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  Planning for Sustainable Growth 

 A realistic plan  

 A clear, compelling 
case 

 Hard analysis and 
strategic thinking  

How do you determine the time and resources 
necessary to produce results?  
 



Internal Resistance to Planning 

 Fear 

 Hope  

 Escalating Commitment 

 Groupthink 

 Illusion of control 

 Prior hypothesis bias 

 Lack of knowledge, experience 

 

 

 

 

 

 



O v e r c o m i n g  R e s i s t a n c e  

• Appoint a champion 

• Permission & commitment 

• Include implementers 

• Conversations about what 
works and why 

• Connect to strategic plan  

• Leadership support 
 

 



Types of Capacity Building 

Program Fundraising Leadership/Governance 

Communications/Outreach Infrastructure Strategic 



Capacity 

Building 

  

Frameworks for  
Program Analysis  



Theory of Change 

What it is 

 Shared understanding of 
why our program works 
based on our world view, 
values, and beliefs 

What it does 

 Surfaces connections 
between actions and 
outcomes 

 Provides a foundation for 
communication 

 



Theory of Change 

What you need to pull 
it off 

 Deep participation 

 Time for challenging 
conversations 

What you get 

 Organizational alignment 

 Confidence in strategies 

 Camaraderie 

 Ability to communicate 

 

 



Values Statement 

What it is 

 Core beliefs behind why 
our programs work the way 
they do 

What it does 

 

 

 

 Screens program approaches 

 Encompasses external environment 

 Provides easier approach to Theory of Change 

 Builds assumptions for logic model 

 

 



Values Statement 

Examples 

 STEM education (science, 
technology, engineering, 
and math) engages 
students in core curriculum 
subjects and leads to high-paying, fulfilling jobs. 

 Fun, hands-on projects engage youth who would otherwise 
not succeed in the classroom. 

 Inventing new solutions to real world problems is an 
effective way to teach STEM academic skills. 

 



Logic Model 

What it is 
• Linear program description 

that conveys purpose, 
importance, resources, 
actions, and intended 
results 

What you get 

• Visual reference point  

• Foundation for evaluation 

• Communications tool 

• Demonstrate strengths 
 

What you need to 
pull it off 
• Research 

• Experience 

• Hypothesis 

 

 



Logic Model 

Potential Components 

• Assumptions 

• Strategies/Activities 

• Resources 

• Outputs 

• Short-term outcomes 

• Mid-term outcomes 

• Long-term outcomes: 
Impact in Community 

 



What it is  
 Visual presentation of 

impact & profitability 
across programs 

 

What it does  
 Clarifies the relationship 

between resources 
invested and impact 
achieved 

 

 

Sustainability Matrix 



What you need to 
pull it off 
• An accounting system that 

produces full costs for 
distinct program areas 

• Evaluation data 
• Ability to distinguish 

restricted and unrestricted 
resources allocated to each 
program area 

 

Sustainability Matrix 



What it is  
 A tool for focusing on the 

core of your mission 

What it does:  
 Identifies optimal 

combination of mission-
focused activities and 
available resources to 
produce the greatest 
impact  

Hedgehog Concept 



What you need to 
pull it off 
• Patience and persistence 

to keep asking: 

• What are we passionate 
about? 

• What can we be best at? 
• What should we walk 

away from? 
 

Hedgehog Concept 



S t r a t e g y  

The nonprofits…that experienced the 
greatest gains  

in capacity were those that undertook a 
reassessment of their 

aspirations – their vision of what the 
organization was attempting 

to accomplish in the next phase of its 
development – and their 

strategy 
 

Venture Philanthropy Partners 



S t r a t e g y  D e f i n e d  

A coordinated set of actions to 

create and sustain a competitive advantage in 

carrying out your mission.  
 

La Piana Associates 



Real-Time Strategic Planning 

La Piana Consulting © 2011 



Real-Time Strategic Planning Cycle 

La Piana Consulting © 2011 



What it is  
 A set of criteria to choose or 

forego current and future 
approaches & opportunities 

What it does  
 Supports unified, informed, 

effective decision making & 
communications 

 Builds on strengths 

 Makes criteria explicit 

 Challenges assumptions 

 Expands knowledge base 

Strategy Screen 



What it is  
 Criteria to choose or forego 

current and future 
approaches & opportunities 

What it does  
 Supports unified, informed, 

effective decision making & 
communications 

 Builds on strengths 

 Makes criteria explicit 

 Challenges assumptions 

 Expands knowledge base 

Strategy Screen 



What you need to 
pull it off 
• A thorough, structured 

analysis of your business, 
market, and operating 
environment. 

Strategy Screen 

• Mission, Vision, Values  
• Business Model 
• Financial analysis 
• Market analysis 
• Stage of Organizational 

Development 
• Stakeholder input 
• SWOT 
• Core Competencies 
• Competitive Advantages  
 



Strategy Screen 

Example 
 Aligns with mission, vision, values* 

 Uses and strengthens competitive advantages and core 
competencies* 

 Relevant to kids and families 

 Incorporates Engineering Design Process and Invention Education 

 Includes sufficient resources (or for pilots, a realistic and documented 
path to sustainability) 

 Contributes to organizational sustainability 

 Scalable 

 Utilizes and develops partnerships 

 Able to deliver excellent services 
 

 

* Always included 
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Frameworks for  
 Analyzing Resources  



The primary tactic that seems to work most 

effectively is to ask people for money.  

