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The information contained in this document is derived from the manager of development’s 
knowledge and experience, as well as guidelines from fundraising websites and publications, 
which have been adapted to fit the specific circumstances and contexts of South Island Centre. It is 
for internal use only and designed to stimulate discussion and inform the Centre’s decision makers 
about how resources may be effectively allocated to maximize all possible income streams.  
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The problem: 

In any given year, one in five Canadians experiences a mental health or addiction problem. By 

the time Canadians reach the age of 40, one in two have - or have had - a mental illness. 

Individuals with a mental illness are much less likely to be employed. And among those with 

severe mental illnesses, unemployment rates are as high as 70% to 90%. 

The economic burden of mental illness in Canada is estimated at $51 billion per year.  This 

represents 2.8% of the country’s gross domestic product. It includes health care costs, lost 

productivity, and reductions in health-related quality of life. Over the next 30 years the total cost 

to the economy will add up to more than $2.5 trillion. 

The Toronto Star recently 

ran a harrowing piece 

a b o u t t h e d r a m a t i c 

increase in the number of 

young people suffering 

from mental illness. One 

sufferer, when asked why 

so many like her are 

facing mental issues, said, 

“A d d i c t i o n , a b u s e , 

dysfunctional, missing 

parents, drugs, alcohol. And social media is a big one because we see things that make us feel 

like we aren’t enough, when we are.” 

3



The solution: 

South Island Centre has been strengthening mental, emotional, and spiritual health in our 

community through professional, affordable mental health counselling since 1975. The Centre 

provides counselling to the disadvantaged in its community, through hourly sessions 

with  professionally trained counsellors, most of whom are qualified Registered Clinical 

Counsellors with Master’s degrees. Our vision is for a healthy, vibrant and inclusive society. 

What difference will it make if we succeed?  

British Columbia has the highest rate of mental illness in Canada, and this is set to increase. As a 

centre of counselling and training excellence, the Centre is well positioned to make a significant 

contribution to the health and wellbeing of people living in BC’s Capital Regional District. 

If we fail, Victoria will lose a beacon of hope. Those in our community suffering from mental 

illness will need to go some place else. And four decades of accumulated knowledge - what we 

know about mental health counselling - will be lost, along with a promising future. 

Yet South Island Centre is uniquely qualified 

to succeed. The Centre enjoys the steadfast 

support of its benefactors and the admiration 

of the local mental health community. Having 

recently produced a strategic plan, we now 

have a clearly defined vision and a roadmap 

for development. We also have strength in 

our personnel — dedicated trustees, staff, and 

counsellors. Working at the Centre reinforces 

their faith, character, and humanity. 

Our Children and Youth counselling program 

is reaching more and more young people in 

Victoria. This is newsworthy, and can be 

promoted as a focused and highly informed 

effort on our part to reduce the occurrence of 

mental health in our community, by nipping 

it in the bud.  
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How do we embrace our future? 

First and foremost, the Board must appoint a Fundraising Committee tasked with the planning 

and implementation of a rolling development plan to raise the resources we need to grow in the 

coming year and beyond. This document lays out all the options for a fundraising strategy, but far 

too many to take them all on. It will serve to guide and inform the Fundraising Committee.   

Second, think big. Over the past 45 years our counsellors have provided counselling to nearly 

20,000 people in Greater Victoria. The accumulated knowledge from those many hours of 

mental health therapy has contributed greatly to our intellectual capital, given us a valuable 

insight into trauma in our society. We’re an impact organization, a vital asset to our community, 

and worth far more than the $400,000 we currently raise through fees, donations, and grants.  

Having a strategic plan is only the first step. Most strategic plans are big on what, but short on 

how. How, then, do we achieve our strategic goals? One way is to change the way we think. The 

investment we make in changing our organization’s culture could have a greater return than any 

financial investment. Most important is resources. And not just financial. Do we have the skills 

within our organization to make things happen? Can we create resources under our own steam?  

As we embrace our big ideas, our revenue streams will grow and financial security strengthen. 

