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Beating the Dead Horse
The	  Dead	  Horse	  Theory	   	  	  

•  Buying	  a	  stronger	  whip	  
•  Changing	  riders	  
•  Threatening	  the	  horse	  with	  termina9on	  
•  Appoin9ng	  a	  commi<ee	  to	  study	  the	  horse	  
•  Arranging	  to	  visit	  other	  countries	  to	  see	  how	  

others	  ride	  dead	  horses	  
•  Lowering	  the	  standards	  so	  that	  dead	  horses	  

can	  be	  included	  
•  Re-‐classifying	  the	  dead	  horse	  as	  “living	  

impaired”	  
•  Hiring	  outside	  contractors	  to	  ride	  the	  dead	  

horse	  
•  Harnessing	  several	  dead	  horses	  together	  to	  

increase	  the	  speed	  
•  Providing	  addi9onal	  funding	  and/or	  training	  

to	  increase	  the	  dead	  horse’s	  performance	  
•  Declaring	  that	  as	  the	  dead	  horse	  does	  not	  

have	  to	  be	  fed,	  it	  is	  less	  costly,	  carries	  lower	  
overhead,	  and	  therefore	  contributes	  
substan9ally	  more	  to	  the	  bo<om	  line	  of	  the	  
economy	  than	  do	  some	  other	  horses	  

•  Re-‐wri9ng	  the	  expected	  performance	  
requirements	  for	  all	  horses	  

•  Promo9ng	  the	  dead	  horse	  to	  a	  supervisory	  
posi9on	  of	  hiring	  another	  horse	  

However,	  in	  modern	  business,	  
educa9on	  and	  government,	  a	  whole	  
range	  of	  far	  more	  advanced	  strategies	  
are	  oLen	  employed,	  such	  as:	  	  
	  

The	  tribal	  wisdom	  of	  the	  Dakota	  Indians,	  
passed	  on	  from	  genera9on	  to	  
genera9on,	  says	  that,	  “When	  you	  
discover	  that	  you	  are	  riding	  a	  dead	  
horse,	  the	  best	  strategy	  is	  to	  dismount.”	  
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KSBBBS
Our Recent Story & Burning Platforms
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Piper Alpha Oil Drilling Platform – July 6, 1988
•  167	  dead	  
•  Worst	  offshore	  catastrophe	  in	  history	  
•  4	  chose	  imminent	  death	  over	  possible	  

death	  
•  “It	  was	  either	  jump	  or	  fry.”	  	  (Andy	  Mochan,	  

superintendent,	  Piper	  Alpha)	  
•  The	  KSBBBS	  Story	  	  

•  Strong	  network,	  but	  loosely	  connected	  
•  Loss	  of	  $1	  million	  in	  federal,	  state,	  and	  local	  

funding	  
•  Poor	  morale	  of	  staff	  &	  board	  –	  Are	  we	  going	  

to	  make	  it?	  	  
•  Communi9es	  focused	  on	  interven9on	  

(ter9ary)	  rather	  than	  preven9on	  because	  of	  
cost	  -‐cuang	  	  

•  Statewide	  leadership	  development	  	  
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KSBBBS Burning Platform #1!
Leadership, Staff Placement, Training &!
Turnover

•  Burnout	  &	  Turnover	  occurs	  when	  an	  employee	  doesn’t	  have…	  
•  The	  right	  talent/skills	  for	  the	  task	  
•  The	  right	  tools	  (computer	  systems/training/professional	  groups)	  
•  The	  right	  support	  structure	  (management/leadership)	  

•  CompassPoint	  surveyed	  2,700	  NPOs	  in	  US	  
•  Poor	  morale	  of	  staff,	  board	  members	  and	  volunteers	  
•  46%	  report	  development	  director	  vacancy	  of	  6	  months	  
•  16%	  reported	  vacancy	  of	  DD	  of	  2+	  years	  
•  50%	  of	  DD’s	  an9cipate	  leaving	  their	  current	  job	  in	  2	  years	  or	  less,	  ci9ng	  

burnout	  and	  lack	  of	  support	  from	  top	  down	  
•  High	  turnover	  produces	  “instability	  with	  significant	  nega9ve	  effects	  on	  
the	  capacity	  of	  organiza9ons.”	  

Who do we have on staff? Are they passionate about our mission?
Do their skills/talents align with their role?

Are we providing the right training/development for their role?

Leadership
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KSBBBS Burning Platform #2:!
Revenue Diversification & Non-Sustainability

•  Loss	  of	  $1	  million	  in	  federal,	  state	  &	  local	  government	  funding	  
•  Some	  communi9es	  were	  up	  to	  90%	  reliant	  upon	  grant	  funding	  
•  State	  &	  Federal	  grants	  paid	  for	  statewide	  management	  &	  infrastructure	  
•  If	  we	  would	  NOT	  have	  been	  one	  organiza9on,	  an	  es9mated	  50%	  of	  the	  
communi9es	  we	  serve	  would	  have	  ceased	  to	  exist	  

•  Na9onwide	  (2011)	  
•  Individuals:	  	  $227.41	  billion	  (75%)	  
•  Founda9ons:	  	  $38.44	  billion	  (13%)	  
•  Bequests:	  	  $23.80	  billion	  (8%)	  
•  Corpora9ons:	  	  $14.1	  billion	  (4%)	  

Do we have the right mix & usage of revenue for long-term sustainability?

Adaptability
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KSBBBS Burning Platform #3:!
NPO Competition & Community Criticisms

•  Local	  “mentoring”	  groups	  claiming	  lower	  cost	  &	  local	  control	  
•  Fewer	  restric9ons/regula9ons/standards	  
•  Faith-‐based	  (a	  na9onal	  FBO	  training	  churches	  &	  sugges9ng	  they	  can	  do	  one	  to	  one	  mentoring	  

for	  $50	  per	  kid)	  
•  Group	  Mentoring	  (less	  expensive,	  s9ll	  called	  mentoring	  in	  grants	  &	  use	  BBBS	  stats	  to	  prove	  

mentoring	  is	  effec9ve)	  
•  Other	  NPOs	  –	  YMCA,	  BGC,	  Goodwill,	  etc.	  see	  mentoring	  as	  an	  opportunity	  for	  funding	  

•  Working	  with	  only	  young,	  cute	  kids	  who	  don’t	  need	  our	  services	  rather	  than	  
older,	  higher	  risk	  kids	  

•  Lack	  of	  Innova9on	  
•  There	  are	  over	  1.5	  million	  NPO’s	  in	  the	  US	  
•  In	  Kansas	  from	  2003	  to	  2013,	  9%	  of	  nonprofits	  failed	  (Kansas	  Mentors)	  
•  Giving	  USA	  predicts	  that	  100,000	  of	  the	  nonprofits	  in	  the	  US	  will	  shut	  down	  in	  

the	  next	  two	  years	  

*Na$onal	  Center	  for	  Charitable	  Sta$s$cs	  

What sets us apart from other mentoring organizations serving youth facing 
adversity and are we effectively communicating those differences?

