How to Promote the 
Desert Southwest CFC

Coordinators: 
Your Role:  To educate and effectively spread the word to each and every employee throughout your agency about the 2016 Desert Southwest Combined Federal Campaign.

Your job description: To unleash the generosity inherent in others.  Your work is to make it easy and irresistible to help.  Then make people happy by telling them the difference they made.  It’s that simple, and that hard.

The science is pretty clear: People are naturally generous.  They are hard wired for empathy.  They want to help others—and when they help, it makes them feel good.
There is no shortage of good causes that need help.  (This year there are 20,000 charities participating in the campaign.)  However, to get people to act on their natural impulses, you have to ask them to help in a compelling way.  
· In general, if you want to engage someone, campaign communications should lead with emotion; followed with facts.

· Treat potential donors like investors; show the impact their money can make, give success stories and thank them for their consideration.

· Celebrate those who donate.

· Demonstrating the effectiveness and personalizing the work of a charity is very effective.  Find someone in your Agency who can testify to the benefits they received from one of CFC’s charities.  (Remember not to name the charity specifically)

· Champions of the Desert Southwest CFC are important because when they help our cause, they inspire their friends - and friends of friends - to also help others.  Doing good is contagious, so encourage our donors and volunteers to spread the word about their own generosity. Celebrate and spotlight the spread of altruism, because it cascades into still more generosity. That’s the kind of contagion we’d all like to see in the world.

· If you want action, make people feel they are part of something positive.
· “Your donation will provide a school lunch to Jason every day this year. Join the hundreds of donors supporting kids like him.”

Keep donors coming back, year after year
Each year, numbers of donors who have given in the past decide not to give again.  The number one reason donors stop their support is the way they were treated: a lack of gratitude and no clear understanding of the difference they made.  With a simple acknowledgment of a donor’s support, you will retain that donor and can focus on reaching out to new donors.  Consider different ways you can say thank you.  

The most underrated skill in the world is listening.  The most successful people in the world are all great listeners.  When you develop a listening ear, you gain insights into what makes people tick, what they need, and how to compel them to action. You develop profound connections. 






Media Messages Incorporating “Show Some Love” Theme


The commitment and generosity of Federal workers has made the Combined Federal Campaign one of the most successful and impactful philanthropic programs in history.

Supporting Message Points - 

· Over the last 50 years, Federal workers have donated $8 billion to the Combined Federal Campaign, making them one of the most powerful philanthropic forces in the world.

· The Combined Federal Campaign continues to expand opportunities for all Federal workers, regardless of their socioeconomic status, to make meaningful differences in the world by providing a broad range of donation options.

· As one of the most effective and efficient channels for philanthropic giving, the Combined Federal Campaign includes a huge variety of local, national, and international causes and gives Federal workers an accountable, flexible way to donate to the charities of their choice.  This year, the Desert Southwest CFC has 20,000 charities participating in the campaign.

· Over the last 50 years, CFC has evolved into a program that offers the most efficient way to raise maximum dollars at minimal cost for charities.  Because of the CFC, we now have a powerful, effective vehicle that gives us an opportunity to make meaningful changes in lives of those in need, the communities we live in, and the world at large.

· [bookmark: _GoBack]After 50 years, it’s time to celebrate this success, and thank you for your continued support.  Come be a part of history, and continue to help us make a difference to those that need it most.  

Understanding your Audience – Some Helpful Facts 

Remember:  You must awaken the heart to arouse the mind (and wallet!).

When you communicate with your fellow employees, consider the attributes of your target audiences in order to make your message resonate.

Generation Y / Millennials (Under 30 years old) 
· There’s new evidence, based on a recent study conducted by Achieve and Johnson, Grossnickle and Associates (JGA), that trust plays a large role in the millennial generation’s giving decisions, and that they are most likely to volunteer for organizations if they have already donated to them.

· 57% of respondents gave to charity in response to a personal ask.  58% of respondents identified online giving as the method of choice.

· 85% of respondents are motivated to give by a compelling mission or cause.

· As ambassadors, millennials can influence their peers.

· The best way to engage millennials is by creating a vested interest in what you are doing with joint “ownership”.  Recruit millennials to work on committees and be an active partner in what you seek to accomplish.






Generation X (31-46 years old)
· According to Northern Trust’s third annual “Wealth in America” survey, when Xers have the money - and enough information about the charitable organization - they give nearly twice as much as their Baby boomer counterparts.

· They are generally more comfortable with online giving vehicles.

· Xers have a hands-on approach to getting results, and a keen interest in measuring return on their investments. They aren't passive check writers. They have energy and enthusiasm and a willingness to get their hands dirty.  

· Many people in this generation are time-strapped and represent two-income households who are busy building careers or raising families so discretionary income may be going towards their children's college funds, or to paying off their own student debt.  Consider making an appeal that tells Xers that even a contribution of $1 a pay can make a difference.  

Baby Boomers (47-65 years old)
· Baby Boomers think in advance about their giving and are more concerned about how much money goes to administrative costs.

· If you want to get and keep Baby Boomers’ attention, your website copy, e-mail appeals or other online giving campaigns should contain compelling messages that clearly state the needs you are meeting, the difference you are making, how much money is needed and how it will be used for the greatest impact.

· Testimonials can convert undecided Boomers into donors, so make sure you’re using them regularly. There is something about knowing that someone has really benefited from a charity’s work that helps other people decide to join in.

How to Get People Excited about the Campaign

· Publicize your Goals
Establishing a target serves as a motivator to achieve better results.  Goals can be set in the form of a dollar amount or as an increase in percent of employee participation.   Achieving goals makes people feel good about fundraising.  Every agency should have a 100% ASK goal.  Report results weekly.  

