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FY19 Development Strategy  
DC Bar Foundation 

Introduction  

In FY16, the DC Bar Foundation (DCBF) set the strategic goal of growing total non-public 
revenue by 9% in order to strengthen support for private grants, the Loan Repayment 
Assistance Program, training and technical assistance, and, ultimately, the District’s civil legal 
aid providers. Increasing philanthropic revenue through more concerted fundraising thus 
became a new priority area for the organization. 
 
In late FY18, the DC Bar Foundation (DCBF) engaged fundraising consultancy Thread 
Strategies to assist in assessing and enhancing the organization’s current and future fundraising 
strategy, operational efficiency, and staff capacity.  
 
A significant recommendation resulting from this partnership was to reformat DCBF’s existing 
development plan in order to better distinguish high-level strategy decisions from operational 
minutiae. This document, the FY19 Development Strategy, thus outlines DCBF’s overarching 
development goal, case for support, and key strategic and tactical shifts within each of the 
organization’s major solicitation efforts (i.e., campaigns, events, and appeals). To execute upon 
the solicitation strategies described below, DCBF development staff have at their disposal 
specific operational guides for the various solicitation strategies, as well as a master execution 
calendar. 

FY19 Development Impact and Goals 

In FY18, DCBF established a fundraising goal of $846,000. The funds raised, coupled with 
IOLTA revenue, enabled DCBF to award: 
 

 $600,000 in general operating support grants to 25 civil legal aid providers 

 $160,000 in LRAP – an increase of $20,000 over FY17 
 
In FY19, DCBF aims to maintain and where possible broaden its positive impact on the local 
civil legal landscape by awarding: 
 

 $600,000 in general operating support grants to more than 20 civil legal aid providers;  

 $180,000 in LRAP 
 
To accomplish this larger impact, DCBF aims to raise $902,000 across the below efforts: 
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Law Firm/Corporate Giving 

  
FY17  

Actual 

FY18  
Actual 
(as of 

6/18/18) 

FY18 
Goal 

FY18 
Projected 

FY19 
Goal 

Call to Action $647,350 $610,901 $685,000 $650,000  $661,500  

Go Casual for Justice $64,385 $33,474 $67,000 $55,000  $60,000 

Individual Giving 

Leadership Appeal* $33,350 $29,150 $48,000 $33,000  $40,000  

General Individual Giving $6,135 $13,035 $10,000 $14,000  $80,000  

77 Society** $0 $45,046   $48,000  $0  

Combined Federal Campaign (CFC) $1,060 $3,678 $1,500 $3,500  $5,000  

Planned Giving $0 $19,330 $0 $19,330  $0  

Do More 24 $1,567 $1,448 $1,500 $1,448  $0  

Giving Tuesday $725  $15   $0  $0  

Events 

Lip Sync for Justice $17,000  $29,707 $20,000  $32,645  $40,000  

Baseball for Justice*** $0  $1,000 $5,000  $6,000  $0  

House Parties $3,934 $4,625 $8,000 $4,875  $5,500  

Foundations 

Foundations         $10,000  

TOTAL $775,506  $791,409  $846,000  $867,798  $902,000  

 
Red indicates recommended changes to revenue goals set by the committee at its June 18, 2018 meeting. 

* Does not include gifts made by leadership members through other campaigns.  
**The $60,000 originally allocated to the 77 Society has been moved to General Individual Giving for greater data accuracy. 
***The $6,500 allocated to the Baseball for Justice event was shifted to Call to Action. 
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FY19 Development Case for Support 

 
Place holder note: This section is reserved for the DC Bar Foundation’s case for support which 
represents the core themes of DCBF’s mission and impact and should be tailored and adapted 
as appropriate to the audience and mode of solicitation. A strong case for support helps an 
organization raise more dollars from both current and prospective funders. 
 
This section will help DCBF clearly and confidently share programmatic goals with its donors and 
supporters, focus anew on communicating impact, and paint an aspirational future of what the 
organization will accomplish given more contributions. 
 

FY19 Development Strategy: Keys to Success 

To meet its FY19 contributed revenue goal of $902,000, DCBF will focus on the following 
overarching keys to success, applicable to every major solicitation effort: 

1. Relationships matter most. An old piece of fundraising wisdom is that while an 
organization’s mission and impact spark passion and interest, at the end of the day, 
people give to other people. At its core, then, successful fundraising is all about growing 
and deepening relationships. In identifying and cultivating new prospects, stewarding 
current donors, and planning its appeals and events, DCBF will prioritize person-to-
person contact and fostering genuine connections between real people. A smaller donor 
pool with stronger relationships is preferable to a larger donor pool of cold relationships.  
 

