CFC TOP TEN REASONS PEOPLE GIVE
1. Personally Asked!
2. Personal satisfaction; feels good
3. Most efficient (low overhead)
4. Easy (payroll deductions & giving at the office)
5. Choice (designations)
6. Insurance (safety net of services)
7. Recognition items
8. Leadership giving (my boss does)
9. Public recognition 
10. Too busy to volunteer


TOP TEN REASONS CFC WORKS FOR YOU
1. It’s YOUR campaign.
2. The CFC is like a department store for charities (20,000 to choose from).
3. It’s guaranteed.  Your representatives screen each charity for accountability.
4. It can be customized to reflect your own beliefs, values, and humanitarian concerns.
5. It’s a cost effective way to donate.
6. A small monthly contribution adds up to a big annual gift.
7. Through CFC you can fund many needs.
8. You determine where your money goes by designating your gift.
9. It offers easy, convenient one-stop shopping.
10. You can say “I gave at the office” with pride.








THE EMPLOYEE CAMPAIGN MANAGER (ECM)
OBJECTIVES
100% Awareness – Ensure that each person is informed of the benefits and value of contributing through CFC.
100% Opportunity – Ensure that each person is contacted and given the opportunity to participate in the CFC.
ATTEND ALL CAMPAIGN ACTIVITIES
Attend all trainings, agency fairs, group meetings and the awards event.
PLAN YOUR CAMPAIGN
· Use the following 6-Week Campaign Schedule & Campaign Plan Worksheet 
 Week One – Rally Week				 Week Four – Assess Participation
 Week Two – Solicitation Week			 Week Five – Mid-Campaign Blitz	
 Week Three – Solicitation Follow-Up			 Week Six – Final Push	
PROMOTE YOUR CAMPAIGN – BE CREATIVE
· Kick Offs     ▪  Events       ▪  Posters        ▪  Newsletter Articles       ▪   Email Reminders	▪   Postcards
· Seek endorsement and support of your agency leaders.  Ask them to:
· Send a letter, memo, or email endorsing the CFC
· Take part in the rally/give opening remarks
· Make his/her pledge
HOLD A RALLY/GIVE A PRESENTATION
· The “Rally” provides an opportunity to leave distractions behind and focus attention on the CFC. (This may be part of a regular staff meeting or Commander’s Call.)
· Ask the Director or Commander to give opening remarks.
· Arouse the emotions of your audience.
· Use the film and invite a charity speaker.
· Give reasons for supporting the CFC.
· Group solicitations occur at the conclusion of the rally.  It is an effective and efficient use of solicitation time.  Ask your audience to join you in supporting the CFC.  Give each person a directory and pledge card.  Encourage those in attendance to turn their cards in before they leave. (Individual solicitation is necessary for those unable to attend the group solicitation.)
COLLECT PLEDGE FORMS
· Collect and review all pledge cards to ensure it is legible on all copies, mathematical calculations are correct, thank you gift information is complete, and the release of name section is complete.
PREPARE REPORT ENVELOPES
· Prepare Report Envelope completely.  Verify all cash, check, and payroll deduction pledges and the totals of each (keep cash and check contributions with their corresponding pledge forms for verification).  Turn in Report Envelopes weekly to the CFC Specialist.
DISTRIBUTE GIFTS & SAY THANK YOU
· Give all contributor gifts to donors.  CFC Mugs, plaques and coins are available for distribution when your agency’s final Report Envelope is turned into the CFC office.  Use CFC gift distribution as an opportunity to say thank you.  


CFC CAMPAIGN PLAN
· As you determine campaign strategies, keep these points in mind:
· Ensure strategies are consistent with overall campaign plan and goals
· Ensure strategies are consistent with unit plan
· Establish a campaign timetable, which will set the pace for your activities.  This timetable should include details about important fundraising events and deadlines.
Unit:
Prepared by:  (ECM) 												
Approved by: (Your Agency/Unit Director) 									
GOAL:  
· Our goal is to raise $ 						.
· We will endeavor to achieve a 			% participation rate.
· We will endeavor to achieve a 			% of payroll deduction contributions.

CONDUCT OF THE CAMPAIGN: 
· We plan to conduct our campaign from 			 to 			.
· We plan to commence pre-campaign publicity
 Campaign posters will be displayed on 				 date.
 We plan to utilize 						 competitions.
 We plan to utilize 						 promotions.
· We plan to have a Group Presentation/Rally event on 				 at 						 (location).
· Each donor who wishes to contribute will turn in a pledge card
 At the conclusion of the presentations	 ECM will pick up pledge cards by 	___ days after the presentation.
· We plan to have speakers at the event:
 A Charity Speaker		 An active employee giving a testimonial	 Agency Director
Speaker’s Name: 					  Charity: 					 
Date Confirmed: 				

RECOGNITION:  
· How, when, and who will present these items?  (Consider the possibility of recognizing donors contributing $500 or more by giving them their awards during a staff meeting or function).

