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Framing  
Your  

Approach  
 



F r a m i n g  Y o u r  A p p r o a c h  

• A Home Run Application 

• Overcoming Challenges 

• Frameworks 

• Programs  

• Strategic Direction 

• Fundraising 

• Case Study 

• Back to Basics 
 

 



A  H o m e  R u n  A p p l i c a t i o n  

• Impactful - Community need, 

mission impact, funder alignment 

• Successful – Builds on prior 

success & demonstrated advantages, 
strong data, solid analysis, believable  

• Strategic – Increase impact in a 

way that strengthens organization 

• Sustainable – More than 

“parsley on the plate.” Use data, best 
practices, history of success 
 

 



C a p a c i t y  B u i l d i n g  
C h a l l e n g e s  

G e t t i n g  

S t a r t e d  



  Planning for Sustainable Growth 

 Ask the right question 

 Do the hard analysis 
and strategic 
thinking  

 Make a realistic plan  

 Offer a clear, 
compelling case 



Internal Resistance to Planning 

 Fear 

 Hope  

 Escalating Commitment 

 Groupthink 

 Illusion of control 

 Prior hypothesis bias 

 Lack of knowledge, experience 

 

 

 

 

 

 



O v e r c o m i n g  R e s i s t a n c e  

 Appoint a champion 

 Permission & commitment 

 Include implementers 

 Conversations about what 
works and why 

 Connect to strategic plan  

 Leadership support 
 

 



Types of Capacity Building 

Program Fundraising Leadership/Governance 

Communications/Outreach Infrastructure Strategic 



Frameworks for  
Program Analysis  

Capacity 

Building 

  



Theory of Change 

“We believe that if we 

provide youth with relevant 
services and programs, 
meaningful engagement with 
caring adults, and opportunities 
to practice leadership—they will 
become change agents and 
contributors to a healthy, 
thriving community.”  
Youth Uprising 

 



Values Statement 

What it is 

 Core beliefs behind why 
our programs work the way 
they do 

What it does 

 

 

 

 Screens program approaches 

 Encompasses external environment 

 Provides easier approach to Theory of Change 

 Builds assumptions for logic model 

 

 



Values Statement 

Examples 
 STEM education (science, 

technology, engineering, and 
math) engages students in core 
curriculum subjects and leads to 

high-paying, fulfilling jobs. 

  Fun, hands-on projects engage youth who would otherwise not succeed 
in the classroom. 

 Inventing new solutions to real world problems is an effective way to 
teach STEM academic skills. 

 When we reframe invention into how students can help others and 
where they find the need for invention in their daily lives, we connect 
academic work to students’ real lives and aspirations.  This is because 
low-income and first-generation-college students are searching for 
helping professions. 

 



Logic Model 

1. Assumptions 

2. Inputs - resources 

3. Activities - program activities 

4. Outputs - numbers, hours 

5. Outcomes 
 Short-term: test & modify 

 Mid-term: short- and mid-term 
lead to impact 

 Long-term: impact in community 

 Agreement for grant reporting 

 



Where to invest and 
what to cut 

 Invest in success first 

$ Nurture money trees & 
increase impact 

 Cut ineffective money losers 

 Contain costs for high 
impact, unprofitable 
programs 

 

 

Sustainability Matrix 



 Passion – mission &  culture 

 Skills – #1 or #2 in area 

 Engine – volunteers, cash, 

partners, brand 

 Focus – make choices 

 Discipline – become better 

at what you do best 

Hedgehog Concept 



S t r a t e g y  

The nonprofits…that experienced the 
greatest gains  

in capacity were those that undertook a 
reassessment of their 

aspirations – their vision of what the 
organization was attempting 

to accomplish in the next phase of its 
development – and their 

strategy 
 

Venture Philanthropy Partners 



“ O l d  S c h o o l ”  

A coherent set of actions and programs to  

achieve our mission that  

acknowledges capacity and external conditions to  

achieve our goals 



S t r a t e g y  R e d e f i n e d  

A coordinated set of actions to 

create and sustain a competitive advantage in 

carrying out your mission.  
 

La Piana Associates 



Real-Time Strategic Planning 

La Piana Consulting © 2011 



Real-Time Strategic Planning Cycle 

La Piana Consulting © 2011 



What it does 
 Provides criteria to choose 

or forego current and future 
approaches & opportunities 

What you need to pull 
it off 

 A thorough, structured 
analysis of your business, 
market, and operating 
environment. 

 

Strategy Screen 



Strategy Screen 

 Competitive advantages 
drive outcomes 

 Programs and outcomes 
build strengthen 
competitive advantages 

 

 



Strategy Screen 

Example 
 Aligns with mission, vision, values* 

 Uses and strengthens competitive advantages and core 
competencies* 

 Relevant to kids and families 

 Incorporates Engineering Design Process and Invention Education 

 Includes sufficient resources (or for pilots, a realistic and documented 
path to sustainability) 

 Contributes to organizational sustainability 

 Scalable 

 Utilizes and develops partnerships 

 Able to deliver excellent services 
 

 

* Always included 



Frameworks for  
 Analyzing Resources  

Capacity 

Building 

  



The primary tactic that seems to work most 

effectively is to ask people for money.  

~ John Taylor 
    Assoc. Vice Chancellor for Advancement Services,  
    North Carolina State University 
 

 

 Until fundraising is recognized as a 

strategic partner in planning the future of 

the organization, you’re going to struggle.  