2. Critical ROI assessment of every fundraising effort. Especially for small to mid-sized 
nonprofits with limited staff capacity, successful fundraising is an exercise in quality over 
quantity. DCBF must continue to scrutinize every fundraising opportunity and initiative, 
particularly special events, to determine whether a new undertaking is worthwhile of 
staff’s time, or a diversion from executing established solicitations to a high degree of 
excellence. In the calculus of trying something new versus doubling down on what DCBF 
is already doing, DCBF will err toward the latter. 
 

3. More frequent and personalized relationship management. As DCBF experienced 
with individual giving in FY18, more frequent and more personalized cultivation, 
solicitation, and stewardship is the key ingredient to winning fundraising. At every 
opportunity, DCBF will look for and seize opportunities to more richly customize the 
donor experience. 
 

4. Focus on stewardship and donor retention. It is easier, cheaper, and more lucrative 
to DCBF to retain existing donors than to acquire new ones. A special emphasis on 
timely gift acknowledgment and thoughtful ongoing donor communication is critical to 
building a loyal, enduring donor base. 
 

5. Continue to rely utterly and completely on Salesforce for donor and donation 
management. Salesforce is DCBF’s ultimate repository of institutional fundraising 
knowledge. As new development staff join the team, they will be trained to quickly and 
enthusiastically embrace Salesforce. Every donor, donation, and donor interaction will 
be logged in Salesforce to ensure accurate and informative reporting and performance 
analysis. 
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FY19 Solicitation Timeline Summary 

DCBF development staff use a detailed execution calendar to project manage the organization’s 
various fundraising efforts. The below timeline provides a summary of the year’s major 
solicitation activities for Leadership’s review. 

  Oct Nov Dec Jan Feb March April May June July Aug Sept 

Call to Action Execution Analysis and Planning 

Go Casual Execution Analysis   Planning   Planning 

Leadership Appeal Stewardship and Analysis Planning 

77 Society Cultivation, Solicitation, Stewardship All Year 

Annual Giving   Appeal     Appeal   Appeal   Appeal   
 Analysis & 
Planning 

CFC Execute Analysis           Planning 

DM24         Planning Event         
GivingTuesday Planning Execute Analysis             Planning 

Lip Sync       Planning Event       
Baseball Recommend Cancelling this Event 

House Parties Planning Event Event Stewardship             Planning 

Foundations Research, Writing, and Reporting All Year 

 

FY19 Solicitation Strategies 

Law Firm/Corporate Giving: Call to Action Campaign  

 Goals 
o Raise $661,500 

o Increase repeat gifts from 53% to 60% or greater 
 Compare to industry average retention rate of 48% in 2017 

o Baseline goal: Maintain increased gift rate at 15%  

o Stretch goal: Improve increased gift rate to 20% 
 Compare to industry average upgrade rate of 20% 

o Maintain decrease rate at around 5% 
 Compare to industry average decreased gift rate of 19% 

o Reduce lapsed rate from 18% to 10% or less 
 Compare to industry average lapsed rate of 16% 

 

 Lessons Learned from FY18 
o Neither Co-Chairs nor various insertions in appeal letters (e.g., annual reports or 

infographics) appear to drive a greater response. 

o Following industry best practices, appeal letters need to be more direct in their 
solicitation for a specific gift amount. 
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o Volunteer Solicitors continue to be the key drivers of the campaign, but in some 
cases DCBF is still determining the optimal relationship holder and relationship 
management strategy for that firm. 

o Identifying new firms to invite to participate in Call to Action needs to be first and 
foremost driven by where leadership and other DCBF supporters have existing 
relationships. Inviting firms who have never given and have no connection to 
DCBF was not fruitful in FY18.  

 

 Key Strategy or Execution Changes for FY19 
o Devise a solicitation gift table prior to the campaign to map a clear path to goal 

(and beyond) that is initially based on past gift history and focused on asking for 
upgrades whenever appropriate. Pressure-test all initial solicitation amounts with 
leadership and Volunteer Solicitors prior to generating appeal letters. 

o Institute a cultivation phase to the campaign, wherein Volunteer Solicitors prime 
law firms for the coming solicitation before the official start of the campaign. 

o Institute more immediate, robust, and customized stewardship to maintain the 
campaign’s high renewal rate (53%) and upgrade rate (15%) and to reduce its 
lapse rate (18%). 

o Enhance messaging efficacy of the appeal letter by emphasizing the campaign’s 
goal, timeline, and impact, following industry best practices. 

