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TODAY’S
AGENDA

I. Introductions

II. Today’s philanthropic landscape

III. Getting the most out of your Board 
and volunteers

IV. Next steps and discussion
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Partners with 
500+ nonprofits 

annually 
worldwide

Innovator in the 
field of 

fundraising for 
7 decades 

Largest 
professional 

staff with 300+ 
full-time 

employees

CCS is an international 
fundraising consulting firm 

that partners with nonprofits 
for transformational change.

Our areas of expertise 
include strategic counsel, 
capital and endowment 

campaigns, leadership giving, 
development assessments, 

and data analytics.
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ABOUT CCS
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INTERIM 
MANAGEMENT

FEASIBILITY & 
PLANNING

CAMPAIGN 
MANAGEMENT

ASSESSMENTS & 
AUDITS

STRATEGIC 
PLANNING

CRISIS 
RESPONSE

RESEARCH & 
DATA ANALYTICS

LEARNING &
TRAINING

OUR SERVICES
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A SELECTION OF CLIENTS



TODAY’S PHILANTHROPIC LANDSCAPE
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INTERNATIONAL TRENDS IN WEALTH
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INTERNATIONAL TRENDS IN WEALTH

• The global UHNW population grew 1.7% in 2020 
to 295,450 individuals

• Combined net worth for this population increased 
by 2% to $35.5 trillion

• Best-performing regions: North America and Asia

• With a third of UHNW population over 70, many 
are spending a larger proportion of their time on 
philanthropic initiatives

• Philanthropy is by far the most popular interest 
among UHNW women
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IMPACT OF COVID-19 IN EUROPE

Source: The Impact of COVID-19 on Nonprofits in Europe, Salesforce and the European Fundraising Association, December 2020

• Since the pandemic struck, nonprofits have 
ramped up their use of digital to raise funds, 
engage with supporters and deliver services.

• 65% of organisations have found new ways to 
deliver services, with an increase in those being 
offered online.

• 47% of organisations reported an increase in 
money donated online.

TOP 3 CHALLENGES CITED:

How did COVID-19 impact your fundraising?

Raising 
sufficient 

funds

Reaching and 
engaging 

supporters

Increasing 
digital skills 

1 2 3
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S ource: A F P,  Fundra i s ing  E f f ec t i v eness  Pr o j ec t  ( 2021) ,  B lac kbaud,  C har i tab le  G iv ing  R epo rt  ( 2021) .

Nonprofits 
experienced an influx 

of new donors

Nonprofits innovated 
to provide virtual 

services and 
fundraising programs

Online giving 
reached its highest 
share of total giving 

on record

D O N AT E

UNPRECEDENTED FUNDRAISING STRATEGIES
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Inflation-adjusted dollars, 2020 = $100 Inflation adjusted dollars in recession Current dollars

TOTAL GIVING 1980-2020
( IN  B ILL IONS  OF  DOLLARS) $471.44B

GIVING IN U.S. REACHED A RECORD $471.44 BILLION IN 2020
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YOY CHANGE,  BY SOURCE YOY CHANGE,  BY RECIPIENT

15.7%
12.8%

11.6%
9.7%
9.1%
9.0%

2.0%
1.0%

-3.0%
-7.5%

Public-Society Benefit
Giving to Individuals

Environment & Animals
Human Services

International Affairs
Education

Giving to Foundations
Religion

Health
Arts, Culture, & Humanities

17.0%

10.3%

2.2%

-6.1%

Foundations

Bequests

Individuals

Corporations

YEAR OVER YEAR CHANGES: SOURCE AND RECIPIENT TYPES
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GETTING THE MOST OUT OF YOUR 
BOARD AND VOLUNTEERS
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BOARD INVOLVEMENT – UICC ’S MEMBERS 

HOW HEAVILY IS THE BOARD INVOLVED IN FUNDRAISING?

