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Abstract 

Early in 2018, United Way of the Wabash Valley (UWWV) incorporated change with a new 

strategic plan for their organization. They embraced that are in the IMPACT business and the 

DONOR is the customer, and if they wanted to lead the Wabash Valley to a brighter future 

together, they must have compelling impact or their donors will look elsewhere and the mission 

will be lost. The current situation of UWWV can be summarized as having a strong new vision 

and overall strategic plan forward, a solid transition plan for agencies and stakeholders, as well 

as a strong new investment strategy guide. All of which were important steps to the strategic 

plan; however, there is an absence of an official organized strategic fundraising strategy. To help 

facilitate the development of an effective fundraising strategy, this thesis presents information on 

the history of the organization, current position of the organization, what strategies are being 

used across the nonprofit sector, as well as a completed proposed fundraising strategy for the 

organization. This thesis makes use of secondary research to gain a better understanding of the 

fundraising for social impact environment, recent trends of today’s donors, and best practices for 

today’s fundraising strategies. 
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Glossary of Terms 

 

Collective Impact An intentional way of working together and sharing 

information for the purpose of solving a complex problem. 

Proponents of collective impact believe that the approach is 

more likely to solve complex problems than if a single 

nonprofit were to approach the same problem(s) on its own. 

Community Impact Committee             A standing committee of the UWWV Board of Directors 

that provides oversight for all impact strategies and 

investments. 

Donor Churn Churn is the % of donors who chose not to donate again. 

This thesis calculates churn as the % of previous year 

donors who did not make a repeat gift in the current year 

(or year being evaluated).  

Impact Councils  Multi-sector, volunteer-led committees of nonprofit, 

government, community, and business leaders who are 

issue experts in and/or are passionate about the specific 

Impact Area of the council. A subset or subcommittee of 

the full CIC, Impact Councils work to bring successful 

results to their specified outcome targets in support of the 

overall UWWV community goals. 

Impact Product A community program or initiative. Examples are United 

Way of the Wabash Valley developed Real Men Read and 

the Mobile Market. Impact Products do not have to be 

operated by United Way. 

Initiatives High priority strategies, programs or projects created to 

achieve major positive change in certain community 

conditions. 

Lapsed Donor Donors who used to give to the organization, but for one 

reason or another, they have stopped giving. 

Vanguard Society United Way of the Wabash Valley recognizes those 

individuals who give $1,000 or more annually as Vanguard 

Leadership Givers. 

Workplace Campaigns An organized effort to raise funds within a company. These 

campaigns unite employees in all offices or branches of a 

company, and gives them an opportunity to donate, 

volunteer and speak out for causes that matter to them. 
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Introduction 

United Way of the Wabash Valley has a rich, 60-year history of bringing their 

community together to address significant social issues that affect their six-county area. They 

unite donors and volunteers with organizations who are focused on producing real, lasting 

results. However, throughout those sixty years there have been significant changes within the 

organization. The areas that have changed the most include the generation of the donor base, 

particularly the motivation and reason for the donor to give, resources available to support 

agencies and their programs, the numerous and rapid advancements in technologies, and the 

primary social issues facing the community. For United Way of the Wabash Valley to remain a 

relevant and valuable community resource and a nonprofit that donors want to give to year after 

year, UWWV must research ways to engage and retain current and lapsed donors within their 

new strategic plan.   

This thesis makes use of secondary research to gain a better understanding of the 

fundraising for social impact environment, recent trends of today’s donors, and best practices for 

today’s fundraising strategies. Based on the information and research collected, a fundraising 

strategy was created for United Way of the Wabash Valley’s new strategic plan that was 

implemented in 2018.   

UWWV Background  

History 

Since 1958 UWWV’s strength has been in fundraising. With no formal marketing or 

development plan throughout the years, UWWV could simply raise millions of dollars through 

payroll deductions within the workplace. In the eighties and nineties this was the most 
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convenient way for employees to give back to their community, but for today’s donor this old 

model of “just give because it is convenient and my workplace wants me to” it not appealing any 

longer. As seen in Figure 1, the timeline below shows how UWWV has seen a shift in the 

amount of dollars being raised as well as an environmental shift within the workplaces which 

had been their fundraising strength for many years.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: UWWV History. Isbell, D. (2018). 
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Today, the United Way of the Wabash Valley serves the needs of six counties — Vigo, 

Parke, Clay, Vermillion and Sullivan Counties in Indiana and Clark County in Illinois. The area 

has a population of 202,618 and is one of only three United Ways in the state of Indiana to serve 

more than a single county. UWWV works to advance the common good across the Valley by 

focusing on community-designated impact areas.  

Current Position 

A 10-year trend of declining donations in the Wabash Valley implied many things, one 

being that UWWV’s mission was not compelling to donors and merited a change. The donors 

were telling the organization that they wanted impact, they seek to know exactly what their 

dollar is going to achieve. UWWV was spreading millions of dollars over twenty to thirty great 

nonprofits (with closed membership, funding was limited to only these nonprofits), each doing 

their own service. Thus, limiting their impact and collaboration abilities. United Way was a mile 

wide and an inch deep with their impact; for a donor, that is hard to visualize. To build their 

resource base and have the ability to effect positive change in the community, they needed to 

transform the perception of being fundraisers to that of a strong community problem solver 

focused on impacting the most critical social issues to build a better future. UWWV decided that 

the organization must embrace that they are in the IMPACT business and the DONOR is their 

customer, where in previous years, the organization treated the agencies they funded as the 

customers. This led United Way of the Wabash Valley to start a collective impact strategic 

planning process in 2016. This would allow the nonprofit to lead other organizations together 

and collectively toward a common goal that would treat the underlying cause of the 

communities’ largest social issue.   
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So, in January 2018, UWWV publicly announced a new strategic plan that would 

drastically change how the organization operated. This included the who, what, and how they 

would award funding. This newest strategic plan for the United Way of the Wabash Valley was 

an 18-month investment of facilitated, engaged discussions with staff, board and committees. 

Guidance on community needs resulted from numerous community conversations with youth & 

parent groups, civic clubs, neighborhood associations, churches and nonprofits and business 

leaders. The discussions and outside guidance led the organization to these questions: “Is our 

United Way creating desired outcomes in the Wabash Valley? What kind of United Way does 

this community want and need?” 

According to the community conversations held by UWWV, there was a link that poverty 

is a generational issue that intensifies problems of substance abuse, crime and domestic violence, 

poor health and health care access, un- and under-employment, blight, and community-wide 

economic conditions. The community saw poverty, a lack of education, and the inability to 

attract well-paying jobs as a cycle. In the Wabash Valley, families with children under 18 years 

old are more likely to live below the federal poverty level or some insufficient income 

representative of struggling working families. This led UWWV to shift their focus to “Reduce 

the Cycle of Poverty in our Community.” They set a numeric goal to lead 10,000 Wabash Valley 

families to economic success as measured by reductions in total families below the ALICE 

threshold income levels.  

With no formal fundraising plan throughout the history of UWWV, the organization 

relied on the fact that donors chose their nonprofit for three reasons: convenience of payroll 

deduction, vetted programing with valid results, and LIVE UNITED national brand recognition. 

When the organization was raising its highest dollar campaign, they spent very little if any 
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resources on marketing, the community just “knew” United Way and gave charitably through 

their workplace. Unfortunately, today’s donor and nonprofits are not the same as in the early 

eighties and nineties. Today’s donor has options, thousands of them, and today’s nonprofit has to 

work hard for that donor’s hard-earned dollar.  So now, the UWWV development team must 

create a fundraising strategy that will align with their new collective impact model outlined in 

the strategic plan.  

Mission and Vision 

In 2018, the United Way of the Wabash Valley began operating under a new mission and 

vision. The United Way of the Wabash Valley wants to create long-lasting change in their 

community by addressing the underlying causes of their communities most daunting social 

problems. Their new mission is “working with and for our community to create lasting solutions 

to our greatest challenges”. Their vision is “a thriving, inspired community focused on care and 

collaboration”. Their tag line is “UNITED WE FIGHT POVERTY” with a bold long-term goal 

to move 10,000 families out of financial struggles and into stability.   

 

 

 

 

 

 

 

Table 1: UWWV Mission/Vision Comparison. Isbell, D. (2018). 
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Problem Statement 

For years, United Way of the Wabash Valley has been bringing their community together 

to address significant social issues that effects their six-county area. As a 501c3 organization, 

United Way of the Wabash Valley (UWWV) relies on donations to fulfill its mission. Through 

the years, United Ways strength in fundraising has been within the workplace; utilizing their 

business relationships to partner with local companies who agree to facilitate workplace 

fundraising drives.  Unfortunately, since 2007 UWWV has experienced a steady decline in the 

number of donors and number of workplaces who participate financially through a resource drive 

(See Appendix A). As expected, this decline in support has impacted the amount of revenue 

raised through these efforts. This decline has forced the organization to implement a new 

strategic direction and now must evaluate their donor retention rate and research ways to retain 

donors and increase revenue. According to Bloomerang, donor retention is a measure of how 

many donors continue to donate to your organization. Nonprofits with a high donor retention rate 

have long-term supporters who come back year after year. Nonprofits with a low donor retention 

rate need to continually acquire new donors or larger gifts to keep up (Bloomerang, 2018). 