~ John Taylor 
    Assoc. Vice Chancellor for Advancement Services,  
    North Carolina State University 
 

 

 Until fundraising is recognized as a 

strategic partner in planning the future of 

the organization, you’re going to struggle.  

~ Bill McGinly 
    President, Association for Healthcare Philanthropy 



What it is  
A set of tools for 
understanding the realm of 
the possible 

 

What it does:  
Generates clarity on 
revenue sources, realistic 
funding mix, and areas for 
growth 

Reality Based Fundraising 



What you need to 
pull it off 
•DATA   

• Sources of $ 
• Mix of $ 
• Donor analysis 
• Constituent 

Identification 
• ROI for fundraising 

activities 
 

Reality Based Fundraising 



Contributions driven by individual donors 

Sources of Revenue 



Contributions are only a part of revenue mix 

Sources of Revenue 

Oregon agencies under $10 million 



Sources of Revenue  

Challenges 
• Growth is slow 

• Not all donors stick around 

• Not all agencies grow 

• Don’t forget inflation 

• Diverse funding is expensive 

 



Sources of Revenue  

What approaches work for your agency? 

Events 

Direct Mail 

Online 

Corporate 

Major Donors 

Grants 

Earned income 

 Crowdfunding 



Donor Analysis 

Unpack the data 

What to track 

   - Dollars, donors and gifts 

   - New, renewal, recapture, 

      lapse, attrition 

Segment 

Internal and external  

   comparison 

Ask why 



“Why not sign up the whole human race?” 

      ~ Mal Warwick 

Constituency Identification 

Mission, reputation and track record will 
reach specific contributors 

Many donors not worth acquisition and 
retention costs 

Who are your constituencies? 



What it is  

 Tool for determining the 
most appropriate 
organizing strategy for 
fundraising 

What it does:  

 Create consistency and 
alignment in fundraising 
activities 

 

 

GIVES 



What you need to 
pull it off 

• Fundraising analysis 

• Strategic plan 

• Donor analysis 
 

GIVES 



 Choose approaches based 
on organizational 
strengths and weaknesses 
and how they align with 
external opportunities 

 A static picture of 
organization and 
environment  

 

 

Fundraising SWOT 



Strengths   

• Engage Opportunities 

• Avoid or transform Threats 
 

Opportunities 

• Overcome or avoid weaknesses 
 

Threats + Weakness 

• Avoid, minimize or new strategy 

(e.g. partnerships) 

TOWS 



ROI 

 

Efficiency is a useful 
measure.  

 

It’s not the only measure.  



Define your business goals clearly so that 

others can see them as you do. ~ George F. Burns 

 

 

 



What it is  
 Tool for selecting market 

position for social 
enterprise/earned income 

What it does:  
 Clarifies assumptions 

about pricing and product 
differentiation at the core 
of your business plan 

 Provides a focused market 
position for business 
success 

 

 

Porter’s Generic Strategies 



What you need to 
pull it off 

•Market and competition 
analysis 

•Cash flow projections 

•Core competencies 
 

Porter ’ s Generic Strategies 



Factors of Success 

 Desirable and unique (Value Proposition) 

 Focused market position (Porter’s Generic Strategies) 

 Mission oriented 

 Reinforces core competencies 

 Scalable 

 Talent 

 Marketing 

 Capitalized 

 Well planned 

 Honest 

 
 

Earned Income Planning 



Before you ask for Funding 

 Specific, measurable impact 
for clients and community                   

 Financially realistic  

 Stakeholder support 

 Reputation for success 

 

 

 

 

 

 

 



Does it Work? 

• Yes, it works  

• Case Study 

• How will you “connect 
the dots” for funders? 



Time  

for 
Questions 



Contact Us 

 

Carri Munn 
Context For Action 

carri@contextforaction.com  

• Strategic Planning 

• Community engagement 

• Organizational development 

• Communication & 

Collaboration 

 

Arthur Davis 
Arthur Davis Consulting 

arthur@arthurdavisconsulting.com 

• Grant Writing 

• Strategic Planning 

• Capacity Building 

• Fundraising 

 



Resources 

Presentation +  
capacity 
building 
materials 
available at: 

ArthurDavis 
Consulting.com 

 

 The Nonprofit Strategy Revolution , David La 
Piana 

 The Sustainability Mindset, Bell & Zimmerman 

 Building Nonprofit Capacity, Brothers & Sherman 

 The Five Strategies for Fundraising Success: A 
Mission-Based Guide to Achieving Your Goals , 
Mal Warwick  

 The Hedgehog Concept www.JimCollins.com 

 Analysis Without Paralysis: 12 Tools to Make 
Better Strategic Decisions , Bensoussan  & Fleisher 

 Competitive Strategy: Techniques for Analyzing 
Industry and Competitors , Michael Porter  

 Center for Theory of Change   

 W.K. Kellogg Foundation Logic Model 
Development Guide 

 

 

 

 

http://www.JimCollins.com


Attachments 

Presentation +  
capacity 
building 
materials 
available at: 

ArthurDavis 
Consulting.com 

 

 

 Case Study – The Environmental Center, Arthur 
Davis  

 Donor Analysis – Overview, Arthur Davis 

 Total Giving Momentum, Ron Frey 

 Fundraising SWOT and TOWS, Arthur Davis 

 GIVES Guide, adapted from Mal Warwick 

 ROI, Arthur Davis 

 Fundraising Effectiveness Survey Report, AFP and 
Urban Institute  

 Blackbaud Charitable Giving Report 2014, Blackbaud 

 

 

 

 


