
 

 

 

www.afpoc.org             www.afpglobal.org               www.afpcadesert.org 

 

 

http://www.afpoc.org/
http://www.afpglobal.org/
http://www.afpcadesert.org/


Association of Fundraising Professionals, Orange County & Desert Communities Chapters              2 

 

Editor’s Note 

 

One of the things I’ve learned this last couple of weeks 
is that I know few things for certain.   
My only certainty is uncertainty. 

But there has been one phenomenon that has 
occurred with 100% reliability:  Things have changed.  
Things are reorganized or rearranged.  Nothing is 
unchanged. 
 
What directions will we go?  What will be our pathways?  What will be our methods of achieving the 
valuable missions we seek to accomplish?  It is in that vein that I crafted this project.   

In a way, this project is a microcosm of AFP – the sharing of collective wisdom with one another.  If 
you’ve been involved in AFP, you know the relationships created become the sounding boards and 
launching pads for ideas and methods and ways of doing our business.   
 
In the midst of hearing the bad news about the pandemic and the economic consequences have 
come missives from people – fundraisers - I haven’t talked with in months, genuinely interested in my 
welfare and my family’s well-being.  It is very heartening. 

So, as you read through the counsel offered here, let me add one more “to do” to your list:  Reach 
out to a fellow fundraiser from another organization to offer your encouragement.  It will be greatly 
appreciated.   
 
We’re all in this together! 

M. Scott Evans 
Editor 
 
P.S.  A big thank you to both AFP chapters for their permission to undertake this project and to 
Catherine Spear and Judi Olivas, their respective chapter presidents. 
 
And, we are extremely grateful for those of you who have contributed your wisdom.  Thanks! 

 

 

 

 

 

  

Continue This Conversation 
 
Join the conversation in our Facebook 
groups: 

https://www.facebook.com/AFP.Desert.
Communities/ 

 
https://www.facebook.com/afpoc/ 

 
 

 
 
 
 

 

https://www.facebook.com/AFP.Desert.Communities/
https://www.facebook.com/AFP.Desert.Communities/
https://www.facebook.com/afpoc/
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Thanks to our Sponsors 

 

These great organizations quickly responded to help foster this project.  We are very grateful. 
(click on their logos to visit) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.auctioneventsolutions.com
http://www.inspiredbenefitauctions.com/
http://www.fundraisingadvisors.org
http://www.foaging.com
http://www.netzelgrigsby.com
http://www.whatifdm.com/COVID
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We’re all working from home – we are currently utilizing Microsoft Teams to stay connected to one 
another via chat, video conference, etc.  Lesson is: invest in your IT infrastructure!  

We are all personally reaching out to donors to check in on them – this is a very uncertain time for all 
of us but provides a unique opportunity to deepen relationships with key donors in a unique way. 

We moved one of our special events, planned for March 14th – yikes, online.   

Messaging, messaging, messaging. Share your concern and care for your community but also let them 
know what you are doing for those you serve. Be open, transparent, consistent, and warm. Also, as 
official leaders of your organization, communicate openly with your employees.  

This is a fantastic opportunity for our nonprofit partners to collaborate – if you have more name 
recognition in the community, do you part and help other smaller agencies with donation drives OR 
better yet, direct your supporters 
to those agencies that need a bit 
more than you.  

Check in on your colleagues often. 
Call, text, chat, video conference. 
Working from home can be 
isolating but please try your best 
to stay connected. 

Be sure to get outside, open your 
windows and get some fresh air. 
Take this time to deep clean your 
home/space and get organized. Take this time to reconnect with your loved ones. Ask a neighbor if 
they need help with anything. Practice self-care. 

Stay calm, wash your hands, and stay positive but prepared. We will get through this together.  

Annie Song 
Orangewood Foundation 
 
 

This is a great time to call key donors and volunteers, not for an "ask," but to see how they are 
doing.  We believe this reminds everyone just how important they are to us.   
 
For those who are members of our monthly giving club, we are offering a three-month 
moratorium.   
 
Andi Spirtos 
Oregon Coast Council for the Arts 
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Here is my input: 

• Great advice on fundraising in a crisis. What are you doing? What have you already done? 

Reached out to our big supporters and asked them to give us donation via matching funds. 
Benevity is matching donations 1:1 and in 1 day we were able to raise $5,000 and doubled to 
$10,000. Very sizable donation for our nonprofit and it made donors feels great as they were 
making double impact during this difficult time. 

• Thoughts or ideas that keep you positive – or doing the right thing. 

To show that we care about our part time staff that we had to put on pause during our shutdown 
and could not have them work remote as they work with children. I got approval from the Board 
to provide them $200 checks for food and basic needs. It is a small amount but made a BIG 
difference for our youth workers. We also shared link on how to apply for unemployment, so they 
don’t have to look anywhere.  

Working with office workers that are now remote vie Google Meet and Google Hangout. Reminding 
them that it will be over at some point and brainstorming TOGETHER how we can benefit our youth 
and parents during this difficult time. Coming up with new programing that can be produced online 
and remote allows them to feel accomplished and gives them hope that during this hard time is when 
we will grow the fastest. To keep my full-time members sane, I reached out to mentors for our staff 
and it gave them a “person” they can talk to weekly to check in. 

• Stories about donors (no names, please) and how they have responded to what you’ve done. 

Everyone is shocked with what is happening that is true. But we keep reminding them that we have 
families in need that are struggling more than we do now. To give them an opportunity to shop for 
seniors, to write cards, to help with free programing for kids – people want to help. You just need to 
ask.  Also, we are thinking of ways that others work in the community and - instead of creating 
something new - we collaborate and work together to come up with better things that save us 
money! 

• Thoughts on getting your board members, donors, supporters involved IN your efforts during a 
crisis. 

Calling all members via Google meet for the first time was successful. We had better attendance than 
in person. We talked about urgent needs and it allowed Board members to feel important and act on 
it right away, rather than talk about the same topic for months (yes it happens sometimes). Working 
with our Board to identify their strengths and talents we can use during this time and getting them 
involved NOW is a key! 

Lina Lumme 
The Youth Center 
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I have weathered the dot-com crash in 2000, the Great Recession in 2008 and now the Pandemic. 
Here are some simple suggestions: 

1.      Stay calm. Your staff will take their 
cues from you, if you are in a leadership 
position. 

2.      Communicate: with your staff and 
with donors. 

3.      Don’t stop what you are doing, if 
you have a solid plan. Otherwise it will be 
self-fulfilling prophesy. It goes like this: 
Wow, we are in a crisis. Income is going 
to drop. We need to pull back. We need 
to cancel all appeals and newsletters. 
And a month later, income does drop 
because you pulled back. 

4.      Use all channels available: direct 
mail, e-mail, social media, even that 
pesky telephone. 

5.      Don’t be afraid to ask. You probably 
need money, people and stuff. So ask. 
Remember, your donors are your friends. 

6.      Don’t pull back on new donor 
acquisition. Yes, you will get fewer 
responses, but you need new donors and 
if you stop acquisition your donor file will 
definitely shrink, and then your income will decline.  

Christopher Doyle 
The Midnight Mission 

 

 

Here’s an article on NPs using Twitter effectively: 

https://www.classy.org/blog/twitter-tips-modern-nonprofit/ 

 

 

https://www.classy.org/blog/twitter-tips-modern-nonprofit/
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Saw your request for info on how to cope with this crisis;  great thought.  Was sent by former 
member up here, not in OC Chapter.  Here's an item from NPR for your consideration. 
 
https://www.npr.org/2020/03/19/818518736/exploring-the-best-ways-to-give-to-charity-during-the-
coronavirus-crisis 

 
All the best, 
 
Jim Greenfield 
 
 

 

Focus on delivering what you do best for your clients 
and your top value that is unshakable. Make that your 
northstar in operations and storytelling.  
 
KellyAnn Romanych 
Veterans Legal Institute 

 

 

As you’re aware, there are no fundraising events going on in this lockdown crisis so I would have no 
thoughts on what one would do other than turn to social media of some type to motivate people to 
contribute to the cause. 
 
It’s always good to have a personal testimony from one who has been helped by one’s group or 
charity in some way.  When they tug at the heart strings, then people open their wallets.  In our case, 
we have 4,000 children and families who are cared for on a daily basis so the money can’t stop 
coming in.  This number includes all of our locations. 
 
If one’s charity has a good record for motivating people to give to their cause, then it will be easier to 
request money in times of crisis. 
 
I hope this is of some help to you. 
 
Lorraine Brinton, Founding Trustee  
Olive Crest Coachella Valley 
 

 

 

 

Sponsor Spotlight 
 

 
 
Helping nonprofits raise $250,000,000+ 
through Facebook, email, and direct email. 
For your free emergency consult 
www.whatifdm.com/COVID  
or email any question to 
covid@whatifdm.com 

 
 
 
 

 

https://www.npr.org/2020/03/19/818518736/exploring-the-best-ways-to-give-to-charity-during-the-coronavirus-crisis
https://www.npr.org/2020/03/19/818518736/exploring-the-best-ways-to-give-to-charity-during-the-coronavirus-crisis
http://www.whatifdm.com/COVID
http://www.whatifdm.com/COVID
mailto:covid@whatifdm.com
mailto:covid@whatifdm.com
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My humble recommendation because I do not run a nonprofit but have been providing pro bono 
consulting to nonprofits and we work with funders. 

Funders do want to help but are not certain where the greatest need is in their community. 
Communication is key so here are some suggestions: 

• Front page of the website should explain your response to the crisis. 

 

• Share how you continue to serve your client base at this moment. 

 

• How many employees are impacted and how you are taking care of them. 

 

• The impact of cancelled fundraising events on your budget 

 

• Stories from the front lines. What are you seeing in the community? What is the ripple effect 

of this new normal? 

 

• Top 10 -25 donors;  Call them personally and share your new strategy to address issues.  

 

• Share how their donation is even more 

important now and if there are any 

possible changes in how their funding will 

be used. 

 

• Send email updates and stories are the 

best way to communicate. 

 

• Share how your staff is stepping up. 

What is it like to run a nonprofit during 

this time? 

 

• Any stories that you are hearing from the front lines that shares insight into what your families 

are facing. Remember, some donors will not be facing these same issues stories are the best 

way to elevate the importance of increased funding at this time. 

Any bright light stories will be greatly appreciated at this time. You want to be the nonprofit 
that sparks hope. 

I hope this is helpful. 
 
Marty Dutch 
First Foundation Advisors 
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Dear Ones, 
Last week I posted on FaceBook — What’s Not Been Cancelled. The Response was overwhelming and 
folks added their own spin. I invite you to add to this as well. 

