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ONEplace provides general information and guidance based upon commonly-observed situations. This information should not 

be considered as legal advice. Consult a licensed professional for advice for your organization. 01/14/16 

The Fund Development Series of ONEpages provides three levels for growing your fundraising program. 

This ONEpage provides structure and guidance for those organizations starting their fund development 

efforts. We also recommend attending ONEplace’s Fundraising Series in the summer. 

 

 

Initiate your donor pipeline 

A fund development program nurtures donors down the path to greater connection with the 

organization. This pipeline begins by building your contact list with the names, addresses, phone 

numbers, and email addresses of your donors and potential donors (prospects). Establish clear 

procedures and templates for how information is gathered and how it is recorded, including: 

salutations, address abbreviations (e.g., St or ST or St. for “Street”), phone number format (e.g., 269-

555-5555 or (269) 555-5555), and more. There are many acceptable ways to organize and format 

this data. Just be consistent. 

 

The entire fund development effort hinges on relationship building. Your pipeline and the donor 

data within it are the blood line of your organization: it reaches everywhere, it carries vital material, 

and any problems with it can be devastating. Give your donor data and pipeline great care. 

 

 

Campaigns 

Start with an annual fund campaign. The annual fund is unrestricted revenue that is used for all 

operating expenses. The most common times to run campaigns are spring and fall (near year-end). 

Generally, this includes: an appeal letter with periodic email follow-ups, a campaign donation page 

on your website, thank you notes, and a final report. All these items should have the same look and 

feel – images, fonts, and color palette. Donors should receive thank you notes (emails for online 

gifts and notecards to mailed gifts) within a week of donating. A formal acknowledgement letter 

(with required IRS language) may follow later. When the campaign is completed, a final report 

should go to all who were invited to donate, thanking them for their interest and commitment as 

well as reporting the impact of their donations. (e.g., You gave $22,350 which will ensure that over 

50 kids get a week at camp.)  

 

 

Grant 

Most foundations are nonprofits that have a specific purpose and mission. They grant money to 

organizations that are a good fit with their mission. Grants most often are used for projects such as 

program start-up or enhancement. Funds may be granted for general operating expenses but that is 

less common. There is much online about writing grants, and you can attend ONEplace’s Grant 

Writing Basics which is offered periodically throughout the year. 
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Events 

Events are the most expensive way to raise money, so it is not wise to depend on events for raising 

your revenue. However, they may play a significant role in fundraising by offering opportunities for 

donor recognition and retention. Also, friends and prospects may be invited to hear about the 

organization, meet current donors, and get a feel for being part of this overall effort (i.e., 

“friendraising”). Contact information should be captured for all attendees (e.g., sign-in sheet, 

registration, donors share info of their invitees) and a follow-up letter may be sent to thank them for 

coming and to ask for their support.  

 

 

Policies 

When you fundraise, people may try to donate items that may be more trouble than they are worth 

(e.g., some property or used items). Before that happens, put a Gift Policy in place saying what you 

will and will not accept as a donation. Also, for the protection of your donors, a Donor Privacy policy 

will detail how donor information (contact info and giving info) will be used and safeguarded. These 

policies should be approved by the board and shared with donors as needed. 

 

 

Board involvement 

Every board member should make a donation to the annual fund. The amount of the gift is not as 

important as the fact that 100% of the board donates. This fact lends a high degree of credibility and 

integrity to the organization. If you wish to suggest an amount, then ask that it be a “stretch” gift or 

“meaningful” gift. Not every board member has the means to be a top donor, and we must respect 

that while encouraging their support. 

 

 

Donor Communications 

In addition to communications related to the campaign, there should be some regularly scheduled 

communications with donors. The first step in this will be the newsletter. Email newsletters may go 

out monthly, and print newsletters (more expensive) may go out quarterly. They don’t have to be 

long – in fact shorter with good pictures is often best. Donors and prospects need to hear from you 

regularly, otherwise every time they hear from you, you’re asking for money. Not good. 

 

Donor Communications also includes phone calls and face-to-face meetings. The organization’s 

leadership (board members, executive director, development director) should be calling donors 

regularly as well as having coffee or lunch with top donors.  

 

Again, the entire fund development effort hinges on relationship building. While email and print 

communications can maintain contact, relationships only develop in real time, face-to-face. 