 REPORTS:
· Our first Report Envelope turn-in will be 					 (date).
· Our turn-in day is 				 at 				 (time).
· Our Final turn-in will be 				 (date).
  





WAYS TO INCREASE PARTICIPATION
1. Analyze Past Campaign Results

·  Look at participation rates by department, area, location, and/or rank.

· Identify segments with lower participation rates.
		- Are there particular departments that have low levels?
		- Does lower paid staff participate at a higher percentage than higher paid staff or managers?

· Identify possible causes for the lower levels of participation.
- In the example of departments, is management in each of those departments giving you the support you’ve asked for and need?
- Were all department employees contacted about CFC?
- Were informational meetings held at convenient times for employee attendance?
- Were all pledge cards collected in the department?

· Share your findings with your Agency Head and strategize with him or her on how to make an impact.

2. Conduct an Employee Survey
	
· Find out what employees know/don’t know about the Combined Federal Campaign.

· Identify THEIR interests and how they fit with CFC.

· Consider these findings when developing your campaign plan.

3. Involve Agency Heads and Organized Labor
	
· Ask for an endorsement letter from management and labor (if appropriate).

· Invite them to speak at employee meetings.

· Involve management in fundraising events, kick-off rallies, etc.

· Use labor brochures and posters where appropriate.

4. Realize the Importance of Using a Committee

· Involve employees from all areas and levels.

· Rotate 50% of your committee membership each year.

· Assign responsibilities to all committee members. (Publicity, fundraising, awards, accounting, etc)

· The more employee involvement, the more CFC becomes a topic of conversation in the workplace.


5. Have Goals Based on Participation

· Publicize the goal and how it was decided upon.

· Announce both your participation and financial goal.

· Reward employees if goal is achieved.  For example:
  	If participation for an agency of 1000 employees goes from 40 to 45% = 50 new givers
 	If new givers each gave $2 per week = 5,200 additional dollars collected for CFC.

6.	Motivate People to Get Involved

· Make it fun.  Have a variety of activities.  Introduce new events each year.

· Establish good-spirited competition (among departments, floors, locations).

· Use and publicize incentives – it can be a real motivator for an employee that’s “on the fence.”

7. The Way You Ask Can Make a Difference
	
· Hold group solicitation meetings.

· Schedule employees so they know which meeting to attend.

· ASK EVERYONE to consider giving.

· COLLECT THE PLEDGE CARDS at the end of the meeting.

·  Don’t forget to say THANK YOU to everyone who contributes.

8. Don’t Assume They Know the Basics, Tell Them

· Focus on the facts:
- You can direct your support to charities that work on the issues that you care deeply about.
- CFC is convenient.  Payroll deduction allows you to have a small amount deducted each pay period.
- The charities you support through CFC assist people who really need your help – the hungry, 
the homeless, the sick, and families in need.

9. Allow CFC to help Communicate the Message All Year Long

· Write articles for Agency newsletters before, during and after the campaign.

· Use posters and flyers to publicize the benefits of CFC.

· Volunteer to assist agency fundraising events and participate in the Day of Caring.

· Remind employees what their gift is doing all through the year. 

SAMPLE PRESENTATION OUTLINE
GROUP PRESENTATION
· The most efficient and effective way to ask.
· Puts donors at ease, no one is singled out.
· Easiest way to reach most people.
· Video tells the story, makes “the ask”.
· Personal story of speaker engages the audience.

GROUP PRESENTATION
	  Schedule an adequate sized meeting room.
	  Prepare an attendance roster and schedule your people for specific meeting times.
  Confirm attendance of the Director or Commander (Note: See Appendix for simple ways agency 
leadership can support CFC).
	  Schedule and queue the CFC DVD.
 Arrange for and confirm a guest speaker. (Note: Please contact your CFC Specialist or CFC office to 
arrange for a charity speaker.)
 Pre-distribute CFC Brochure and pledge card.
 Arrange with your CFC Specialist to have a sample of awards 

PRESENTATION AGENDA (Approximately 30 minutes)
· Welcome & Remarks – ECM						1 min.
· Campaign Video (DVD)						6 min.
· Remarks – supporting CFC by Director or Commander			3 min.
· Introduce guest speaker							1 min.
· Remarks – CFC Speaker or testimonial from an employee		5 min.
· Remarks – ECM or CFC Specialist					5 min.
· Advantages of giving through CFC
· Ease of payroll deduction
· Explain brochure and pledge form
· Donor recognition program
· Questions/Answers							6 min.
· Solicitation								3 min.
· Ask your audience to join you in supporting CFC
· Ask employees to complete and turn in their pledge forms before they leave.  Suggested comment, “I hope you will review the listing of agencies, make your decision concerning your gift, complete your pledge card, and give it to me now.  For those of you who would like more time, I’ll contact you within the next few days to collect your pledge card.”
· Conclusion – Thank everyone.						1 min

POSSIBLE PHRASING OF THE ONE-TO-ONE “ASK”
· “At what level do you think you would like to give?”
· “I hope that you can make a contribution – every gift helps.”
· “I really hope you will choose to be involved this year.”
· “I give through payroll deduction and don’t even miss it.”