Program
Capacity



8	  

KSBBBS Continuum
 of Service

Treatment
- Drug/Alcohol Addiction
- Mental Health/Counseling
- Sex Offender Treatment

Workforce Development
- Subsidized Work Opportunities
- Certified Trainings
- Job Readiness Occupational Training

Restorative Justice
- Community-wide Violence Reduction
- Community Volunteerism

Coaching
- Life Coach
- Group Mentoring

SBIRT
- Screening
- Brief Intervention
- Referral forTreatment

Kansas Big Brothers Big Sisters 
Program Opportunities & Continuum of Service

Assessment of 
Criminogenic Factors

Assessment of 
Sociological Factors

History of Antisocial Behavior
Antisocial Personality
Antisocial Cognition
Antisocial Associates

Poverty
Education
Substance Abuse

Malisa's Hope
Faith-Based Initiative

GEMS (Great Expectations in Math & Science)
A STEM Based Initiative

MCP
Mentoring Children of Promise

JJI
Juvenile Justice Initiative

Risk Level

Partnerships &
Wrap-Around Services

P3
Positive

Pathways
Partnership

12-24 yrs old

5-13 yrs old

12-18 yrs old

Number of Kids Served

Educational Support
- Secondary completion or GED
- Post-secondary training
- Trade school or college

General Relationship Building
Education Foundation

Responsibility & Character
Good Habits

Kids who are engaged in the
Juvenile Justice system will receive
wrap-around services from multiple 
partners to address high risk issues:
- Addictions
- Learning Deficiencies
- Mental Health 
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Tertiary Youth Development
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Site-Based Matches
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Pass It On
Outdoor Mentoring Initiative

Matches on the Move
Health & Fitness Initiative

Legal Services
- Diversion
- Expungment
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- Drug/Alcohol Addiction
- Mental Health/Counseling
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- Subsidized Work Opportunities
- Certified Trainings
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SBIRT
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Youth	  Intake	  Assessment	  
Example	  Risk	  Factors	   Priority	  Level	  

Cr
im

io
ge
ni
c	  

Delinquent/in	  the	  Juvenile	  Jus9ce	  System	   Level	  1:	  	  
Match	  in	  community-‐based	  
program	  within	  3-‐6	  months.	  
Recruit	  “Natural	  Mentors”.	  	  

Has	  an	  incarcerated	  parent	  

An9-‐social	  Behavior	  

History	  of	  alcohol	  or	  drug	  use	  in	  the	  home	   Level	  2:	  	  
Match	  in	  community	  (preferred)	  
or	  site-‐based	  program	  within	  
one	  year.	  	  

History	  of	  abuse	  or	  neglect	  

So
ci
ol
og
ic
al
	   Living	  in	  the	  foster	  care	  system	  

Experiencing	  educa9onal	  difficul9es/failure	   Level	  3:	  
Match	  in	  site-‐based	  (preferred)	  
or	  community-‐based	  program.	  	  Single-‐parent	  household	  

Living	  in	  poverty	  
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KSBBBS Burning Platform #4!
Mentors Needed (Measurable Outcomes)

•  Going	  to	  the	  same	  sources	  and	  providing	  the	  same	  presenta9ons	  
•  Making	  excuses	  for	  not	  recrui9ng	  adult	  mentors	  
•  Everyone	  recruits	  mentors	  
•  U9lize	  volunteers	  –	  Speakers	  Bureau	  
•  The	  United	  States	  has	  a	  high	  volunteerism	  rate.	  

•  64.3	  million	  adults	  volunteered	  15.2	  billion	  hours	  of	  service,	  worth	  an	  
es9mated	  value	  of	  $296.2	  billion	  

•  	  The	  es9mated	  dollar	  value	  of	  volunteer	  9me	  is	  $19.54	  per	  hour	  	  (2011)	  

Are we engaging potential volunteers in a way they can hear us?
What opportunities are we missing?

Program
Capacity
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Program
CapacityAdaptabilityLeadership Sustainability

The Sustainability Formula
Peter York, Senior VP and Director of Research, TCC Group

The	  ability	  to:	  
•  Create	  &	  Sustain	  a	  

Vision	  
•  Inspire	  
•  Model	  
•  Priori9ze	  
•  Make	  Decisions	  
•  Provide	  Direc9on	  
•  Work	  Through	  Others	  

The	  ability	  to:	  
•  Monitor	  
•  Assess	  
•  Respond	  to/Create	  

Internal	  &	  External	  
Changes	  

•  Innovate	  

The	  Actual	  Resources:	  
•  Skills	  
•  Exper9se	  
•  Knowledge	  
•  Experience	  
•  Tools	  &	  Systems	  
•  Structure	  &	  Facili9es	  

All	  in	  an	  effort	  to	  achieve	  an	  organiza9on’s	  mission	  

The	  ability	  to:	  
•  Use	  Resources	  Effec9vely	  &	  

Efficiently	  
•  Implement	  the	  program	  
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Program
CapacityAdaptabilityLeadership Sustainability

The Sustainability Formula
Peter York, Senior VP and Director of Research, TCC Group

The	  ability	  to:	  
•  Create	  &	  Sustain	  a	  

Vision	  
•  Inspire	  
•  Model	  
•  Priori9ze	  
•  Make	  Decisions	  
•  Provide	  Direc9on	  
•  Work	  Through	  Others	  