What’s not Been Cancelled: 

Hope has not been cancelled 
Love has not been cancelled 
Laughter has not been cancelled 
Music has not been cancelled 
Kindness has not been cancelled 
Gratitude has not been cancelled 
Checking on Others has not been cancelled 
Recovery has not been cancelled 
Family has not been cancelled 
Friends have not been cancelled 
Spirituality or belief in a higher power has not been 
cancelled 
Art has not been canceled 
Joy has Not been cancelled 
Smiles have not Been Cancelled 
Random Acts of Kindness Have not been Cancelled 
Charitable Acts have not been cancelled 
Walking outside has not been Cancelled 
Service has not been cancelled 
Giving Virtual Hugs has not been cancelled 

Louise Stanger 
AllAboutInterventions.com 

 
 

Continue This Conversation 

 

 

Facebook groups to join 

https://www.facebook.com/AFP.Desert.Communities/ 

 https://www.facebook.com/afpoc/ 

 

 

 

 

https://www.facebook.com/allaboutinterventions/
https://www.facebook.com/AFP.Desert.Communities/
https://www.facebook.com/afpoc/
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I actually conducted this exercise with one of my client’s board & management staff before we were 
isolated. Very well received. 
 
Here's what you can do today. 
Today, one future came to be. We cannot rewind time. But the worst-case scenario of this version of 
the future has not yet happened. So let’s see what we can do to create as desirable a future as 
possible. 
 
First, I want you to gather your staff and board for an illuminating exercise. 
 
Work in teams of two to three or up to five people and brainstorm five ways COVID-19 could have an 
impact on your organization, your staff, your customers, and significant public projects, events, or 
initiatives in the next six months. This analysis is called First-Order Impact. Work quickly; this is a 
creative exercise designed to get your imagination working. 
 
Now let’s go to Second-Order Impact. For each of the five you identified above, brainstorm five more 
ways lives may experience an impact. 
 
Click here for an example (PDF) I put together for you.  
 
You can continue to Third Order Impact if you like, but with these two levels of detail, you start to see 
patterns emerge. Your mind opens up. Creativity flows. You see wider, deeper, and farther into the 
future. 
 
Best of all, you can make bolder decisions because you’re ready for uncertainties. 
 
Jeanne Flint 
Orange Door Consulting 
 

 

It is very important to be extremely transparent.  While it is 
understood all nonprofits are impacted by this crisis, each one 
is impacted a little differently.  Some have immediate needs 
and others more long-term, some have strong reserves and 
others don't.  The more an organization can communicate 
those specifics the more trust they will gain with donors. 
 
Todd M. Hanson 
Orange County Community Foundation 

 

 

https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=de89a8f89e&e=2d304fb437
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As a shelter we are open as an essential service as we 
house women and children.  We have cancelled our 
major event for April 25th and have closed our Thrift 
Shop which supports 40% of our operational costs.  We 
have reached out to our regular supporters to let them 
know the status of the shelter and that their continuing 
support online or food for some specific items is very 
helpful. 

We are looking at an auction of items that were 
donated for the gala that could be used right now.  We 
are looking at immediate grant funding for the 
population were serve from different family 
foundations that have reached out to us. 

Have had staff offer to volunteer to work one day less 
than they hourly days call for because of the resident 
stay home order.  In house being very careful with 
expenses.  Hope all stay well, we have no symptoms 
and no sick resident, family or volunteers, answer to 
prayer. 

Theresa E. Murphy 
Precious Life Shelter 
 

We are in the midst of our subscription renewal at this 
time and are encouraging all of our subscribers to resubscribe if they have the capacity to so, now, so 
that financial resources will continue to flow back into the organization while we are not producing 
plays and, therefore, not selling single sale tickets. 
 
One of our board members who owns a cafe which is shut down in our current state, donated food 
from his cafe to the staff which was happily eaten up while we were still in the theatre last week.  He 
has also offered food for anyone who is home, either as a drive by or delivery, to any staff member in 
need during this time.  We are also encouraging our staff to practice self-care during the crisis. 
 
We have one major donor who immediately stepped up with a $25K matching grant, for the purpose 
of supporting our staff.  We’ve already received one match for $25K and hope others will follow. 
 
One of our stage managers -- who are freelance at our theatre and work show by show -- donated her 
Equity salary settlement (her show was cancelled) to the theatre to support the staff.  This was an 
extraordinary thing to do for someone who relies on their show by show income.   Also, we're 
providing interesting content for viewing on our social media sites as well as our website.   

Sponsor Spotlight 
 

 
 
Eventology Fundraising combines scientific 
proven fundraising methods with years of 
collective development experience to help 
nonprofits "raise more funds, do more 
good."  
 
Collaborating with clients at both the local 
and national level, Eventology Fundraising 
executes in-person and virtual events that 
leverage technology, expertly-engage 
sponsors and build long-term donor 
relationships that create sustainability. 
Additionally, Eventology offers a suite of 
nonprofit consulting services to assist your 
development team raise funds and steward 
donors year-round. 

 
www.fundraisingadvisors.org 

 

http://www.fundraisingadvisors.org/
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Theatre-centric entertainment, human interest exercises and 
stories. 
 
All working from home, some furloughs, a number of layoffs 
that we hope will be temporary.  We've encouraged everyone 
to stay in the moment and share stories or interesting posts 
they feel might be insightful, entertaining and inspiring. 
 
We're all doing our own version of "catching up", if virtually, 
on projects we've had to put on the back burner.  Including 
cleaning out our email storage!  Constantly communicating 
with one another and our constituents.  We tell stories, that's 
what we do.  So we will do it virtually, for now. 
 
Anne Wareham 
Artistic Director 
Laguna Playhouse 
 
 
Here are a few thoughts on how to approach 
fundraising amidst a pandemic: 

• Now, more than ever, we need to care for and communicate with our donors, volunteers, and 
sponsors. How do we do this virtually: 

o Segment your donor list using a pyramid down model, and make phone calls. With 
hundreds of emails going out daily, our supports would love to hear from us, 
personally. 

o Send a hand-written card or 'virtual hug' notes to donors using stamps (not bulk rate). 
o Use 1-2 minute video acknowledgments to thank donors, to share knowledge (I.E., how 

to explain COVID-19 to children), or share the impact the pandemic is having on your 
organization. 

o Share the videos mentioned above on social media, blogs, via twitter, and through text 
messages. 

• Keep fundraising using relevant stories and ask donors to consider monthly giving options.  
o Whatever messages you had scheduled for the next 4-weeks, change them. Make the 

appeals timely and real. 
o Do not say 'no' for your donors. By connecting with your organization's top-level 

donors to ask for their thoughts, you can make informed decisions and revisions to 
your fundraising plan. 

o Be sensitive, appreciative, and genuine. 
• Spend 30-minutes a day to focus on your development plan and revising your strategy. 

o Use this time to clean up your donor database 

Ashley Spindler Guido, MPH, CFRE 
Development Consultant & Grant Writer 
 

Upcoming 
 

 
 
National Philanthropy Day is an annual 
celebration of philanthropy.  Each AFP 
chapter holds a luncheon for hundreds 
at which those who so greatly help our 
communities are honored. 
 
Nominations are open soon in a variety 
of categories. 
 
November 6 – Desert Communities 
www.afpcadesert.org 
 
November 19 – Orange County 
www.npdoc.org 
 

 

http://www.afpcadesert.org/
http://www.afpcadesert.org/
http://www.npdoc.org/
http://www.npdoc.org/
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I recommend you pick a new date for your postponed 
event as soon as possible. Many venues, caterers, 
auctioneers etc. will have limited availability.  Don’t be 
afraid to choose a Wednesday or Thursday for your event. 
Events on those days are extremely successful and many 
venues offer special pricing and have more availability 
during the week. In fact, some of my most successful 
events are held on weekdays and Sunday afternoons.  

Chris Aslanian 
Christopher’s Auctions 

 

 

You CAN save your organization’s operating budget and preserve your services during this 
tumultuous time! 
 
Remember Ross from the sitcom Friends, trying to get his couch up the stairs, yelling “PIVOT, PIVOT, 
PIVOT”! That’s us now. As fundraising professionals, we are each tasked with shifting, rotating, 
spinning, twirling...pivoting our methods in order to raise the critical funds needed to keep our doors 
open and continuing our work in our communities. As a Fundraising Advisor/Benefit Auction 
Specialist, I am acutely aware that nothing is more powerful than the “in person” fundraising event, 
however, it’s time to twirl, spin, and rotate! 

Although a seemingly daunting task in this unprecedented environment, it’s not complicated or 
impossible. 

Organizations can use this time to get more connected, tell more stories, share videos, pictures, have 
FUN and lively virtual events to continue to engage loyal donors and potential donors to support your 
mission! There are literally no limits to how you can captivate and inspire generosity through the 
inter-webs. Be creative, spark joy, share your work and don’t panic. 

Don’t be afraid to be transparent with your needs. Though the world may seem to have paused, the 
work must not! Be real, be honest and ask for help. Those supporters that can will and those that 
can’t now, will be inspired by your reaching out, sharing your story and pressing on! You will be 
remembered.  

Time to twirl! 

Suzanne Krainock, M.S., CAI, BAS 
Inspired Benefit Auctions 
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Philanthropic Considerations in Times of Uncertainty 
 
To describe the response to the COVID-19 crisis as a time of uncertainty is an understatement. More 
importantly, what lies ahead is unknown, and we know major donors dislike uncertainty. 
Nevertheless, the circumstances described above are temporary—whatever the definition of 
temporary we use. Fortunately, there are parallel events in the past 25 years that provide some 
guidance in how philanthropy can best respond to regional, national or, even global concerns. Here 
are some points of learning that can help nonprofits manage philanthropic activities during the 
COVID-19 pandemic: 
 
• Philanthropists historically continue giving in good and bad economic times and during 
disasters. This has been reaffirmed in the past two decades in which we saw recessions, fires, 
floods, riots, earthquakes, and even volcanic eruptions. 
• Charitable giving does not dry up. It may slow, pause, diminish temporarily, increase, or shift 
elsewhere. 
• Some donors actually respond more generously to the organizations they support. 
Extraordinary times often motivate donors to respond with larger gifts. 
• Stay with fundraising fundamentals. Be strategic and focused. Meet face to face when 
appropriate, communicate, and continue to build relationships. Ask for advice, direction, and 
financial support. 
• View the near-term as a time of stewardship. Stay in contact and update your donors about 
how your organization is responding to the crisis. 
• Focus on larger prospects in one-on-one settings. This is not the time for broad appeals for 
support. 
• The worst thing to do as an organization is to do nothing, to go quiet while waiting for things 
to get better. It conveys that your work is not important or needed. Other organizations will 
continue asking, and you will be left behind. 
• View your donors and prospects individually, on a case-by-case basis. Not all are affected in 
the same manner by the current crisis. Not all are as fearful as others. Some are better 
protected from changes in the economy. Others are really hurting. Be respectful. 
• Keep your organization’s mission front and center. Donors respond to compelling needs. The 
needs of the most marginalized who you serve do not diminish and the case for supporting 
your organization is not lessened because of current circumstances. You may want to develop 
communication messages about how you will continue to serve and provide for the 
community, and how the needs of those you serve don’t change, but rather increase in times 
of fear and uncertainty. 
• This, too, shall pass. The basics of the U.S. economy are strong. On the other side of this event, 
most businesses will rebound and stock values will regain most of their prior position over 
time. Your nonprofit continues to rely on the generous support of its donors now and into the 
future, and will need to demonstrate delivery on the promises made to your community. 