According to the 2018 Fundraising Effectiveness Survey Report, the national average donor 

retention rate in 2017 was 45.5 percent as compared to UWWV’s 63.98 percent in 2017 (Levis 

and Miller, 2018). Even though UWWV is above the national average for donor retention, the 

organization would like to increase their donor retention rate to 75 percent in the next three 

years.   

In an effort to reverse the decline in donors year after year, UWWV will research ways to 

engage and retain current and lapsed donors within their new strategic plan that was 

implemented in 2018. UWWV will also need to analyze their current retention rate and research 
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ways in which other like organizations retain donors. The final output will be a completed 

fundraising strategy.    

ALICE 

 During the strategic planning process, United Way of the Wabash Valley began 

researching ways in which to show the severity of poverty in their community, they knew they 

must introduce ALICE. ALICE, is a United Way acronym which stands for Asset Limited, 

Income Constrained, Employed and represents the 

growing number of individuals and families who are 

working hard, but are unable to afford the basic 

necessities. The United Way ALICE Project is a 

nationwide study that began as a pilot program in 

New Jersey, and has expanded to include 16 states, 

which represent nearly 40 percent of the U.S. 

population (United Way of Northern New Jersey, The 

United Way ALICE Project). United Way ALICE 

Reports use standardized measurements to calculate the cost of a bare-bones household budget in 

each county in each state, and quantify the number of households that cannot afford the 

necessities. The reports, done every two years, contain data on household budgets, 

demographics, employment opportunities, housing affordability, public and private assistance, 

and other critical economic factors. It is an alternative measure to the outdated Federal Poverty 

Level, which grossly underestimates the number of struggling families. This data is gathered 

from a multi-state study completed by Rutgers University, in partnership with United Ways 

Figure 2: ALICE. Retrieved from: United Way of the Wabash 
Valley. (2018). 
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around the country.  The ALICE Report can help our community better understand how poverty 

is more than a federal government statistic, and involves real, struggling working families. 

ALICE is a hardworking member of the community who is employed yet does not earn 

enough to afford the basic necessities of life. ALICE earns above the federal poverty level, but 

does not earn enough to afford a bare-bones household budget of housing, child care, food, 

transportation, and health care. In most cases, ALICE is not eligible for public assistance because 

they are, in fact, earning income above the federal poverty level. These individuals and families 

are faced with difficult choices daily, often detrimental in the long run. Put food on the table or 

gas in the car? Take a sick child to the doctor or pay the utility bill? 

 ALICE families are the cashier at the grocery store; the waitress at the favorite restaurant; 

the teller at the local bank; the 

teacher at the local daycare; and the 

single mom working two part-time 

jobs. ALICE families are working 

households and pay taxes; they hold 

jobs and provide services that are 

vital to the economy in a variety of 

industries from retail to food service. 

The problem is that these industries 

do not pay enough to afford the basic 

necessities. With the Wabash Valley seeing the growth of low-skilled jobs outpacing that of 

medium and high-skilled jobs, this will continue to compound the problem as the cost of basic 

necessities continue to rise. 

Figure 3: Wabash Valley ALICE Households. Retrieved from: United Way of the 
Wabash Valley. (2018). 
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In the Wabash Valley, 40% of the households are below the ALICE threshold. This is an 

average of Clay, Sullivan, Park, Vermillion, 

and Vigo counties, which is the Indiana 

service area for UWWV. In Terre Haute, 58% 

of households are below the ALICE threshold. 

In the Wabash Valley, the 40% of household 

quantifies to over 30,000 households! United 

Way of the Wabash Valley is determined to 

move 10,000 of those households out of 

financial struggles over the next 20 years. This 

does not mean that United Way will individually 

hand-select 10,000 families and help them move out of financial struggles. Instead this means 

can the United Way invest in the best programs and initiatives that will address the root-cause of 

the issue so that the community will begin to steadily see a decrease in the number of households 

below the ALICE threshold in the report that is published every two years? For more on Alice 

see Appendix B.  

Business model and structure 

Achieving success on their new bold goal required UWWV to do business differently by 

shifting to a collective impact model. Collective impact is when multiple organizations work 

together to solve a specific issue in a structured form of collaboration (National Council of 

Nonprofits, 2018). In order to accomplish this, they will continue to partner with local agencies 

for program grants but will also open the process to organizations that have never received 

United Way funding. In addition, they have launched a new grant process designed to support 

Figure 4: Vigo County, Indiana ALICE Budget. Retrieved from: 
United Way of the Wabash Valley. (2018). 
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collaborative approaches addressing poverty and ALICE in the region. This approach will allow 

UWWV to actively engage with many more organizations in order to achieve the results the 

community seeks, not only those sought by each individual nonprofit agency. By moving beyond 

an agency-requested fund distribution process as the sole means of community support, UWWV 

has the ability to become the backbone organization to guide the bold goal to completion. To 

read more on United Way of the Wabash Valley’s strategic plan see their full published 

document (Appendix C). 

United Way is in the process of creating impact councils associated with five areas that 

dominated the Community Conversations: education, health, financial stability, neighborhoods, 

and safety net. These councils are multisector volunteer-led coalitions that will bring together 

subject matter experts, people who are passionate about the issue, people whose lives are 

affected by the issue, business leaders, and other organizations working to affect each area. 

Members of the impact councils will recommend and monitor the investment of United Way 

resources in order to bring successful results to their specified outcome targets in support of the 

overall UWWV community goal to move households to financial stability. The impact councils 

will oversee the development of outcomes and develop strategies to attain the outcomes related 

to that council’s impact area. 

United Way recognized that a change in the investment model and method could cause 

concern from our long-time “member agencies”, many of whom have received funding from 

them for decades. Thus, a Transition Guide, was developed to help agencies during the next three 

years in what they call the transition period. For many years, United Way has conducted an 

annual fundraising campaign, soliciting our community for corporate, employee, and individual 

donations. The total of this campaign has been used to fund member agency programs along with 
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United Way operating expenses. In the new United Way model, the amount for member agency 

programs will now be used to fund impact councils for their investments in the community 

described above. In order to allow the current member agencies to plan accordingly, the Board of 

Directors voted to follow a three-year step-down transition plan for member agency programs 

that were funded in 2018. Member agencies who were awarded funding in 2018 will receive a 

reduced amount of funding over each of the following three years until that program is no longer 

funded as part of what used to be member agency funding. This three-year transition will be 

referred to as “step down funding” and the calculation is straightforward. 

UWWV recently re-wrote their investment strategies to reflect on their overall new 

strategic direction. The purpose of the investment strategy policies and procedures is to ensure a 

transparent process enabling UWWV to make highly strategic community investments aligning 

with Board approved funding principles. The policies and procedures guide our United Way in 

maximizing impact within our existing operating budget. The resources for managing these 

investments are centralized and streamlined to reduce staff time committed on the part of 

UWWV and grantees while maintaining stewardship of donor funds.  

Each Impact Council will be provided funding from the CIC for investment in 

community initiatives, programs and/or impact products. Amounts and timing for distribution of 

resources to Impact Councils will be determined by the CIC. Impact Councils have three 

available investment strategies available.  

1. Collective Impact Grant Funding - Collective Impact Grant Funding is a standardized 

process across all impact councils. Within this investment strategy, volunteer teams will 

be recruited and will evaluate and recommend investment decisions in multi-year 

Request-For-Proposal (RFP) Grant Funding and/or similar initiatives. 
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2. Alternative Investment Opportunities - Funds provided to the CIC can also be held in 

reserve (as a net restricted asset for UWWV) within the Impact Council and used 

strategically as determined by the council for impact growth opportunities such as 

matching funds for a potential larger federal or specialty grant opportunity. 

3. Develop Collaborative Impact Products - As Impact Councils are intended to be 

assembled with representative expertise in the designated impact area, the council may 

brainstorm and propose “impact products” (a community program or initiative) and seek 

collaborative partners to further develop and operate or execute the product. Funds 

provided from the CIC can be used for implementation and continuing support of such 

products as they measurably achieve designated outcomes. 

To review the UWWV Investment Strategies and Partnership Requirements Manual see 

Appendix D. 

