OVERVIEW OF ADVANCEMENT
Advancement - What Is It?


The Archdiocesan Elementary Schools Advancement Program was established with the support of Gonser Gerber Tinker Stuhr, Consultants, and reflects acceptance of the firm's concept and understanding of Advancement.  When Gonser Gerber Tinker Stuhr uses the term Advancement, it is not talking just about fund-raising.  It is talking about a concept that includes not only the mechanics of fund-raising, but the aims, mission, programs and services of the institution seeking support.


Advancement is an organization-wide concept.  An effective Advancement program involves the entire institution and all of its related publics -- beginning with the institutional long-range/strategic plan which details the reason for the existence of the institution, and including its programs and services, personnel, facilities and financial planning.

(
Advancement is not just raising money, but generating financial resources required to promote and extend those organizational objectives set forth within the institutional plan.

In order for a school's Advancement program to be effective, the institution's objectives must be:

Current

Believable

Compelling

Serious prospects give their financial support because they believe in the goals and objectives of the institution.

Advancement is a process designed to build commitment to the mission and purpose of your school.  It differs greatly from fund raising.

Differences between Advancement and Fund-Raising:

	
	Advancement
	
	Fund-Raising

	
	
	
	

	1.
	Institutional goal oriented


	1.
	Emphasis on dollar amount

	2.
	Based on institutional planning


	2.
	Immediate, intensive

	3.
	Long-Range with built-in Short-Term goals


	3.
	Pressure to give now

	4.
	A variety of ways to give - depending on the donor's best interest


	4.
	Based on dollar need

	5.
	Based on Educational Planning
	5.
	When it's over, it's over - no lasting benefit to the institution



	6.
	Strengthens long-range plan of the institution


	6.
	Based on today's need

	7.
	Involves volunteers from the institution's publics


	7.
	Often conducted by outsiders

	8.
	Communicates mission, aims, objectives of institution


	8.
	Often based on one event -Raffle, Auction, Las Vegas Night, etc.

	9.
	Communicates the institutional goals to prospective donors


	9.
	No planned cultivation

	10.
	Trains donors for continuous support
	10.
	Workers and donors do not focus on the long-range need for planning


How Advancement Performs Its Role

At each school Advancement is a team effort whose objectives are threefold:

· To build awareness, support, and a greater acceptance for the school and its mission from its major publics;

· To provide the number and quality of students appropriate to the attainment of the school's institutional goals;

· To secure a broad base of financial support.

For the Advancement process to work effectively it must focus on ten basic ingredients:

1. the aims or mission of the school and the programs which carry out this mission.

a. For an Advancement program to be effective it must have a clear and compelling "case statement."  Such a case emanates from the school's long-range strategic plan.

b. There are three main reasons why an institutional plan is essential to the strengthening of a school and why it is the springboard for an Advancement program:

· A plan enables a school to know where it stands and where it is going.  Too many organizations try to be all things to all people.  By focusing on its own particular role, the school can be far more effective.

· A plan creates the image of the school in the minds of its publics.  It helps build the profile of the person the school wishes to serve.  It helps obtain financial support by listing the program concepts for which money can be given to realize the organization's goals.

· Long-range planning, and the institutional analysis which precedes it, bring the internal staff and the external publics of the organization together in facing vital issues.  It is a means of educating the organization's publics as to the true meaning of the school.

2. an effective program of communicating the school's services to the community.

An effective public relations program must include:

· Understanding of your key publics.

· Communication to your key publics to obtain:

a. awareness

b. understanding

c. goodwill and support
b. The public relations program must be a planned and sustained effort.

3. the fund development program itself -- coordination of the four phases of financial support.

a. The Annual Fund for Current Operations – This fund, at the local school level, should not be suspended for a capital effort.  The goal should be broad participation as a means of allowing donors the opportunity to become acquainted with and involved in the school's program.  The Annual Fund is the cornerstone of Advancement.
In an Archdiocesan-directed program, the three subsequent phases are essentially coordinated with the Office of Catholic Schools.

· Capital efforts at the local level are conducted only within the Parish's overall plan for securing capital resources.

· Capital projects for schools system-wide may be considered collectively to be addressed by an Archdiocesan effort or by an Archdiocesan umbrella organization.

b. Continuing Capital Efforts.  Each school, as a result of its planning, should have a list of capital and special projects for which support can and should be obtained on a continued basis.

c. The Intensive Capital Effort.  The effort to obtain major gift support for specific projects from major gift donors should go on continuously.  From time to time, however, it may be necessary to widen the capital effort and go at it intensively to complete a project or a major portion of the program.  The intensive capital effort can be a fast and effective means of realizing some of the goals in a school or system's long-range plan.  If it has been planned to be an integral part of the long-range strategic Advancement plan for the school, if the case for support has been meticulously made, if the leadership has been obtained, if the publics have been identified and cultivated, and if there are plans to follow through with donor and prospect contact at the conclusion of the capital effort, then it can achieve its full potential within the framework of the long-range Advancement program.

d. Planned Giving.  The process of obtaining support from individuals through bequests, trusts, gifts of life insurance and other forms of estate planning requires an effort all of its own which is an integral part of and should be coordinated with the total Advancement program.  The results may be delayed but they will be most significant in bringing stability to the school's support program over the years.

4. a student recruitment effort that effectively markets the institution.

a. In his book, Marketing for Nonprofit Organizations, Philip Kotler defines marketing as "the analysis, planning, implementation, and control of carefully formulated programs designed to bring about voluntary exchanges of values with target markets for the purpose of achieving organizational objectives.  It relies heavily on designing the organization's offering in terms of the target markets' needs and desires, and on using effective pricing, communication, and distribution to inform, motivate, and service the markets."  Stated briefly: "Marketing is the effective management by an organization of its exchange relations with its various markets or publics."

b. Gonser Gerber Tinker Stuhr defines marketing as: "The process of gaining understanding and acceptance and support from those publics most vital to your programs."

5. the on-going involvement of volunteers.

a. Why have Volunteers?

· Volunteers traditionally supplement the work of the Advancement staff.  Well trained volunteers, however, can actually replace a professional staff.  Such a volunteer structure as utilized in the Archdiocesan Elementary Schools Advancement Program takes advantage of the "social capital" unique to Catholic schools.  No school can conduct a successful Advancement program -- much less a campaign -- without the help of volunteers.

6. identifying, cultivating and obtaining major gifts, since these are the key to a successful ADVANCEMENT program.

7. a policy of stewardship to donors.

a. Your best prospect for a future gift is a current donor.

b. Recognize donors.

c. Keep donors fully informed.

8. a dedicated and involved Board.

9. a committed and informed Pastor and Principal.

10. capable ADVANCEMENT staffing -- volunteer-based or professional.
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