Michele Bignardi 
Netzel Grigsby Associates 
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Here are a few bits of wisdom which have worked for us 
historically and even through this present crisis: 
 
- Make even more phone calls than normal. People are at 
home with routines blown to smithereens. Those who 
wouldn’t normally answer your calls are answering right 
now.  
- Ask your donors how you can pray for them/keep them in 
your thoughts. They’re vulnerable. Everybody is thinking 
about their own problems right now. Few are stepping 
outside themselves and asking this question. It will serve to 
build the relationship.  
- Create a readable infographic that explains how your 
organization is “pivoting” to meet a heightened need. 
Every organization is sending out a “COVID-19 response 
email”. Make yours stand out with something different 
end engaging.  
 
Kyle Houlton, CFRE 
Olive Crest 
 

 

My thoughts:  

Share Your Stories - Now more than ever it is important to be a good storyteller.  Inform your 
friends and donors about what you are doing in response to this pandemic, how they can help and 
support you and be a part of lifting your mission up.   

Be creative – push yourself to communicate in new ways, think out of the box and keep 
communicating with your audiences to ensure they feel a part of what you are doing in response 
and that they are alongside you. 

Inspire your Team – inspire your team by being positive and strategizing on how you are going to 
get through this challenging time. Map out a specific workplan and share your vision with your 
Team and ensure that all feel an important part of executing the plan. Exercising keen Leadership 
is key, your Team is looking to you for stability and a clear course. 

Andrea McCallister 
Laura’s House 
 

 

Mentor Program 
 

 
 
Each AFP chapter has a terrific Mentor 
Program where seasoned professionals 
help up and coming fundraisers. 
 
Find out more 
 
www.afpoc.org 

www.afpcadesert.org 

 

http://www.afpoc.org/
http://www.afpoc.org/
http://www.afpcadesert.org/
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CFRE Leading Edge just published some good advice from 
an article by Jerold Panas, during the 2008 financial crisis: 

Here’s what is most fascinating. There are actually 
important advantages to raising funds in tough times.  

1. You will plan and prepare more carefully. There 
will be riveting attention to detail.  

2. You will settle only for first-choice leaders. And 
you are more likely to enlist the best because 
competition for their time will be less 
encumbered.  

3. Your leaders will take their campaign 
responsibilities more seriously. They will 
understand the need for longer and more careful 
preparation. And they will appreciate your higher 
standards of selection and performance.  

4. There will be fewer competing campaigns to 
interfere with your prospective givers.  

5. The fact you are raising funds in tough times and 
in the face of challenging economic conditions 
underlines the importance of your cause. And 
the urgency. 

People give to causes that are worthy. Philanthropy has 
grown each year, the new year more than the one before. But in difficult times, people dig deeper 
and give more to the organizations they care most about. All of the evidence points to this.  
 
CFRE Leading Edge, March 19, 2020, Fundraising In Tough Times, reprinted by Bloomerang 

Catherine Spear 
Spear & Associates 

Profile 
 

 
 
The Orange County chapter of AFP 
advances fundraising and philanthropy 
through education, training, advocacy 
and recognition. 

In normal times, we hold monthly 
luncheons on the 4th Tuesday of the 
month and webinars on the 2nd Friday.  
 
Send a note to office@afpoc.org to join 
our email list and be informed of 
upcoming events. 
 
www.afpoc.org 

 
 

 

https://bloomerang.co/blog/fundraising-in-the-wake-of-a-disaster
mailto:office@afpoc.org
http://www.afpoc.org/
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Having a number of years attending the informative AFP 
lectures and luncheons have given me much reward.  Since 
we all have had to cancel programs and events, it is so 
important to keep your members and donors in touch with 
your organization.   

Using words to express that we are not cancelling but 
postponing until we get the all clear.  Then we will 
reschedule. 
 
Asking members and donors to leave any donation or 
reservation in place, and not to ask for a refund.  This will 
help to keep the organization solvent. 
 
Send email blasts to all your contacts wishing them to stay 
safe and that your organization is thinking of them. 
 
Advising your paid employees to stay home and work from 
home.  The Opera Guild has two paid ladies who are 
working from home and keeping in touch with members. 
 
They are working on plans for “next season.”  Asking 
member participation to share their thoughts on what they 
would like for the coming new season.  This keeps them 
involved and in touch. 
 
Most important is to keep a flow of communication with 
your people.   
 
Thank you for asking.  I admire the work that your 
organization does for the community. 
 
Jeanne Carrus 
Philanthropist 
 
 

Here at Auction Event Solutions we have seen first-hand the affects COVID-19 has had on the spring 
fundraising season. We hope we have a few ideas that may help save some of the much-needed 
spring fundraising revenue. 

First - don’t give up, before you just flat out cancel your event consider rescheduling it.  I know what 
you are thinking “but the fall season is already so full.” Consider pushing it to the summer months, 
they are traditionally not so popular for fundraising so venders, venues and guests could be more 
readily available. In the past June, July and August have been avoided for fundraising events because 

Profile 
 

 
 
The Desert Communities chapter of AFP 
advances philanthropy by enabling 
people and organizations to practice 
effective and ethical fundraising. The 
core activities through which the chapter 
fulfills this mission include education and 
training, promoting credentialing, 
providing resources for fundraising 
effectiveness, networking, mentoring, 
advocacy and recognition of 
philanthropy. 

In normal times, we hold monthly 
events (breakfasts or luncheons on the 
3rd Friday of the month.  Our events are 
open to all. 
 
Send a note to afpcadesert@gmail.com 
to join our email list and be informed of 
upcoming events. 
 
www.afpcadesert.org 
 

 
 

 

mailto:afpcadesert@gmail.com
http://www.afpcadesert.org/
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our guests are usually vacationing but this year we could see less summer traveling happening. This 
could mean your guests just might be available to attend your event. With the summer months not 
being as popular, vendors might have openings and allow you to just reschedule without much 
penalty. Besides, here in California we have amazing weather year round so why not take advantage? 

If rescheduling is not an option and you have already procured your items for auction, you might 
want to consider moving your auction online.  Auction Event Solutions works not only to offer great 
online auction platforms but right now they are 
offering great discounts to nonprofits that have had 
to cancel events. This could be a great option to get 
rid of the items you already have and bring in at least 
some of the lost revenue. Give us a call of you need 
help wading through all of the software choices out 
there. 

If you have not received any of your requested items 
yet, an online auction is not an option, but there is 
still a fun way you could try to make at least some of 
your needed spring revenue. Use your social media to 
hold a "donation-a-thon" or even do your gala live on 
one of your social pages.  Host a live event on either 
your Facebook or Instagram pages and have people 
donate during it. You can have them donate by 
website, call in or we can set up a text to donate 
system for you. You will have to do a bit of work to 
get the word out as you will need to have enough 
people watching the live event to not only make it 
fun and entertaining but profitable. You could really 
make this fun...think the old Jerry Lewis style 
telethon idea, you could even do the program you 
planned for your gala event. Depending on the social 
media page you use, some will allow you to have 
different people join in from different places, keeping 
social distance that way but fun to watch. 

Whatever option you go for remember we are all in this together...not only are you without your 
spring fundraising revenue but your vendors from the florist to the auctioneers are out of spring work 
also - so rebook your events and vendors as soon as you can as the fall season will be a busy one.  
 
Eileen Hayden 
Auction Event Solutions 
www.auctioneventsolutions.com 
 
 

http://www.auctioneventsolutions.com/
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At TVT Community Day School, we 
are focusing on a few items:  

- We plan to cancel our in-person 
event and move to an online 
auction. 
- We have a long-term teacher 
retirement this spring and plan to 
announce to our community with a 
link to make a donation in her 
honor. Leveraging this to engage 
our alumni and alumni parents. 
Gifts will be acknowledged directly 
to her. 
- We have a long-term employee that would have been honored at our Gala. We plan to send a 
communication to our community asking for gifts in his honor, which will be acknowledged 
directly to him. 
- Asking our community to donate any auction items from businesses that they own to get their 
name out and help us raise funds during an electronic auction. 
- Working on planning an online party, if possible, to retain the sense of community and in lieu of 
our in-person event. 
- Leveraging a matching gift for what would have been Raise the Paddle at our event and asking 
our community to help fund faculty professional development (different educational climate 
means different professional development needs) as well financial aid for families who may need 
it during these challenging times. 
- Working on a massive cleaning of our database. 

Faith Cohen, CFRE 
TVT Community Day School 

 
 

Here are some thoughts from a 25+ year veteran of the fundraising world. Some hard-earned lessons: 

Keep Communicating (1): Let your constituencies know how you are dealing with the crisis, how you 
are caring for your clients, students, patients, staff, faculty, and volunteers. Allow them to hear not 
only from the CEO, but from the Chair of the Board of Trustees as a way to reassure them that the 
organization's mission will go on. 
 
Keep Communicating (2): Use electronic and social media to convey your organization's mission 
through storytelling. Interview students, faculty, clients, and other key constituents who have 
benefited from your organization's services recently and give a snippet of where they are today (with 
permission, of course!). Use any upcoming service opportunities to encourage your donors to 
contribute. 
 

Sponsor Spotlight 
 

 
 
 
Netzel Grigsby Associates helps nonprofits build capacity 
through expert counsel in fundraising, planning, staffing, and 
training. Together, we create lasting impact for your 
organization and the people you serve. 

www.netzelgrigsby.com 

 
 
 

 

http://www.netzelgrigsby.com/
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Keep Communicating (3): Use this time as an opportunity to connect with your donors and simply 
check in on them on a human level. No asking for anything. Just, "how are you and your family 
doing?" "Is there anything that I or my organization can do for you during this time?" Let the 
conversation about funding opportunities happen organically. You are building upon an already 
strong relationship and will likely connect in a very memorable way. 
 
Don't Stop Asking: You never really know who is in a position to give at any time, so ceasing the 
fundraising plan entirely should be avoided. Remember that people give to other people or to the 
mission, and not in response to a disaster. The urgency of the disaster, however, can help to reinforce 
the urgency of the funding mission. Use both. 
 
Engage your Board: Your Board of Directors should be encouraged to be vocal supporters of your 
mission and are good candidates to help fund some of the more urgent needs. But don't just use 
them for their wallet.  Use them for their expertise, their connections, and their networks.  
 
Be Responsive and Understanding: When a constituent reaches out to you, respond immediately. 
Help them to work through their request or question. If they ask to be put on a fundraising hold, do 
so and let them know that you hope they will return as a donor when the time is right for them. 
 