Donor Trends 

Local UWWV Trends 

In 2007 UWWV raised $2,020,009 in total revenue. Of that total revenue, $898,418 was 

raised from 5830 donors which also included $704,808 from 113 companies in corporate 

donations. In 2017 those numbers had decreased to $1,209,158 in overall support (including 

donations from individuals, businesses, events, grants and sponsorships), which is a 40% 

decrease in total revenue. Breaking that total down, $743,186 was raised from 2,967 donors, and 

$247,673 was from 58 companies in corporate donations. This shows that UWWV lost 5 percent 

of their donors between 2007 and 2017, but giving from individual donors has stayed about the 

same. The other major decreased shift is in corporate support. What this shows is that UWWV is 
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no different from other charities seeing the trend of less donors giving more and less companies 

able to match or donate like they used to. This is shown in the national trends section below.  

UWWV’s donor retention rates fare very well as compared to the national average. In 

2017, UWWV retained nearly 64 percent of their donors as compared to the national average of 

45.5 percent. Unfortunately, UWWV still lost 1,143 donors from 2016 to 2017 totaling a loss of 

$207,182. However, UWWV gained 938 new donors in 2017 surpassing the loss and gaining 

$222,859 in new donations. However, UWWV had one anonymous new donor of $100,000 in 

this total. In the absence of this one donor, the difference between lapsed and new donors is still 

an $85,000 loss. If UWWV could both maximize gains and further minimize losses then growth 

in giving would be inevitable.   

 

$2,020,009 

$1,209,158 

$898,418 

$743,186 $704,808 

$247,673 

$416,783 

$218,299 

 $50,000

 $350,000

 $650,000

 $950,000

 $1,250,000

 $1,550,000

 $1,850,000

 $2,150,000

2007 Donations 2017 Donations

UWWV GIVING HISTORY

Current Year Support Individual  Giving Corporate Giving Other Revenue Sources

Figure 5: UWWV Giving History. Isbell, D. (2019). 
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National Trends in nonprofit sector 

In a report titled 2018 Fundraising Effectiveness Survey Report, researchers and writers 

summarize national donor trends from 2016 thru 2017. This extensive survey report was written 

by fundraising experts Bill Levis, Ben Miller, and Cathy Williams. The purpose of the 

Fundraising Effectiveness Project (FEP) was to conduct research on fundraising effectiveness 

and help nonprofits increase their fundraising results. The report summarizes fundraising data 

collected by five reputable donor software firms which provided the FEP with anonymized gift 

transactions for all of the nonprofits using their software. The FEP used the data to calculate the 

gain and loss ratios of gift dollars and number of donors gained and lost from one year to the 

next. In total, 13,601 U.S. nonprofit organizations were studied from 2016-2017 and the FEP 

found that every $100 gained in 2017 was offset by $96 in losses though gift attrition. The FEP 

also found that every 100 donors gained in 2017 was offset by 99 in lost donors through attrition. 

Overall, the retention rate for these organizations was 45.5%, noting that percent has been below 

50% over the last 10 years.  

 

 National Trend UWWV Trend 

2017 Donor 

Retention Rate 

45.5 % 64.0 % 

2017 Donations Every $100 gained was offset 

by $96 in losses 

Every $100 gained was offset by 

$93 in losses 

2017 Donors Every 100 donors gained was 

offset by 99 donors lost 

Every 100 donors gained was offset 

by 121 donors lost 

Table 2: National and UWWV Trends Comparison. Isbell, D. (2019) 
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National Trends in other United Ways 

 In 2003, United Way Worldwide (UWW) adopted a revised membership criterion that 

requires local United Way members to complete and submit a “Database 2” survey on an annual 

basis. This survey captures the full extent of resource development activities during the year and 

allows the United Way system to report results on a national, regional, state, and community 

level. The Database 2 Survey captures much of the range of United Ways’ annual activities in 

the areas of giving, advocacy and volunteering. Data gathered from this study allow the network 

to share resource development results with all United Way employees on their United Way 

online system. UWW inputs the data gathered into a system called Performance Link where local 

United Ways can see interactive graphs and charts.  

 In 2017, United Ways in the U.S. raised $3.5 billion dollars from about 6.4 million 

donors. Ten years ago in 2007, U.S. United Ways had raised $4.2 billion from about 11.7 million 

donors. Much like other national nonprofits, United Ways are raising more money from fewer 

donors; those who are giving are giving more generously. While the overall number of donors 

has been declining, generally the number of high-end donors has remained stable on the national 

United Way level. Figures 6 and 7 show just how rapidly United Ways are losing donors and 

resources year after year.  



Utilizing Donor Trends to Create a Fundraising Strategy   24 

 

 

Figure 6: United Way U.S. Donor Trends. United Way Worldwide. (2017). Performance Link. Retrieved from 
https://reports.unitedway.org/ibi_apps/bip/portal/Research 

 

Figure 7: United Way U.S. Current Year Support Trends (Revenue). United Way Worldwide. (2017). Performance Link. Retrieved 
from https://reports.unitedway.org/ibi_apps/bip/portal/Research 

 When evaluating United Way national donor churn trends, churn represents the 

percentage of donors from the previous year who did not give again in the current year, it is clear 

that United Ways are struggling to retain donors. In 2007, overall churn rate across the U.S. was 

https://reports.unitedway.org/ibi_apps/bip/portal/Research
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20.6 percent as compared to 27.9 percent just ten years later in 2017. When a donor is lost, they 

must be replaced in order to keep the number of donors stable.  

 

 

 

 

 

 

 

 

Strategies for retaining donors and increasing retention rates 

 Strategies for retaining donors can be quite simple, but that positively does not mean they 

are easy to accomplish. It requires a shift within the organization to focus on retaining donors 

rather than always being on the defense and recruiting new donors. Todays donors want to know 

that organizations appreciate and value them. They want to know exactly where and how their 

dollars are being used and they want personalized communications tailored to their wanted 

community impact. Four key strategies were found in researching how to retain and engage 

todays donor that UWWV should focus on in their fundraising strategy: relationship building, 

segmenting and targeting donors, impact giving and products, and diversify giving options. 

Figure 8: United Way U.S. Donor Churn Trends. United Way Worldwide. (2017). Performance Link. Retrieved from 
https://reports.unitedway.org/ibi_apps/bip/portal/Research 
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Build Relationships 

The nonprofit sector, especially United Way of the Wabash Valley, has a lot of work to 

do when it comes to donor knowledge and relationships. UWWV’s strength for years has been 

fundraising in the workplace, coming into the business once a year to fundraise. In this manner, 

UWWV does not really know or understand the donors and therefor not building strong relations 

and connections with the donors. While we typically get donor names and contact information, 

UWWV simply does not take the time to analyze or collect data on what the donors’ interest are.  

At the heart of fundraising is the art of relationship building; strong relationships with donors do 

not just happen. Each and every donor relationship requires special attention and finesse. 

Nonprofits must begin to understand their donors’ personal characteristics and reasons for 

giving. Relationships are important for donors of all giving levels. Placing value on the whole 

interaction with donors will help prepare the donor and the nonprofit for long-term relationships 

that will run much deeper than any single donation. Having a donor-focused fundraising 

approach will also help nonprofits to segment and target donors.  

In the highly competitive nonprofit sector it is important for organizations to get the 

attention of potential donors, including those who could be major givers. One of the most 

successful ways to get the attention of a donor whom the organization does not know is to have 

someone who knows the donor introduce them to the nonprofit. These influential individuals 

could be board members, other donors, staff members, volunteers, and any key stakeholder of the 

organization that is willing to make the introduction and advocate for the work of the nonprofit. 

Peer-to-peer introductions are key to starting strong donor relationships, but once the 

introduction is made it is imperative that the staff cultivate and build upon that relationship. 

There should not be an ask right away, which can be difficult for a needy charity. Take the 
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potential donor to lunch, invite them to events and get to know their likes and needs. The 

donation will follow if they feel a connection to the work of the nonprofit and those working to 

improve the community.  

UWWV, has slowly started to implement strategy within their organization, but on a very 

small scale. In 2018, the Executive and Resource Development Directors set a strategy in place 

to meet with thirty local business leaders in what they called “CEO Meetings”. During these 

meetings, the directors did not ask for any financial or volunteer support from the CEO. The 

intent of these meetings was to simply get to know the CEO and understand their needs and 

concerns within the community they work and live while also showing the business what United 

Way locally was doing to address their very needs. This also helped UWWV get to know and 

understand that company’s employee base. During the meetings, UWWV made sure to ask 

questions that would help their organization get to know their employee’s better. For example, 

they would ask questions like: “how many employees do you have”, “how many of your 

employees travel long distances to work”, “what would your employees say is the largest social 

issue in our community”, and “would you consider a large portion of your employees to be 

ALICE?” This helped UWWV to get to know their employee base better so that in the future 

they could better communicate those programs and initiatives that UWWV provides in the 

community, and therefore might resonate with those employees.  