Our big ideas include, but are not exclusive to, HeroWork’s radical renovation, satellite 

counselling centres, training for first responders, marketing counselling to the local business 

community, First Nation outreach, a better fee structure, and landing a $5 million endowment.  
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Income Streams for South Island Centre 

Methods of Fundraising: 

A. Direct mail appeals 
B. Face to face meetings 
C. Peer pressure 
D. Grant applications 
E. Sponsorship proposals 
F. Social media 

G. Crowdfunding 
H. Website and newsletter 
I. Public collections 
J. Marketing & advertising 
K. Public relations 
L. In-depth research 

Income Stream  
(In Order of Priority)

Burden Return Donation Type: 
Restricted or 
Unrestricted

Methods of 
Fundraising

See page:

Government Grants & 
Contracts

High High R D, L 7

Foundation Grants Low High R D, L 7

Donations Low Medium R/U A, B, F, H, I, K 8

Capital Campaigns High High R A, B, C, D, E, F, G, K 8

Major Gifts High High R/U A, B, C, D, K, L 9

Legacies High High R/U B 9

Membership Medium Medium U A, H 10

Regular Giving Medium High R/U A, B 10

Volunteer Activities Medium Medium U A, F, H, I 11

Special Events High Low U A, B, C, E, F, H, I, K 11

Corporate Sponsorship High Medium U B, E, K, L 12

Social Enterprise High Medium U J, K, L 12

Franchising High Medium U J, K, L 13

Endowment High High R/U A, B, C, H 13
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I. Government Grants & Contracts 

Government grants can be sizeable but 

statutory funding comes with many strings 

attached. Complying with government 

guidelines, demands, and reporting cycles 

can be onerous for staff. Plus the sudden loss 

of a statutory grant, because of a new policy 

or an election turn over may result in a 

sudden accounting deficit. Furthermore, the  

CRA requires organizations receiving half a 

million dollars or more in government 

funding to undergo a full audit.  

With $77,000 from the BC government, 

however, we are still well below that margin. 

Still, our Community Gaming Grant accounted 

for 17% of the Centre’s annual income last 

year — a linchpin of our financial security.  

Government support adds credibility to our 

organization and opens the door to lobbying 

mental health officials at the provincial level, 

which could also pave the way for the 

Centre’s own future development. 

Strategy: Source new funding channels and 

grants. Build relations with provincial and 

federal mental health officials. Engender First 

Nation participation. Provide training to first 

responders. Contract with the military to 

provide counselling for the forces in Victoria. 

II. Foundation Grants 

Often started by wealthy families or 

corporations, foundations donate money for 

specific charitable purposes of their choosing. 

The top 40 wealthiest foundations in the 

world have a value of over $400 billion. 

Grants are usually for a reasonably large sum 

of money — at least a few thousand dollars, 

and often far more. Since many foundations 

prefer to move on to the next new thing and 

expect grant recipients to have used their 

grant to leverage other forms of support, 

grants are best applied to pump-priming new 

projects and hiring new staff. They also tend 

to come with stringent oversight and 

reporting requirements.  

Foundation grants currently account for 12% 

of our income. And this is set to grow. 

Charities should aim to fund no more than 

10-20% of their annual budget with grants. 

Strategy: A more streamlined cycle of grant 

applications and reporting. An independent 

evaluation of the Centre’s therapy program to 

attract new grants. There’s no blanket 

approach. Every new potential grant-making 

donor must first be thoroughly researched to 

determine our eligibility to apply, to whom 

and for what, and each grant application 

must then be tailor-made to meet the 
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requirements of the foundation in question, 

closely adhering to its current funding 

priorities which may change from year to 

year. Success will depend on the quality and 

breadth of the Centre’s programs, and the 

time-budget constraints of the Manager of 

Development. 

III. Donations 

As with most charities, the everyday people 

who believe in the Centre are our bread and 

butter. Their support is an indication of our 

community relevance, and their donations 

come with few strings attached. Plus their 

combined power may help us to weather 

difficult times — for example, if we lose a 

major government contract. 

We must learn to love our donors, cultivate 

them, develop relationships and maintain 

connections with them. 

The number of records currently in our 

database is 841, 137 of which are those who 

have donated — our donor base. Of them 

only 53 gave in the last year. We reach out to 

our individual donors through a combination 

of direct mail appeals, newsletters, social 

networking, and special events. Time to invest 

in growing our donor base, to help us 

weather future storms. 

Strategy: The installation of CRM software 

will allow us to pay serious attention to the 

management of our donor base. Increase the 

frequency, quality, and circulation of our 

appeals. Focus on donor retention by 

strengthening the engagement of existing and 

new donors, leading to sustained, higher gifts.  

