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Core Philosophy

You’re not asking people for money.  

You’re asking people to invest in something you believe in.

• rather than scarcityAbundance 

• rather than deficitStrength 

• rather than fundraisingDevelopment 
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Scarcity versus Abundance

Scarcity
There isn’t enough money

There are only a few major donors

You have to find new donors every 
year

We are looking for 1 or 2 big gifts

Abundance
There is plenty to go around

Many people can be major donors 

Take care of your donors and build 
relationships

Your most committed donors want 
to be part of your long-term future
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Strengths Rather than Weaknesses

Identify your strengths and talk about how to enhance them 

What you have 
that is 

extraordinary 

(not what 
you lack)

Where your mission 
and vision will take 

you 

(not where it 
keeps you 

from going)

Why you are doing 
something that is critical to 

the community

(not what 
you don’t do 
well or at all)
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Planned     
and Legacy 

Givers
Major Donors / 

Campaign Donors
Regular, Renewing and 

Upgrading Annual 
Donors

Annual Donors

People Who Know Your Organization

People Who Don't Know Your Organization

Donor
Pyramid
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Necessary Campaign Components 

Attributes/
Characteristics

Mission Alignment

Well-Researched Goal

Purpose/Need
“Case Statement” 

Timeline 

Resources
Human Resources:

Staff, Board Volunteers

Consultants

Time

$, Software, Communication 
Strategies   

Supported by: Skill, Knowledge, Attitude, Beliefs 

Annual 

Campaign 

Capital 
Campaign

Major Gift
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