Resist the Temptation to Downsize: Budgets may be constricting but remember that you are 
marketing your organization through what is likely to be a temporary downturn. It is always more 
difficult to ramp up months later than it is to maintain your existing plans. Layoffs have a debilitating 
impact on both the immediately affected employees and on the "survivors." If you implement many 
of the suggestions above, you will need these people to be successful. And, of course, when 
successful, you'll be doing well once the crisis has turned around. 
 
Stephen M. Siegel 
Educational Fundraising Professional 
 

 

I don't have any answers--just questions that nonprofit fundraisers, CEO's and boards should consider 
immediately.  Specifically, how and when should my organization solicit gifts and grants in the next 
six months for purposes that are NOT directly related to the COVID-19 pandemic? 
 
If my organization's mission and current financial needs have no obvious connection to research, 
treatment and care of people affected by the pandemic, when will it be appropriate--and effective--
to resume sending fundraising appeals to my loyal constituents? To foundations and 
corporations?  To prospective members and donors of my organization?   
 
And how should my organization's message be crafted in order to be respectful of the gravity of the 
coronavirus situation and the emergency funding that my loyal donors may have re-directed to other 
nonprofits on the front line of dealing with the impact of the pandemic? 

Scott Schroeder 
Retired Fundraiser 



Association of Fundraising Professionals, Orange County & Desert Communities Chapters              21 

Here are some things we are working on at SLDC to keep 
our donors engaged and thinking of us.  

-        Handwritten thank you and thinking of you notes to 
all major donors and sponsors.   

-        Social media posts highlighting the companies that 
support us.   

-        Email blasts highlighting our top sponsors and events  

-        We are working on a new date for our May tea event 
so we can get people excited about it.   

-        Our walk may not happen since Knott’s won’t reopen 
till June and then they get very busy, so we are looking at 
other ways to thank our top fundraisers and sponsors.   

-        We are going to post an online fundraiser for support 
for technology for distance learning.    

I am excited to see what other people are adding because I 
am at a loss.  We are doing our best but it is nothing I have 
ever dealt with before.  
 
Thank you for assisting us in this crazy time. 

April Barnes 
Speech & Language Development Center 

 

10 Sponsorship Steps You Should Take Today 
 
Now is absolutely not the time for radio silence. You need to be communicating with your key 
audiences as personally as possible.  
 
Your sponsors are chief among these audiences. Here's what to do.  

1. Compassion. Take a deep breath and connect with your sense of empathy and concern, as 
one human to another. Then, call each of your sponsor representatives (prospects, too) to 
see how they are doing. 

2. Change. Find out what is changing at your sponsors’ businesses, short-and long-term.  

3. Communicate. Let them know what is changing at your organization. Have events been 
cancelled, converted to online experiences, postponed? Let your sponsor know. 

Sponsor Spotlight 
 

 
 

This 503(c) (3) raises awareness and 
funds to help fill gaps in public 
services and programs for seniors in 
need provided by the Riverside 
County Office on Aging.  The 
Foundation also supports other new 
and innovative programs that 
enhance the quality of life for older 
adults. 
 
www.foaging.com 

http://www.foaging.com/
http://www.foaging.com/
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4. Collaborate. Based on your changing plans and operations, brainstorm together. How can 
you support each other? How can you communicate what your sponsor (or sponsee if you 
represent a company that sponsors) is doing for the good of your community? 

5. Creativity. People are responding in so many creative ways. Like this and this and this. 
Don’t hesitate to insert a heavy mix of creativity yourself. When you do, you may come up 
with more ideas for sponsorship value and participation. 

6. Stay in touch. As new information comes in, as coronavirus spreads and more people and 
communities realize the impact, your and your partners’ responses will evolve. Keep up the 
dialogue so your collaboration and partnership evolves, too. 

7. Gratitude. Now is the time to express gratitude widely, your sponsors among them.  

8. Relationships. Can you build relationships with new contacts at your sponsors’ 
organizations? Between coronavirus and the economic carnage it’s causing so far, 
organizations may look very different in 3-, 6-, 9-months. Build relationships now. 

9. Professional development. You likely have some 
time on your hands as your spring event season 
ground to a halt. As you learn to juggle working at 
home—potentially with a spouse or partner, kids, 
and a pet—having to suddenly cook at home and all 
the other tasks ahead, could you invest time in your 
skills and capacity so you return to work stronger 
and more effective? (I'd like to help you here. Please 
take this brief survey to help me learn what you 
need most.) 

10. Look ahead. Right now we have to balance acting 
today with planning for the future. I always say that 
sponsorship selling is selling the future. Start NOW 
on next year’s plans. Don’t lose this time and 
momentum. Enhance your value, improve your 
events and sponsorship program, expand your 
pipeline, and make bigger, bolder plans for the fall 
and into 2021.  

Jeanne Flint 
Orange Door Consulting 
 
 

Here’s a site that reviews online webinar apps: 
https://www.growthmarketingpro.com/best-webinar-software/ 
 

https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=932c8e5eb2&e=2d304fb437
https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=15c0e4dacd&e=2d304fb437
https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=201e072e78&e=2d304fb437
https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=36d5639504&e=2d304fb437
https://gailbower.us4.list-manage.com/track/click?u=8224b79a166303ceb87d6280c&id=36d5639504&e=2d304fb437
https://www.growthmarketingpro.com/best-webinar-software/
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In May 2007, I took over the capital campaign for a major 
performing arts center at California State University, 
Northridge. Signs of what would become the Global 
Financial Crisis of 2007-2008 were already evident, as 
sub-prime mortgage companies began to collapse. 
Donors we had been working with – some of whom had 
made verbal commitments for significant naming 
opportunities -- suddenly wouldn’t take our calls. We still 
had $30 million to raise and we were entering a 
fundraising wasteland. By the time we broke ground for 
the building in Spring 2008, small banks were collapsing, 
larger ones – some we had been working with – were 
merged with still larger banks; people were losing millions 
in the stock market and there was palpable fear that we 
might not come back from this.   
 
The story had a happy ending. By focusing on raising 
more gifts in smaller amounts, in addition to a few 7-
figure gifts, we raised most of our money and, with some 
bridge loan funding, we were able to complete the 
spectacular Valley Performing Arts Center and open on 
January 29, 2011. The remainder of the funding – plus 
enough for the beginning of an endowment for 
operations – was eventually secured and the loan paid. 
But how we kept the campaign going during those dark 
days can be a lesson for development professionals 
during this new crisis. 

 
Here are some things I learned: 

Listen 

If you’re worried about the future, your donors probably are, too. So, touch base with them. Let them 
know you care about them and how they are doing. I think one of the greatest assets a fundraising 
professional can have is the ability to just listen. That talent comes in especially handy at times like 
this. Call, email, text, even personal handwritten notes go a long way to let people know you are 
thinking of them during this difficult time. 

As you listen to them, you will pick up clues about their concerns. This may lead you to share a story 
about one of your clients who has similar concerns, and how the organization has helped that person. 
Or, you may just use this moment to be there for the donor, with no other agenda. 

Connect 

Find creative ways to bring people together. Coming together for updates on your organization or to 
learn about an increased need is good. But, sometimes, it’s good to just bring people together to 
remind them of everything they have gained from being part of your organization. Obviously, right 

Sponsor Spotlight 

 

 
 

Inspired Benefit Auctions serves as 
fundraising advisors and ambassadors 
on behalf of charities and non-profits 
nationwide to ignite positive change, 
inspire communities to take action, 
create energetic and lucrative events 
through complete consultation and 
auctioneer services. 
 

We are professional fundraising 
strategists with a passion for helping 
organizations craft opportunities that 
inspire and elevate generosity. 
 
www.inspiredbenefitauctions.com 
 
 

 
 
 

http://www.inspiredbenefitauctions.com/
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now, the hardest thing about the Coronavirus is that we can’t be together, physically. We can’t 
welcome people with a hug or even sit in the same room. But, technology allows us to connect in 
creative ways. Here are some things I’ve been talking about with some of my clients: 

• Send regular email updates: 
o How can they contact you during this time when your office may be closed? 
o What are you doing to further your mission during this time? Let them know how they 

can help --- not just financially. Maybe there are some things they can do for the 
organization while they are home. 

o Let them know how important they are to your organization and to the people you 
serve. 

o This was a truncated season but take advantage of this time to recap your successes; 
remind them of how their support made a real difference this year. 

o Look toward the future – what are your plans for next year?  
o Demonstrate your faith that we will get through this emergency and be better and 

stronger for it. 

• Create a video recap of the year – or of past years; or share an old video that reminds people 
of the impact your organization has had. 

• Share pictures taken at past events, or 
of your staff and volunteers at work. 

• If you had to cancel your annual 
fundraising event: 
o Use this as an opportunity to launch 

or focus more on major donors; 
o Offer donors, sponsors, the 

opportunity to convert their 
contribution into a 100% tax-
deductible donation; 

o Perhaps they will ask for only a 50% 
refund; 

o People who convert all or part of 
their sponsorship into an outright gift are people you will want to continue to work with as 
major donors; 

o If you don’t already have one, develop a major donor program that recognizes donors and 
offers attractive benefits that include an insider’s look at your programs, public 
recognition, opportunities to network with other donors, etc. 

o If you were still selling tickets and sponsorships, ask people to participate in a “virtual” 
event where their donation will be tax-deductible and all of the money will go to support 
your programs and services. 

o Set up a Facebook Live event for people to join for a virtual party.  (Check out some of the 

concerts celebrities have been hosting over the past week) Give sponsors recognition 

during this event. 
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Ask 
 
Send your end of year appeal a little earlier this year. And start 
it with gratitude and hope. You are grateful for their past 
support, so let them know what their support has enabled you 
to accomplish.  
 
Think of this as one more way to connect with your donors. 
You aren’t just going to them to get something. You want to 
give them something – your gratitude and support. 
 
Many people are not only concerned about their health; they 
are concerned about their financial future. So, if they are going 
to give you money, they want to know that your organization is 
strong, and with their help, you will survive this difficult 
moment in history and emerge stronger, together. 

Remind donors that this work is going on – in whatever limited 
capacity it can -- now. What are you doing and how are you 
doing it? What are your plans for the future and how will gifts 
they give now help you build toward that?  

Or, if your organization is on the ground right now working 
with people who are suffering because of this pandemic, make 
a strong appeal for support. Tell a story of need and hope. 

A caution:  

The last thing you want to do is appear desperate. Your need is very real. But come at it from a 
positive perspective: we are building something important. (A stronger, healthier, happier Coachella 
Valley; a resource for the people with the greatest need; etc.) Let’s build it together. Your letter 
should be positive and uplifting and filled with hope – especially at this time. 

You Are Not Alone 

Remember, you need some time for yourself in all of this. You need to seek out those people – fellow 
professionals or friends – who can listen and understand your frustrations and fears. You must build 
time into your schedule for yourself, for restoration and for space from the pressures of your job. If 
you are exhausted and frustrated, you will be less effective at your job, and then your organization 
and the clients who need you will suffer.  Call on the Association of Fundraising Professionals for help. 
Find a Mentor through AFP or find a colleague that makes you laugh and cuts you some slack. This is 
really important. Give yourself a break.  