The	  ability	  to:	  
•  Monitor	  
•  Assess	  
•  Respond	  to/Create	  

Internal	  &	  External	  
Changes	  

•  Innovate	  

The	  Actual	  Resources:	  
•  Skills	  
•  Exper9se	  
•  Knowledge	  
•  Experience	  
•  Tools	  &	  Systems	  
•  Structure	  &	  Facili9es	  

All	  in	  an	  effort	  to	  achieve	  an	  organiza9on’s	  mission	  

The	  ability	  to:	  
•  Use	  Resources	  Effec9vely	  &	  

Efficiently	  
•  Implement	  the	  program	  
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What are Your Burning 
Platforms?
Big	  Brothers	  Big	  Sisters	  Network?	  
Your	  Specific	  BBBS	  Affiliate?	  
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MOVES Management
For	  Long-‐Term	  Sustainability	  and	  Effec9veness	  
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Raising DONORS

“The	  purpose	  of	  fundraising	  is	  not	  to	  raise	  money,	  but	  to	  raise	  donors.	  	  
You	  don’t	  want	  giLs,	  you	  want	  givers.	  	  Cul9va9ng	  these	  rela9onships	  
with	  a	  broad	  base	  of	  donors	  takes	  mul9ple	  years	  and	  constant	  
a<en9on	  –	  difficult	  if	  not	  impossible	  with	  premature	  departures	  and	  
long	  vacancies	  in	  the	  development	  role.”	  –	  Kim	  Klein,	  Fundraising	  for	  
Social	  Change	  
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Case Study:  H. Penny Mishkin 	  	  

•  Lifelong	  NY	  resident	  
•  Significant	  opportunity	  to	  give	  to	  Columbia	  University	  in	  NYC	  
•  Chose	  a	  KS	  organiza9on	  because	  we	  followed	  ICSA	  principles	  for	  
Donor	  GiL	  Cycle	  
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KSBBBS Donor Gift Cycle

Donor	  
GiL	  
Cycle	  
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KSBBBS Donor Life Cycle
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What is MOVES Management?

•  MOVES	  Management	  –	  The	  process	  by	  which	  a	  prospec9ve	  donor	  is	  
moved	  from	  cul9va9on	  to	  solicita9on.	  “MOVES”	  are	  the	  ac9ons	  an	  
organiza9on	  takes	  to	  bring	  in	  donors,	  establish	  rela9onships,	  and	  
renew	  contribu9ons.	  
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MOVES Management	  	  

•  Raise	  more	  money	  by	  building	  stronger	  rela9onships	  
•  Bring	  more	  key	  stakeholders	  into	  the	  process	  (board,	  staff,	  
execu9ves	  –	  builds	  culture	  of	  philanthropy)	  

•  Strengthens	  our	  organiza9on	  by	  providing	  and	  ensuring	  
sustainability	  through	  both	  difficult	  financial	  crises	  and	  periods	  of	  
growth	  

•  NOT	  a	  cookie	  cu<er	  –	  MUST	  be	  Donor-‐Centered!	  
•  NOT	  obvious	  to	  the	  prospect	  
•  NOT	  a	  one-‐9me	  hit	  and	  run	  strategy	  
•  Should	  increase	  engagement	  and	  involvement	  
•  Should	  lead	  to	  solicita9on	  that	  results	  in	  a	  giL	  
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MOVES Management

•  Donor	  Centered	  –	  Focus	  on	  developing	  donors,	  not	  just	  dona9ons	  
•  Document	  –	  Document	  the	  rela9onships	  and	  MOVES	  made	  between	  
BBBS	  and	  our	  donors	  

•  Strategic	  Organiza9onal	  Thinking	  –	  Focus	  at	  a	  30,000-‐foot	  level	  
when	  determining	  how	  these	  rela9onships	  will	  help	  not	  just	  today,	  
but	  in	  the	  future	  

•  Flexibility	  –	  Our	  supporters	  have	  various	  needs	  and	  changes	  in	  life	  
circumstances.	  	  Our	  rela9onships	  should	  reflect	  that.	  
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MOVES Management

•  Three	  Things	  to	  Know:	  
	  

•  The	  donor	  will	  feel	  ________________________	  
	  
•  The	  donor	  will	  know	  _______________________	  
	  
•  I	  will	  know	  _______________________________	  
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MOVES Management
Engaging Staff
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KSBBBS Burning Platform Solution:!
“It’s All About Us!”

•  Skilled	  development	  staff	  is	  not	  enough	  to	  build	  capacity,	  systems,	  
programs	  and	  ensure	  sustainability	  

•  Fund	  development	  and	  philanthropy	  must	  be	  understood	  and	  
valued	  across	  the	  organiza9on	  

•  Development	  staff	  are	  viewed	  as	  key	  leaders	  and	  partners	  and	  
integrally	  involved	  in	  planning	  and	  strategy,	  but	  EVERYONE	  must	  do	  
their	  part	  
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Lack of Philanthropy &!
MOVES Management Culture!
The Vicious Cycle	  
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MOVES Management
Engaging the Board of Directors & 
Volunteers
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Kansas BBBS 
Governance / Operations / Advisory

Chart

Executive Team

Governance Board Committees

Area Directors (AD) / Area Program Directors (APD)

Community Advisory Boards

KSBBBS Governance / Operations / Advisory Chart - Updated 09/15/2014

Dan Soliday
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Finance
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Governance 
Committee
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Strategy / Resources / Oversight

Program / Management

Area #1 CABs

Nancy Jeter - AD
Jennifer Bates - APD

Area #6 CABs

Stacie Schroeder - AD
Bianca Merriweather - APD

Area #2 CABs

TBD- AD
Jennifer Fisher - APD

Area #3 CABs

Stacie Schroeder - AD
Jenny Warkentin- APD

Area #4 CABs

Jackie Rice - AD
Debbi Clark- APD

Area #5 CAB

Shelly Chinberg - AD
Alicia Rivas - APD

Area #7 CABs

Stacie Schroeder - AD
Leilani Tuttle - APD

Area #8 CABs

Rhonda DeWitt - AD
TBD - APD

TBD
Chief Financial Officer

Debbi Clark

APD #4Alicia Rivas

APD #5
Operational Partnership

Governance / Operations / Advisory
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STRENGTHS
Recognized*brand*(history*and*stability)
Well*understood/high*past*participation*level
Alumni
KS*high*quality*focus
Second*largest*in*nation
Volunteer/match*support
Staff
Volunteers
CABs
Service*statistics
Waiting*list
Strategic*planning
Staff*investement*($$)
We*can*change*their*lives
Centralized*services
Screening*process
Community*relationships*and*partnerships
Social*media*presence
National*marketing
Money*stays*in*Kansas
990
Research
Case*statement
Donors*with*capacity

