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Capital Campaigns: Strategies That Work, Fourth Edition is a two-part
resource. This book is a great guide, but you’ll also find all the exhibits in this
book, as well as some additional resources and lots more information, at my
website, www.capitalcampaignmasters.com.

There’s even a section of my website set up specifically to accompany this
book. You can find those pages at www.capitalcampaignmasters.com/strategies.

I’ve written this to be a practical and approachable resource for anyone con-
sidering a nonprofit capital campaign—and I definitely mean “anyone”:

v Development directors;

v Board chairs or other members;

v Nonprofit executive directors;

v Executive directors;

v First-time capital campaigners; or

v Experienced capital campaigners looking to add fresh life to the process.

No matter why you’re contemplating or committing to a capital campaign—
and no matter whether you’re involved with a brand new startup nonprofit or an
established, national organization—I’ve created this book to be your roadmap to
success.

Through this book’s 19 chapters, I’'m going to tell you everything you need to
know about the scary, exciting, daunting, frustrating, and even elating process of
conducting a successful capital campaign.

So how can you use this book to achieve the best results for your organization?

1. Since I’ve created this book as a step-by-step guide, you may choose to
start at the beginning and work chapter by chapter to plan, implement,
and guide your capital campaign to success. I particularly recommend
this approach to beginning campaigners! (And make sure that you
refer back to the glossary if you run into terms that are new or unfa-
miliar to you.)

2. If you’re already in the midst of a campaign—or you’re an experienced
campaigner looking for the latest in best practices—skip to the chapters
you need most right now and go back as needed.

3. I’ve included graphs, charts, questionnaires, and other guides throughout
that you can customize to fit your campaign’s needs. But don’t run to the
copy machine—all of these materials (and more) are available online at
www.capitalcampaignmasters.com/strategies.

XV
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xvi Preface: How to Use This Book (and Website)

4. At the end of most chapters, I’ve included some referrals for additional
resources or places to look for more information. Use those resources
for deeper dives into any of the topics covered in this book, and you can
always visit my website at www.capitalcampaignmasters.com to learn
about emerging trends or new resources in the field.

5. Although this book is written largely with U.S. nonprofits in mind, as
that’s my core area of experience, capital campaigns are increasingly a
global phenomenon. Especially if you’re outside of the United States,

I suggest that you check with your local regulatory authority to learn
how the IRS compliance guidelines here translate to satisfy the laws and
regulations for your jurisdiction.

If you’ve heard that this type of campaign is a lot of work, you’ve heard correctly.
But if your organization is solid, and if you follow the practices spelled out in this
book, your chances of success are very high. The basic processes behind planning
and organizing capital campaigns have been tested for decades and found effec-
tive; they’re not based on magic but on human nature and the norms that influ-
ence how we behave in our culture.

If you follow the process, you’ll be likely to reach and even exceed your
goal—and come out the other end of your campaign with a stronger, more resil-
ient organization for years to come.
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The phrase “capital campaign” can be confusing. At one time, “capital cam-
paign” almost always referred to an effort to raise funds for capital improve-
ments like purchasing or renovating a building. However, as the nonprofit sector
and its needs and business models have evolved, use of the term has evolved as
well. Capital campaigns aren’t just about buildings anymore.

Different Types of Capital Campaigns

My former colleague at the Lilly School of Philanthropy, Robert Pierpont, defines
capital campaigns as:

... an intensive fundraising effort designed to raise a specified sum of
money within a defined time period to meet the varied asset-building
needs of an organization.

In other words, you can raise money through a capital campaign for many things
that aren’t at all related to brick and mortar projects.

® Brick and Mortar Campaigns: This is just what the name implies—a
campaign to purchase, add to, or substantially renovate a building to
increase the nonprofit’s ability to serve its mission.