Garner support through stories. We've been 

doing this for 45 years. Who are the alumni 

of South Island Centre that can provide 

compelling stories? Expand our donor base 

by soliciting for donations through newspaper 

and magazine ads. 

IV. Capital Campaign 

Our Building Capacity capital campaign, a 

coordinated effort to raise $150,000 over the 

next 12 months, is now underway. If we meet 

our target on time, HeroWork, a local not-for-

prof t dedicated to restor ing chari ty 

infrastructure, will undertake a “radical 

renovation” of the Centre in Spring 2021, to 

provide accessibility, better energy efficiency, 

soundproofing, and more counselling space. 

We could use this opportunity to attract a 

new generation to our cause. Millennials are 

on average more risk-averse and less likely to 

spend money unnecessarily than previous 

generations. But when millennials do decide 

to part with their money, key patterns 

emerge. They prefer to do business with 

brands that have pro-social messages, 

sustainable manufacturing methods and 

ethical business standards.  
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Emphasize the “Earth-friendliness” dimension 

of our capital project, that it will significantly 

reduce our carbon footprint, and we might 

inspire them. 

Strategy: Identify those among our regular 

givers that may be inclined to support our 

Building Capacity capital campaign and 

contact them to arrange individual, face-to-

face meetings. Explain that this capital 

campaign will allow us to expand our 

services to reach more people in our 

community in need of counselling. Set up a 

crowdfunding site, to encourage Millennials 

to a donate to our radical reno, 

V. Major Gifts 

Victoria ranks third among Canada's 

wealthiest metropolitan areas. And south 

Vancouver Island is blessed with the warmest 

year-round temperatures and more hours of 

sunshine each year than anywhere else in the 

country, which attracts a wealthy clientele. 

Once sufficiently appraised of our work, the 

philanthropically inclined in our community  

will begin to make major gifts to the Centre, 

in the thousands of dollars and up. However, 

such gifts won't come in response to the 

same methods we use to communicate with 

our donor base. Requests for large gifts are 

typically made during a formal meeting, in 

which one or two high-level people from the 

Centre approach the donor with a compelling 

case for support. 

Strategy: Following HeroWork’s renovation of 

the Centre in Spring 2021, we will be well 

placed to win over prospective major gift 

donors. Raising major gifts is a proving 

ground for fundraising. Developing genuine, 

personal relationships with prospective major 

gift donors, whether for direct support or 

introductions to their peers, takes time and 

meticulous planning.  

VI. Legacies 

South Island Centre is now established 

enough to assure its donors that it will be 

around for years to come, so we must start 

encouraging them to leave gifts via their 
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estates, most likely through a will, trust, or 

other beneficiary designation. 

Though some donors may take care of this on 

their own initiative, the Centre can support 

such plans, assuring these donors that their 

final act of goodwill shall benefit something 

more exciting than the office supply or coffee 

fund. A simple reminder in our newsletter 

that leaving a gift in their will is a great way 

to create a personal legacy is a good start, 

especially if we can point to a compelling 

way in which the money might be spent, 

such as a new DBT training course, or a 

satellite centre to reach more remote clients. 

Any nonprofit can solicit basic estate gifts, 

but more sophisticated organizations can also 

offer more complex giving vehicles, such 

as  charitable annuities  and charitable 

remainder unitrusts. The basic idea is that 

donors give assets to the Centre for 

investment, but either continue to derive 

some income from the investments during 

their lifetime (assuming the stock market 

hasn't completely flatlined) or give the Centre 

the income and require that the principal 

ultimately be returned to the donor or heirs. 

The donor gets tax benefits, and the Centre 

gets an immediate source of income. 

Strategy: Launch a legacy campaign in 

Victoria, setting up face-to-face meetings with 

our most ardent supporters. Encourage 

donors to leave gifts via their estate. Earmark 

certain projects, like children and youth, for 

legacies, and through publications, training 

courses, and personal meetings, explain how 

these gifts will be put to meaningful use. 

VII.Membership 

Membership subscriptions are a cornerstone 

to any society. Keeping members in touch 

with the Centre is key. Their reasons for 

becoming a member may be diverse but 

letting them know our news and the 

opportunities to get involved will ensure that 

they feel a part of our community. 

The benefits of South Island Centre 

membership include discounts at events but 

there is scope for more. We could increase 

the cost of membership and afford them 

access to training courses at the Centre.  