WEAKNESSES
Volunteer*engagement
Case*overload*(ratio)
Lack*of*a*plan
Brand*confusion
Beginning*but*not*finishing
Staff*turnover
Staff*burnout
History
Lack*of*reserves
Naysayers*are*gone
Lack*of*consistencies
Communication
Lack*of*sharing*resources
Marketing*materials
Lack*of*talking*points
Not*using*data
Fear*of*scarcity
Fear*of*change
CABs
Undefined*expectations

STRENGTHS
Recognized*brand*(history*and*stability)
Well*understood/high*past*participation*level
Alumni
KS*high*quality*focus
Second*largest*in*nation
Volunteer/match*support
Staff
Volunteers
CABs
Service*statistics
Waiting*list
Strategic*planning
Staff*investement*($$)
We*can*change*their*lives
Centralized*services
Screening*process
Community*relationships*and*partnerships
Social*media*presence
National*marketing
Money*stays*in*Kansas
990
Research
Case*statement
Donors*with*capacity

WEAKNESSES
Volunteer*engagement
Case*overload*(ratio)
Lack*of*a*plan
Brand*confusion
Beginning*but*not*finishing
Staff*turnover
Staff*burnout
History
Lack*of*reserves
Naysayers*are*gone
Lack*of*consistencies
Communication
Lack*of*sharing*resources
Marketing*materials
Lack*of*talking*points
Not*using*data
Fear*of*scarcity
Fear*of*change
CABs
Undefined*expectations

Survival*mode
NonPdevelopment*mentality
Lack*of*training
Lack*of*policies/procedures
Lack*of*templates
Lack*of*interParea*communication
Lack*of*fund*development*software
Disconnect*between*programs*and*development
Lack*of*lane
State*positions*P*who*do*I*go*to?
Donor*retention
No*planned*gift*strategy
Donor*analysis
Donor*ICSA
Lack*of*donor*processes
Donor*appreciation
Event*heavy
Lack*of*cultivation
Revenue*diversification

OPPORTUNITIES
Waiting*list
Restructure
Community*involvement
Corporate*support*(sponsors*for*events)
Organizational*culture
Staff*growth/training/professional*development
Shared*services
Individual*gifts
Planned*gifts
Volunteer*recruitment
CABs
Capital*campaign
EOY*Appeal
Events*(growth*in*FR*and*friendraising)
Measurements*of*success
History*P*old*partnerships
Alumni
Info*exchange
Revenue*diversification
Storybank/intentionality*matches/connections
InterParea*collaboration
AreaPwide*donor*newsletter
State*BOD
Media*relations
Capacity*of*Bigs*to*give
Social*media/online*presence

SW
OT Analysis	  	  
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SWOT Analysis

Survival*mode
NonPdevelopment*mentality
Lack*of*training
Lack*of*policies/procedures
Lack*of*templates
Lack*of*interParea*communication
Lack*of*fund*development*software
Disconnect*between*programs*and*development
Lack*of*lane
State*positions*P*who*do*I*go*to?
Donor*retention
No*planned*gift*strategy
Donor*analysis
Donor*ICSA
Lack*of*donor*processes
Donor*appreciation
Event*heavy
Lack*of*cultivation
Revenue*diversification

OPPORTUNITIES
Waiting*list
Restructure
Community*involvement
Corporate*support*(sponsors*for*events)
Organizational*culture
Staff*growth/training/professional*development
Shared*services
Individual*gifts
Planned*gifts
Volunteer*recruitment
CABs
Capital*campaign
EOY*Appeal
Events*(growth*in*FR*and*friendraising)
Measurements*of*success
History*P*old*partnerships
Alumni
Info*exchange
Revenue*diversification
Storybank/intentionality*matches/connections
InterParea*collaboration
AreaPwide*donor*newsletter
State*BOD
Media*relations
Capacity*of*Bigs*to*give
Social*media/online*presence

Young*professionals?
Community*relations*building
Staffing*up
Plan*building*and*implementation

THREATS
Political*environment
Competition*for*dollars
Lack*of*professionalism*from*other*NPOs*(charity*vs.*professionalism)
Economy
Lack*of*understanding*of*BBBS*vs.*others
Lack*of/unstable*government*funding
Competition*for*staff/volunteers
External*history*sources
National



30	  

Strategic Plan
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Ops Plan AREA$7$&$OPERATIONAL$PLAN$&$FINAL.xls

Programs$5.2.1

KRA 5
Improve Program 
Quality

KRA = Key Result 
Area

Descriptive notes, if 
any:

Goal 2
Compliance and 
match support

Area:  Programs

Objective 1
Meet program 
requirements for 
quality and growth

Step No. Planned 
Action/Discussion

Measure/  Inspection Start/End Date Lead Responsibility Required Support Completion Status Documentation Notes

Increase utilization of 
AIM

Attend AIM training 
and ensure it is used 
to record all 
information from 
inquiry to match

2014 Q3                                                              
Ongoing

Leilani Tuttle All Program Staff

Track when 
volunteer's drop off 
b/w inquiry and match

Research adding 
option to AIM (speak 
with BBBSA)

2014 Q3                                                               
Ongoing

Leilani Tuttle

Streamline 
supervision 
expectations

Present to CDO 2014 Q3                                               
2014 Q4                  

Leilani Tuttle Record in a timely 
manner; complete all 
contacts (P, L, B); 
include description; 
what questions should 
be asked; what are 
the guidelines for 
contacting via social 
media, texting for 
supervision; does 
parent contact have to 
be who is listed?