OVERCOMING OBJECTIONS
As a ECM, you will encounter objections.  Keep in mind this in an opportunity to educate a potential donor.  Most people who object to the workplace charitable giving program have either not been adequately informed, or have been misinformed.  Likely, they heard about CFC from someone else who was misinformed.
FIVE  HURDLES TO A SUCCESSFUL CAMPAIGN
The following are some of the tough questions and comments you may hear.  The best way to deal with them is to be prepared.  Your manual is full of information you can use to answer these questions.  Always remember, it is vital that the person stating the objection feels listened to.  So listen fully and do not argue.  Instead of arguing, support the person making the objection.  When you support the person there is never any pressure on you, and you don’t put any pressure on him/her.

1. I hate giving money.
· The number 1 reason that people don’t give is they were not asked.
· You are asking them to invest in their community and help provide a strengthened community for all of us.
· Give information.
· Share passion.
· Giving is a personal choice – respect that and give them the choice.
2. I don’t have a thousand bucks right now.
· Break it down per pay period.
· Show them the “How far does your donation go?” chart.
· Invest in your community
3. What do they do with all that money?
· Create positive outcomes for people in need.
· Use your charity list for referrals.
· Use your charity speakers and tools.
4. Another year … another controversy.
· Be prepared with the facts.
· Direct designation is an option.
5. What part of no don’t you understand?
· Remember that your job is to give information and share your passion.  We are not aiming for 100% participation.  We are aiming for 100% awareness and 100% opportunity.



CAMPAIGN STRATEGIES THAT WORK FOR YOU
The key strategy for a successful campaign is to connect with your personnel and engage them in the campaign.  Below are suggestions on the best ways to achieve this objective.

Do This ….						Do Not Do This ….
Get your senior executive to promote the CFC		Ask for 100% participation
Contact every individual				Start by saying “Well, it’s CFC time again.”
Keep the campaign period short				Set personal dollar goals
Create pre-campaign publicity				Have supervisors directly solicit subordinates
Hold a kick-off  or rally					Contact individuals by mail or through their “in-basket”
Use group presentations				Promote a specific charity
Encourage payroll deductions				Do not develop a list of non-contributors
Be available to assist and answer questions		“Arm twist.”  Participation is completely voluntary
Say “Thank You.”					Forget to follow-up with those persons missed

AWARDS AND RECOGNITION
CFC AWARDS – OUR SMALL WAY OF SAYING THANKS
Every person, regardless of income or position, has the opportunity to be a leader in giving through the CFC.  With a giving program based on a percentage of income and a payroll deduction plan that spreads a gift over 12 months, giving is easy.

A person’s salary may vary from the pay grade depending on years in service and many other variables associated with one’s job.  Some people who give through payroll deduction will determine their donation based on a monthly deduction or a bi-weekly deduction.  

OBTAINING RECOGNITION ITEMS
The goal is to deliver the recognition awards at the completion of your Agency’s campaign.  If your campaign is completed before December 15th, you must continue to accept pledge cards through December 15th, 2016.   Recognition encourages participation in others.  It is also your way of saying thank you and recognizing an individual’s generosity.  You will be required to track the delivery of these items to your donors using the worksheet provided.  At the end of your campaign, complete the redemption form and turn it into your CFC Specialist.






SPEAKER/TOUR REQUESTS
Throughout the campaign, one of the best ways to help educate Federal employees is by providing an agency speaker for a group meeting or hosting an agency fair for the employees.  During these presentations, charity representatives can provide useful insight into the services and benefits of its organization, far more than what is listed in the 25-word statement in the Charity List.

Another excellent and FUN way to educate employees is to take a tour of a charity.  Many charities perform their services on site and would welcome the opportunity to host a tour.


GUIDELINES FOR SPEAKERS BUREAU
There are several guidelines for charities to follow in order to be invited to speak on behalf of CFC to Federal employees.  These include, and are not limited to, the following:
· Attending Charity Speaker Training and/or confirming speakers understand the rules and regulation governing speaking to Federal employees through CFC.
· Representing ALL charities in CFC, not just the charity that they work/volunteer. 
· Not asking for people to designate the charity they work/volunteer for.  They need to encourage people to give to any charity in the CFC Charity List.  
Only charities that either attend the training and/or agree to follow the guidelines are allowed to be a part of the CFC Speakers Bureau.  The CFC office maintains a list of charities that are approved to speak to Federal agencies.  
If a Federal agency wishes to have a charity speaker at their rally, fill out the “Speaker Request Form” and either fax or email it to the CFC office.  CFC office staff will contact the charity(ies) requested and make arrangements.  Please DO NOT contact charities directly.  As the CFC Specialist, please try to encourage Federal agencies to select a charity from the list that fits with their mission, or touches their hearts in some way.  For example, Social Security Administration may want to have a charity speak who works with elderly individuals or people with disabilities.  


ECMs need to contact the CFC Office 
to arrange a charity tour OR a charity speaker.