And, stay well. We’ll get through this together. 
 
Gailya Brown 
Fundraising Solutions 

Sponsor Spotlight 
 

 
 

Taking event day stress off your 
shoulders is what we do best. 
With Auction Event Solutions, you 
show up and we do the rest.   
Our unparalleled event 
management services enhance your 
guests experience, from check-in to 
item pickup. 
Auction Event Solutions has you 
covered. 
 
www.auctioneventsolutions.com 

 
 

http://www.auctioneventsolutions.com/
http://www.auctioneventsolutions.com/
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At Habitat for Humanity of Orange County, one of our biggest fundraisers is the Building Dreams 
Fundraising Breakfast - a one-hour event where guests hear from our leadership, our families, and 
are given the chance to make a gift or pledge to Habitat OC.  
 
This year's event was scheduled for March 25, 2020. As the pandemic spread, we needed to come up 
with another idea. I was hesitant to cancel or postpone the event -- especially when I looked at the 
budget impact of not having this fundraiser in the current fiscal year. I connected with Habitat leaders 
to get their perspective, and then made the decision to reschedule the breakfast.  
 
In order to raise some funds to support our operations, we came up with a plan B. The Habitat OC 
team was planning to supplement this year's breakfast with an online giving campaign, and when we 
made the decision to postpone the breakfast, that supplement became the main activity.  
 
We re-imagined the breakfast into an online giving day, utilizing videos, testimonials, matching gifts, 
and social media to reach out to our donors, volunteers, and contacts. The newly christened Building 
Dreams Drive would give our returning donors a chance to make a gift and would give new donors a 
chance to see the impact of the Habitat mission.  
 
The team had less than 2 weeks to get gift commitments, secure videos and testimonials, and figure 
out the technical and logistical challenges that come with a giving day run while team members are 
working remotely.  
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As of this writing, the end results of the Drive have yet to be determined. (Later, it was reported that 
the efforts resulted in $300K) However, some key decision points and lessons that have cropped:  
 

1. Seek input from your key advisors. I spoke to three key board members before bringing my 
recommendation to the CEO. The board members were able to look at the problem I was 
facing from a different point of view, and share what they were seeing in other trade groups, 
professional associations, etc.  

2. Get the team involved with a clear sense of purpose. I started our first meeting on this topic 
with specific tasks for each of the team members. I also provided a clear vision and goal to the 
team - we all knew the stakes and the challenges we were facing  

3. Stay flexible: in the 2 weeks we had to plan the Drive, the external situation remained fluid. In 
other words, we had to revise plan and approaches - sometimes multiple times in a single day. 

4. Stay close to the mission: this is, of course, advice that is always applicable. When creating our 
talking points for the Drive, communicating with Breakfast guests about the postponement, or 
taking with our board members about the new plan, we always kept the mission front and 
center. How will these actions allow us to help more families? 

5. Fail fast, take notes, move on: Again, guidelines that are always true, but especially so during a 
crisis. If something doesn't work, we don't have the luxury of dwelling on it. Learn from it, and 
move on to the next idea. 

The Habitat OC team was able to make this pivot because we relied on the fundamentals: we knew 
the mission, we trusted and supported one another, and we didn't panic. We worked to make the 
best event we could with the time we had -- not a perfect event.  
 
Good luck! Keep up the good fight,  
Chris Baiocchi 
Habitat for Humanity of Orange County 
 
 

To start, my opinions are based on what I observed with my clients and serving on nonprofit Boards 
during and after the “Dotcom” bust (late 1990s); following the September 11, 2001 terrorist attack; 
the 2008 stock market crash; as well as today (literally)! 

First, every CEO/ED should ask their Board Chair to ask Board Members to “step up” their service. 
This means volunteering to acquire the assets needed to serve agency’s clients and mission. Each 
Board member has their own area of expertise and interest, and they should – to the extent each is 
able – generously give their time, talent and treasure. The Board on which I sit had its monthly 
meeting last week. Members committed to making our annual donations now rather than in June 
during our annual special event.  

We are also having an emergency Board meeting this week to detail our “dialing for dollars” activities 
with past and prospective donors, as well as organizations who can contract our agency to perform 
work. Several of us have committed to preparing grant applications on behalf of the agency even 
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though this is not a timely 
solution. Other ideas and actions 
will surely emerge from this 
emergency meeting. Generally 
speaking, our Board’s thinking is 
this: If we don’t act now, when? 
If not us, who?  

What keeps me positive is this: 
knowing that the world, when it 
returns to “normal” will be 
forever changed. A new “normal” 
will exist and, if we want the 
world to be better we must act 

now. One of my favorite adages is this: “Raising money during a time of crisis is like wrestling a 
gorilla. You don’t stop when you get tired. . .”   

My commitment as a fundraiser is to the donor first, the organization second. Consider:    

• Following the “dotcom” bust in (about) 1999, I served on a board with a billionaire. I tried to 
arrange a meeting between he and my client (a healthcare organization). As a veteran 
philanthropist he smelled me out and politely but firmly said, “Healthcare is not my thing, 
education is.” I mentioned this conversation to a fundraising colleague for a local university. 
Within the year she the Advancement team solicited an $18 million gift from the billionaire to the 
university. 

• After “911” I was soliciting the founder of a corporate client of mine on behalf of a nonprofit 
health care client. After speaking with the founder, it was obvious my client was not a good match 
for his interests. I made a suggestion that he should speak with the President of his alma mater to 
create a program that would become a source of specially trained employees his company 
needed to maintain its competitive advantage. Within a few months he made a $20 million gift to 
the university. 

These examples illustrate that if we look out for the donor first, good things can happen to benefits 
others and improve society. In other words, we must “wrestle the gorilla” regardless of whether we 
monetize every opportunity or benefit personally. 

My smaller clients during hard times survived but it took years to restore their financial integrity. 
Those who weathered the storm most successfully shared this trait: they had Board members and 
CEOs/EDs who were great fundraisers. 

There is an old saw that goes like this: The #1 reason people don’t donate is because they are not 
asked. So we need to ask all our stakeholders to donate their time, talent, and treasure, and tell them 
specifically how they can serve. Make a donation. Volunteer to provide service. Advocate with 
elected officials. And give the donor the grace to determine what s/he is willing to do. Here’s why: 
today’s crisis is twofold: (1) many nonprofits will lose contributions due to the financial crisis while (2) 
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trying to meet an increased demand for services. The good news is Plato taught us that for every 
problem there is an opportunity waiting to be uncovered: “Necessity is the mother of invention.”  

Here is our opportunity and that of our supporters: we must all contact our state and local elected 
officials to ask for a “universal deduction” for all taxpayers -- regardless of whether they itemize. The 
“Tax Law and Jobs Act of 2017” nearly doubled the standard deduction, and those we are privileged 
to serve (our clients) have suffered because of it.  Rallying our stakeholders through community 
meetings, one-on-one conversations, Facebook Live, Zoom, etc., is fragmented, but still easier than 
ever. Now is the time to act! 

If not now, when? If not us, who? 

Bill Ballas 
Health to Hope Clinics 

 

Call your major funders to check in with them, let them know how COVID19 is affecting your 
program and operations, and ask if you can switch designated program funding to 
operational/general funding. 

Susan E. Mott, CFRE 
Grant Writer and Fundraising Consultant 

 

Adapt and Change – sometimes we plan change and other times we change by an external 
pressure and realize later we adapted. 
 
Kate Holmes 
Mothers Against Drunk Driving 

 

9 Tips to Raise the Most $ with Your Emergency Appeal 

1. Do it Right … Do it Quickly 
Soon, 10,000+ nonprofits in SoCal will be sending fundraising emails. On average, your best 
donors support 5 to 10 of these nonprofits. If done right, Donors love to fund your Urgent 
Need, but you are competing with thousands of SoCal nonprofits that are also experiencing a 
shortfall. Act quickly. 

 
2. Be Vulnerable. Share your Urgent Need. 

Describe how COVID-19 is hurting your beneficiaries, organization, and cause. 
 

 

 

 

 

 

 

http://www.whatifdm.com/covid
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3. Share the Urgent Need Often. 
Your donor’s attention span is 30% shorter than usual. Communicate more. 

 
4. Acquire New Donors  

Good News. You can find new donor prospects that care about what you care about. Don’t 
just communicate with your house file … use social media to share your Urgent Need with 
20,000+ donor prospects … that look like your best donors. 

 
5. Find a short, incomplete, story that illustrates your Urgent Need 

Talk about a unique beneficiary that needs help right now. Pictures are helpful. 
 

6. Create an offer that meets the Urgent Need. 
$2.18 feeds a child. $5.35 provides medicine to senior. Break down your urgent need into a bite 
size pieces. This is proven to raise the most $ for over 40 years. 

 
7. Go Small Picture to Big Picture 

Share a short beneficiary story … then share how many beneficiaries need your donor’s help 
… as well as the total funds needed that are not in the budget. 

 
8. Use Urgency Drivers 

Your need is urgent. Use deadlines, matching gifts, and challenge grants. 
 

9. Leverage Multiple Channels 
Most nonprofits will send email only. Increase visibility with social and direct mail. 

Chris Roelke 
What If? 
https://www.whatifdm.com/covid 
 
 
 

Nonprofits can share their ongoing activities to reach Influencers and Decision Makers who 
support Philanthropy and Charitable Giving;  ideas they are doing to reach our audience FREE! 

Desert Charities News, the Premier News Magazine Dedicated to Philanthropy and Charitable 
Giving. 

Simply send information by email to: steve@desertcharities.com 

We will post their stories on:  

dcnnews.com 

Steve Tolin Editor-Publisher 
Desert Charities News 

 

 

 

https://www.whatifdm.com/covid
mailto:steve@desertcharities.com
http://dcnnews.com/
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Fundraising is always about emotion and a personal connection. There is no parallel in any of our 
lifetimes to the COVID-19 crisis - even World War II. Why do I say that? World War II wasn't 
"Tweeted" in real time. We didn't doubt the news that was delivered to us, in print or by radio. We 
trusted our sources of news, and we trusted each other. "Facebook" didn't exist - and probably a 
good thing, or we would have panicked at every post. We digested the stock market news on a daily - 
or weekly basis. We were slower.  
 
Now, in a society where we can communicate instantly, we can also "fundraise" instantly. In the 
current environment, that's a double-edged sword. Would I reach out to donors now if your 
nonprofit needs it? Yes -- but only carefully and strategically: no big jumps. Take small steps. Instead 
of hyperbolic pleas for money, be sensitive to the fact that the people you're asking for money are 
just as nervous and emotional as you are. In short - before you reach out to ask for money - reach out 
and say "How are you doing today?"  Let your donors and supporters know that your nonprofit and 
charity will be there during and after this crisis. The people who donate to you are your best 
ambassadors. Help give them confidence, so that they then have the confidence to give to you. Panic 
is not profitable: fight it - actively. We WILL get through this. We ARE getting through this. 