Ensure staff are held 
accountable

Check % of 
supervision 1 time per 
month

2014 Q1                                                              
Ongoing

Leilani Tuttle

Conduct random in-
house audits

Create audit sheet 
and conduct xx audits 
quarterly

2014 Q3                                                            
Ongoing

Leilani Tuttle

Ensure consistency of 
in-person meetings 
conducted by MSS

APD will shadow in-
person meetings 

2014 Q2                                                             
Ongoing

Leilani Tuttle

Monthly meeting 
between Area 7 AD 
and APD

Schedule meetings 2014 Q1                                                                
Ongoing

Leilani Tuttle              
Stacie Schroeder

Ensure effective 
communication from 
the screen team re: 
screening files

Start weekly screen 
team where all MSS 
and I gather to screen 
files for volunteers. 
Similar to Topeka 
model.

2014 Q2                                                                 
Ongoing

Leilani Tuttle All Program Staff

Kansas Big Brothers Big Sisters
Area 7 - Operational Plan

2014-2016
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Tammy	  Bouchér	  
Development	  Associate	  &	  
Bowl	  for	  Kids’	  Sake	  Manager	  

GO BIG or GO Home!

A KSBBBS MOVES Management 
Campaign



33	  

Bowl for Kids’ Sake History

•  Campaign	  was	  created	  by	  KSBBBS	  over	  30	  years	  ago	  
•  Fundraising	  and	  Volunteer	  Recruitment	  Campaign	  
•  Teams	  of	  6	  raise	  funds	  (pledges)	  to	  support	  exis9ng	  matches	  and	  
create	  new	  ones	  

•  2014-‐Statewide:	  	  
•  4,217	  par9cipants	  
•  18,333	  dona9ons	  made	  
•  78	  events	  
•  $1,445,781	  raised	  

•  Invaluable	  opportunity	  to	  raise	  awareness	  of	  our	  mission	  across	  the	  
state	  
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2014 Campaign Success!


We	  Went	  Big!	  
•  2012	  KSBBBS	  BFKS	  Pledge	  Total:	  	  $1,044,197	  
•  2013	  KSBBBS	  BFKS	  Pledge	  Total:	  	  $1,083,985	  
•  2014	  KSBBBS	  BFKS	  Pledge	  Total:	  $1,445,781	  
•  2014	  KSBBBS	  BFKS	  Expenses:	  $160,000	  

•  11%	  of	  cash	  revenue	  

	  	  	  	  (totals	  do	  not	  include	  in-‐kind	  dollars)	  
•  35%	  Increase	  Statewide	  
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AUGUST

DEVELOPMENT	  
•  Follow	  up	  on	  sponsorship	  proposals	  
•  Schedule	  mee9ngs	  with	  CEO’s/key	  leaders	  to	  show	  campaign	  results	  

and	  discuss	  goals	  for	  next	  year	  
•  Share	  their	  pledge	  history,	  comparison	  to	  other	  companies,	  etc.	  

•  Con9nue	  plan	  for	  “MOVES	  Management”	  of	  donors	  
•  Meet	  with	  bowling	  centers	  to	  lock-‐in	  schedule	  and	  pricing	  for	  next	  

year	  
	  
PROGRAM	  

•  Con9nue	  promo9ng	  BFKS	  with	  new	  Bigs	  at	  Info	  Sessions	  
•  Share	  photos	  and	  match	  stories/successes	  with	  Development	  staff	  
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SEPTEMBER
DEVELOPMENT	  

•  Re-‐evaluate	  campaign	  correspondence	  and	  prepare	  updates	  (Team	  
Captain	  Packet,	  le<ers	  sent	  to	  prospects,	  league	  bowlers,	  etc.)	  

•  Con9nue	  securing	  sponsorships	  
•  Start	  prep	  for	  campaign	  budget	  
•  Review	  bowling	  events…shake	  it	  up!	  	  What	  new	  ideas	  will	  make	  it	  

more	  rewarding	  for	  par9cipants?	  	  (Pamper	  sta$ons,	  contests,	  prizes,	  
etc.)	  

•  FUN	  is	  key!!	  	  (Includes	  emcee)	  
PROGRAM	  

•  Con9nue	  sharing	  match	  stories	  
•  Con9nue	  promo9ng	  BFKS	  with	  Bigs	  
•  Provide	  leads	  to	  staff	  for	  company	  bowls,	  sponsors	  
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SEPTEMBER

2014	  BFKS	  LeMerhead	  
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OCTOBER
DEVELOPMENT	  

•  Finalize	  goals	  and	  budget	  
•  Iden9fy	  individuals	  for	  your	  “dream	  team”	  who	  will	  commit	  to	  help	  

you	  achieve	  your	  goals	  
•  Con9nue	  securing	  sponsorships	  
•  Con9nue	  rela9onship	  building	  with	  key	  par9cipants	  
•  Secure	  prize	  sponsor(s)	  to	  award	  top	  fundraisers	  (sponsored	  or	  “buy-‐

one-‐get-‐one”)	  
•  Begin	  visits	  to	  CEOs/company	  leadership,	  share	  historical	  data	  on	  

pledges	  and	  par9cipa9on	  	  
•  Iden9fy	  new	  BFKS	  corporate	  prospects,	  set	  mee9ngs,	  share	  historical	  

data	  on	  par9cipa9on	  from	  compe9ng	  industries	  or	  businesses	  

PROGRAM	  
•  Con9nue	  with	  match	  stories,	  promo9on	  with	  Bigs	  and	  sharing	  leads	  
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OCTOBER

Fuel	  the	  CompeJJve	  Spirit	  of	  Key	  Corporate	  Decision-‐Makers	  
(A	  LiNle	  Bit	  of	  Data	  can	  go	  a	  long	  way)	  
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NOVEMBER
DEVELOPMENT	  

•  Execu9ve	  Kickoff	  –	  Invite	  CEO’s,	  key	  business	  leaders	  to	  get	  buy-‐in/
commitment	  for	  coming	  year	  
•  Have	  invite	  come	  from	  key	  community	  leader	  or	  CAB	  member,	  hosted	  at	  

their	  residence	  
•  Divide	  and	  conquer	  –	  Obtain	  commitments	  at	  the	  event	  for	  fundraising	  

and	  recruitment	  presenta9on	  
•  Determine	  print	  material	  needs/numbers	  (posters,	  pledge	  sheets,	  

le<erhead)	  
•  Determine	  t-‐shirt	  needs/numbers	  
	  
PROGRAM	  

•  Con9nue	  promo9ng	  BFKS	  
•  Con9nue	  sharing	  leads	  for	  company/group	  bowls	  
•  Contact	  Bigs	  to	  recruit	  team	  captains-‐send	  appeal	  to	  them	  to	  mail	  in	  