Segment and Target Donors 

 Almost every donor, at some point in time, has received an email that seems to be sent to 

the masses. A non-personal marketing email that most likely gets deleted before the donor even 

opens it. For a nonprofit to maximize their ROI and avoid donors deleting emails, it is suggested 

that the nonprofit practice donor segmentation and target marketing.   
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Segmenting and targeting donors are not new concepts, many nonprofits have already 

been doing these for years. However, this has not been a strategy that United Way of the Wabash 

Valley has utilized in the past. Donor segmentation is purely separating the whole donor 

database into smaller groups in which the donors share similar qualities (Bodine, 2016). 

Nonprofits typically group donors into categories based on demographic information as well as 

donors’ interests. For example, some nonprofits use communication methods to reach baby 

boomers that are different from those used to target millennials. Other segmentation areas can 

include geographic area, age, type of donor, donor status, and even donation amounts (Bodine, 

2016). Regardless of the size of the nonprofit, donor segmentation is an important strategic 

process because it enables the organization to communicate with the donors in ways that are 

meaningful to them as individuals. Thus, helping to connect and build the relationships with the 

donors and maximize the potential donation. 

 The Indiana United Ways (UWWV’s state association), is now offering their members a 

digital engagement service through United Way Worldwide’s Digital Services Operating Group 

(DSOG). United Way’s Digital Service is a new toolkit in digital communications that includes 

email, data collection, digital marketing and social media marketing services. There were several 

external factors that led Indiana United Ways (IUW) to offering this service (Indiana United 

Ways, 2018):  

• More than half of all people in the US don’t know what United Way does; others may 

know but don’t see the relevance to them 

• Decline in civic engagement; loss of or failure to maximize relationships with individual 

donors 
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• People want the freedom to donate wherever, whenever and transparency in knowing 

where their dollars are going 

• Today’s donors, volunteers and advocates trust themselves and their networks to know 

where to give– not their employer or other institutions 

• Third Party Processors obscure workplace donors from United Way even further, but 

people and companies want the convenience of technology in giving 

Indiana United Way’s goal for the service is for all communications across the Indiana United 

Ways network to be consistent in look and feel with others in the network, but for the content to 

be local and relevant. They want to provide members with new ways to engage and retain 

donors. The platform will reach lapsed donors, current donors and potential donors while 

utilizing the following methods (as stated by Indiana United Ways, 2018): 

• Email series directing users to a “Make Your Moment” Quiz 

• Matching donor database with psychographic data based on their digital footprint 

• New leads gained through aligned social media ads and content 

The “Make Your Moment” Quiz (see Figure 9) is one of the first steps of the Digital Services 

Platform. It’s a fun, easy way to collect data about the donor and what appeals to them, but also 

while getting the donors’ digital connection info. This will help to segment and target the donor’s 

specific likes, needs, and wants in charitable giving. 
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Figure 9: Make Your Moment Quiz. Indiana United Way’s. Digital Services. Retrieved on December 1, 2018 from https://indiana-
united-ways.squarespace.com/dsog-member-area 
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According to IUW there are many benefits for local United Way’s to engage with this 

service. They include: 

• Year-round tailored communication with donors including opportunities for action 

• New lead prospecting through social media and engaging with lapsed donors 

• Ability to work together to develop compelling impact products that donors want 

• Segment donors in many ways for strategic requests 

• Enhancement of fundraising skills and relationship management through access to cutting 

edge sales training 

• Strengthen your ability to listen and discover a company's needs, wants, and Corporate 

Social Responsibility goals 

• Customized employee campaigns to mobilize companies around impact 

• Best practices on donor data collection and maintenance  

In 2018, there were 8 Indiana United Ways in a cohort that used this digital service. The stats 

shown in Figure 10 are how these services were engaged by year-end from the users. Next to 

those stats, in white lettering UWWV has listed their own e-mail statistics from Constant Contact 

in 2018. UWWV actually sustains a very strong email usage rate already, so enhanced content 

would increase the current stats even higher.  
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As an Indiana United Way, if UWWV engaged with this strategy to strategically plan the 

content for specified donor segments, they would provide their donors and stakeholders with 

curated content that the stakeholder would be pleased to receive. UWWV’s donor relationships 

would become stronger as the stakeholders begin to trust that the nonprofit only contacts them 

with relevant, personalized information that they, the donor, care about. In turn, this will greatly 

increase the donor retention rates, fundraising efforts, and more. 

Impact giving and products 

 Donors have a long history of giving to causes they feel connected to, but a new style of 

giving is emerging in the nonprofit sector called Impact Giving. This style of giving among 

donors emphasizes a more personal relationship between donors and the long-term outcome of 

the causes they choose to support. According to LiveAlumni, impact givers generally take more 

time to research and strategize who they are giving to, they tend to have a better idea of what 

they want to accomplish, and they are invested in seeing the impact of their donation 

Figure 10: Digital Services Statistics. Indiana United Way’s. Digital Services. Retrieved on December 1, 2018 from 
https://indiana-united-ways.squarespace.com/dsog-member-area 
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(LiveAlumni, 2018). Impact givers want to see the potential and realized impact of their donation 

from the beginning to the end. These donors appeal to detailed proposals and want incite to long-

term plans. They want to visually see what has been accomplished with their donation.  

Results, results, results. This is what today’s donor is looking for. Long gone are the days 

of “just trusting” an organization to do good with donor dollars. Many donors today want to 

visually see what their hard-earned dollars are doing in the community. Unlike in previous 

generations of charitable giving, todays younger donors do not give because of who the nonprofit 

is or how passionate the organization is about their cause; instead they want to visually see that 

the nonprofit is making a difference and improving lives. It is becoming more and more 

important for nonprofit organizations to show concrete results through stories about successful 

projects and programs. Rather than saying how many people are affected by poverty, UWWV 

must show how someone has been affected and benefited from the work they are doing.  

UWWV must create impact products the donors and community want to see. If UWWV 

can focus a donor’s gift on something specific and help them to understand why it matters and 

how much money we will need to fulfill that need, then UWWV is more likely to raise higher 

amounts of money. More than that though, the donors will feel more satisfied when they have 

impact, and satisfied donors are more likely to give again and again. 

To raise significant money, UWWV will need to focus on how they translate money into 

social impact. The organization is merely an intermediary between the donor and social impact; 

the donor is not investing in a nonprofit organization, rather they are investing in the social 

impact the nonprofit creates (Edgington, 2010). Helping to create social change is much more 

powerful to a donor than just simply helping a nonprofit organization; it earns larger, more long-

term donor investment and engagement in our work in the community (Edgington, 2010). 
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UWWV can work with their Community Impact Committee and all Impact Councils to 

promote and fundraise for each of their investments and Requests for Proposal programs. The 

Impact Councils will examine data and facts about the UWWV service areas, and from that data, 

support existing or propose new or better outcomes that will lead to solutions to the community's 

problems at the root cause level. UWWV resource development team would then fundraise 

around that specific outcome or investment.  

Here is one example of how this might work:  The Neighborhoods Council will 

determine the outcomes they would like to pursue and measure and additionally they will 

benchmark programs from other successful neighborhood initiatives. One such successful 

program they may look into is called a Community Oriented Policing House (COP House) in 

Racine Wisconsin (City of Racine Wisconsin, 2015). “Rather than saturating a high crime area 

with officers they took a new approach and they moved in, literally. With the help of State 

funding and a partnership with the Racine Community Outpost they were able to either purchase 

and rehab older homes in the area or in some cases build them new. The idea was to set an 

example for the neighborhood.” (City of Racine, 2015) The purpose of the program is to provide 

a way of long-term stabilization to the neighborhood by:  

• Building relationships with members of the community 

• Improving the quality of life in the neighborhood 

• Reducing Crime 

• Empowering citizens to take back their neighborhoods 

The COP Houses have often led to an improvement with property maintenance, reduced crime 

rates, better community relationships between neighbors, and the police. In some cases, crime 
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has been reduced by up to 70 percent, which is one of the primary criteria for where a COP 

house is located (City of Racine, 2015). 

 This would be a bold new project that the UWWV Investment Guide refers to as a 

Collaborative Impact Product. The UWWV resource development team would then start mini 

impact campaigns around a COP House promoting the specific outcomes and impact expected. 

Instead of requesting donations for a general community impact fund that would be distributed 

amongst all councils, the RD team would now be fundraising around that specific program 

initiative. Specific impact that the donor could see and visualize for that immediate need. 