® Special Project Campaigns: Sometimes you don’t need a whole building,
but you do need substantial funds for more limited projects like a piece of
equipment, a bus, or renovations to part of an existing facility. You might
think of the special project campaign as a sort of “mini” or “starter” capi-
tal campaign because although you will go through all of the same steps
you would for a more extensive campaign, your special project effort
won’t be as intense or take as much time.

e Endowment Campaigns: Endowment campaigns establish or substan-
tially increase an endowment fund. These generally work best for well-
established, proven organizations with a strong supporter base that has a
long track record of supporting the organization. Endowment campaigns
have the added advantage of giving donors a chance to make planned
gifts (i.e., leaving a gift in their will) because the organization doesn’t
need the funds right away.

e Combined Campaigns: Rather than launch one campaign just to buy a
building and another one to fund an endowment (for example), it may be

xx1
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xxii Introduction to Capital Campaigns

strategic to combine both goals into a single campaign. After all, buying
or substantially renovating a building is just the beginning—you also have
to pay to keep the lights on and fund the new programs the building will
host. The combined campaign also gives organizations an opportunity to
solicit both immediate and deferred gifts simultaneously.

e Comprehensive Campaigns: This type of campaign raises money for a
bit of everything—specific short-term projects, the endowment, and the
annual fund, projected over several years. This type of campaign is often
used by colleges, universities, and other large organizations to raise a very
large sum of money and usually takes a substantial amount of time (5-10
years or more). Comprehensive campaigns are an opportunity to increase
an organization’s stature by shining a spotlight on the institution as a
whole rather than just one or another of its needs. (We’ll talk more about
your capital campaign’s relationship to your annual fund in Chapter 9:
Foundational Elements of Your Campaign Plan.)

Special Characteristics of Capital Campaigns

Now that we’ve established the types of efforts that may fall under the capital
campaign umbrella (the “asset-building” needs they serve), let’s take a look at the
other characteristics that set capital campaigns apart from a nonprofit’s regular
fundraising.

Capital Campaigns Are Often the Result of a Strategic Plan
for Growth

As organizations create their multiyear strategic plans, the ideas for expansion
that take shape in those plans often provide the impetus for a capital campaign.
The strategic plan determines where you and your board want to go, and the
capital campaign is the “vehicle” that gets you there.

Of course, there are times when special circumstances motivate a campaign.
Perhaps you have immediate and pressing needs like an unanticipated, rapid
increase in the numbers of people who need your services or a storm has damaged
your building. These kinds of pressing situations might lead your board to speed
up your organization’s planning process and take advantage of the immediate
need to develop a plan quickly, with minimum muss and fuss. While not ideal,
if the plan is well conceived and your board supports it, you may not require a
more comprehensive plan to launch a successful campaign.

Capital Campaign Goals Are Bigger—Much Bigger

Think about the amount of money you usually raise every year. Now, multiply
that amount by 10 and you’ll have an initial idea of how much you might be able
to raise during a capital campaign.
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Capital Campaigns End

Capital campaigns are only occasional episodes in the life of an organization, and
each one has a beginning, a middle, and an end. No matter how long it goes on,
you’ll know from the start that when you declare victory and celebrate success,
you’ll have the chance to take a bit of a break and savor your accomplishments.
Knowing there’s a light at the end of the campaign tunnel (so to speak) doesn’t
just provide everyone with the energy to keep going—your deadline can also be a
huge inspiration!

Brick and mortar campaigns are still the most common types of campaigns,
and so this book often refers to things specific to buildings. If your campaign is
a different type, don’t worry—the lessons contained here are still very applicable
to your campaign. You just don’t have to worry about the zoning board or an
architect, or a few other details.

Regardless of what kind of campaign your capital campaign will be, you
should plan for help right from the start. Make sure to read the additional
resources at the end of each chapter for tools and other supports that you might
need. Also, please visit my website, capitalcampaignmasters.com, before you leap
into hiring consultants and asking for donations. With the right planning and
structures in place, your campaign has a much higher chance of success. And
with every campaign, that success transforms the organization for years—even
decades—to come.
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