Strategy: Finding new members can be costly. 

We need to be inventive with whatever 

resources we have available. Build a list of 

prospective members. Include anyone who 

shows an interest in the Centre or makes a 

donation. Ask existing members to encourage 

a friend to join and offer a reward. Advertise 
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or put inserts in magazines  that are read by 

people who may sympathize with our cause. 

This can be an expensive way of getting 

members. Publicity, on the other hand, 

feature articles in the mainstream media 

about our cause is a cheap way of attracting 

new members. Publish a dynamic page  on 

the Centre’s website, with lots of photos, 

promoting our distinct membership choices. 

VIII.Regular Giving 

Most loyal donors understand that the 

Centre’s expenses happen the same way 

theirs do — monthly. Through regular giving 

mechanisms we enable them to support us in 

a way that fits their lifestyles. A monthly 

giving program also affords the Centre the 

luxury of being able to plan on the basis of 

regular income. 

A monthly giving program requires attention. 

There are all the technical issues of payment 

methods and reminder mailings. More 

importantly, these are loyal donors who might 

give a smaller average gift but are committed 

to our cause. They deserve our regular 

attention. 

Strategy: The installation of Donor Perfect, 

our new CRM software will greatly enhance 

the growth of this revenue stream. Create 

monetized units of support so donors can 

understand what their regular donations will 

fund. What does $25 a month buy, $50, 

$100, $250? Thank our regular donors 

systematically, sincerely, and swiftly. 

IX. Volunteer Activities 

There’s an army of volunteers in Victoria 

ready to fight for our cause. It’s up to us to  

recruit and motivate them. The list of 

fundraising activities in which they can get 

involved is endless (see Top 100 Fundraising 

Ideas), ranging from shaking a tin outside a 

local superstore on the weekend, to 

community events. Every one of these 

volunteer fundraising activities counts 

towards our bottom line and will boost brand 

recognition. 

Strategy: Appoint a fundraising committee, 

consisting of Board members and the 

Manager of Development, to focus on this 

and other areas of fundraising. Produce a 

starter-kit comprised of fundraising ideas, 

literature from the Centre, a collection box, 

and a list of the names of like-minded and 

similarly motivated volunteers living nearby. 

Publicly recognize their efforts at every 

opportunity, publishing their events in our 

newsletter and on our social networks. With 

the right approach and tools, our army of 

fundraising volunteers will grow. 

X. Special Events 

South Island Centre’s annual fundraising gala 

is primed for a fifth year. But the gala has 

consistently produced a relatively low return 
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for all the hours that go into it. Some have 

suggested that we forego the gala in favour of 

one or two smaller events during the year. 

Still, a fifth gala in 2020 would be a fitting 

event to commemorate our 45th anniversary.  

Events mobilize  volunteers  who would not 

otherwise be interested in volunteering for 

the Centre. And events can serve purposes 

other than straight  fundraising, boosting the 

charity’s profile and recruiting new members.  

Strategy: We must choose between the gala 

and smaller events. The Fundraising 

Committee will decide and then plan the 

Centre’s events, identify potential sponsors, 

and mobilize volunteers.  

XI. Corporate Sponsorship 

What opportunities are there for corporate 

sponsorship at the Centre? Corporations are 

interested in positive public exposure. They’re 

more likely to sponsor a fun run, event, or 

concert where many people gather, than a 

centre that sees a handful of people a week. 

But we must continue to look at possibilities. 

Strategy: Workplace Mindfulness™ will be a 

new service designed exclusively for 

businesses, that brings our counsellors 

directly to their company, to give one-on-one 

counselling and group mindfulness training to 

employees in the workplace. Rolling out this 

service will require careful planning and 

adequate resources to market it effectively. 

XII.Social Enterprise 

An increasingly popular method of charity 

fundraising is to enter the world of business 

and sell goods or services to regular 

consumers. A charity is permitted to make a 

profit — for example, on client fees — so 

long as it doesn't use those profits for the 

personal benefit of those in charge.  

Social Enterprise is a platform on which the 

Centre can increase its revenues from fees. By 

setting up a more business-oriented structure 

to manage the throughput of clients and fees, 

we will streamline our counselling services. 

