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We love to SEE YOU

Please turn on your camera if possible.

We love to HEAR YOU

Please feel free to share your concern, comments.

We love to WORK with YOU

Please feel free to reach out afterward if you have any

Inquiries or requests.
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Fund Development: A Practical Strategy for Nonprofits

Create the financial resources and meaningful relationships that allow a nonprofit to

2
G , L 5
Fulfill its mission Increase its impact Remain its sustainability

Strengthen your Fund |dentify Opportunities for :
Development Process Funding Diversification Sustainable Impact
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Fund Development: A Practical Strategy for Nonprofits

} . |STRATEGIC PLANNING RELATIONSHIPS DIVERSIFICATION | INFRASTRUCTURE

Is foundation are crucial reduces risk enables scale

+ Mission alignment * Donor pipeline * Annual giving + CRM/ donor database

- Goals and strategic management - Major gifts - Gift processing &
fundraising plan ¢ Donor recruitment, - Grants Acknowledgment

- Board engagement recognition and retention | - raising events and - Policies & Ethics

- Annual fundraising circle * Government relations campaigns

- Case for support » Corporate partnership - Planned giving

- Marketing * Volunteers and alumni

communications
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Fund Development: A Practical Strategy for Nonprofits
Mission alignment, Philanthropic culture & Board engagement

What are you DEEPLY
PASSIONATE ABOUT?
VISION
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Fund Development: A Practical Strategy for Nonprofits

* Purpose: To develop a 3 Year Strategic Plan for The Organization

- Objective: A Strategic Plan that enables the Organization to grow and achieve continued success in the future

* Deliverables:
Hedgehog
SWOT
PESTLE, Porters 5 Forces
Strategic Direction and Path
Gap analysis that anchors current state of the organization versus desired future state
Change Agenda outlining “From”....... "To” for significant change areas
SOMIPPP outlining the Actions needed to execute on Business Plan
Balanced Scorecard with metrics in place to measure progress of the organization’s strategic plans
Journey Plan to bridge the gap to the 3-year future state
Includes a prioritized list of Improvement Initiatives
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Fund Development: A Practical Strategy for Nonprofits

SWOT ANALYSIS

PERFORMANCE
ENHANCERS
FACTORS

STRENGTHS

INTERNAL

- Where do we stand today — Build and Review SWOT

INHIBITORS

WEAKNESSES

OPPORTUNITIES

EXTERNAL

External Review — OT

THREATS

Internal Review — SW

Strategy Review — SWOT STRATEGIC PATH usion mssenicons

REVENUEGROWTH ~ IMPROVE RETURNS

FINANCIAL PERFORMANCE
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TIER 1 PROCESSES

H
D [ t [} ] ‘ BRAND ‘ ’ INNOVATE ‘ ‘ MARKET & SELL
b BUILD, ALIGN & INFORMATION
St t (] P tl 3 ENGAGE ECHNOLOGY

INFRASTRUCTURE

THE FORMAL MANAGEMENT SYSTEM

Change Agenda [ [ oo

- How are we going to get there — Actions R
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Projects —

People

HEDGEHOG

CHANGE AGENDA

FRO
(((((

vvvvvv

llllllll

AAAAAAAA

EEEEEEEE

BALANCED SCORECARD

AS| BASE PLAN STRETCH | RESULT
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- Performance Metrics To Guide the Journey
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Fund Development: A Practical Strategy for Nonprofits
Case for Support

framework

Key elements

Mission & vision statement -

Emotion +
Evidence =
Winning
formular
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Fund Development: A Practical Strategy for Nonprofits
Annual Fundraising Circle

% Annual Donor Recognition Event

BNP

INSPIRE

% GivingTuesday

% Campaign quarterly update

% Quarterly newsletter (Fall)

+« Donor and Recognition Page update

% Donor Wall update

s Annual Impact Report

% Holiday message from the Board (Stewardship)

% Annual campaign launch

% Fundraising event (own or partnership)

Supported by Integrated
Marketing Communication
Strategies

% Grant search and application (Spring season)

« Annual report

% Quarterly newsletter (Summer)

% Annual campaign exploration (local businesses, partners)