· Tell a story that gets to the heart of what the campaign is all about.  Ask co-workers to share personal stories of how they, or someone they know, were helped by a CFC funded charity. This is a powerful method to build support.

· Employ Guerrilla Marketing Tactics – Utilizing unexpected and unconventional methods targeting Federal workers in unexpected places.   The objective of guerrilla marketing is to create a unique, engaging and thought-provoking concept to generate “buzz”.  (e.g., consider placing posters and flyers in unusual places where people are likely to read them – inside restroom stall doors, on cafeteria tables, car windshields, on office doorknobs, and stairwells.  If you have a willing Agency Head or member of the executive staff, consider unusual methods of getting the word out such as having them walk through the work place wearing a sandwich board advertising CFC.  Put a cookie in a baggie and staple it on a flyer to give to everyone.  Post a series of lawn signs that contain messages at intervals along the drive up to the agency’s parking lot and front door.)

· Host a Kick-off event

· Hold a charity fair with displays and speakers; ask charity representatives to speak at events and employee meetings.

· Create a special campaign newsletter

· Utilize In-house resources such as the intranet, voice mail, electronic bulletin boards, and loud speakers.  If you have the capability, video testimony of employees (how I was helped, why I give, etc.) and post them on your intranet. Contact your agency’s Communications or Public Relations office for help and ideas.

· Show the campaign video – put the link on internal communications

· Publish a calendar of campaign events

· Announce last year’s successes.  This makes people feel good about giving this year!

· Use Social Media – publicize Desert Southwest CFC’s website and Facebook page.  Facebook messages will be sent at regular intervals during campaign season.

Set a Goal of 100% Ask

· Coordinators/Keyworkers will be given a variety of campaign materials that are designed to facilitate making the “ask.”  
· Postcards (to be given to all federal workers)
· For agencies using on-line giving, there are postcards that contain a campaign message along with step-by-step instructions of how to give online.  
· For all other agencies, there are postcards with a general message and information on how to pledge.  
· Posters (use liberally and post in strategic places where people are likely to see them).
· Kennedy Society Brochure that can be given to each employee, announcing the creation of this new program for Leadership Donors (those who donate $750 or more.)
· $25 Restaurant.com Gift Certificate that will be given to those making a $50 donation or more.  Coordinators/Keyworkers can let each federal worker know of this new incentive.

· Focus on encouraging everyone to give through payroll deduction.

· Don’t pressure people to give but encourage participation.


How to Make “The Ask”

1. Deliver the Postcard to every employee. 

2. Deliver IN PERSON.  Don’t just leave it on their desk.

3. Ask if the employee knows anything about the campaign.  (If not, give them some facts )

4. Tell a personal story (This is why I give; this is how I (a family member or friend) have benefited, etc.)  

5. Ask them to please consider making a gift.  (Emphasize PAYROLL DEDUCTION and, if it’s available,  ONLINE GIVING)

6. (If you offer Online giving) Take along a Paper Pledge & Giving Guide and ask if they would prefer filling out a paper pledge to giving online.  

7. Follow up by sending an email; mention how the campaign is progressing; how much has been raised so far.  Address the email personally, if possible. 

8. Thank everyone for their gifts


Suggested Messages

The Campaign conducted several focus groups during the summer to garner suggestions for making the campaign more effective.

Here are some of the messages they suggested:
· A Little Goes a Long Way
· Help Those in Need
· It’s Easy – the Work is Done For You
· Have You Donated Today?
· Change Someone’s Life
· Save a Life
To appeal to donors who have taken a break from giving
· Welcome Back
· We’d Love to Have You Back
· Please Don’t Forget to Give This Year
· We want to thank you for your previous contribution to CFC.  No matter what you gave, your contribution mattered to someone.  You matter to us and we would love to have you back.

Emphasize:
· Choice – You get to direct your pledge to the organizations that are closest to your interests.  There are 20,000 charities participating in the 2016 Desert Southwest CFC!
· Convenience – Workplace giving has advantages.  Through payroll deduction you can give more, while only having a small amount deducted from each paycheck.  Giving online offers the added advantage of a simple and convenient way to pledge.
· Confidence – Each charity is screened by your federal peers based on specific criteria developed by OPM and verified against the IRS database.  Your pledge is sent directly to the charities you choose (minus 12% that covers administrative expenses). The campaign has mechanisms in place to insure accuracy and accountability in processing pledges.  

To Create an Effective Appeal

1. Have a great photo of one person (or animal - something with a heartbeat) and a few words that convey the emotional heart of your campaign.  
New to the campaign, Desert Southwest CFC now has 8 ½” X 11” posters that convey these messages. 

2. Make the “Ask” as tangible as possible.  For instance:  What does $24 do?  What change will it make?  
Desert Southwest CFC has developed e-mail messages that make this appeal.  These messages should be sent to all employees in your agency.

3. Show social proof.  Include a ticker or thermometer or quote or comments that show other donors taking action.  
Post CFC’s thermometer poster in places of high visibility (such as online on an Agency’s homepage) to show how the campaign is progressing.  

4. Give a sense of urgency with a deadline or a goal.  It inspires people to act now.  
Set dates for your campaign.  Post the deadline and as that date approaches, send out a reminder to donate before it is too late. 

5. Make sure your call to action is super clear and easy to act upon.
Announce the kick-off of the campaign, what the agency goal is this year and how employees can donate.  Send employees links to this year’s campaign video.  Remind employees that no gift is too small.  
Remember to Say THANK YOU!!