9me	  for	  year-‐end	  
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2014	  Execu$ve	  Kickoff	  Invita$on	  	  

NOVEMBER
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NOVEMBER

2014	  BFKS	  Poster	  
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NOVEMBER

2014	  BFKS	  Pledge	  Sheet	  	  
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NOVEMBER

2014	  BFKS	  T-‐Shirts	  
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DECEMBER
DEVELOPMENT	  

•  All	  area	  sponsors	  secured	  	  
•  Submit	  logos	  to	  state	  for	  website,	  print	  materials	  and	  donor	  thank-‐you	  	  cards	  
•  Run	  final	  end-‐of-‐year	  report	  for	  pledges	  vs.	  collected	  amounts	  
•  “Applause	  and	  Apprecia9on”	  event	  held	  to	  recognize	  key	  volunteers,	  donors	  

•  Also	  reveal	  sneak	  peak	  of	  coming	  year’s	  campaign	  	  

•  Communicate	  with	  coordinators	  for	  groups/companies/key	  par9cipants	  to	  firm	  up	  
par9cipa9on,	  date,	  etc.	  
•  Confirm	  goal	  for	  groups	  (how	  many	  matches	  will	  they	  support,	  not	  how	  much	  money	  will	  they	  

raise)	  

•  Begin	  scheduling	  bowl	  dates	  with	  companies/groups	  (be	  mindful	  of	  spring	  break,	  
Easter,	  spor$ng	  events/March	  Madness,	  etc.)	  

•  Team	  Captain,	  Coordinator	  materials	  finalized	  
•  Invite	  new	  prospec9ve	  companies/	  groups	  to	  Coordinator	  Kickoff	  to	  learn	  about	  

geang	  involved	  in	  BFKS	  
•  Ask	  already	  involved	  organiza9ons	  to	  challenge	  other	  corpora9ons	  

	  
PROGRAM	  

•  Create	  volunteer	  Big	  contact	  cards	  to	  confirm	  BFKS	  par9cipa9on	  
•  Con9nue	  to	  share	  leads	  with	  Development	  Staff	  
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DECEMBER

2014	  BFKS	  Coordinator	  Kickoff	  Evite	  
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DECEMBER

2014	  BFKS	  Contact	  Cards	  
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JANUARY	  	  
DEVELOPMENT	  

•  “Why	  Mentor”	  PSAs	  and	  radio	  spots	  begin	  airing	  
•  Send	  out	  le<er	  to	  past	  bowlers	  and	  include	  donor/pledge	  informa9on	  
•  Hold	  Coordinator	  Kickoff	  to	  distribute	  campaign	  materials,	  Team	  Captain	  packets,	  

mo9vate	  
•  Send	  out	  local	  media	  release	  announcing	  campaign	  	  
•  Con9nue	  scheduling	  bowl	  dates	  for	  companies/groups/individuals	  
•  Print	  materials/t-‐shirts	  received	  
•  Hold	  BFKS	  Task	  Force	  mee9ng	  to	  unveil	  campaign	  materials,	  plans	  and	  get	  leads	  from	  

group	  
•  Begin	  scheduling	  media	  interviews	  with	  local	  newspapers,	  TV,	  radio	  

•  U9lize	  matches	  for	  these	  interviews	  

•  U9lize	  social	  media	  to	  build	  excitement	  for	  the	  campaign	  (focus	  on	  mission	  and	  FUN	  of	  
the	  event)	  

PROGRAM	  
•  Match	  Support	  Specialists	  con9nue	  contac9ng	  Bigs	  on	  case	  load	  to	  secure	  par9cipa9on	  

•  Track	  and	  record	  progress	  

•  Create	  contest/incen9ve	  for	  Bigs	  to	  recruit	  friends	  as	  Bigs	  or	  for	  BFKS	  teams	  
•  Begin	  tracking	  new	  Bigs	  and	  Coach	  selec9on	  (tracking	  based	  on	  when	  their	  Li<le	  is	  

chosen	  and	  done	  January-‐May.	  “Go	  Big”	  t-‐shirt	  given	  at	  that	  9me)	  
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JANUARY 

2014	  BFKS	  PSAs	  
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JANUARY	  	  

2014	  BFKS	  Thank-‐You	  Post	  Card	  

Fr
on

t	  
Ba

ck
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JANUARY	  	  

2014	  BFKS	  Volunteer	  Tracker	  
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FEBRUARY	  	  
DEVELOPMENT	  

•  Bowling	  events	  begin	  
•  Begin	  monthly	  “Bigs	  in	  Business”	  ads	  

•  Excellent	  PR	  opportunity	  for	  companies	  who	  purchase	  the	  low-‐cost	  ad	  
•  Follow	  up	  aLer	  each	  bowl	  with	  handwri<en	  notes	  to	  coordinators/top	  

fundraisers	  
•  Facebook	  video	  posted	  aLer	  each	  event	  
•  Special	  thank	  yous	  to	  those	  who	  went	  “above	  and	  beyond”	  (M&Ms	  in	  

collegiate	  colors,	  cookies,	  etc.)	  
•  Recap	  sent	  to	  bowlers	  aLer	  the	  event	  
•  Recruit,	  recruit,	  recruit	  
•  Use	  social	  media	  to	  feature	  top	  fundraisers,	  fun	  events,	  sponsors	  
	  
PROGRAM	  

•  Recruit,	  recruit,	  recruit	  
•  Con9nue	  contacts	  with	  Bigs	  
•  Con9nue	  tracking	  Bigs	  matched	  and	  coach	  selec9on	  
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FEBRUARY	  	  

2014	  “Bigs	  in	  Business”	  Ads	  
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FEBRUARY	  	  

2014	  Company	  Bowl	  Social	  Media	  Recogni$on	  &	  Thank	  You	  
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FEBRUARY 

2014	  Special	  Thank	  You	  for	  Coordinator	  or	  Company	  	  
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FEBRUARY 

2014	  Sponsor	  Recogni$on	  Social	  Media	  	  
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MARCH
DEVELOPMENT	  