10%

52%

33%

5%

Not at all

Only occasionally, e.g. by signposting opportunities when required

A fair amount, e.g. by proactively seeking opportunities

Very much so, e.g. by mobilising resources as part of their role
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HOW HAVE YOU SUCCESSFULLY ENGAGED 
BOARD MEMBERS AND VOLUNTEERS IN YOUR 
FUNDRAISING PROGRAM? WHAT HAVE BEEN 

THE MAIN CHALLENGES?
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LEVERAGING VARIOUS VOLUNTEER STRUCTURES

Provides counsel and 
leadership, often with an 

expectation of giving; 
Advancement Committee 

supports day-to-day fundraising

Provides early vision and 
support for new strategic 

efforts; focus on laying 
campaign groundwork

Supports campaign 
fundraising efforts; focus on 
reaching campaign goal and 

attracting new donors

Board of 
Trustees

Planning 
Committee

Campaign 
Committee

…and many others
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Case Study:
Generation 
Unlimited 
(UNICEF)

TAKEAWAYS

• Identifying a ‘champion’ can help 
change the culture of a Board

• Asking Board members to support the 
overall mission can be effective

CCS ENGAGEMENT

• Overall fundraising counsel (2018-2020)
• Prospect strategy
• Case development
• Board engagement

LEADERSHIP GIVING FROM A BOARD MEMBER
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Case Study:
Texas Children’s 
Hospital

TAKEAWAYS

• Establishing advisory councils can keep 
top prospects engaged and inspired

• Consistently seek the input of 
volunteers and celebrate the impact of 
their counsel

CCS ENGAGEMENT

• Feasibility study (2018)
• Campaign management (since 2019)

• Goal: $100M
• Raised-to-date: $47M

THE POWER OF A PLANNING COMMITTEE
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Case Study:
University 
College Dublin

TAKEAWAYS

• Developing sub-committees aligned 
with campaign priorities, each staffed 
with a volunteer leader

• Establishing clear guidelines (and even 
fundraising goals!) for committee 
members

CCS ENGAGEMENT

• Campaign management for the                                       
Business School (2014-2019)

• Goal: €30M
• Raised: €34M

CAMPAIGN COMMITTEES OPEN DOORS
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RULES OF (BOARD AND VOLUNTEER) ENGAGEMENT

Do’s Don’ts
1. Set fundraising goals too high and 

asks too low

2. Assume the Board and volunteers 
will work without being asked and 
supported

3. Keep ineffective members on the 
Board/committee

4. Rely just on the Board for 
fundraising support

5. Take them for granted!!!

1. Position the Board/volunteers as 
the heroes in your story

2. Express a clear and exciting vision 
that they can rally behind

3. Clearly define roles and 
responsibilities

4. Communicate regularly and 
individually

5. Provide the tools for them to 
effectively carry out their roles
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ROLE OF A BOARD/COMMITTEE IN FUNDRAISING:
It ’s not just about asking for money

(1) IDENTIFY (2) CULTIVATE (3) ASK (4) STEWARD

Board/
Volunteers

Review names

Suggest new names

Place call / take 
meeting / host 
event

Reinforce case for 
support

Accompany the 
solicitor

Send ‘thank you’

Stay engaged

Staff and 
outside 

expertise

Research

Develop targeted 
lists to circulate

Track and manage 
information

Develop strategy

Provide research 
and speaking points

Execute follow up

Coordinate the ask

Prepare proposal / 
materials

Execute follow up

Send mailings and 
updates

Keep all informed

Consider next ask
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BUILDING THE BEST BOARD

Conduct a high-level 
Board assessment

Identify ideal 
attributes

Establish a working 
group w/ Board 

members

Identify new Board 
prospects who meet 
the desired criteria

Recruit new 
members and 

transition current 
members off

Onboard cohorts of 
new recruits and 
provide ongoing 

support
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PRACTICAL TOOLS FOR BOARD & VOLUNTEER MANAGEMENT

Board assessment (initial survey) Identify ideal attributes (sampling of criteria for matrix)
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PRACTICAL TOOLS FOR BOARD & VOLUNTEER MANAGEMENT

Onboarding tool (Board handbook) Ongoing support/trainings



DISCUSSION AND NEXT STEPS
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OF THE STRATEGIES AND APPROACHES WE 
SPOKE ABOUT TODAY, WHAT RESONATES 
THE MOST? WHAT ROADBLOCKS MIGHT 

YOU ENCOUNTER?
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NEXT STEPS

Conduct a back-of-the-
envelope assessment of your 

current Board/volunteers

Build a list of prospective 
new Board members who 

would add value

Keep working on your case 
for support, which will be a 

critical tool for recruiting

1 2 3