David Perry 
David Perry & Associates, Inc. 

 

“At times like this, when my financial situation is threatened…it is difficult to trust my heart. My 
head gets in the way and tells me to be practical and hold back. Collectively, if we all do that, we will 
be in danger. I must trust my heart, regardless of the current situation, and continue to give, be it 
time or money, whatever I have. And, it would be a great service to the world to lead by example. 
Trust my gut and move my feet – even when I am afraid. “ 

If you assumed this is what donors are thinking right now, you could be right. But this quote is 
eleven years old, from the first edition of The Burk Donor Survey which we deployed in the depths 
of the last recession. Yes, the underlying cause is different this time, but it is a crisis of unknown 
duration and it is very likely going to have an impact on fundraising. 

During the last recession, we conducted research with donors to better understand how they 
were managing their philanthropy in a new financial reality. If I had to boil it down to a single 
statement, it would be this: during a crisis, donors continue to support not-for-profits that they 
trust and they find it much easier to drop those that they don’t. Given very recent research on 
whether and to what degree donors trust charitable organizations, that must make fundraisers 
shiver. 

• The Better Business Bureau found that 70% of respondents said trust is essential before 
making a donation but fewer than 20% had a high level of trust in charities; 

• The Indiana University School of Philanthropy and Vanguard Charitable have charted a 
decline in trust among donors from 66% in 2000 to 53% in 2016. 

 

 



Association of Fundraising Professionals, Orange County & Desert Communities Chapters              32 

 
 
Trust Is a Byproduct of Something Else 

“We’re not-for-profits dedicated to doing 
good work so you can trust us,” is a position 
long held by the charitable sector as a 
substitute for reliable evidence on what 
donors’ contributions are achieving. And, 
certain fundraising practices that hammer 
donors relentlessly have exacerbated the 
problem. But if not-for-profits are 
responsible for the decline in trust among 
donors, they can also rebuild it. They, and 
their fundraisers, just can’t do it by coming at 
the issue directly. Trust is engendered by 
doing away with practices that cause donors to stop giving and by interacting with donors in ways 
that make them feel proud of their attempts to do good in the world. 

According to our research, these concrete steps build trust among donors during a crisis: 

• Acknowledging that donors, not just not-for-profits, are negatively affected in a crisis; 
• Offering sincere, personal gratitude whenever donors give; 
• Facilitating direct contact from the people in your organization that have influence with 

donors. Their influence comes from the positions they hold and the fact that they are not 
paid to raise money. That means, above all others, leadership volunteers and Chief 
Executive Officers. 

Over the next several weeks (longer if necessary), I will be writing about how fundraisers and 
their not-for-profits can maneuver through this crisis, retaining as many donors as possible and 
even acquiring new ones in these extraordinary times. Meanwhile, here is a story about how our 
research and, specifically, the three strategies outlined above, helped one of our clients ride out 
the 2008/09 recession. 

My firm was hired to conduct a feasibility study for an arts client on the west coast. Just as we were 
about to start interviewing donors, the recession hit. The Artistic Director and I met to decide what 
to do and we both quickly agreed that the project should be put on hold until the crisis eased. 

 Then we fell into a broader conversation during which the Artistic Director asked me, “What would 
you do if you were in my shoes?” 

 “I know exactly what I would do,” I replied immediately. (I remember he was a bit startled by my 
confidence.)  

 “I would write to all your season subscribers, your single ticket buyers and especially your donors 
and tell them that you know they must be hurting right now. And, you should tell them you are OK 
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and that the theatre will survive, not because you are asking them to give but because they have 
been there for you in the past. Their loyalty has made it possible for the theatre that you and they 
both love to get through whatever is coming.” 

 Well, he did it; and because he is an artist, he crafted a letter that was outstanding.  

 A few days later the Artistic Director called me to report that his voicemail was full, he was 
inundated with emails and letters, and patrons were stopping him on the street to say how much 
they appreciated his kind and caring letter. I wasn’t surprised that many donors also responded with 
unsolicited gifts. Even so, it wasn’t about the money. At that moment in time, when everyone was 
holding his/her breath, that letter and its inherent gesture of respect was the priceless gift that 
deepened donors’ trust.  

Penelope Burk 
Cygnus Applied Research 
You can follow at www.burksblog.com 
Reprinted by permission 
 
 

8 Steps for Successful Fundraising During the Coronavirus Crisis 

Coronavirus is spreading. The economy is declining. And there’s continued political turmoil. 

Any one of these three issues could be viewed as a recipe for disaster in terms of your fundraising. 
And here we are… experiencing all three at once. 

Your donors are anxious. Your board members are freaking out. It’s up to you to lead the way. 

So what’s a fundraiser to do? 

Most importantly, don’t panic. If you keep a cool head and follow these eight steps, you’re all but 
guaranteed to come out ahead while other organizations fall behind. 

1. Stay calm and carry on. 

We have lots of examples from the financial crisis of 2008 of organizations that reduced their 
fundraising budgets and eliminated fundraising staff in an effort to “save” money. Yet, they are the 
ones who suffered the most in the long run. 

Meanwhile, other organizations stayed the course and invested in their fundraising efforts. Those 
organizations were able to raise as much as they needed, and more. 

So look to the lessons of recent history — retracting during an economic crisis is not your best move. 
Keep reading… 

 

 

http://www.burksblog.com/
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2. Convene your board (virtually, by video chat, if 
necessary). 

Call your board together to discuss the situation. Share 
your plan of staying calm and working your fundraising 
plan: 

• If you are in a capital campaign, keep going. (see 
#5) 

• If you’re about to launch a campaign, proceed as 
planned. (see #5) 

• Continue with your annual campaign as scheduled. 

During your meeting, ask board members for their 
suggestions and insights as you continue to keep your 
board engaged. 

As a group, discuss how the Coronavirus, possible 
recession, and political turmoil could affect your 
organization and your mission. Will the problems you work 
on every day increase? In difficult times, there is often a 
greater need for helping the hungry, housing the 
homeless, healing the sick, taking care of the elderly, etc. 
So how might this impact your mission? 

3. Meet with your donors more frequently. 

When disaster strikes, your instinct might be to avoid your donors. Do the opposite! This is the time 
to reach out, check in, and ask for assistance. Make a list of your top donors and schedule meetings 
(virtual or in person) with them as soon as possible.  

Ask how they and their families are doing. Ask about their business. Share how these uncertain times 
are impacting your nonprofit and the clients you serve. For example, my friend who runs a soup 
kitchen estimates they will need to provide an additional 2,000 meals per month for the foreseeable 
future.  

Many donors will step up to help if given the chance. Let them know what you are facing and what 
you need to get through. Give donors the opportunity to surprise you (in a positive way.)  

4. Cancel events, but don’t refund the money. 

You may need to cancel your upcoming fundraising events for the health and safety of those 
attending. When you do, someone at your organization will suggest returning money to ticket buyers 
and sponsors. That might even seem like the logical thing to do. However, if given the opportunity, 
many donors would let you keep the money. 

Join Us! 
 

 
 
Get some help with your fundraising! 
 
www.afpglobal.org/join 

https://www.amyeisenstein.com/9-ways-engage-motivate-board-members-raise-money/
https://www.amyeisenstein.com/9-ways-engage-motivate-board-members-raise-money/
https://www.amyeisenstein.com/27-ways-cultivate-donors/
http://www.afpglobal.org/join
http://www.afpglobal.org/join
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So instead of simply issuing refunds, use the opportunity to reach out to donors and let them know 
what’s going on. Provide them with the chance to donate the cost of the ticket to the organization 
even though you’re canceling the event. (Don’t burden yourself by trying to reschedule.) 

In fact, in light of the situation, ask ticket buyers to consider joining your monthly giving club for $10, 
$20, or even $50 per month to help ensure stability for your organization for the turbulent year 
ahead. 

5. If you’re planning or in the midst of a capital campaign, stay the course. 

If you’ve been planning a campaign for months (maybe longer), remember that the need for your 
campaign has probably not evaporated simply because of current events. To learn more about how 
you can — and should — proceed with your campaign plans in the face of these unsettling times, sign 
up for this free webinar: 

Webinar: How to Keep Your Campaign Plan Moving Forward in Uncertain Times » 

And if you’re already in the middle of a capital campaign, keep on campaigning. Do not halt your 
campaign in the middle of an economic crisis. There are other steps you can take. You may need to 
lengthen the timeline or adjust your goal and plans, but abandoning your campaign could be a major 
mistake.  

6. Thank your donors. 

Gratitude goes far, especially when people are stressed. Take the time to extend genuine and 
heartfelt thank you’s to donors. Go out of your way to pick up the phone, handwrite notes, and even 
say thank you in person when you can. Don’t take any donor for granted. 

7. Don’t make assumptions. 

Simply because the economy appears to be in free fall, don’t make assumptions what your donors 
will and will not do, or what they can or cannot give. There are those who own stock in cleaning 
supplies and medical equipment who have made money in light of the Coronavirus. Not only that, 
many of your largest and most loyal donors have enough resources that they will be able to continue 
to give to important causes, even in a time of financial crisis. 

8. Ask for what you need. 

If your needs have increased due to Coronavirus or the downturn in the economy, let your donors 
know. Don’t be shy and hold back. Share what you need and offer ways your donors can help. They 
just might surprise you (in a good way).  

 

 

https://capitalcampaigntoolkit.com/keep-your-campaign-plan-moving-forward/
https://www.amyeisenstein.com/how-to-thank-donors-stop-focusing-on-the-money/
https://www.amyeisenstein.com/how-to-thank-donors-stop-focusing-on-the-money/
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Some Will Retreat; Others Will Step Up 

You’re not wrong to feel nervous during these unsettling times. It’s true — some donors are going to 
pull back on giving for the time being. But I promise, there will be others who step up to help during a 
time of extreme need. 

Meanwhile, your clients may need you more than ever. Many donors will recognize this and do 
whatever they can to assist your efforts. But that will also depend on your outreach and leadership. 
Do your best to stay the course and keep calm.  

Amy Eisenstein 
reprinted by permission 
www.amyeisenstein.com 

 

Fundraising in times of crisis is a delicate task. And, for many organizations, the need for seeking 
financial help has never been more urgent. 

Your organization may be facing a critical situation and you need to let your stakeholders know. 

Do NOT hold back from sharing your story about what’s happening now. 

Bolster revenue before you cut expenses. 

Remember an important axiom: When under financial stress, focus first on bolstering your revenue 
streams. Then, after that, you look to cut expenses. 

It is definitely possible to protect and build your revenue streams – even in this environment. 

But the kind of fundraising you need to do right now is not business as usual. Your regular messages 
and appeals will sound tone deaf if you send them out now. 