•  Do	  a	  campaign	  “check”	  to	  see	  where	  you	  are	  toward	  your	  
recruitment/fundraising	  goal	  -‐regroup	  where	  needed	  

•  Survey	  par9cipants	  aLer	  each	  event	  
•  Con9nue	  recruitment	  for	  campaign	  
•  Con9nue	  tracking	  new	  Bigs	  and	  coach	  selec9on	  
•  Use	  social	  media	  to	  feature	  a	  match	  and	  why	  we	  s9ll	  need	  teams	  to	  

par9cipate	  in	  BFKS	  
	  
PROGRAM	  
•  Recruit,	  recruit,	  recruit	  
•  Con9nue	  securing	  Bigs	  for	  teams	  
•  Con9nue	  tracking	  Bigs	  matched	  and	  coach	  selec9on	  
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MARCH

2014	  BFKS	  Survey	  
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APRIL	  	  
DEVELOPMENT	  

•  Bowling	  events	  con9nue	  
•  Share	  survey	  results	  with	  companies/groups	  
•  Con9nue	  with	  thank	  yous	  and	  follow	  up	  
•  Con9nue	  to	  use	  social	  media	  for	  thank	  yous	  
	  
PROGRAM	  

•  Con9nue	  tracking	  new	  Bigs	  and	  coach	  selec9ons	  	  
•  Con9nue	  promo9on	  of	  BFKS	  with	  Bigs	  
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MAY
DEVELOPMENT	  

•  Celebrate	  your	  results!	  
•  Con9nue	  follow-‐up	  thank	  yous	  and	  sharing	  results	  with	  par9cipants	  
•  Run	  pledge/collec9on	  report	  to	  determine	  status,	  evaluate	  

increases/decreases	  
•  Review	  par9cipant	  and	  donor	  list	  and	  implement	  MOVES	  

Management	  Plan	  
	  
PROGRAM	  

•  Con9nue	  tracking	  new	  Bigs	  un9l	  month	  end	  	  
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JUNE	  
	   DEVELOPMENT	  

•  Thank	  yous	  to	  top	  fundraisers,	  donors,	  sponsors,	  CEO’s	  
•  Use	  Li<les’	  handwri<en	  notes,	  etc.	  

•  Thank-‐you	  video	  emailed	  to	  all	  par9cipants	  who	  reached	  $150+	  
•  Prepare	  campaign	  result	  highlight	  sheet-‐how	  $	  will	  affect	  kids	  
•  Special	  thank	  yous	  to	  those	  who	  “went	  BIG”	  

•  Consider	  a	  banner	  made	  to	  hang	  at	  their	  building	  showing	  support	  
•  Evaluate	  this	  year’s	  campaign	  with	  a	  SWOT	  analysis	  
•  Survey	  BFKS	  par9cipants	  to	  get	  input	  
•  Hold	  BFKS	  Task	  Force	  mee9ng	  with	  key	  leaders	  to	  get	  input	  
•  Thank-‐you	  ad	  in	  local	  paper	  or	  business	  journal	  
•  News	  release	  with	  BFKS	  results/highlights	  
•  U9lize	  social	  media	  to	  thank	  par9cipants,	  sponsors,	  donors	  
	  
PROGRAM	  

•  Thank	  Bigs	  on	  your	  caseload	  who	  supported	  BFKS	  
•  Share	  campaign	  highlights	  
•  Educate	  new	  Bigs	  that	  BFKS	  is	  one	  of	  their	  commitments	  as	  a	  volunteer	  
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JUNE	  
	  

2014	  BFKS	  Thank-‐You	  Video	  	  
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JUNE	  
	  

2014	  Sponsor,	  Company	  and	  Coordinator	  
Print	  Media	  Recogni$on	  &	  thank-‐you	  	  
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JULY
DEVELOPMENT	  

•  Review	  sponsorship	  levels/benefits	  
•  Begin	  developing	  sponsorship	  proposals	  for	  2015	  	  
•  Deadline	  for	  paid	  pledges-‐July	  31.	  	  Run	  list	  of	  all	  those	  with	  $500+,	  $2,000	  +	  

for	  the	  “Double-‐Up	  Challenge”	  qualifying	  teams	  
•  Review	  list	  of	  par9cipants,	  sponsors,	  donors	  to	  create	  a	  plan	  for	  “MOVES	  

Management”	  (small	  giLs	  to	  large	  giLs,	  small	  groups	  to	  company	  bowl,	  etc.)	  
•  Create	  prospect	  list	  for	  new	  BFKS	  par9cipants	  and	  company	  bowls	  (industry	  

challenges,	  banks,	  fire,	  police,	  etc.)	  
•  Schedule	  prospect	  mee9ngs	  
•  Share	  match	  stories	  with	  par9cipants,	  donors,	  sponsors	  
•  Start	  discussing	  campaign	  goal	  

•  Both	  for	  recruitment	  and	  fundraising	  
•  Break	  down	  how	  you’ll	  get	  there,	  where	  it	  will	  come	  from	  
•  U9lize	  input	  from	  CAB,	  key	  community	  leaders,	  top	  fundraisers	  

	  
PROGRAM	  

•  Share	  match	  stories	  and	  photos	  for	  Development	  to	  share	  with	  BFKS	  
par9cipants,	  donors	  and	  sponsors	  
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JULY

2014	  Coaches	  Challenge	  Award	  Presenta$on	  	  
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MOVES Management
Engaging the Community
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SWOT	  Analysis	  

Execu9ve	  Team	   Paid	  Staff	  

Strategic	  Planning	  &	  Vision	  

BD	  of	  Directors	   Execu9ve	  Team	  

Opera9onal	  Planning	  

Execu9ve	  Team	   Paid	  Staff	  

Building	  Champions	  

BD	  of	  Directors	   Volunteers	   Execu9ve	  Team	  

Community	  &	  Organiza9onal	  Engagement	  

BD	  of	  Directors	   Volunteers	   Execu9ve	  Team	   Paid	  Staff	  

Increase	  Mentors	  &	  Dollars	  to	  Support	  Matches	  

BD	  of	  Directors	   Volunteers	   Execu9ve	  Team	   Paid	  Staff	  

Donor	  &	  Volunteer	  Recogni9on	  &	  Apprecia9on	  

Execu9ve	  Team	   Paid	  Staff	  

Engaging the Com
m

unity	  
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Engaging the Community 