Diversify Funding Sources and Giving Opportunities 

The more funding sources an organization has in their donor base, the less likely they are 

to be affected by a major event 

that my impact one of those 

major sources of revenue. For 

example, as already mentioned, 

UWWV relies heavily on 

workplace campaigns; in 2007 

one of their major workplace 

campaigns, Pfizer, closed their 

plant. This major revenue source 

was approximately 20% of the 

organization’s workplace 

revenue! The closure of this workplace had a major impact on the nonprofit. The dynamics that 

help shape philanthropy are constantly changing, likewise so is the way in which nonprofits 

Figure 11: United Way U.S. Donor Source Trends. United Way Worldwide. 
(2017). Performance Link. Retrieved from 
https://reports.unitedway.org/ibi_apps/bip/portal/Research 
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fulfill their work with donors, volunteers, stakeholders and businesses. Diversifying funding 

sources in a nonprofit requires a long-term strategy that includes planning, implementing, 

monitoring and evaluation. Nonprofit experts state that if more than 30% of the budget is 

dependent on one source than the fundraising strategy is wrong (Thapa, N.D). To increase the 

sustainability of an organization, the organization must look at other sources of revenue. Figure 

11 show the 2017 national donor source trend for U.S. United Ways. As shown and stated 

throughout this paper, United Ways rely heavily on workplace employee giving, representing 

65% of support. 

Major Gifts and Planned Giving 

 Nearly every nonprofit uses the term “major gift” and each has their own unique 

definition of its meaning. So, defining major gifts can be difficult. There is no minimum or 

maximum gift size that qualifies a gift to be termed “major”. A large nonprofit might define a 

major gift as $25,000 or more from one donor within a single fiscal year while a smaller 

nonprofit may define a major gift as $1,000. The 2017 Major Gifts Fundraising Benchmark 

Study asked respondents what they consider to be major gifts and found that 26% of 

organizations say that donations between $1,000 – $2,499 are considered a major gift at their 

organization with the median answer (19%) being $5,000 – $9,999 (Association of Philanthropic 

Counsel, 2017). Less than 10% of those who answered said a major gift was at least $50,000. For 

United Way of the Wabash Valley, a donor who contributes $10,000 or more in a single fiscal 

year is termed a major donor.  

 In the United Way network, major gifts especially those they call Tocqueville Donors 

($10,000 and above) are a key focus. Each year, the United Way Worldwide network publishes 

data on giving potential in each local United Way network. Table 1 shows United Way of the 
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Wabash Valley’s giving potential (and actuals) as calculated by United Way World Wide. UWW 

uses U.S. Census data for households making between $100K and $500K and assume that at 

least 20% of them could be giving to the United Way market at the Vanguard Level ($1,000 or 

above). As shown in table 2, UWWV has room for growth in the major giving strategy.  

 

Table 3: UWWV Major Gift Potential. Isbell. D. (2018) 

Leadership Potential

Year
# Households making 

$100,000-$499,999 *

Potential Leadership 

Givers *

Potential Leadership 

Dollars *

2015 12,614 2,523 $2,522,800 

2020 16,158 3,232 $3,231,600 

Tocqueville Potential

Year
# Households making 

$500,000+

Potential Tocqueville 

Givers *

Potential Tocqueville 

Dollars *

2015 248 50 $496,000 

2020 412 82 $824,000 

Leadership Potential (gifts over $1,000)

Year
# Households making 

$100,000-$499,999 *

Potential Leadership 

Givers *

Potential Leadership 

Dollars *

2015 12,614 2,523 $2,522,800 

2020 16,158 3,232 $3,231,600 

166 $259,957 

Tocqueville Potential (gifts over $10,000)

Year
# Households making 

$500,000+

Potential Tocqueville 

Givers *

Potential Tocqueville 

Dollars *

2015 248 50 $496,000 

2020 412 82 $824,000 

2 $110,000 

2017 Community Lead 

Investors

2017 Community Lead 

Investor Dollars

37 $30,737 

2017 Community 

Investors

2017 Community 

Investor Dollars

229 $127,535 

* Potential Leadership Givers is calculated based on a 20% participation rate. Potential Leadership 

Dollars is based on a minimum gift of $1,000. 

* Potential Tocqueville Givers is calculated based on a 20% participation rate. Potential Tocqueville 

Dollars is based on a minimum gift of $10,000. 

2017 Actual for UWWV:

2017 Actual for UWWV:
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 UWWV currently has a major donor society that they call The Vanguard Society and 

have researched the major giving potential in their area. The key now is to create a leadership 

giving committee that will brainstorm and implement best practice approaches to growing this 

society. 

Planned giving is the process of making a significant charitable gift during a donor’s life 

or at death that is part of his or her financial or estate plan (Prince, 2016). In contrast, a charitable 

donation made from a person’s cash flow is not defined as a planned gift. Most nonprofits now 

have planned giving programs or are considering them, mostly due to the new tax implications. 

In 2018, the standard deduction increased to $12,000 for individuals and $24,000 for married 

couples filing jointly. This nearly doubled the standard deduction, which used to be $6,350 for 

individuals and $12,700 for married couples filing jointly (Fidelity Charitable, 2019).  

However, there are advantages of the new tax code. One of the biggest advantages in 

charitable giving, is the benefit donors could get when the donate appreciated assets instead of 

cash. If a donor chooses to give appreciated assets, they get a charitable tax deduction for the full 

value of the asset and avoid all capital gains taxes. Thus making planned giving more appealing 

to donors.  

Even without a large staff dedicated to Planned giving, UWWV could create a small 

prospectus of the mission and work to communicate and distribute to estate planning lawyers in 

the community. This would provide them the opportunity to talk about United Way during estate 

planning with individuals who are looking for nonprofits to invest.   
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Grant Opportunities 

According to Nonprofit Hub, there is over $50 billion dollars awarded every year through 

foundations and corporate grants (Koenig, 2013). If a nonprofit is not applying for a piece of that 

pie, then money is being left on the table. However, grants should not make up more than 20 

percent of a fundraising plan because they are short term and the money will not likely return 

year after year. Unfortunately, seeking grants is not a good business plan for every nonprofit. 

The Society for Nonprofits provides a list of pros and cons for nonprofits to consider when 

deciding to seek grants (Society for Nonprofits, 2017):  

PROS 

• You can receive generous amounts of money. 

• Once you have obtained one grant, you are more likely to receive others. 

• Receiving grants is a good way to build your organization's visibility and credibility.  

CONS 

• You need to do time-consuming research on the granting agency before writing the grant. 

• You need a person talented and experienced in writing grants who is also very familiar 

with your organization. 

• Competition is fierce, and the success rate is low.  

• Most grants are short term. When they run out, you have to start over.  

These pros and cons should be considered before a nonprofit adds grant seeking opportunities to 

their fundraising plan. 
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With UWWV’s new organization structure, grant opportunities are a strong income 

possibility for Impact Councils to generate more dollars for their work. The new structure now 

allows for the councils to apply for more grant opportunities than the past organization structure. 

In the past UWWV could not use donor resources as “Matching dollars” for major grant 

opportunities. And because most grants are program based, only UWWV’s Success By 6 or 

Healthier by 2020 initiatives qualified. While both of these initiatives have sought out a few 

grants for the work, there is not a current strategy in which promotes grant seeking opportunities. 

However, Impact Councils will now have more project and program specific products that will 

have the ability to apply for outside funding as they see fit, within board approval.  

Online Giving 

According to an article written in The Balance Small Business “The biggest disruptor of 

charitable giving since the turn of the century has been the growth of online and social ways to 

give back and the fact that almost everyone has a smartphone in her pocket” (Depew, 2018). The 

article makes it known to the reader that the donor, who knows his/her way around online, no 

longer has to look to formal nonprofits to get their donation to a needy cause. They can do this 

directly, straight from their mobile device in a matter of minutes. Because so many individuals 

today rely on social media, websites and search engines, and instant access to mobile technology, 

it comes as no surprise that they would expect the capability to do their charitable giving online.  

Because of this, it is highly important for nonprofits to offer online giving both on websites and 

social media outlets. However, just offering this service is not enough, today’s online givers 

want the websites and platforms where they give to look sleek and up-to-date.   

Online giving is growing exponentially year-over-year, so to keep up nonprofits must 

adopt a high-end online giving options to their fundraising strategy. According to Philanthropy 
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News Digest (2018), The Charitable Giving Report: How Nonprofit Fundraising Performed in 

2017, found that online donations accounted for 7.6 percent of total fundraising revenue (average 

from the 8,453 nonprofits they studied). This was up from the 7.2 percent in 2016. The report 

also found that 21 percent of online donations were made on a mobile device, up from 17 percent 

(Philanthropy News Digest, 2018).  

