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Welcome & Introductions 
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Director of Community &  
Fund Development, Brilliant Labs 
john.wong@brilliantlabs.ca  

Owner, Project Director 
Way Up Strategic Solutions 
chris@wayupsolutions.com 

Christine Gilliland John Wong, CFRE 



Tell us about you 
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• Nonprofit staff? 
• Volunteer? 
• Board member? 
• Communications? 
• Development? 
• Other? 
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Why do Nonprofits & 
Charities  

Communicate? 



Why Communicate? 
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• To engage 

• To create awareness and goodwill 

• To galvanize target audience into action 
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Corporate & Fundraising Communications 
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Corporate Communications Fundraising Communications 

• “We” focused 

• Brand/Image-building 

• No call to action 

 

• “You” focused 

• Measurable results 

• Strong and clear call to action 
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The Fundraising Communications Key 
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Session Overview 

• Culture of Philanthropy 

• Donor-Centered Fundraising 

• Case for Support 

• Communications Planning 
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Culture of Philanthropy 

A culture of philanthropy refers to your attitude toward 
philanthropy and fund development (fundraising)…  As a 

charitable organization, an essential part of your 
organizational culture must include philanthropy. 

  

Organizations that operate with a culture of philanthropy 
understand three things:  the value of organizational culture, 

the importance of philanthropy, and the inextricable link 
between philanthropy and fund development.  

-Simone P. Joyaux  

 

“ 

” 
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Top 10 Indicators of Philanthropic Culture 

10. Your Board and leadership can both pronounce and spell the word "philanthropy." 

9. When someone calls to donate, the person answering knows what to do. 

8. Accountability is a word your organization lives by, not pay lip service to. 

7. You recognize that your primary role is not fundraising… it’s building a philanthropic culture. 

6. Your leadership acknowledges the difference between philanthropy and fundraising. 

5. You have a Statement of Philanthropic Values. 

4. Development is a core function that is long term, strategic and responsive to community needs. 

3. Fundraising is everyone’s job. 

2. 100% of your Board donates to your organization.  

1. Donors are viewed as stakeholders in your organization. 
https://www.vitreogroup.ca/top-10-indicators-of-philanthropic-culture/ 
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True Stories… unfortunately 

12 



Donor-Centered Fundraising Fulfils 
3 Essential Requirements 
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1. Receiving prompt and meaningful acknowledgement 
whenever a gift is made. 
 

2. Having the gift assigned to a specific program, project or 
initiative more narrow in scope than the mission of the 
not-for-profit. 
 

3. Receiving a report, in measurable terms, on what was 
accomplished with the last gift before being asked for 
another. 

      

-Penelope Burk  https://cygresearch.com/ 

 

https://cygresearch.com/
https://cygresearch.com/


Donor-Centered Communications 
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1. You find ways to give back to donors. You’re not just asking 
for something from them over and over.  
 

2. You express gratitude – you say thank you.  
 

3. You share useful information – you make donors feel good 
about how their gifts (or their volunteer time) has helped. 
      

 



True Story… The Gillette Miracle 
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…We were telling the stories that made our organization look 
important—not the stories that made our donors feel important. We 
helped children walk. We opened new clinics. We conducted successful 
fundraising programs. We did amazing things! 
 
But all of our incredible accomplishments left the reader with a nagging 
question: "If you're doing so great, why do you need me? 

“ 

” 

How a Hospital Foundation Increased Giving to its Newsletter 
by 1,000 Percent 

-Gillette's Angela Lindell and Andrew Olsen, CFRE 
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“Fundraising is not about funding your agency. 
It’s about realizing your donor’s dreams and 
needs.” - Tom Ahern 

………… 

“Success begins — and ends — with how you 
treat your donors in between the times when 
they make donations.” -Claire Axelrad 
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Session Overview 

• Culture of Philanthropy 

• Donor-Centered Fundraising 

• Case for Support 

• Communications Planning 



Case for Support 
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1. Why us? 

2. Why now? 

3. Why you (the prospect)? 
 

-Ron Arena, Marts & Lundy 
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Case for Support – Key Elements 

• WHO are we?  WHO are we supporting/helping? 

• WHAT do we do?  WHAT’s our cause?  WHAT have we 
accomplished?   

• WHY do we do what we do?  WHY does our mission and 
vision matter?  WHY should people care or support us?   

• HOW do we account for what do?  HOW do we know we’re 
making a difference?  HOW do you give donors a chance to 
get involved to make a difference? 

• WHERE do we do what we do, and WHEN? 
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Case for Support – Dos 

 Give yourself plenty of time to develop case for support. 

 Look for ways to build consensus and buy-in. 

 Write with PASSION and a SENSE OF URGENCY.  

 Mix both emotionally compelling stories and descriptions of the work 
being done, as well as cold, hard facts that back up your claim.  

 Write in a clear, concise and jargon-free manner. 

 Identify program/project outcomes and impact clearly. 

 Check spelling and grammar, and any math you might use. 
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Case for Support – Don’ts 

x Don’t write lengthy, vague, general statements, or 
get too wordy. 

x Don’t add excess documentation or material. 

x Don’t assume that the reader will ‘read between 
the lines’. 

x Don’t forget to put the donor at the centre of your 
writing 



Planning your Communications 
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Your communications strategy defines your 
target audiences, messages, and goals.  

 

It ensure writers, designers, staff, and board 
are all on the same page on desired 
outcomes. 
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Communications Plan Overview 

OBJECTIVES: what you want to accomplish with your 
communications. 

GOALS: ways in which those objectives can be accomplished. 

AUDIENCE: to whom your communications will be addressed. 

TOOLS AND TIMETABLE: how you will accomplish your 
objectives. 

EVALUATION: how you will measure the results of your program. 
https://www.canadahelps.org/media/C-Helps-webinar_CommsPlan_KF_ENG_Feb10.pdf 
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To Recap 

Culture of Philanthropy 

Donor-Centered Fundraising 

Case for Support 

Communications Planning 



Questions? Discussion 
www.wayupsolutions.com/sign-up 
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Go Forth And… 
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Thank You! 
www.wayupsolutions.com/sign-up 
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