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Enlist
We identify and 

connect leadership.

Empower
We partner to build 

sustainability. 

Embolden
We encourage talent 

and leadership.

Embrace
We transform lives 
through relational 

philanthropy.

Since 1984, CapDev has been making nonprofits better 
through inclusive philanthropy consulting and search services. 

Our Mission
CapDev partners with nonprofit communities to enlist, empower, and embolden its leaders 

to embrace the transformational power of inclusive philanthropy. 

Our Principles



Download today’s slides:
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The Importance of Campaign Preparation

Why undertake a campaign?

1. To successfully raise funds to meet or exceed a 
goal.

2. To significantly increase: 
• Recognition and value of the organization
• Number and gift levels of donors
• Fundraising capacity and abilities of the 

organization
• Quantity, quality and commitment of 

volunteer leadership
• Long-term financial stability
• Build relationships and reconnect members of 

all constituencies
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Example: Grymes Memorial School Campaign

The Campaign for Grymes:

Comprehensive Campaign for:
▪ Penny Work Center for the Arts
▪ Lee Kane Gymnasium
▪ Grizzly Atrium

Started: 2022

Concluded: 2025

Goal: $12M 

Raised: $12,084,275.09

https://grymesschool.org/ways-to-
give/campaign-for-grymes/
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#1: The Importance of Due Diligence

▪ Expertise

▪ Feasibility study

▪ Readiness assessment

Understand to see your assets & your gaps:

▪ Internal culture

▪ Donor base

▪ Institutional strengths

▪ External perception



VFRI 7.24.26

#2: Campaigns Always Have Surprises

A defining moment 
from great loss:

▪ Penny Work, former 
head of school

▪ Donor named new 
arts center in her 
memory

▪ Reshaped tone of 
campaign
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#3 Power of Leaders, Relationships and Patience

▪ Identify, nurture and enlist leaders

▪Multi-generational families: histories, 
connections, expertise

▪ Building foundation relationships:
▪ Aligned focus
▪ History with a peer

Advice:

▪ Let leaders’ voices be heard

▪ Provide consistent 
communications/updates

▪ Take time for trust-building
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#4: Messaging Inspires Spirit

▪ Create compelling messaging
▪ Moves hearts

▪ Opens doors

▪ Share to keep momentum:
▪ Progress

▪ Gratitude

▪ Impact stories

▪ Involve a strong marketing 
partner / creative team
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#5: Broadening the Circle

▪What connects a potential donor to 
the organization/school?

▪Motivations are often connected to:
▪ Memories
▪ Values
▪ Community pride

▪ Include young alumni/donors
▪ Enthusiasm
▪ Creative giving ideas
▪ Willing champions

▪Use social fundraising
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#6: The Power of Comprehensive Strategy 

Combine elements into your 
campaign:

▪ Capital

▪ Endowment

▪ Annual fund

Reimage events: biennial gala

▪ Shifted usual AF focus to campaign 
theme

▪ Record-breaking results
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#7: When Local Values Rewrite the Playbook 

▪ Change up traditional sponsorship 
models:
▪ From tiered levels with logo placements 

and transactional perks
▪ To better fit local giving culture:

▸Shared values
▸Impact

▪ Sponsors shift to true partnerships, 
grounded in
▪ Listening
▪ Trust
▪ Deeper understanding of community 

priorities
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#8 Think About Events Differently

▪Hold smaller, intentional events

▪ Examples:
▪ Legacy Trustee Chairs event 

→ now annual (in homes or club)

▪ Held Legacy Faculty and Staff event 
→ now annual 

▪ Targeted neighborhoods 

▪ Downtown staffers 

▪ Legacy Family event
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#9: Campaign Stewardship Affects the Future

▪ Create a Stewardship Plan
▪ For campaign gifts

▪ Impact continues beyond 
campaign

▪ Appoint a Stewardship board 
leader
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FCDS Stewardship Matrix Example
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Example: Donor Stewardship Matrix



#10:
Produce a Strong Proposal Template:

Example
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Example Proposal: pg. 1-2
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Example Proposal: pg. 3-4
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#11: Continue the Major & Lead Gifts Program

▪ Developed robust major & lead 
gifts work in campaign

▪ Continuous work post-campaign

Example: largest current family gift 
in over 20 years came after 
campaign

Example: exceed annual fund goal 
every year since campaign started



Thank you Clare Jordan
cjordan@capdev.com
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