On average UWWV only sees about 5-10 donations online (from website) per year. The 

organization also does not currently invest in any text-to-give software that would allow donors 

to give directly from their mobile devices. With national trends showing an increase in both of 

these areas, it is important for the organization to research and invest in strategies centered 

around web and mobile giving. “Trends in the 2017 Charitable Giving Report show very positive 

signs for the emergence of digital and mobile giving," said Steve MacLaughlin, vice president of 

data and analytics at Blackbaud and senior advisor to the Blackbaud Institute. "Organizations 

that commit to reaching their supporters through the right channels at the right time will find 

continued success in these rapidly evolving times." (Philanthropy News Digest, 2018).  
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Part 2: The Plan 
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Proposed Fundraising Strategy for UWWV 

The following 16 pages (44-59), represent the proposed 2019 Fundraising Strategy that the 

UWWV development team will present to their board of directors during the March 2019 board 

meeting. The development team is seeking approval to adopt this strategy for the next five years.  
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United Way 
of the Wabash Valley  

 

 

United Way of the Wabash Valley 

2019 Fundraising Strategy 

5-Year Plan 

 

EXECUTIVE SUMMARY 

In its 2018 Strategic Plan, the United Way of the Wabash Valley (UWWV) understood that they 

were in the IMPACT business, but also recognized that the DONOR was the customer. A 10-

year trend in declining donations indicated that while their work and investment process was 

once a recognized, powerful investment in the community, today’s generation required a greater 

impact focus. Thus, UWWV announced a bold new goal to move 10,000 families out of financial 

struggles and into stability. The details around the new direction, can be found in the full 

strategic plan on their website.  

Achieving the success on the United Way mission and sustaining an effective organization over 

the long term, will require successful strategies for fundraising. In order to be successful, the 

organization must plan feasible strategies, set appropriate goals, and involve both staff and Board 

of Directors in the implementation of actionable steps. Below is the United Way of the Wabash 

Valley 5-year fundraising plan for financial resources. This is a starting point and a foundation 

for future growth.  

Focus during this five-year plan will be spent on advancing fundraising activities to match 

current strategic direction that includes collective impact. Campaign activities centered around 

specific impact products or initiatives within each Impact Council will be identified by senior 

staff and the Board of Directors. These special campaigns will include various activities centered 

around a single initiative within particular councils. Other activities for the year will be to 

increase individual and corporate giving, continuing to develop and open all Impact Councils, 

applying for private and governmental grants, investing in software programing for target 

marketing, and growing major donor investments.  



Utilizing Donor Trends to Create a Fundraising Strategy   45 

 

SWOT ANALYSIS 

Strengths 

• With the implementation of the 2018 strategic plan, UWWV now has a clear and 

compelling mission which addresses the needs in the Wabash Valley. 

• Strong national LIVE UNITED brand recognition. 

• A recognized nonprofit leader working with and for the community. 

• A dedicated, committed and motivated staff of professionals and volunteers.  

• Strong local branding. 

• Collaborative ties with other local organizations 

• Respected local entity will draw additional partners 

Weaknesses  

• A need to diversify fundraising further.  

• A need to connect on a personal level with donors.  

• A need to “target market” donors electronically.  

• Lack of visual impact that younger donors attract to.  

• Disconnect between counties in service area. Outlying counties feel they are underserved 

compared to Vigo County. 

• Can be difficult for donors to see the connection of where their dollars are invested 

(impact).  

• New strategic direction is causing some slight hesitation and disconnect with donors 

more familiar with the previous investment model (agency program funding) 

Opportunities  

• Many major-gift possibilities — build relationships 

• New structure eliminates current silos to integrate team approach – collective impact  

• Potential prospects are unaware of what the organization actually does — educate and 

communicate new direction 

• Organizational leadership ready for the new direction to help with philanthropy 
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Threats 

• Competition from thousands of excellent 501(c)(3)s in the Wabash Valley 

• Uncertain economy and uneven perception of excess to give 

• Industry in the Wabash Valley is not growing – no new businesses moving to area 

• Community and Agency perception on new organizational direction 

• Uncertainty regarding long-term tax deduction implications for charitable giving 

 

ORGANIZATION AND DONOR ANALYSIS 

The current strategy for resource development is very dependent on (a) workplace drives that are 

aging and are getting competitive; and (b) lack diversity in the sources of revenue. In the past 10 

years, philanthropic revenue has decreased by 40%. In the same time period, overall donations to 

nonprofit organizations have remained stable or have experienced slight growth. Meanwhile, the 

organization also launched a new strategic direction in 2018. Both of which indicate the need to 

change the approach to raising resources. 

 

It can be said that UWWV has a very loyal donor base. Their current donor retention rate of 

nearly 64% far surpasses the national average of 45.5%. Yet over the last several years, the 

organization still loses over 1,000 donors per year while recruiting an average of 900 new donors 

per year. The challenge is how does UWWV build relations and market to these donors so as to 

avoid losing their interest.  

 

SOURCES AND USES OF FUNDS 

Overview Budget 

This budget is a glimpse into the sources and uses of funds for United Way of the Wabash 

Valley. This overview budget reflects the sources of which the organization forecasts raising 

resources as well as how they will potentially invest resources into each impact focus area. 

Currently, UWWV does not fundraise for each specific impact area (education, health, 

neighborhoods, and financial stability). With this new plan, the development team would ideally 
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like to start mini campaign/s around a council’s specific product, initiative, or program. 

However, with the councils still in the development process and the uncertainty of which council 

will form first and what impact product, initiative, or program will be proposed, the team cannot 

forecast specific revenue in that area (hence the blacked-out boxes).  Future year budgets will 

include forecasting in these areas.  

  

 

FUNDRAISING DIRECTION 

Fundraising Outcomes 

The United Way of the Wabash Valley Development team has defined several outcomes that will 

be accomplished through the implementation of this plan. These outcomes support the 2018 

strategic plan and direction of care and collaboration. This model embraces that “we are in the 

impact business and the donor is our customer”.   
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1. Increase the total revenue of the organization. Every nonprofit can do more with 

additional funding resources. The amount of funding UWWV has been able to provide in 

the community has been decreasing year after year for the last ten years. Additional 

resources will allow the organization to invest further resources into each Impact Council 

and widening their impact within the community. The more resources raised in the 

organization the greater the impact can be in the Wabash Valley.   

 

Goal: The organization would like to return to a stable $2 million current year support.  

 

2. Decrease designated funds to specific agency partners and increased percentage of 

unrestricted revenue within impact councils (Less Agency Designations). Decreasing 

funds that are restricted to specific programs or partners will maximize the amount of 

revenue used to allocate to each impact council. Unrestricted revenue is essential for 

program flexibility. The largest source of unrestricted money will come from annual 

contributions from individuals and major donors. However, all grant revenue might be 

restricted within a council, but the council would have flexibility to use the funds on 

various programs or initiatives.   
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Goal: Under the increased revenue goal from #1 above, the organization would like to see 

designations to agencies decrease from the 9% currently to at or under 6%. This would 

hold the dollar amount of designations flat with revenue growth.  

 

3. Diversify revenue sources.  Diversifying revenue sources will minimize reliance on a 

single source of revenue.  Currently, financial resources for the organization comes from 

very few sources, mostly individual giving from workplace drives. Over time, the 

reliance on workplace campaigns has become a significant challenge. In the next five 

years, it will be critical for UWWV to reduce the percentage of revenue coming from 

workplace drives to support operations and direct more efforts toward grant funding in 

the future to specific impact products and initiatives.  

 

Goal: The organization will work to diversify revenue to: 10% from government funding, 

30% from foundation or corporate support, and 60% from individual giving.  

 

4. Stability of funding from all sources. The work of United Way of the Wabash Valley is 

long‐term. Stability is vital to ensure the organization can plan and execute its mission 

over time. In addition, retaining the commitment of current supporters is significantly 

more effective and efficient than having to build new relationships over and over.    

 

Goal: The organization would like to achieve multi-year corporate sponsorship for each 

impact council operating.   

 

5. Establish a culture of fundraising that includes board and volunteers. Leaders who 

serve on nonprofit boards and volunteer for the organization, typically do so because they 

have a passion for the cause. Members and volunteers have a wide professional network 

and know how to use it. Because of this, UWWV will promote a set of organizational 

values and practices that support and nurture development within a nonprofit 

organization. 
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Goal: Culture is hard to measure, but the organization would like to sustain 100% board 

financial support and for each board member to personally raise 2 times the amount they 

personally donate per campaign year. 

 

6. Increase the number of donors and retain donors year after year. For the 

Organization to remain a relevant and valuable community resource and a nonprofit that 

donors want to give to year after year, UWWV must research ways to engage and retain 

current and lapsed donors within their collective impact model.   

 

Goal: UWWV is working to better their donor retention rate and seeks to increase from 

their current 63.98% retention to 75% during the timeframe of this plan. Even though 

their current rate is above the national rate, the organization feels it is vital to their 

success. 

