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[image: image1.wmf]CFC Campaign Participation

Civilian Sector

•

Review Campaign Data

–

Past Performance

–

OPM info on website, Trends

–

CFC convened Focus Groups

–

General Donor Surveys
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•

Agency statistics

•

Information from files

•

Executive contact, notes
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[image: image3.wmf]Trends/Focus Groups/Surveys

•

Summary from CFC Focus Groups

•

Discuss with LFCC

•

Incorporate review of accounts into

Training
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[image: image4.wmf]Campaign Visibility

•

Events

•

Signage

•

Raffles, lobby activities

•

Challenge to Executives, Agencies,

coworkers
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•

Road Race

•

Golf Tournament

•

Kick Off

•

Ice Cream Scoop-a-thons

•

Awards
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•

Campaign facts

•

Success Stories

•

Thank you from Charities

–

offers connection to donations

–

assures donors that funds are received
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•

Agency sponsored

–

motivated key person creates own event

–

help key person with pledge card copy option

and prizes

•

Campaign Sponsored (Mega-Raffle)

–

tickets sold via Executives

–

day of drawing winners as an event
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[image: image8.wmf]General Press/Media

•

Website

•

Campaign newsletters

•

Press Releases

–

internal sources for info, newsletters

–

external press and media outlets

–

cable
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[image: image9.wmf]Executive Training

•

Well versed on events, aspects of event

management

•

Identify low performing or “Challenge”

accounts

•

Involve LFCC in review and plan of action

•

Assign accounts to Executives with

personalities in mind
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[image: image10.wmf]Challenge Account Approaches

Mass Bay CFC

•

1. Mentoring

–

Paired Challenge account with High Performer

•

general criteria was size of agency

•

did not pair agencies that were related to each other,

for example., Customs and IRS, DOT and FAA
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•

Some success, mostly because of

personalities involved

•

promote inclusion of new persons to

agencies via FEB, or a call from the LFCC

chair
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Mass Bay CFC, continued

•

2. Constant Vigilance

–

Relentless calling until contact made

–

Routine check in with key person

•

calls to offer assistance

•

calls to remind of events
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[image: image13.wmf]Constant Vigilance Outcome

•

Mixed, but some success

–

persons self-identify need for reminders quickly

–

good for a brief time frame
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[image: image14.wmf]Challenge Account Approaches

Mass Bay CFC, cont.

•

3. Culture Connection

–

Personal visit to agency

–

Find out routine, traditions

–

Insert CFC into agency life
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[image: image15.wmf]Culture Connection outcome

•

Most successful approach

•

appears to continue into next campaign

•

has encouraged events hosted by agency

•

has encouraged candidates for Executives,

volunteers
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•

Establish criteria

•

Nomination routine

•

Award info part of Training

•

Immediate distribution of gift level awards

•

Ceremony with guests
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