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FUNDRAISING PROFESSIONALS




CAMPAIGN OVERVIEW

The 100th anniversary of Camp Wood YMCA required major new investments in the camp’s water source and system,
acreage for camp expansion, new cabins, bath houses, prairie education station, staff housing, and renovations to the
chapel and arts center. Growth of the annual fund was a requirement. The success of the campaign initiated a second
phase, and endowment campaign.

GIFTS
RANGE

$500,000 & MORE
$250,000 - $499,999
$100,000 - $249,999

$50,000 - $99,999
$25,000 - $49,999
$10,000 - $24,999
$9,999 & BELOW

CAMPAIGN
NUMBERS

The comprehensive campaign secured

5.5 MILLION
in gifts and pledges.
CAMPAIGN $4.6 MILLION
DYNAMICS

Every campaign faces challenges. Every organization brings assets to

$800,000

their campaign. For Camp Wood YMCA campaign dynamics included: secured in annual fund gifts over three years.

$100,000

secured in endowment gifts.

e Loss of all records which occurred during the Camp’s 1980 reorganization

« One-person development office ran by Executive Director
« RURAL LOCATION OF THE CAMP VERSUS DONORS’ LOCATION

-Limited pool of significant donors

* A recently completed multi-million dollar campaign; donor fatigue
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The Centennial Campaign for Camp Wood YMCA

- Roaherist b arﬁmportant Mestone&dw'%dﬁ- b _

YMCA, th‘é‘tentennlal was a reason to reflect on its" pas'p-p ' | und.emf'
a‘55ess |ts curfent work-and plan ,ton |ts future 3 : te a;ES'tIOHS-a V. i
L o, S me and my camp leaders-'= o e R S S ST
-~ Camp Wood YMCA built its: programmmg and reputatlon . 22 = . 3y e AT A
-."=  helping children gain new:skills, build self-confidence, - “Héw many timescan you: go-back tayour donors for Gkt AT X
" explore the outdoors and deyelop independence. ' major gifts? Does donor fatigue actually exist?- Hadx S AT
Children- have-fun dnd make new friends. It is called the. enoygh t|me prssed between campalgns7 B e T LN f A f

Camp Wood YMCA experience, and Camp leaders wanted
~to strengthen and expand that expenenc‘e for ch"l,dren
for its secons century of service.

- develop new rélatlonshlps and’ new, donors? How wouild: -

140 The: ‘Great Reeesswn aff?ct fundralsmg this time aroundT :

'-l- Cjén.we gFOW our annual und as part of the capitall’: e
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We haye team.ed there1s a lognc a process stra‘tegnes ~According to Swanson, a successful campaign is about
and,a ‘specific sequence to fundraising— especiatly | major, ... . more than raising-money. A campalgn should also
Etfundr'alswng, says'Wold. “That act|v1ty, as it'’s taught (/v -increase the profile of an- organlzatlon and engage
and mehtored by our fundransmg{ counsel works T E more people in the llfe of the organlzatlon e
“Whén you understand the four steps of fundra:smg =iy Foat Campalqns are 'also about havmg courage for those an
dentlﬁcatlpn cultivation, solicitation an,‘d appreCIatlon = ‘i -organization serves. When an orgamzatlon like Camp

““Wood launches q campaign, it is saying ‘we believe‘in
.= those that we serve and ‘we want to serve them even better.

~andjhe! Spec'ﬁc Strategles anSfQE each, mo‘ney is ralsed”
us‘iaysWold emphatlcally U A 1.,‘-\,;‘ Cabl i Al £
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It is satlsfylng to see an-organization say ‘yes'to a

’ ! campaign So it dan, better:sérveits clients,” says-Swanson.




" | ™NUMBER SERVED:

.| LOCATED: Chase Codﬁll/ Kansas -
| "POPULATION: 2,700-.

“FOUNDED: 1915 -

| ANNUAL BUDGET:
- “ANNUAL FUND PR

STAFF: Six Full Tim
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000 Annuatlly

M: $250,00



Donor Gifts &Pledges

Business & Corporations $355,000
Individuals $2,545,000
Foundations & Trusts $2,900,000
TOTAL $5,800,000

Sample of donors: JE & LE Mabee Foundation « WS & ECJones Trust e
Capitol Federal Foundation « INTRUST Bank e Citizens State Bank
Sunderland Foundation e Trusler Foundation ¢ Lattner Foundation

[
Board of Directors
Emie Ballweg, Stilwell, KS Dallas Rakestraw, Wichita, KS
Trey Bare, Shawnee Mission, KS Carol Ritchie, Wichita, KS *
Ginny Braden, Austin, TX Daniel Sanchez, Emporia, KS
Larry Deaton, /ndependence, MO Allison Smith, Leawood, KS
Merlin Dresher, Galva, KS * Gary Sneed, Cedar Point, KS
Margie Dyck, Olathe, KS * Rogers Strickland, Westin, MO *
Brendan Harshman, Cedar Point, KS Bo Swanson, Emporia, KS
Jerry Karr, Emporia, KS * Zach Taylor, Olathe, KS
Don Linn, Cottonwood Falls, KS * David Thurston, Topeka, KS
Rick Mitchell, Emporia, KS * Anne Winter, Kearney, MO
Cameron Moore, Emporia, KS Ryan Wright, Lawrence, KS *
Ivan Moore, Wichita, KS Ken Wold, Elmdale, KS *

*Members of the Campaign Leadership Committee

SWANSON 9 HOUSE

Swanson House consultants have successfully completed capital,
endowment and annual fund projects. Pre-campaign assessment
studies and ongoing campaign counsel have benefited a wide
range of nonprofits including youth development, education, museums,
healthcare, art and culture. As a full-service firm, Swanson House
also provides training and support in the areas of board government,
staff development, communication and crisis management.

1316 West 15th Avenue
Suite 200
Emporia, Kansas 66801

Direct line 316-215-6123 « Toll-free line 888-381-3559
www.swansonhouse.com

Big gifts are created, not found.

Your mission is your message.

You must have courage for your clients.

Cultivation proceeds solicitation.

Study. Plan. Practice. And then complete your solicitation.

SWANSON

HOUSE
AXIOMS