% Quarterly newsletter (Spring)

% Campaign quarterly update

% Spring TY note from the Board (Stewardship)

% Fundraising event (own or partnership)

Certified

=]
=
5
= M=



Fund Development: A Practical Strategy for Nonprofits
Relationship Management Matters

Donor

Recruitment & : | . .
Retention Partnership 'K:’_‘ Alumni ~ Relations

dp ‘

Corporate Volunteers and # Government

BNP
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Fundraising

Performance
Management
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Fund Development: A Practical Strategy for Nonprofits
Relationship Management Matters

* Build meaningful relationships

» Develop a consistent donor
journey

« Demonstrate impact clearly and
regularly

* Prioritize stewardship and
recognition

» Use data to strengthen retention

Donor
Recruitment &

Retention

BNP
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Fund Development: A Practical Strategy for Nonprofits
Relationship Management Matters

(Build meaningful relationships B (Align shared values and B
« Develop a consistent donor objectives

journey * Focus on partnership, not
« Demonstrate impact clearly and sponsorship

regularly  Create meaningful engagement
« Prioritize stewardship and opportunities

recognition * Demonstrate impact and return on
« Use data to strengthen retention investment (ROI)

* Invest in long-term relationship
management

Donor
Recruitment &

Corporate

Retention Partnership
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Fund Development: A Practical Strategy for Nonprofits

Relationship Management Matters

(-Build meaningful relationships

» Develop a consistent donor
journey

« Demonstrate impact clearly and
regularly

* Prioritize stewardship and
recognition

» Use data to strengthen retention

Donor
Recruitment &

Retention

BNP

INSPIRE

(-Align shared values and

objectives

» Focus on partnership, not
sponsorship

 Create meaningful engagement
opportunities

» Demonstrate impact and return on
investment (ROI)

* Invest in long-term relationship
management

Corporate
Partnership

6 Recognize them as lifelong

ambassadors

 Create meaningful and ongoing
engagement

» Celebrate contributions and
successes

« Communicate consistently and
purposefully

* Build pathways for giving and
advocacy

Volunteers and
Alumni

~N
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Fund Development: A Practical Strategy for Nonprofits
Relationship Management Matters

(-Build meaningful relationships

» Develop a consistent donor
journey

« Demonstrate impact clearly and
regularly

* Prioritize stewardship and
recognition

» Use data to strengthen retention

Donor
Recruitment &
Retention

BNP
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(-Align shared values and

objectives

» Focus on partnership, not
sponsorship

 Create meaningful engagement
opportunities

» Demonstrate impact and return on
investment (ROI)

* Invest in long-term relationship
management

Corporate

Partnership

6 Recognize them as lifelong

ambassadors

 Create meaningful and ongoing
engagement

» Celebrate contributions and
successes

« Communicate consistently and
purposefully

* Build pathways for giving and
advocacy

Volunteers and
Alumni

\

(- A distinct revenue stream

\

* Relationship, not transaction (map
your government stakeholders,
engage year-round, tell the local
story)

* Credibility boost/ Reputation lift

« Compliance (report, rules) and
stewardship like a donor

Government

Relations

Certified
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Fund Development: A Practical Strategy for Nonprofits
Relationship Management Matters

(-Build meaningful relationships

» Develop a consistent donor
journey

« Demonstrate impact clearly and
regularly

* Prioritize stewardship and
recognition

» Use data to strengthen retention

Donor
Recruitment &
Retention
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(-Align shared values and

objectives

» Focus on partnership, not
sponsorship

 Create meaningful engagement
opportunities

» Demonstrate impact and return on
investment (ROI)

* Invest in long-term relationship
management

Corporate

Partnership

6 Recognize them as lifelong

ambassadors

 Create meaningful and ongoing
engagement

» Celebrate contributions and
successes

« Communicate consistently and
purposefully

* Build pathways for giving and
advocacy

Volunteers and
Alumni

\

(- A distinct revenue stream

\

* Relationship, not transaction (map
your government stakeholders,
engage year-round, tell the local
story)