~ Bill McGinly 
    President, Association for Healthcare Philanthropy 



Data 
• Sources of $ 
• Mix of $ 
• Donor analysis 
• Constituent 

Identification 
• ROI for fundraising 

activities 
 

Reality Based Fundraising 



Contributions driven by individual donors 

Sources of Revenue 



Contributions are only a part of revenue mix 

Sources of Revenue 

Oregon agencies under $10 million 



Sources of Revenue  

Challenges 
• Growth is slow 

• Not all donors stick around 

• Not all agencies grow 

• Don’t forget inflation 

• Diverse funding is expensive 

 



Sources of Revenue  

What approaches work for your agency? 

Events 

Direct Mail 

Online 

Corporate 

Major Donors 

Grants 

Earned income 

 Crowdfunding 



Donor Analysis 

Track 

   - Dollars, donors and gifts 

   - New, renewal, recapture, 

      lapse, attrition 

Unpack 

Segment 

Compare internal/external 

Chart over time 

Ask why 

see handout 

 



“Why not sign up the whole human race?” 

      ~ Mal Warwick 

Constituency Identification 

Mission, reputation and track record will 
reach specific contributors 

Many donors not worth acquisition and 
retention costs 



Constituency Identification 

Who do you already know who doesn’t give and how can 
they be reached? 

Who do you already know who can give more? 

Whose networks are available? 

Who do donors respect or feel emotional connection with? 

Who gives to competing organizations and why? 

Who else is interested in your service area or involved with 
the organization? 

 



Doing everything isn’t 
possible or profitable 

 Align fundraising with 
donors and agency 

 Primary strategy + 
supporting strategy  

 Stick with it! 

GIVES 

see handout 



ROI 

 

Efficiency is a useful 
measure.  

 

It’s not the only measure.  

 
see handout 



ROI 

Events 

 Easier for big agencies 

 Thons & run/walks best 
overall return 

 Galas in the middle 

 Concerts & sporting events 
worst 

 



Include 

 Culture of philanthropy 

 Fundraising capacity 

 Public perception 

 Natural donor 
constituencies 

 Competition for dollars 

 All revenue sources 

see handout 

 

 

Fundraising SWOT 



Strengths   

 Engage Opportunities 

 Avoid or transform Threats 
 

Opportunities 

 Overcome or avoid weaknesses 
 

Threats + Weakness 

 Avoid, minimize or new strategy 

(e.g. partnerships) 

TOWS 



Define your business goals clearly so that 

others can see them as you do. ~ George F. Burns 

 

 

 



 Customers 

 Value proposition 

 Pricing and product 
differentiation 

 Use resources efficiently  

 Avoid being “stuck in the 
middle” 

 

 

 

Porter’s Generic Strategies 



Factors of Success 

 Desirable and unique (Value Proposition) 

 Focused market position (Porter’s Generic Strategies) 

 Mission oriented 

 Reinforces core competencies 

 Scalable 

 Talent 

 Marketing 

 Fully costed, capitalized 

 Well planned 

 Honest 

 
 

Earned Income Planning 



Case Study 

The Environmental Center 

 RTSPC 
 Sustainability Matrix 

 Demonstrated Success 

 Tied program strategy to 
fundraising 

 Donor Analysis 

 Stakeholder input & 
participation 

 Constituency Identification 

 GIVES 



Case Study 

The Environmental Center 

 Major gifts 
 Grassroots gifts 
 Visibility 
 Community engagement 

 



Before you ask for Funding 

 Specific, measurable impact 
for clients and community                   

 Financially realistic  

 Stakeholder support 

 Reputation for success 

 

 

 

 

 

 

 



Contact 

 

Arthur Davis  
Arthur Davis Consulting 

arthur@arthurdavisconsulting.com 

• Grant Writing 

• Strategic Planning 

• Capacity Building 

• Fundraising 

 



Resources 

Presentation +  
capacity 
building 
materials 
available at: 

ArthurDavis 
Consulting.com 

 

 The Nonprofit Strategy Revolution , David La Piana 

 The Sustainability Mindset, Bell & Zimmerman 

 Building Nonprofit Capacity, Brothers & Sherman 

 The Five Strategies for Fundraising Success: A 
Mission-Based Guide to Achieving Your Goals , Mal 
Warwick  

 The Hedgehog Concept www.JimCollins.com 

 Analysis Without Paralysis: 12 Tools to Make 
Better Strategic Decisions , Bensoussan  & Fleisher 

 Competitive Strategy: Techniques for Analyzing 
Industry and Competitors , Michael Porter  

 Should Nonprofits Seek Profits? William Foster, 
Jeffrey L. Bradach, Harvard Business Review 

 Center for Theory of Change   

 W.K. Kellogg Foundation Logic Model Development 
Guide 

 

 

 

 

http://www.JimCollins.com


Resources 

Presentation +  
capacity 
building 
materials 
available at: 

ArthurDavis 
Consulting.com 

 

 

 Case Study – The Environmental Center, Arthur 
Davis  

 Donor Analysis – Overview, Arthur Davis 

 Total Giving Momentum, Ron Frey 

 Fundraising SWOT and TOWS, Arthur Davis 

 GIVES Guide, adapted from Mal Warwick 

 ROI, Arthur Davis 

 Fundraising Effectiveness Survey Report, AFP and 
Urban Institute  

 Blackbaud Charitable Giving Report, Blackbaud 

 

 

 

 