It’s time for a new fundraising strategy with a new tone, and a new message. 

One that will keep your doors open, capitalize on your opportunities and engage your donors. 

Here’s our recommended 3- Part Fundraising Action Plan for Crisis Response: 

1. Go to Your Key Major Donors and Staunch Supporters with Capacity 

Create a short list of your strongest financial partners. 

These people are your true partners. They deeply believe in you and your work. 

They are committed to your mission and have demonstrated that commitment over and over. Clearly, 
they would want to know what is going on and how they can help. 

 

 

http://www.amyeisenstein.com/
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Here’s how to approach them: 

a. Reach out in a caring and compassionate way. You have 
a relationship with them. You want to know how THEY are 
doing. 

b. Then acknowledge their partnership and how much you 
value it. 

c. Ask for permission: “I wanted to share with you how 
things are doing. Would you like to know the details?” 

d. Be transparent. Share your status as honestly as you 
can. 

e . Ask for the help that you really need. Tell them, frankly, 
what it will take to get through this. 

You can say, “Is this something you’d be interested in 
helping with?” 

Of course, you can’t see these donors in person, but you certainly can set up a video call, a phone call, 
or communicate via email. 

If you do email, it’s important to make the communications very individualized. One by one- write 
them personally. Let them know what is happening, and ask if they’d like to have a conversation 
about helping. 

DO NOT ASK some major supporters unless the coast is clear: 

Many fundraisers are having a lovely time simply taking the time to connect with their top donors. 
They are calling to see how the donors are doing (particularly the elderly ones), and if they need 
anything. 

One of our clients wrote me and said: 

I am shifting into relationship cultivation and stewardship mode!  We can use this time to LOVE on 
our donors.  Our Headmaster took dinner to our largest donor today.  The couple is in their late 70s. 
He’s doing the right thing! 

Kris Kirkpatrick at the Nature Conservancy is also focusing on engagement: 

I am reaching out to all my donors who are 75+ as a check in – “are you okay, do you need 
assistance.” Most of them are housebound (or should be) and a friendly voice may be welcome. 

Fundraising Help 

 

 

 

 

 
 
More than 30,000 fundraisers around 
the world are members of the 
Association of Fundraising Professionals. 
 
They join to gain education and training 
that will help them raise $ and make 
their organizations more effective and 
sustainable.   
 
Interested?  www.afpglobal.org/join 

 
 

 

https://www.linkedin.com/in/kriskirkpatrick/
http://www.afpglobal.org/join
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I’m also snail mailing our newest materials about our work – no ask, just a “look where your money 
has been spent.” 

Engagement is a smart strategy for nurturing major donors over the long run. You can take the time 
now to show them that you care about them as people – not just as ATM’s. 

2. Search for Emergency Funding – 
“Rapid Response Funds” from Area Foundations 

Many foundations are pulling together with corporate supporters to create Rapid Response Funds to 
help nonprofits in need. 

They want to keep their local 
nonprofits healthy – and 
surviving. 

It’s important for you to 
reach out right now, to your 
local community foundation 
– and any other long-term 
foundation funders. They 
may have resources to share 
now. 

Also remember your donors 
who have DAF’s. Donor 
Advised Funds are recession 
proof. They should be near 
the top of your list. 

3. Emergency plan for smaller gifts. 

It’s time to create new strategies to appeal to your smaller donors. If you cancelled a spring 
fundraising event, then let’s craft a plan to make up the revenue. 

There are a number of strategies you can employ here: 

• You can create a virtual or “non-event” to replace some of the revenue from your cancelled gala. 
• Plan a mega Giving Day later this year when things calm down. 
• Mount a fundraising campaign for a specific issue that is very urgent, compelling and emotional. 

You say to your donors: “The work that you care so much about continues. . .” 

Remember this appeal is not about you, and not about your organization. It is about the work. Your 
impact. 

https://www.philanthropy.com/article/Coronavirus-Rapid/248232
https://www.gailperry.com/if-you-have-to-cancel-your-event-because-of-coronavirus/
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It’s the way you phrase it. You are not so much asking for a gift as you are sending a reminder.  The 
people you serve still need services, now more than ever. 

Your donor may want to take action and help someone. So you make it about the “help” and not 
about the gift. 

And you “invite” donors to give, because your work continues on – pandemic or not. 

BOTTOM LINE: Don’t shrink from crisis fundraising. 

There’s a right way and a wrong way to be seeking contributions right now.The time to be out there is 
now. Good luck, we are here to help you. 

Gail Perry 
www.gailperry.com 
reprinted with permission 
 
 
 
Concerns about the impact of Coronavirus (COVID-19) underscore the nonprofit sector’s vital leadership 
role in the welfare of our communities. At CCS Fundraising, our primary concern lies with the health and 
safety of our people, our nonprofit partners, and those in our communities at greatest risk. 

We understand that many nonprofit organizations are seeking guidance on how to proceed 
during this time of uncertainty. CCS has extensive experience over the past 70 years in times of 
crisis, economic stress, and natural disasters. There are several lessons we have garnered through 
these experiences. 

These lessons focus on the importance of continuous communication and engagement with 
stakeholders, prudent adjustments to short-term fundraising activities, and a focused 
commitment to staying the course of an organization’s overall fundraising plans. Strong 
leadership and resilience have helped charitable organizations persevere through challenging 
times. Nonprofit organizations have achieved success through flexibility, creativity, and resolve. 

In light of the current and rapidly evolving circumstances, CCS offers the following general 
principles and specific guidelines around fundraising efforts: 

• Increase communication: Keep your stakeholders fully informed and deeply engaged. 
Donors and stakeholders are interested in how organizations are affected by the current 
situation, and what actions are being taken. 

• Avoid wholesale cancellation of fundraising plans: Adhere to your overall fundraising 
plans and strategies, with reasonable adjustments to your day-to-day meetings, events, 
and activities, depending on your local circumstances. 

• Reaffirm your mission and impact: Reaffirm your organization’s mission and continuously 
remind donors of the impact of your work. If you have a special role to play in the current 
public health issue, explain it. 

 

 

http://www.gailperry.com/
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• Develop a short-term action plan: Develop a plan of action, including a communications 
plan over the next several weeks, featuring an outreach initiative of personal calls and 
emails to key donors and friends. 

• Leverage technology: Find ways to more effectively incorporate video conferencing, 
podcasts, or virtual briefings that make meetings more dynamic and create more personal 
experiences regardless of distance. Consider how social media or other virtual platforms 
can serve as temporary alternatives to in-person convenings. 

• Motivate: Redouble efforts to help motivate development staff, administrative leadership, 
and trustees by reminding them of the resilience of philanthropy in difficult times. Donors 
who feel engaged and connected will continue to support their beloved institutions, 
especially in times of crisis. 

• Share philanthropic information: Share the latest philanthropic information to both 
motivate leadership and temper expectations. 

• Consider special briefings: Consider hosting a series of teleconference briefings with 
stakeholders on issues pertinent to the current situation. Donors and constituents are 
interested in knowing how a nonprofit is responding to the current situation: whether 
classes, events, services, or performances are being altered or canceled; how employees 
are being cared-for; how operations are affected; if any new services or programs are 
being initiated in response to current circumstances. 

• Show empathy and concern for your stakeholders: We have all been impacted by COVID-
19 in some way. Giving is a two-way street and donors want to know that you value them 
and are concerned about their welfare. Offer any resources that might be helpful to your 
stakeholders. 

In challenging times, those nonprofit organizations 
that stay the course and engage extensively with 
their stakeholders emerge successfully. These 
situations offer an important time for nonprofits to 
demonstrate their relevance and cement their 
relationships with their donors and friends. Donors 
look to these organizations as vital resources. In the 
past, those donors who stopped supporting specific 
nonprofits during or after a crisis did so primarily 

because they no longer felt connected to them. 

The last point is particularly important, as it may feel like now is a moment to pause or delay your 
activity. It is very important to note that in previous downturns, those who continued to push 
forward in their efforts ultimately succeeded, and those who took a step back lost ground. 

Thank you for all that you do to strengthen our communities and improve our world. We hope 
these principles, gleaned through many years of experience and periods of uncertainty, are 
helpful as you carefully navigate your development and fundraising efforts in the coming months. 

Samantha Leveugle 
CCS Fundraising 
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Tips on Fundraising during COVID-19 

Funraise has been offering free webinars over the past two weeks on changing fundraising strategies 
during these uncertain times. Here are some take-aways from the sessions. 

Funraise 3-18-2020 webinar take-aways 

1. Historically individual giving increases during crises. Don’t put your fundraising on hold, as 

individual generosity increases. 

2. Peer-to-Peer fundraising – let your donors and volunteers raise funds for you. Text or call donor 

base to check in to see if they are all right, ask for support, giving online: “here’s a way you can 

give.”  

3. Keeping key sponsors engaged: ask them to fund technology to make your virtual event 

successful; use to live access. Think long-term with sponsors; don’t lose out on long term 

relationships. 

4. Direct mail may be more effective during this time, but personal, handwritten, composed letter to 

donors, keeping them top of mind. 

5. Story telling – keeping donors engaged if only touch point is virtual – online across different 

channels, social media. Strategy four weeks, text version and share stories. 

6. Keeping Volunteers engaged – direct them to ask for donations; 

turn them into fundraisers. Concentrate on top 5 that care about 

the mission.  

Funraise 3-25-20 webinar take-aways 

1. Your donors are still passionate about your cause; they want to 

hear from you. 

2. Use tech platforms to create innovative virtual experiences to 

raise money. 

3. Virtual events – galas, golf, walks, runs, auctions, challenges, etc. 

-- offer both live and virtual benefits to sponsors and 

participants. Can expand philanthropic partnerships through 

click-throughs. 

4. Virtual auctions – best to employ a professional auctioneer for 

this to engage audience, keep event moving, increasing sales. 

5. Don’t forget the five “Ts” – Tribe (know your audience, 

supporters), Talent, Time, Treasure, Testimony. 

6. Older generations already have cell phones; most use Facebook and text messaging. Tech is easy 

to learn and they will adapt; can transition to different devices.  

7. Some video conference software for livestreaming & webinars are Zoom, GoToMeetings, 

RingCentral Meetings, Cisco Webmix, Intermedia Unite. 

Pamela Bieri 
Alzheimers Coachella Valley & Steinway Society of Riverside County  
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LEADING IN TIMES OF A PANDEMIC 

Unlike past crises, the COVID-19 pandemic is global and affecting all of us. As employers and 
organizations that provide public goods, our anxiety is real and justified. Together, the nonprofit 
sector needs to navigate these uncharted waters of social and economic uncertainty. Collectively, we 
need to prepare for a new normal in a future that is yet to be defined. Some good news: a recent 
study by the Association of Fundraising Professionals has found “that the data does suggest that 
donors are very supportive of their nonprofits through uncertain economic times.” The following are 
perspectives to help you consider your options as you navigate through the three phases of a crisis – 
Response, Recovery, and Resiliency: 

RESPONSE 

Goal:  To serve the communities that have been critically affected by the onset of the crisis, including 
first responders. If your organization is not on the front line of the crisis dealing directly with the 
pandemic or disaster relief, your goal is to strengthen relationships with your super allies, your most 
stalwart supporters, including current and past board members, loyal donors, dedicated volunteers, 
and your staff. 