Business activities can provide a source of 

income that’s entirely under our own steam, 

with almost no strings attached. Launching a 

business is a risky proposition even in the for-

profit world, so it's best to start small, get 

good advice, and be realistic. 
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Strategy: Explore ways the social enterprise 

model may be applied to the Centre’s 

counselling services. Thriving Non-Profits, a 

series of six workshops in the first half of 

2020, in which South Island Centre is 

participating, will help the organization 

identify ways to boost its revenues for 

professional fees and incorporate social 

enterprise practices into our program. 

XIII.Franchising 

Can we franchise our intellectual capital? The 

core competences, experiences, and problem 

solving expertise of our staff, which is a 

competitive skill of the Centre, is a valuable 

asset not shown in our balance sheet. But if 

we can measure it and assign a value to it, 

our intellectual capital can be accepted as a 

valuable resource. So, how can we measure 

intellectual capital, assign it a value? 

1. What is the demand for our solution, our 

impact on society. How many people will 

benefit? 

2. How easily can the knowledge be 

transferred, imitated and implemented? 

3. How many similar solutions exists? 

Strategy: Franchise our intellectual capital by 

‘packaging’ the Centre’s counselling and 

training program in such a way as it may be 

transferred to other places in the world.  

XIV.Endowment 

It’s every nonprofit’s dream that one day a 

benefactor will come along and write a big 

fat check that ensures they never have to 

fundraise again. For South Island Centre, the 

figure is $10 million. Such a sum, in an 

endowment, yielding 3% interest per annum, 

or $300,000, would ensure our programs 

carried on in perpetuity. Nevertheless, a 

Manager of Development doesn’t just go 

home after such a cracking windfall. 

Endowments are meant to grow. All other 

income is icing on the cake.  

The problem with endowments is that 

wealthy philanthropists would rather their 

money worked harder than that. And, as the 

world changes and new social issues arise, 

they don’t want to have all that capital frozen 

in the account of just one charity. 

Strategy: We should generally focus on 

expanding our genera l and annual 

fundraising programs before thinking about 

an endowment program. Having said that, a 

campaign for a mid-sized endowment would 

increase our reach and allow us to attain a 

new level of fundraising.    
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Conclusion 

Raising money for the Centre is not going to be easy, but exploring the range of fundraising 

methods can help make the challenge less daunting. We cannot stick to just one method, but it 

would be foolish to employ all the methods described in this document at once, for that is a 

recipe for trouble and can lead to events that are poorly planned and connections with donors 

that fall short. The best plan of action is for the Centre to carefully put into action multiple 

fundraising methods over multiple years, based on our strengths.  

Chicken or egg, which comes first? If we build it, will they come? Or should we build it once 

they’ve come. Contrary to the belief that only increased funding stimulates growth, there’s much 

that can be said for having a clear vision and the means to communicate it widely. Our vision 

will dramatically enhance our donor base. When we know where we are, where we’re going, 

and how we’re going to get there, we need only explain this in a simple, externally focused way 

that is memorable and emotionally engaging. Then, with a bit of fundraising nous, the donations 

should flow and the Centre can continue to grow, and ultimately achieve its goals. 
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Addendum To The Fundraising Strategy: 

1. Branding 

The charitable world is a busy one – it is standard for employees and volunteers to wear many 

different hats and juggle various projects. Consequently, it can be hard to find the time to build 

and maintain the brand – a task that should be a top priority. Branding is often associated with 

logos and graphics, and although these are key components, branding goes far beyond this. A 

successful branding initiative addresses something much bigger: how the public perceives us. 

Ultimately, the Centre’s brand shapes the way we are perceived. Our public image will help 

with growing awareness and credibility, increasing engagement, and of course, rallying for 

support and donations. 

Are we reflecting the way the p u b l i c s e e s u s ? D o e s o u r 

communication style — our website, logo, letterhead, 

property signage, mission statement — speak from the 

heart of the Centre?  

Our logo must reflect our cause. We need guidelines 

for its use: colour swatches, variations for light and dark 

backgrounds, portrait, landscape, and square canvases. A good 

logo can be reduced to an icon size on a website’s URL, or blow up to billboard size. 