 

7. Open and fund all six Impact Councils in the next five years. Currently, only two of 

the six Impact Councils are open and operating within the organization (two councils, 

Volunteer Connection and Safety Net will likely operate under the board of directors or 

community impact committee). The faster the organization can open the councils the 

quicker donors will visually see the impact within the community and in turn will 

financially support the council they connect with.   

 

Goal: In an effort to maximize the connection between donor and impact, UWWV will 

need to open all six councils over the next five years. 

 

Fundraising Strategies for Growth 

United Way of the Wabash Valley will adopt specific strategies to successfully achieve the 

outcomes of this fundraising strategy. The strategies will provide an overall approach to 

fundraising and were developed based on research and best practices within the nonprofit sector.  
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1. Further develop fundraising infrastructure and systems. The needs and expectations 

for fundraising in the future exceed United Way’s ability to raise money today. UWWV 

must increase its capacity for fundraising by investing in the development of its systems 

and structure. 

a. Buy-in to United Way Worldwide’s DSOG digital engagement service. In an 

effort to segment and target market donors based on their likes and interest, 

UWWV will invest in Indiana United’s Way’s DSOG digital engagement service. 

This is a new toolkit in digital communications that includes email, data 

collection, digital marketing and social media marketing services. 

b. Research and invest in text-to-give services. Text-to-give is a mobile giving 

process that utilizes text messaging as the primary means of donating financial 

resources to a charitable organization. This form of fundraising is attractive to 

those younger generations looking to donate in a quick easy manner. Donors 
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would instantly receive a text message linking directly to a secure donation form 

that captures full donor data right from their mobile phone. 

c. Update website to reflect new strategic direction and offer easy ways to give. 

The organizations website site should be a major tool in engaging and interacting 

with new and existing donors. The site needs to demonstrate to current donors that 

they’ve invested wisely while showing impact to potential donors. The site should 

maximize giving opportunities and give “donate now” buttons high visibility on 

the home page and other high traffic pages including those pages that tend to 

evoke strong emotions.  

d. Grow development staff with increased resources. During this five-year plan, 

as financial resources begin to grow, the organization will need to complement 

current staff functions with a fulltime professional associate to support 

fundraising. Building the staff infrastructure to aid the Resource Development 

Director will support the level of fundraising anticipated in this plan, as well as 

the other program activities defined in the strategic plan.   United Way Worldwide 

provides staffing benchmarks based on revenue size, which will allow UWWV to 

stay “right-sized” in staff based on their revenue. 

2. Develop the capabilities of Board of Directors to lead major donor fundraising 

efforts. The growth of UWWV over the next five years will depend on having key 

volunteers who can help lead the organization to the next level. This includes individuals 

with a variety of skills, connections and demographics. A group of board and non‐board 

members capable and committed to raise money to support UWWV through personal 

solicitation of financial support from potential major donors is essential to the 

organization’s success. The success of this group will almost certainly define the success 

of the entire organization over time.  

a. Create a culture of Peer-to-Peer fundraising. Peer-to-Peer fundraising is a 

fundraising tactic that employs board members and volunteers to actively 

fundraise on behalf of the organization. This type of fundraising encourages 

individuals to reach out to their social and business networks and ask for 

donations. The key to this strategy will be to introduce the concept while also 

creating accountability as part of the board duties and expectations. 
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b. Board giving should be 100 percent. All current Board members shall give an 

annual gift at a level that is significant to them; UWWV defines this as the 

donation should be in their top 5 annual charitable gifts. This is a personal gift, 

separate and distinct from any corporate, matching, in-kind, or event/program 

sponsorship gifts. Again, the key here is to create accountability as part of the 

board duties and responsibilities.  

c. Create a board development course that focuses on fundraising efforts. 

UWWV will grow its capacity for fundraising by both training existing board 

members to be more engaged and effective in their fundraising roles, and by 

recruiting additional board members and other volunteers who will commit their 

efforts into building relationships and asking for money.  

3. Emphasize long term relationships in all efforts of fundraising. Fundraising success 

for United Way will require investment and financial support from donors for generations 

to come. Therefore, the organization must focus on building relationships as the 

foundation of fundraising effectiveness. These relationships will take place through a 

series of “touches” managed through events, meetings, board introductions, and other 

contacts. The long‐term benefits will exceed any short-term financial impact that come as 

a result of investing in relationships for the long run. 

4. Balance workplace drive with increased federal and state grants and corporate 

sponsorships. In addition to current efforts within the workplace and individual 

solicitations, the following activities will be added to the strategy.   

a. Seek multiyear corporate sponsorships for impact councils. Both long‐term 

and short-term corporate commitments would make it possible for impact 

councils to focus their attention on the activities for which it was created. They 

would also promote community collaboration and partnerships. These 

sponsorship asks will be strategic and align with each company’s values and 

culture. Essentially the organization will create an “investment prospectus” 

showing what a sponsorship would be used for and how they would promote the 

business support.  

b. Create special campaigns centered around a Council’s targeted product or 

initiative. UWWV Development team will work with the Community Impact 
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Committee and all Impact Councils to promote and fundraise for each of their 

investments, programs, initiatives, or products that they create. The Impact 

Councils will examine data and facts about the UWWV service areas, and from 

that data, support existing or propose new or better outcomes that will lead to 

solutions to the community's problems at the root cause level. UWWV resource 

development team will then fundraise around that specific outcome or investment. 

Fundraising efforts will look much like that of a capital campaign and would 

include social media campaigns and crowdfunding, fundraising events planned by 

volunteers who support the product or initiative, promotion materials, and public 

speaking engagements focused on the need and impact the product or initiative 

could have and why the resources are important to its success.  

c. Seek grant opportunities for specific impact products, initiatives or programs 

within the Councils. Grant opportunities are a strong income possibility for 

Impact Councils to generate more dollars for their work. The new structure now 

allows for the councils to apply for greater grant opportunities. Councils will be 

encouraged to seek opportunities, and with the support of UWWV staff apply for 

appropriate opportunities.  

d. Expand major gifts approaches. UWWV currently has a major donor society 

that they call The Vanguard Society and have researched the major giving 

potential in their area. The key now, is to create a leadership giving committee 

that will brainstorm, benchmark other united way’s and implement best practice 

approaches to growing this society.  

e. Create a planned giving strategy. Most nonprofits now have planned giving 

programs or are considering them, mostly due to the new tax implications. This is 

an area that the organization has talked about for years, but has now become more 

relevant with the new tax laws. The development team believes that in the latter 

half of this five-year plan, once they begin to see an uptick in resources, a planned 

giving strategy should be researched and created.  
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WORK PLAN 

The table below is a work plan that provides details, timelines and responsibilities for each 

proposed activity within the strategy.  No matter how much money is raised, the goals set below 

will help determine whether or not the plan is as a success and will help guide adjustments to the 

plan along the way.   
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Strategy Activity Goal When Who Cost 
Further develop 

fundraising 

infrastructure and 

systems 

a. Buy-in to Indiana 

United Ways’ 

DSOG digital 

engagement service 

Have digital system in place 

by start of 2019 campaign  

Begin process 

February 2019 

Marketing Director and 

Resource Development 

Director 

$15,000; IAU offering a 

first year $7,500 

scholarship in 2019; the 

remaining balance will be 

funded through a grant 

(2019).  

 b. Research and invest 

in text-to-give 

services. 

Purchase system and have in 

place for 2021 Campaign 

Begin process in 

February 2022 

Resource Development 

Director 

$49/month + 1% 

 c. Update website to 

reflect new strategic 

direction and offer 

easy ways to give 

Have site updated by start of 

2019 campaign 

Begin process 

April 2019 

Marketing Director Staff time, no additional 

cost for web 

hosting/maintenance 

 d. Grow development 

staff with increased 

resources 

Add one development staff 

person 

Once CYS reaches 

1.8 million (by 

2024) 

Executive Director $32,500 annual 

(entry level associate plus 

benefit burden) 

Develop the 

capabilities of Board of 

Directors to lead major 

donor fundraising 

efforts 

a. Create a culture of 

Peer-to-Peer 

fundraising 

Encourage board to reach 

out to their social and 

business networks and ask 

for donations 

 

Each board member to 

personally raise 2 times the 

amount they personally 

donate per campaign year 

(new donations) 

Begin in 2020 

campaign after 

board 

development 

course 

Executive Director, 

Resource Development 

Director, Board 

Development Committee 

(BDC), Vanguard Chair 

No cost (see development 

course cost) 

 b. Board giving should 

be 100% 

All current Board members 

shall give an annual gift at a 

level that is significant to 

them 

 

 

 

 

 

Begin in 2019 

campaign 

Board President and BDC 

will hold each member 

accountable. Resource 

Development Director will 

provide giving data.  