 

Law Firm/Corporate Giving: Go Casual  

 Goals 
o Raise $60,000 

o Increase number of firms participating from 45 to 70 

 

 Lessons Learned from FY18 
o The most successful Go Casual workplace campaigns have a discrete and highly 

customized goal, theme, and communication plan. 

o Encouraging and supporting successful Go Casual campaigns requires high-
touch support from DCBF leadership, with secondary support from staff. 

o While demanding high investment from DCBF staff, peer-to-peer campaigns like 
Go Casual have significant revenue potential and individual donor acquisition 
potential. Industry research and trends bear this out. 

 

 Key Strategy or Execution Changes for FY19 
o Limit the campaign execution window to October through December, thus 

eliminating the ongoing administrative drag of campaign management DCBF has 
experienced in the past.   

o Invite 5 high-level volunteers to serve as the campaign’s first leadership 
committee to provide insights and advice on annual planning. 

o Enact better segmented and more timely stewardship to all donors. 
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o Focus on improving digital tools to promote the ease and success of workplace 
campaign, including faster and easier online giving pages and real-time 
thermometers, detailed in the annual campaign plan. 

 

Individual Giving: Leadership Appeal  

 Goals 
o Raise $40,000 

o 100% participation from Board 

o 100% participation from Advisory Committee 

o 100% participation from Young Lawyers Network Leadership Council 

o 100% participation from Past Presidents’ Council 

 

 Lessons Learned from FY18 
o Personalized cultivation and solicitation from the chair of each leadership group 

is highly effective.  
 

 Key Strategy or Execution Reminders for FY19 
o Continue course of highly individualized conversations with Leadership donors. 

 

Individual Giving: General Individual Giving  

 Goals 
o Raise $80,000 

 Note: this figure includes $60,000 re-allocated from the 77 Society to 
ease and make more accurate donor and donation tracking in Salesforce 

o Increase number of donors from 21 to 50 

o Achieve 75% donor retention rate 

o Maintain average gift size at $600 

 

 Lessons Learned from FY18 
o Highly personalized appeals are effective in driving in more donations. 

o More frequent appeals are effective in driving in more donations. In FY17, DCBF 
sent one appeal. In FY18, it sent three. In FY19, it will send four.  

o Being as specific and personal as possible in appeals is most effective. 

 

 Key Strategy or Execution Changes for FY19 
o Appeal letters should be highly specific, reference past gift amounts, and state a 

clear suggested gift amount. 

o Enhance messaging efficacy by emphasizing the campaign’s goal, timeline, and 
impact of donor’s contribution. 
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o Enact better segmented, more customized, and more timely stewardship to all 
donors by following a donor stewardship plan that tiers outreach according to gift 
size (e.g., higher value donors receive more outreach throughout the year than 
lower value donors). 

 

Individual Giving: 77 Society  

 Goals 
o Increase number of donors from 29 to 40 
o Achieve 75% donor retention rate 
o Achieve average gift size of $1,500 (~$500 increase from FY18’s $1,073) 
o Maintain giving as 7% of overall individual giving 

 

 Lessons Learned from FY18 
o Customized cultivation, solicitation, and stewardship is highly effective. 

o The President’s Reception was highly successful. 

o Executing upon the stewardship plan for 77 Society donors is time consuming, 
and the editorial plan needs to more specifically direct when and what to share 
with donors. 

o Tracking cumulative donations for the 77 Society took additional thought and 
formatting as it is a benefits program based on a donor’s cumulative giving rather 
than a specific solicitation opportunity.  

 

 Key Strategy or Execution Changes for FY19 
o To ensure correct, accurate donation tracking, the 77 Society will no longer have 

a discrete goal. All gifts will be counted against the specific appeal, campaign, or 
event through which they were solicited. DCBF will use Salesforce’s reporting 
functions to track and monitor donors who belong in the 77 Society, so that no 
benefits miss fulfillment.  

o Use Salesforce to proactively determine “moves management” plans for each 
current and prospective 77 Society donor. “Moves management” means 
proactively creating a plan as to when and how to cultivate a donor, when to 
solicit that donor, and for how much. New development staff will be instrumental 
in “managing up” to the Executive Director on donor moves management. 

o Use Salesforce to proactively set open stewardship tasks, to ensure donors 
receive personalized stewardship above and beyond communications set in the 
editorial calendar. 

 

Individual Giving: Combined Federal Campaign (CFC) 

 Goals 
o Raise $5,000 
o Increase number of donors from 12 to 20 

 

 Lessons Learned from FY18 
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o Attendance at certain fairs is more desirable than others, and so DCBF should be 
deliberate and selective in which fairs it elects to attend. 