2. Fundraising Committee 

The Fundraising Committee is responsible for assisting the Manager of Development and the 

Board, by reaching out to local business networks, introducing wealthy donors to the Centre, 

helping promote the cause, and creating opportunities based upon their connections and 

experience. Specific responsibilities of the Fundraising Committee include but are not limited to: 

• Providing advice on the development of events, appeals, campaigns, and funding ideas that 

may help the Centre reach its financial targets; 

• Recommending changes to strategy if appropriate; and 

• Introducing prospective donors to the Centre. 
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3. Public Relations  

PR encompasses all the activities the Centre does to get press coverage for its work:  press 

releases and press conferences, letters to the editor, calls into talk radio and interviews with 

journalists, feature articles in newspapers and magazines. A strong PR effort, and good press 

coverage, raises awareness in the community about our non-profit and the work we do, and can 

lead to increased funding. Press coverage provides good social proof that what we are doing 

matters, and that the Centre is a leader in its field. Approaching a new prospect with clips of 

newspaper articles about our non-profit, or a short video from the local news with an interview 

with our director, can go a long way toward overcoming objections and moving a prospect 

towards a gift. 

Almost any organization can “luck into” a local press story every so often. But to get maximum 

coverage over a sustained period, it takes good planning and hard 

work.  Great PR rarely just happens. It takes lots of calls, 

press releases, and follow-up to generate good coverage. 

Remember the number one rule of getting press coverage: the 

press wants to cover us, but they only want to cover us if we 

have real news to cover.  

In our search for awesome content to send to media 

outlets, we may cast our eyes to the very people we’re trying 

to reach in the first place. Our donors and volunteers might 

have some of the most compelling stories that fit into the Centre’s overarching narrative. Because 

they’ve already supported our mission and engaged with our organization, they can speak to the 

value of your work and why they personally find it meaningful.  

Our placement on the web is outstanding. But we need to fly our flag higher, generate more 

column inches in the press and more airtime on the airwaves.  

4. Newsletter 

In the long run, Time To Talk, our quarterly newsletter will significantly boost our membership 

and donor base. However, producing a periodical with consistent regularity — correlating the 

relevant content, designing a punchy layout, and making sure it’s brought out in a timely manner 

— requires diligence and can be quite challenging for a charity. Deadlines are a charity’s 
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anathema but to make a newsletter work, we must rigorously stick to a predetermined 

timeframe. As Manager of Development, I will gladly take on the role of editor, but I cannot be 

relied on to produce all the content along with all my other duties.  

5. Communication Policy  

The Centre necessarily has individuals doing a bit of everything.  But by allowing different 

departments to operate in separate “silos” we run the risk of saying different things in different 

ways and getting the message muddled. We should all be working together to deliver consistent 

and coherent messages. 

It’s about collaboration and commitment at all levels. Tensions inevitably arise between the 

precise, fact-based approach of program and the desire for communications professionals to tell 

a compelling and engaging story. A lack of communication policy can undermine the 

effectiveness of both, whereas an integrated policy allows us to speak 

to our constituents with one voice, and in a way that is driven by the 

Centre's objectives.  

6. Website 

South I s land Cent re ’s mos t important communication tool is 

its website. It is the destination where our current and potential 

supporters can find all the information they need to know about us. It 

needs to be as user-friendly and informative as possible, to keep these 

individuals engaged, sharing content about us on social media, and coming back to support our 

organization in the future. To get the most out of our website, we need to provide information 

about our programs, but the main objective of the site is to get people involved with the charity, 

donate money.  

7. Social Media 

Social media is generally under-utilized by nonprofits, but there can be great value in using it to 

support charity campaigns. Alongside press, social media is one of the most cost effective 

communications channels. It allows charities to tell people about the work they do, how they 

are making a difference, and the kind of support they need.  
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It may be tempting to jump head first into tweeting and posting, but it is wise to have a clear 

social media policy in place first. Social media posts must be in keeping with the image of South 

Island Centre and not damage our reputation. A uniform tone is vital. Our policy should define 

when posting is allowed, what we are allowed to say, and even how we say it – to maintain the 

voice of the Centre, rather than a group of individuals. Facilities like Tweetdeck or scheduling 

posts on Facebook help save time and can help us focus on when our constituents are most 

likely to be online. We should experiment with different types of content and see what resonates 

with our audience. Linking back to cool features on our website will increase the flow of 

visitors. And creating a short thank you video can also show the impact of donations and create 

an emotional connection to our cause. 

Our use of social media should be an extension of our fundraising strategy, though we shouldn’t 

just post about fundraising activities and events, rather highlight other news and developments 

at the Centre. On the whole, studies in Canada support the current wisdom 

that using social media is not a way for charities to make money. Rather, 

social media should be used primarily as a way to engage new 

donors and to solidify and strengthen relationships with 

existing donors.  