 

 

No cost 
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Strategy Activity Goal When Who Cost 
 

 

c. Create a board 

development course 

that focuses on 

fundraising efforts 

Train board members to be 

more engaged and effective 

in their fundraising roles 

Course to take 

place in 2020 

Resource Development 

Director and Board 

Development Committee 

$2,000 for facilitated 

training; printing 

materials; staff time 

Emphasize long term 

relationships in all 

efforts of fundraising 

“Touches” through events, 

board introductions, 

meetings, and data collection 

of donor interests (targeted 

marketing) 

Build relationships as the 

foundation of fundraising 

effectiveness 

Begin right away 

2019 

All staff, board and 

volunteers 

Minimal cost; potential 

meals/drinks  

Balance workplace 

drive with increased 

federal and state grants 

and corporate 

sponsorships 

a. Seek multiyear 

corporate 

sponsorships for 

impact councils 

Have at least one major 

corporate sponsor for each 

impact council.  

Begin in 2020 

campaign, or once 

a council has a 

product to 

promote 

Resource Development 

Director and Executive 

Director  

Staff and volunteer time 

 b. Create special 

campaigns centered 

around a Council’s 

targeted product or 

initiative 

2 to 3 special campaigns 

running along with the 

community impact fund 

Begin in 2019 

campaign 

Resource Development 

Director and Marketing 

Director; with assistance 

from Community Impact 

Director 

Staff time, printing 

materials and minimal 

social media promotion 

costs 

 c. Seek grant 

opportunities for 

specific impact 

products, initiatives 

or programs within 

the Councils 

Apply for at least one major 

grant per year 

Begin in 2019, or 

once a council has 

a product or 

initiative  

Community Impact Director 

to research opportunities. 

Marketing Director and 

Resource Development 

Director to assist in writing 

process.  

Staff and volunteer time 

 d. Expand major gifts 

approaches 

Create a leadership giving 

committee that will 

fundraise to increase 

membership of the Vanguard 

Society 

Begin in 2020 Vanguard Chairperson will 

lead this charge with the 

support of Resource 

Development Director 

Minimal staff time; 

volunteer time 

 e. Create a planned 

giving strategy 

Create info package to give 

to estate lawyers 

 

Research and create a 

planned giving strategy 

Begin in 2020 

 

 

Begin in 2024 

Resource Development 

Director, Executive Director, 

Marketing Director 

Staff and volunteer time; 

printing materials 
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Feasibility 

 UWWV has been fundraising in the Wabash Valley for decades; therefore, the 

organization is very familiar with the who and how much fundraising potential there is in the 

community. Most nonprofits, if just beginning a capital or endowment fundraising campaign, 

would look to complete a feasibility study. UWWV did not conduct such study before creating 

this plan because of their expertise in the market already. However, during the strategic planning 

process they did conduct community conversations where they listed to what the community and 

stakeholders needed from the organization.  

 As for the degree of this plan being easily implemented and completed; It is the people 

(staff, board, volunteers) that will bring the plan to fruition. With each strategy, each responsible 

party involved will need to believe in the organization and lead the strategy to success. While the 

Resource Development Director may be the rainmaker, it is the whole team of staff, board, and 

volunteers that has to be dedicated to the plan. This plan does not and cannot be dependent upon 

one person; there is a strong importance of volunteers driving the success of the overall plan. 

Nonprofits rely on volunteers as to keep operations budgets low and community impact dollars 

high. This plan is not intended to be “easy”, but is needed to propel the community and the 

organization forward.  

Constraints 

 At the heart of a successful fundraising plan is willingness. The willingness to try new 

strategies, the willingness to invest already limited resources in an effort to maximize return on 

investment, and the willingness of staff, board and volunteers to dedicate time and effort. 

Willingness will carry an organization through some of the toughest phases of their 

organizational growth. The key for the organization to sustain willingness and creativity while 
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creating a culture that supports the new efforts of growth. Even with willingness and open minds 

there will always be obstacles. Some obstacles that this plan may encounter could be: 

• Lack of major employers – with a history of reaching thousands of individuals through a 

workplace, and many major employers still running successful workplace campaigns, 

UWWV understands that workplace campaigns still need to be one aspect of their plan. 

However, the Wabash Valley is rich in retail services and seems to be losing major 

industry employers without recruiting new.  

• Financial economic status of the Wabash Valley – With the Wabash Valley being one of 

the poorest areas in the state (40% below ALICE), raising revenue in this area will 

continue to be a challenge.  

• Lack of broad engagement with impact products – Every product or initiative form an 

impact council will not appeal to all previous donors, which could be an obstacle to 

lowering donor retention rates. Additionally, even though new strategies will be in place 

to increase donor retention; the organization still expects to lose some donors due to 

attrition and or individuals leaving the community. 

•  Ability to know and engage donors - Some donors still give “one-time gifts” and aren’t 

looking for a long-term philanthropy relationship. The organization has struggled in the 

past with engaging donors to online giving; it may take a few more years to see an uptick 

in this area. 
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During the process of growing, nonprofits may struggle with day-to-day operations and it will 

take time to experience the benefits of a new fundraising plan. However, once all systems and 

relationships are in place and a culture of fundraising has been established, an organization can 

adjust and expand as they grow. Fundraising obstacles are incredibly prevalent, but hopefully 

some of the strategies listed in this plan will overcome these obstacles. 

Resource Requirements 

 According the Fundraising Effectiveness Project, it actually cost organizations less 

resources to retain and motivate an existing donor rather than to attract a new donor (Levis and 

Miller, 2018). The least expensive strategy for a nonprofit organization is to take positive steps 

to reduce gift and donor losses and for increasing net fundraising gains. Donor retention is a 

major part of this plan; expanding giving options, marketing impact products that appeal to 

current donors, and building on donor relationships are all strategies of which the organization 

hopes will increase their donor retention rate. However, the best resource to have for successful 

fundraising is a great impact product, one that donors want to invest in. The best and most 

engaged board and staff won’t be successful fundraising for something donors are not interested 

in.  UWWV now has a product that is important to the donor (it was created based on 

stakeholder input) – that brings the board and staff to the forefront in the equation for success.   

 The organization understands that a bulk of the resource requirements is centered on staff 

time. The Development Director, does not expect to hire additional staff help until the 

organization begins to see a positive shift in donations toward the end of this five-year plan. 

Therefore, some staff may see increased responsibilities while others may see a shift from one 
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strategy to another. The Development Director will direct the team away from previous strategies 

with poor results to new strategies with a history of success. 

 One final key requirement for this fundraising plan is leadership. Strong leadership will 

be critical in overcoming the challenges of fundraising and the success of this plan will rely 

heavily on the shoulders of great leaders. Strong leaders – executives, staff, and board – are 

necessary for the organization to achieve success on this fundraising plan. The staff and board 

will have to work in a committed partnership. If the board and staff can both embrace their roles 

and responsibilities, then successful fundraising will be inevitable.  

Evaluation 

It is the intent of the Resource Development Director to review the plan yearly, based on 

the goals set forth. The organization will use the information to inform and refine the fundraising 

strategies and compare metrics year-over year to uncover trends and issues. The findings and 

new revised plan will be will be reported to the board of directors a yearly basis. 

Conclusion 

  United Way of the Wabash Valley is a Charity Navigator top-rated, nonprofit 

organization that is dedicated to brining their community together to create lasting change in 

their community. As is evident from their history, the organization is dedicated to helping other 

local organizations achieve the largest impact within their community as possible. As they 

embark on a new collective impact strategic plan, this is a pivotal time to execute strategies for 

growth in their fundraising and place themselves in a position to carry out the mission and legacy 

for many more years to come.   
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Appendix A – UWWV Donor History Chart 
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Appendix B - ALICE 
 

 

 



Utilizing donor trends to create a Fundraising strategy for Collective Impact 71 

Appendix C – Strategic Plan 
 

http://uwwv.org/wp-content/uploads/2018/01/Strategic-Plan.pdf 

 

 

 

 

 

http://uwwv.org/wp-content/uploads/2018/01/Strategic-Plan.pdf


Utilizing donor trends to create a Fundraising strategy for Collective Impact 72 

Appendix D – UWWV Investment Strategies 

 

http://uwwv.org/wp-content/uploads/2018/11/UWWV-INVESTMENT-STRATEGIES-AND-PARTNERSHIP-

REQUIREMENTS-6.28.18-Revision-0.pdf 

 

 

http://uwwv.org/wp-content/uploads/2018/11/UWWV-INVESTMENT-STRATEGIES-AND-PARTNERSHIP-REQUIREMENTS-6.28.18-Revision-0.pdf
http://uwwv.org/wp-content/uploads/2018/11/UWWV-INVESTMENT-STRATEGIES-AND-PARTNERSHIP-REQUIREMENTS-6.28.18-Revision-0.pdf