Message: We are all in this together. 

Timeframe: During a natural disaster, the timeframe begins when the disaster strikes and ends when 
the last of the victims can be saved.  For this pandemic, the time frame will be longer than most 
natural disasters as the number of new cases individuals affected by the COVID19 continues to rise.   

• Build Your Super Allies: 
The foundation of our 
business is relationships. 
Because everyone in our 
community is affected by 
the pandemic, it is critical 
to select the wording and 
timing of fundraising 
efforts carefully. You do 
need to fundraise but do 
so with an eye towards 
building your super allies 
of closest friends and 
supporters. How you 
fundraise is more critical 
than ever. A heightened 
personal approach at all levels of giving with a longer cultivation timeline will be most effective. 
Emphasize stewardship activities, especially those that require individualized attention, such as 
handwritten notes, phone calls, and personal emails. Remember that most of your supporters are 
isolated at home and are hungry for contact and community. Think about how you can use 
technology like video conferencing to build a sense of community and bring your supporters to 
the “front lines.” 
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• Share Your Reality: Nonprofit organizations whose mission is not directly addressing the health 
pandemic need to be cautious of appearing opportunistic. It is appropriate and even critical to 
connect with your existing donors and volunteers. Since we are all being affected by this 
pandemic, begin each interaction by asking how they are doing. By listening with an empathic ear, 
you can build relationships and continue to strengthen your base of support. When they are 
ready to hear about the health of your organization, be transparent and specific regarding your 
reality and the immediate challenges. Your unexpected needs may include the cost of staff 
telecommuting, lost revenue from closing operations, and developing new ways of using 
technology to deliver programs and serve the community. 
 

• Avoid Risk of Presumption: While you may need to feel secure in the sense that it is right to move 
forward in fundraising initiatives, the dilemma is in the presumptions used in making that 
judgment. Too often, too much is presumed about how other people will or will not respond or 
think. This is not a time to make decisions in isolation or a vacuum. Instead, seek the opinions and 
guidance of your super allies. Understanding their perspectives will help you to navigate any 
misinterpretations and misunderstandings and to best judge the propriety of moving forward 
with specific fundraising programs and activities. 
 

• Negotiate New Parameters:  This is uncharted territory for donors and foundations as well. In 
Orange County, many foundations, donors, and corporations have pooled their funds to create 
the OC Community Resilience Fund and the OC United Way Pandemic Relief Fund to support OC’s 
most vulnerable. Most grantmakers are very open to renegotiating grants and contracts. Before 
you contact them, be clear about what you need and why.  For instance, would it be helpful to 
convert a program grant to an operating grant? If so, what will happen with the program and the 
people it serves? You may also want to ask your program officer how their grantmaking in the 
future is affected by COVID-19.  And don’t forget your corporate sponsors. Keep them updated on 
changes in events or programs. Inform them how vital their support is at this time and explore 
new ways to engage with them as sponsors.   
 

• Build Advocates for our Philanthropic Sector. If you are not an organization on the front line, 
then take the lead on promoting our philanthropic sector. We know that nonprofits play a vital 
role in our community. But did you know, according to United Way Worldwide, that our sector is 
larger than the airlines? Or that our collective work represents 6% of our nation’s Gross Domestic 
Product and 10% of the workforce? Let’s make sure the public is in the know at how important 
our sector is to the health of the community. We must share the facts and ask our allies to tell 
Congress to explicitly call out nonprofits in the emergency measure they are creating. For more 
information on existing public policy efforts, visit the Independent Sector Policy Action Center. 

 

RECOVERY 

Goal: To maintain a meaningful presence. Reflecting on our nation’s history demonstrates clearly that 
major adversities and catastrophes – economic, natural, epidemics, war - are always followed by 
recovery and revival. And those institutions that maintain a meaningful presence in anticipation of 

https://charitableventuresoc.org/resiliencefund/
https://charitableventuresoc.org/resiliencefund/
https://www.philanthropy.com/article/Nonprofits-Seek-60-Billion/248273
https://independentsector.quorum.us/campaign/25264/?utm_source=hs_email&utm_medium=email&utm_content=85129023&_hsenc=p2ANqtz-_G0cBGewmzNB01nwwZFBPgBMpo09sxPBkpxo9Nx3ybXJqCAClh3ID_SsZMW62qJzEeAOfapXpOIVqPiev9xoBPycl32Q&_hsmi=85129023
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recovery and revival will also preserve the fundamental value of their mission and purpose in the 
minds of people who will again support them. 

Message: We have survived the storm, and together, let’s define our “new normal.” 

Timeframe:  6 to 12 months after the end of the quarantine. 

• Solicit Out of the Box Ideas. We may have or will need to cancel events that traditionally raise a 
significant amount of our operational budget. In our new normal, non-restricted funds will be 
critical.  Expand your super allies to include your corporate sponsors, event volunteers, and Board 
members. Engage them in creative thinking. Start by asking how you can best use new tools, 
methodologies, and resources developed during this time to continue to move your organization 
forward. 

• Fail Forward. The first step for future success is to reset your fundraising goals. Many of our 
efforts will not meet our intended outcomes. That is OK as long as you take the time to learn and 
try again. Be open to input from others. Don’t be afraid to try something new. Those 
organizations which decide in these times to 
step back and withdraw from anticipated 
fundraising programs and initiatives could be 
unintentionally communicating that their 
fundamental mission and purpose are captives 
of circumstance and not essential in meeting the 
represented needs of people and communities 
served. During these times, it’s necessary to 
continue to share the needs of an unwavering 
mission with key constituencies and to cultivate 
support to ensure organizational viability into 
the future. 
 

• Communicate Authentically and Honestly. 
Unfortunately, during this time, our leaders 
(volunteers and staff) will need to make some 
tough decisions regarding the viability of our 
organizations. Some will choose to merge with 
other organizations, while others may need to 
close temporarily, and many will need to shrink, 
which will result in laying off staff and reducing 
services. These decisions are painful and 
disorientating for all but can be best navigated 
with authentic and honest communication. It will 
be critical that your super allies be in the know first and prepared before the information is 
shared with your greater community and the general public.  
 

• Be Thankful: Make sure your communication with your super allies goes both ways and is 
consistent. Share the wins and the disappointments. Be grateful for their engagement and 
gracious in understanding when they may need to shift their focus to other things.  
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• ASK! Number one rule of fundraising: you don’t receive if you don’t ask. Engage your super allies 
in your fundraising efforts. Provide them training, tools, and opportunities to raise the funds their 
organization needs to succeed. Ask them for their perspectives and to help you expand your circle 
of super allies.  

RESILIENCY 

Goal: To thrive while accomplishing our mission and realizing our vision. 

Message:  Let’s move forward together. 

Timeframe: A year out from recovery until the next crisis. 

• Define Your New Normal. It is essential not to fall back into old habits. Our current response 
efforts are not sustainable for the long haul. We 
need to ensure that our organizations have 
strong and strategic leadership in place. Can we 
co-hire with another nonprofit the level of 
expertise we need, such as marketing or 
accounting? What back-office services can we 
contract out? Can you demonstrate that you are 
making the impact you say you are? If not, it may 
be time to invest in outcome evaluation or 
strategic planning.  

• Refocus Your Fundraising Efforts. We know that, 
on average, 70% of non-governmental donations 
come from individuals. Yet, most organizations 
invest a bulk of their time raising funds through 
grant applications, sponsorship proposals, and 
events. This moment will be an opportunity to 
augment what worked during the last two 
phases, expand your base of allies, and deepen 
those relationships. Additionally, you can focus 
on developing your planned giving program. 
Bequests account for 9% of philanthropic gifts 
and will continue to grow as our population ages.  

 

• Plan with Lessons Learned. Unfortunately, this 
was not our first crisis, nor will it be our last. Thus, it is vital within the next year for your 
leadership to begin crisis planning that builds on your organization’s strengths and incorporates 
all that we have learned while fundraising during this pandemic. Put the systems in place now for 
the next crisis. To do this well, you will need to manage your risk and consider various “what if” 
and contingency scenarios. 

 

Patricia Sinay, Community Investment Strategies 
Kellie Stockdale Webb, Leonidas Strategies 
 

 

 

https://charitableventuresoc.org/sustainability-its-more-than-just-the-money/
https://philanthropy.iupui.edu/news-events/insights-newsletter/2018-issues/july-2018-issue1.html
https://philanthropy.iupui.edu/news-events/insights-newsletter/2018-issues/july-2018-issue1.html
https://www.racialequitytools.org/resourcefiles/scearce.pdf
https://www.racialequitytools.org/resourcefiles/scearce.pdf
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I don’t know that I have any great wisdom to share, 
but as the co-founder of a for-profit online platform 
that was built to provide the tools to help nonprofit 
organizations to go digital AND as a member of the 
executive planning committee and volunteer 
coordinator for Oceana’s annual SeaChange Summer 
Party, I know a little something about fundraising and 
the challenges that nonprofits are facing right now. 
That said, my advice is to nonprofits is to “think like a 
for-profit business". 

 
First, communication and appreciation is critical. Your longtime donors/supporters must know about 
your needs, but more importantly they must know about the impact of your work and how they 
made that possible. Your donors/supporters are your customers and the impact you make in your 
community is your product. If you don’t regularly report to your customers what you have been able 
to do with their contributions and thank them, then you need to start right now. If you want your 
customers to keep buying your product, then they have to know that it works. The best way to do 
that is to show them. You want to make it personal. Let people know that, thanks to “X dollars” that 
they gave, you were able to achieve “Y results”. Use facts and figures. Use photos. Use whatever you 
can to show them that they got value for what they spent on your product.  
 
Second, you must increase your customer base. Your longtime donors/supporters may be tapped, 
either through their own economic misfortunes or because the other organizations they support are 
also struggling. You should absolutely let them know that you still rely on them as an anchor, but you 
must diversify your customer base. Look at the last several election cycles and take note how 
powerful grass roots funding has been compared to relying on a deep pocket. Look to your smaller 
donors and even your volunteers and ask them not just to give what they can, but to spread the word 
about what you do and what makes you wonderful. Allow for the democratization of philanthropy.  
 
Robert L. Kollar 
Givsum 

 
 

Continue This Conversation 
 
Join the conversation in our Facebook 
groups: 

https://www.facebook.com/AFP.Desert.
Communities/ 

 
https://www.facebook.com/afpoc/ 

 
 

 
 
 
 

 

How to Reach Us 
 
Office@afpoc.org 
 
AFPCADesert@gmail.com 
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