Volunteers	  
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Need for Mentors
•  64.3	  million	  adults	  volunteered	  15.2	  billion	  hours	  of	  service,	  worth	  
an	  es9mated	  value	  of	  $296.2	  billion	  

•  	  The	  es9mated	  dollar	  value	  of	  volunteer	  9me	  is	  $19.54	  per	  hour	  	  
(2011)	  



70	  

Community Engagement Through !
Recruitment & Fundraising 

•  Radio	  and	  TV	  interviews	  to	  recruit	  fundraisers,	  donors	  and	  
volunteers	  before	  and	  during	  the	  BFKS	  campaign	  

•  Feature	  a	  Big/Li<le	  at	  each	  bowling	  event,	  introducing	  them	  to	  the	  
crowd	  and	  thanking	  them	  for	  suppor9ng	  the	  match	  

•  Corporate	  presenta9ons	  to	  recruit	  BFKS	  par9cipants	  (with	  strong	  
CEO	  support)	  and	  to	  secure	  addi9onal	  opportuni9es	  to	  recruit	  
volunteers	  from	  the	  company	  
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Community Engagement Through !
Recruitment & Fundraising 

•  Secure	  partnerships	  with	  companies	  that	  will	  include	  BBBS	  volunteer	  
informa9on	  in	  their	  billing	  statements	  

•  Feature	  corporate	  partners	  in	  “Bigs	  in	  Business”	  ads	  in	  our	  local	  
Business	  Journal	  

•  Schedule	  opportuni9es	  with	  local	  groups	  such	  as	  the	  Realtors	  
Associa9on,	  to	  share	  mission,	  invita9on	  to	  par9cipate	  in	  BFKS,	  
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Community Engagement Through !
Recruitment & Fundraising 

•  Schedule	  opportuni9es	  with	  local	  groups	  such	  as	  the	  Realtors	  
Associa9on,	  to	  share	  mission,	  invita9on	  to	  par9cipate	  in	  BFKS	  

•  U9lize	  local	  military	  or	  air	  force	  base	  to	  get	  involved	  in	  fundraising	  
and	  volunteering	  (100	  Bigs	  at	  McConnell	  AFB)	  

•  Organize	  industries	  or	  community	  groups	  to	  par9cipate	  together	  
(Credit	  Unions,	  Big	  Badge	  Bowl,	  Law	  Firm	  Bowl,	  Financial	  Bowl)	  
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Community Engagement Through !
Recruitment & Fundraising 
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MOVES Management
Volunteer & Donor Management 
System

Erika	  Turner	  
Director	  of	  Administra9on	  
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MOVES Management System
	  

Using	  a	  Moves	  Management	  so.ware	  helps	  to	  ensure	  that	  we	  
are	  not	  only	  contac7ng	  our	  donors	  when	  asking	  for	  money.	  

	  
•  Unlimited	  users	  

•  All	  staff	  are,	  at	  any	  9me,	  able	  to	  search	  records	  and	  enter	  updates	  

•  Web-‐based	  
•  Easy	  access	  while	  traveling	  

•  Ability	  to	  track	  engagement	  
•  Source:	  how	  they	  came	  to	  BBBS	  
•  Prospect:	  track	  prospects	  for	  cul9va9on	  
•  Volunteer:	  track	  volunteers	  to	  engage	  at	  events	  or	  other	  
ac9vi9es	  
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•  Ability	  to	  track	  invita9on	  lists	  
•  Ensures	  donors,	  prospects,	  and	  volunteers	  are	  invited	  to	  
apprecia9on	  or	  fundraising	  events	  

•  Create	  calendar	  no9ces	  and	  export	  to	  Outlook	  
•  Know	  how	  many	  contacts	  were	  made	  within	  a	  specified	  date	  range	  
•  Search	  for	  when	  last	  mee9ng	  occurred	  and	  learn	  discussion	  details	  
•  Ensures	  staff	  is	  up-‐to-‐date	  with	  the	  most	  recent	  contact	  made	  and/
or	  giL	  received	  

•  Expor9ng	  to	  Outlook	  allows	  for	  reminders	  of	  mee9ngs	  or	  follow-‐up	  
items	  

•  Send	  handwri<en	  notes	  
•  Mail	  aLer	  each	  donor	  or	  prospect	  mee9ng	  
•  Ensures	  staff	  is	  up-‐to-‐date	  with	  the	  most	  recent	  contact	  made	  and/
or	  giL	  received	  

MOVES Management System
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•  Create	  queries	  and	  run	  reports	  
•  By	  anniversary	  of	  largest	  giL	  or	  first	  giL	  

•  Allows	  you	  to	  send	  again	  a	  thank-‐you	  note	  for	  their	  support	  
•  By	  date	  range	  for	  birthdays	  or	  work	  anniversaries	  

•  Allows	  you	  to	  send	  a	  personal	  note	  
•  Follow	  business	  journals	  and	  newspapers	  

•  Cut	  clippings	  of	  stories	  or	  announcements	  and	  mail	  with	  a	  
congratulatory	  note	  

•  Bowl	  for	  Kids’	  Sake	  pledges	  exported	  from	  Blackbaud	  Sphere	  and	  
imported	  to	  soLware	  

•  All	  donor	  informa9on	  is	  in	  one	  system	  
	  

MOVES Management System



78	  

Questions & Answers
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Contact Information 

Bowl	  for	  Kids'	  Sake	   MOVES	  Management	   MarkeJng	  
Tammy	  Bouchér	  
Development	  Associate	  &	  
Bowl	  for	  Kids’	  Sake	  Manager	  
TBoucher@kansasbigs.org	  

Erika	  Turner	  
Director	  of	  Administra9on	  
ETurner@kansasbigs.org	  

Lauren	  Duffy	  	  
Development	  Coordinator	  	  
LDuffy@kansasbigs.org	  

Dan	  Soliday	  
Chief	  Execu9ve	  Officer	  	  

DSoliday@kansasbigs.org	  
	  

Mary	  Shannon	  
	  Chief	  Development	  Officer	  
	  MShannon@kansasbigs.org	  
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