* Credibility boost/ Reputation lift

« Compliance (report, rules) and
stewardship like a donor

Government

Relations

(-Turn activity into accountability

* Guide smart decisions
 Build funder confidence

* Tools & Practices (Dashboard,
CRM reporting, SMART targets,
regular review & analysis,
segment your analysis)

* Let data drive strategy

Fundraising
Performance
Management
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Fund Development: A Practical Strategy for Nonprofits
Fundraising Performance Management

YTD Jun’2026 Performance Update Contribution by sectors

[$CA,’_000]

55% Fundraising events
9%

2250
Total 3450

4100

Major gifts

Grant 22%

1200 590/0

Planned giving 1200

60%
Annual giving -
250 11% Plannze?ci/glvmg
- S A
Annual giving ‘50400 62%
500
Maijor Gifts 800 50%
1000

Fundraisi t “

undraising even 400

o 500 40%

mlLanded mSolicitation mGoal

o
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Fund Development: A Practical Strategy for Nonprofits

Donor Pipeline - Monthly Tracking

120

100
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60

40

16

20

Jan Feb Mar Apr
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17

15
35 37
May Jun
m Cultivation

Jul Aug

Solicitation

22

43

Sep Oct

Stewardship

23

Nov

25

60

Dec

Pipeline Pool

Stewardship
5%

Solication
18%

Identification

54%

Convert rate: 46% (cultivation/identification) and 80% (solicitation/cultivation)

Success rate: 55% (approval/solicitation)
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Fund Development: A Practical Strategy for Nonprofits
Fundraising Performance Management

Monthly Accumulated Performance Other KPIs
[$CA,”_000] 250
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Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec # new donors # gifts # monthly donors

®Annual giving ®Major gifts mGrant = Total wGoal = Actual
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Fund Development: A Practical Strategy for Nonprofits

Infrastructure and Tools

/- Donor retention and h

stewardship
« Automated CRA tax receipting
Online giving
Reporting and analytics
Communications
Time savings and integrations

CRM/ Donor
management

platform

BNP

INSPIRE

Consistency and quality
Compliance and risk reduction

Onboarding, continuity and
knowledge retention

Efficiency and time savings

Foundation for automation and
growth

Gift processing and acknowledgment
Major gift prospect management
Grant application process

Naming rights and donor recognition

~N

£ Fundraising person(s)/

department

« Communications person(s)/
department

Resources
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WHAT TYPE OF PHILANTHROPY
YOU ARE?

|\




YOUR VOICE MATTERS:
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Let’s continue our meaningful conversation to turn
your bold vision to lasting impact!

R 4

A

We're happy to have an
iIn-person meeting with you
in GMA or a virtual meeting,

COMPLIMENTARY 3 ! based on your preference.
ONE-HOUR ik
CONSULTATION : -

With BNP Inspire
Consultants

-

B N P Certified
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Book a meeting Your contact in Atlantic region
to talk about your needs

]2 o]

Moncef Lakouas
Vice President

1 888 528-8566,30
MLakouas@bnpinspire.com

>
[m]or

BNP
sV
il IS BN

EMPOWER PHILANTHROPY
ELEVER LA PHILANTHROPIE

Glenn Massad
Philanthropy Consultant

1 888 528-8566,47
GMassad@bnpinspire.com

Van Dinh
Philanthropy Consultant

1 888 528-8566,58
VDinh@bnpinspire.com

Certified

Entreprise
Certifiée

I
Corporation



mailto:MLakouas@bnpinspire.com

	Diapositive numéro 1
	Diapositive numéro 2
	Diapositive numéro 3
	Diapositive numéro 4
	Diapositive numéro 5
	Diapositive numéro 6
	Diapositive numéro 7
	Diapositive numéro 8
	Diapositive numéro 9
	Diapositive numéro 10
	Diapositive numéro 11
	Diapositive numéro 12
	Diapositive numéro 13
	Diapositive numéro 14
	Diapositive numéro 15
	Diapositive numéro 16
	Diapositive numéro 17
	Diapositive numéro 18
	Diapositive numéro 19
	Diapositive numéro 20
	Diapositive numéro 21
	Diapositive numéro 22
	Diapositive numéro 23
	Diapositive numéro 24
	Diapositive numéro 25