 

 Key Strategy or Execution Changes for FY19 
o Target the following agency CFC fairs for attendance: Justice, Housing and 

Urban Development, Education, Health and Human Services. 

o Institute a stewardship protocol to directly connect with all CFC donors even 
though DCBF doesn’t have access to their specific donation amount. 

 

Individual Giving: DoMore24 and Giving Tuesday  

 Goals 
o Reduce burden and stress on DCBF staff and leadership by acknowledging, but 

not proactively campaigning during, DoMore24 and GivingTuesday. 
 

 Lessons Learned from FY18 
o Because of limited time and capacity for DCBF staff to plan for, monitor, and 

follow up from these online giving days, existing donor engagement and new 
donor acquisition is minuscule. In large part, only friends and family of DCBF 
staff and leadership appear to be contributing. 

o Observing successful campaigns from peer organizations, they require serious 
strategy design, pre-planning and ongoing communication, resource investment, 
and donor follow-up. With other major campaigns (e.g, Call to Action and Go 
Casual) and general individual giving appeals happening in the same timeframe 
as these online giving days, DCBF is better off stepping away from these online 
giving days. 

 

 Key Strategy or Execution Changes for FY19 
o DCBF will consider forgoing DoMore24 in lieu of participating in GivingTuesday 

based on the bandwidth of the new development staff team and a ROI analysis 
of time invested in managing the campaign vs. funds raised.  
 

o DCBF will acknowledge and celebrate GivingTuesday on social media on the 
actual day. GivingTuesday has come to officially mark the beginning of the End-
of-Year (EOY) giving season and signifies to potential donors your organization 
tuned in to larger philanthropic trends and seeks to be relevant and active during 
the most important giving season of the year. 

 

Events: Lip Sync for Justice  

 Goals 
o Raise $40,000 

o Maintain an attendance of 250 people with a goal of registering 330 people 
considering a healthy attendance rate would be 75% of RSVPs 
 

 Lessons Learned from FY18 
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o The event date should be confirmed by November 1, 2018 so that firms can 
include Lip Sync for Justice in their next FY’s budget and on their summer 
associate calendars. 
 

o DCBF needs to revisit the sponsorship levels and benefits packages, ensuring 
the appropriate number of tickets are included at each level.  
 

o DCBF should work closely with the caterer to ensure enough food and drink, and 
that offerings at the VIP reception are differentiated. 
 

o More investment in sound and lighting at the venue is worth the cost. 
 

o Hiring a videographer to record the event for post-event social media postings 
and acknowledgements is worth the cost. 

 

 Key Strategy or Execution Changes for FY19 
o Devise and execute against a gift table to map out the number of sponsorships 

and tickets needed to make goal. 
 

o More actively and deliberately engage the event committee. 
 

Events: Baseball for Justice  

 Goal 
o Eliminate the event in order to focus on Lip Sync for Justice 

 

 Lessons Learned from FY18 
o Hosting the event in late August is poor timing, given late summer vacation and 

the event coming on the heels of Lip Sync for Justice in June; the event should 
be in April/May (which potentially conflicts with Lip Sync solicitations) or 
September/October (when there may be less excitement about the team the 
Nationals play against). 

o Conventional outreach via social media and the newsletter was insufficient to sell 
the desired number of tickets 

o The event is expensive to host  

 

 Key Strategy or Execution Changes for FY19 
o Forgo hosting this event in FY19 and re-allocate the $6,500 in anticipated 

revenue to Call to Action. 

 

Events: House Parties 

 Goal 
o Raise $5,500 

 

 Lessons Learned from FY18 
o There remains interest in hosting these events and the offer excellent cultivation 

opportunities 



 10 

 

 Key Strategy or Execution Reminders for FY19 
o Have Square available for immediate online giving 

o Develop and execute upon individual cultivation, solicitation, and stewardship 
plans for guests before, during, and after the event 

 

Foundations 

 Goal 
o Raise $10,000 

 

 Lessons Learned from FY18 
o Foundation fundraising is new to DCBF’s fundraising program in FY19 

 
o Based on an initial round of research, there are prospects with solid alignment to 

DCBF and to whom DCBF is eligible to apply under their giving guidelines. 
 

 Key Strategy or Execution Reminders for FY19 
o Perform ongoing and creative prospecting to identify high-alignment funders 

o Source prospective funders from existing individual and institutional donor 
relationships 

o Follow all instructions exactingly and submit materials punctually 

o Write proposals in such a way that they walk and talk like something the funder 
directly wrote 

 


