/1)
« Donors =53250 - thank you by FS within 3 days or within 5 days (HWHM)
& 5250+ - thank you by FM within 3 days (email) or within 5 days (HWHM)
« 51000+ - thank you by ED within 3 days (email) or within S days (HYWRHN)

Iax-RecaiptThank You Cormaspondance

Gift Received Type (How did we receive the gift?)
= [}Jgimlﬂhmugh website, constant contact, e1c.)
Tax-recaipt/thank you should be digital only — through Raisar’s Edge auto feature
= Mail(Check)
Tax-receaiptthank you should be Sent by mal

*If we receivad the check by mail and we have an email address in their constituent record, a digital email receipt should also be sent.

Flanet Philanthropy = June 2026 = Sharon Somerville Boyes

Best Practices

Pearlfection over perfection
Quarterly YMAD Piece

2x a YMAD Specific to their
Interest

2x a year, thank you, not
associated with a gift.

2x a year - I know you're
interested in XX.

Facetime beyond asking

e Technology is your friend
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Complexity for Fundraisers

Clarity for Everyone Else




Lift, Win, Keep Everything

e Campaigns

e Events

e Staff Meetings

e Weekly Schedule
e Daily Schedule

o Life @

<" ) WORLD VISION

IMSTITUTE
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My Motto...
Come for the party
Stay for the mission.
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Project WIN LIFT KEEP

Call Potential Bid
Gala Send proposal to X aii Fotenticl B J renewals
Donors

Send Project

Capital Project F/U with: X Invite X for Tour
Program Stats
Board Development Schedule meeting Send Project Send List of New
. with X Program Stats Donors to X
Attend Networki 1H f Thank Y
Moving Ahead e IS Creating Story Bank oHr of 1hani ToH
Event Calls
Controlled Chaos  Year-End Acquisition Major Asks Gratitude
Action Alleviat C ison is th
Remember cHon , SVIGEES ompa.rlson = e React Don't Respond
Anxiety Theif of Joy
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Sample Staff Meeting Agenda
. Weekly Cheers

2.Wins - Next Two Weeks
3.Lift - Next Two Weeks
4 Keep - Next Two Weeks
5.0MGs



Win - Lift - Keep

Proven undraising model applied through leadership & strategy

How I Approach This Work

Win (0-90 Days)

Stabilize. Activate. Build momentum.

Rapid fundraising and pipeline audit

Reactivate lapsed and warm major donors

Clarify and unify case for support

Align messaging across leadership and stakeholders
Launch targeted campaigns for early traction
Outcome: Early revenue + visible momentum

-

LIFT (3-8 Months)

Align people. Strengthen strategy.

Leadership and board alignment

Define clear fundraising roles and accountability

Strengthen major gifts strategy and donor journey
Reposition events and communications as fundraising tools
Expand visibility through storytelling and thought leadership
Outcome: Stronger pipeline + aligned leadership

KEEP (8-12 Months)
Build what lasts.
« Develop 12-18 month fundraising roadmap
Implement simple, repeatable systems
Establish donor engagement and stewardship cadence
Train team for long-term ownership
Deliver board-level strategy and next steps
Outcome: Sustainable fundraising engine

-

Strategic Clarity.
Real-World
Application.

With zo+ vears ol nonprofil
execulive leadership.
sharon Somerville Boves
brings a svslems-based
approach Lo lundraising—
aligning people, strategy,
and revenue Lo creale
results that last.

This is not just
aboul raising money.

IU's about building
a structure that
supports it.
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Complexity for Fundraisers
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Takeaways

e What's one thing you'll apply when you
return to the office?

e \What's you moment from today?
e W What are you doing now to Win, Lift,
Keep donors? '
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Thank Youl

Sharon Somerville Boyes, CFRE
Author | Speaker | Strategist
Founder & CEQO, Boyes of Somer
= Champagne & HashBrowns

hello@boyesofsomer.com

Questions?
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