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Today’s Case Study: Mid-Ohio Food Collective
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The Capital Campaign Lifecycle

Please go to www.menti.com and use code 4815 598.
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http://www.menti.com/

Campaign Activities Public Launch

|
|
Preparation Phase Quiet Phase i Public Phase
|
|
|

* Internal planning * Seqguential solicitation *  Broad-based

* Policies, infrastructure, case *  Major donors, closest solicitations
for support, brand, etc. insiders * Launch campaign
online
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Campaign Communications

Preparation Phase

Goal: Show donors you have a

clear future vision.

*  Case for support

Public Launch

Quiet Phase

Goal: Make your major donors
feel like insiders.

Major gift proposals
Recognition opportunities
Brochure/leadership book
Digital pitch deck
Campaign video
Campaign office

Visual renderings

Public Phase

Goal: Spread the word! Shout
it from the rooftops.

Templates (social media,
newsletters, email, etc.)

Accessible microsite
Digital/print ads
Branded environments



Preparation Phase Communications

Please go to www.menti.com and use code 48 15 59 8.
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Case for Support

e The case for support: an internal resource document

* Adapted for...

Talking points Leadership briefing documents
Grant proposals FAQs

Brochures Direct mail

Videos Press releases

* Process for updating the case for support

e Building a library of stories

g @benefactor
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Mid-Ohio Foodbank

C aS e Stu dy : Preliminary Case for Support

1. Capital changes to Mid-Ohio Foodbank: $8 mi
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Mid-Ohio Food gzt mmempenme
catiand Farm: $1 million = T2 4\

Collective *z’},&‘ S e T

av-&rm\wd.w'& . Whynuw whatwasﬁ\ermﬂva
,wh(‘—&‘tw
Q;N)-ﬂ

Where we
started

@ benefactor




Case Study: Mid-Ohio Food Collective

How we refined and strengthened the vision with donors

Donors

join and
- T T T T respond to
early vision
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Case Study: Mid-Ohio Food Collective

* Do you feel that the North Star vision takes Central Ohio in the right
direction? Does it take the Mid-Ohio Food Collective in the right direction?

* Do you feel that the Mid-Ohio Food Collective is uniquely positioned to How we
address this challenge? refined and

* Do you feel that this project will inspire the community to invest? —> strengthened

* Does it inspire you/your organization to invest? the vision

* How did you react to the philanthropic goal? with donors

* How strongly do you support each element described in the vision?

* |f you had to prioritize, please rank the elements.

e What else should the Mid-Ohio Food Collective know to ensure success?

1 @benefactor



Case Study: Mid-Ohio Food Collective

Where we ended
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Quiet Phase Communications
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Quiet Phase Audiences

1 @ $6,000,000 or more = $6,000,000 . .. .
Sequential solicitation
3 @ |$3,000,000 to $5,999,999 = $9,000,000
4 @ |$1,000,000 to $2,999,999 = $4,000,000 * |Insi d ers
8 gifts yielding a total off $19,000,000 .
* Major donors
7 @ $500,000 to $999,999 = $3,500,000
10 @ $250,000 to $499,999 = $2,500,000
16 @ $100,000 to $249,999 = $1,600,000
33 gifts yielding a total off 57,600,000
18 @ $75,000 to $99,999 = $1,350,000
21 @ $50,000 to $74,999 = $1,050,000
28 @ $25,000 to $49,999 = $700,000
67 gifts yielding a total off $3,100,000
Many @ less than 525,000 to ensure success $300,000
108 gifts yielding a total of $30,000,000 @ b en elf e T o
) “fj' “f\\_, LUl




Best Practices

Articulate the value proposition: substantiate, differentiate, resonate.
Make it about the donor: emphasize donor agency.

Make it about the cause, not the institution.

Focus on strengths, not needs.

Confer insider status.

Convey social norming.

N o Uk w N

Tell stories.

15 @ benefactor



he
campalgn
to re-imagine

Case Study: Mid-Ohio Food Collective = k‘y U ending hunger

> Pl O o006/422

Rooted In You: Let's Re-Imagine Ending Hunger

Mid-Ohio Food Collective #
ieciive ‘L
333 subscribers Erizecs 55 | &P /> share & Download

=7~ mid-ohio food
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Public Phase Communications
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Public Phase Audience

1 @ $6,000,000 or more = $6,000,000
3 @ |$3,000,000 to $5,999,999 = $9,000,000
4 @ |$1,000,000 to $2,999,999 | = $4,000,000
8 gifts yielding a total off $19,000,000
7 @ $500,000 to $999,999 = $3,500,000
10 @ $250,000 to $499,999 = $2,500,000
16 @ $100,000 to $249,999 = $1,600,000
33 gifts yielding a total off 57,600,000
18 @ $75,000 to $99,999 = $1,350,000
21 @ $50,000 to $74,999 = $1,050,000
28 @ $25,000 to $49,999 = $700,000
67 gifts yielding a total off $3,100,000
Many @ less than 525,000 to ensure success $300,000
: 108 gifts yielding a total of $30,000,000

* Mid-level donors

* Annual fund donors
* New donors

e Lapsed donors

* The community at large—
regional residents and local
businesses

In short: everyone.

¥ benefactor



Best Practices

19

1.
2
3
4.
5
6

|dentify and segment audiences.

Immerse audiences—use every channel.

Emphasize donors as part of a movement.

Show progress.
Don’t forget about early donors.

Tell stories.

¥ benefactor
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CaS e Stu dy ° Mid-Ohio Food Collective surpasses campaign goal with help from the

community. Watch the announcement below.

Mid-Ohio P Y ——
Food - D

Collective

Mid-Ohio Food Collective Rooted in You Campaign Kickoff

Unlisted

- Mid-Ohio Food Collective 3 G PDshwe & Dovnload

333 subscribers

Watch on (€8 Youlabe
campaign

to re-imagine
ending hunger
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rJim's glaucoma
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mid-ohio food
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A Guide to
Campaign
Communications




Next U

LAnother Round of Breakouts!}

- =

Check the Bridge App or
Session Locator for the next round

Of education!
Don’t forget the AMPLIFY LABS!
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