We should invite all staff, volunteers, and supporters to like 

and interact with our posts. Likes, comments, shares and 

retweets are seen by our friends as they appear on our timelines 

and news feeds – effectively advertising our cause. If we want our posts to be shared, we must 

also get involved in our community by sharing messages about others. We can also experiment 

with other sites such as Instagram, Tumblr, YouTube and Pinterest. 

8. Database 

Our database is a critical tool through which all our revenue streams flow. We must treat it as a 

valuable asset and look after it with great care, making sure data entry is accurate and 

consistent. Constant vigilance is required! If we do not adhere to this, it will be impossible to 

use the database for mail merges, reports and analysis. Guidelines that cover all possible 

variants for data entry and specify written instructions for entry staff to refer to, and making sure 

all data entering follows these rules exactly, will ensure our database is clean. Volunteers should 

not be used for data entry as it is harder to be strict with them. It is better to use paid staff and to 
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help them develop a pride in the accuracy of the data. The data should be up to date and 

regularly backed up. Address changes, cancellations, renewals and other changes should be 

processed regularly so that the data is clean and usable. This is particularly important before any 

big mail out, like the instrument checks a pilot makes before flying an aeroplane. It is also useful 

for answering member’s queries and to get management information for reports.  

9. Donor Retention 

This is a measure of how many donors continue to donate to our organization. Nonprofits with a 

high donor retention rate have long-term supporters who come back year after year. Nonprofits 

with a low donor retention rate need to continually acquire new donors or larger gifts to keep 

up. Research shows the average nonprofit loses 70% of donors after the first gift. The probability 

that a donor will make five consecutive gifts is only 10-15%. These numbers are just not 

sustainable for most organizations. By the time we’ve added a new donor, half of 

our previous new donors are out the door. One-time transactions don’t get 

us very far. If we want to build a transformational business model that 

moves our organization steadily forward, then we simply must 

put more resources into our donor retention strategy  – 

m o r e s p e c i fi c a l l y, o u r gratitude program.  

Humans yearn to belong. W h e n w e g i v e , w e 

demonstrate that we’re joining a community of like-minded 

folks who share our values. That gift can be a one-time transaction, or a transformational 

experience — which is so much more. For transformation to occur, however, work is required 

on our part. The gift is the first step towards joining our community. It’s the beginning of the 

relationship; not the end. So giving thanks is the beginning of stewardship. We’ve got to come 

from a place of thinking about love, not money. Human beings, not chequebooks. 

10. Demographics 

There are some 1.5 million registered charities in the US, 185,000 in the UK, and 86,000 in 

Canada. As a charity raising more than $300 thousand a year, we are in the top 500 of those 

charities. Four out of every five charities in Canada collect less than $500,000 in revenue each 

year and 86% of those organizations have less than five staff.  By comparison, there are 
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thousands of charities in the UK raising more than $1 million. Per capita ratio of registered 

charities: United States - 215: 1; United Kingdom - 397: 1; Canada - 422: 1.  

A new report suggests charitable giving has hit a 10-year low across Canada, with BC near the 

bottom of the pack. The 2019 Generosity Index compares donations to registered charities in 

Canada and the US, as measured by what people claim on personal income tax returns. Turns 

out Canadians are much less generous than their American counterparts, who donate a share of 

their income that is more than two-and-a-half times the rate in Canada.  

Charities must raise donation rates among younger and new Canadians. These groups offer 

fertile ground for charities and much more can be done to increase giving, but time is of the 

essence. Specifically, charities must innovate to drive efficiencies and advance service quality. 

Greater transparency is needed to win trust. Charities must also become more adept at 

leveraging digital technologies and social media to engage young and new 

Canadians. 

According to a recent report by the Rideau Hall Foundation, 

motivations for giving among young Canadians are strong: 

compassion for those in need, personal commitment to a cause 

and the desire to contribute to thei r community. However, 

younger Canadians have identified barriers to giving. They 

are more likely to say they are not being asked to give more and do 

not know where to give. Interestingly, young donors express higher levels of 

trust in charities. The report suggests younger Canadians are willing to give more but are not 

being effectively engaged. 

What better way is there to engage them than with South Island Centre’s Children and Youth 

program? We must think strategically. Think big. Think self financed impact organization. Right? 

If we do it right, the future is ours!
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