
The seemingly Never Ending Story or  

Lori’s Lessons Learned 



You might need professional help! 
 If you have a large amount to raise  

 Not sure of who your potential supporters are 

 Listen to the professional’s research and opinion, especially if it’s difficult 
to hear 

 Work with your professional 



A feasibility/readiness study is a good thing 
 Is your organization ready? 

 Who should lead the campaign? 

 How much can be raised? 

 Who is ready to support you? 

 What do people know or think they know about your project 

 What do they want/need to know? 

 Gather the right people for your team 



Confidentiality is Key 
 Loose lips sink ships and projects 

 Consider all communications as repeatable –  subject to open records 
request 
 Be careful with your language 

 Be circumspect 

 Honor all your donor/potential donor’s privacy and wishes 

 A “NO” doesn’t mean they don’t like you and your project or that they don’t 
get it 
 Wrong time, wrong project, wrong message, wrong person asking, or asking the 

wrong person  

 Just let it go, but leave the door courteously open for future contact 



There is one thing that is certain 
 Things will change 

 Be willing and open to consider ideas that are not exactly as you envisioned 
them 

 Consider alternatives 

 Weigh Options, Be Creative  



Any forward motion is encouraging 
 You may not move as far or as fast as you hope, but an inch ahead is still 

forward progress 

 Sully – You can accomplish everything, if you are never in a hurry. 

 It will take as long as it takes. 

 Pushing, sulking, whining, won’t help – Organized, thoughtful proponent 
voices will. 



“Be Part of the Story”  Capital Campaign 



Believe in the Vision   

 “Never doubt that a small group of thoughtful, committed citizens can 
change the world; indeed, it's the only thing that ever has.”   

     -Margaret Mead 

 Your passion for the library and what it can do for the community will 
shine through to donors.   

 Surround yourself with team members who want to make it happen. 

 Have an “elevator” speech to share the vision with others.   

 Remind yourself of the vision and ask for help.   

 

 



Relationships Matter 

 It’s never too early to build relationships! 

 Be engaged in your community and engage your community. 

 Establish a good reputation. 

 Genuinely care and listen.  

 Respect and honor your community members.   

 Each person and gift matters! 

 Relationships can be beneficial in a variety of ways - even if not when or 
how you were hoping.   

 

 

 

 

 

 



Show Gratitude  

 Gratitude is important.   

 Send hand-written thank you notes. 

 Provide tax receipts. 

 Remember to thank donors, volunteers, staff, board, Village Board, etc. 

 Be a good steward of the gifts.   

 Special opportunities for donors 

 Show donors how their gift impacts the community. 

 

 



Pledges? 

 How many years?  

 How will you track pledge payments? 

 Who will send reminders? 

 When will reminders be sent?  

 What about pledges that cannot be collected? 

 How will you fund any costs due before all pledges collected? 

 

 



Donor Recognition  

 Establish donor giving levels so people know ahead of time how their gift 
will be recognized and where.   

 Select donor recognition method early (Location, cost and design 
considerations).  

 Determine a standard way of listing gifts (e.g. memorials) for consistency 

 Timeframe for donor recognition  

 Will it be ready for the Grand Opening? 

 Is there a deadline for a donor to be included? 

 Can names be added later?  (Digital vs. static) 

 

 

 

 



 

 



Capital Campaign to raise $4 million 

“Where our city connects”  



Hire an expert 

 We hired the Sweeney Group to do a fundraising feasibility study and to 
launch our campaign ($22,000 over 2 years) 

 Provided a final report to Library Board with lots of interesting data and 
comments 

 Shows the community you are serious about the project, and are doing it 
in a thorough and professional way 

 

 



Every library, community, and capital campaign 
is unique 

 Do your homework, research what other libraries have done 

 Take pieces that best fit your situation 

 Find leadership in your community that are comfortable fundraising 

 Don’t discount any donation amount! Large amounts are great, but many 
campaigns are finished with $5 and $10 donations 

 Try to speak to people’s experiences with libraries 

 “Once in a lifetime, a community builds a library. For Fitchburg, that time 
is now.” 

 

 

 



Naming stuff- pros and cons 

 Naming opportunities are attractive to large 
donors and businesses 

 Where do you and your board stand on 
naming rights? 

 If you go this route, decide internally and early 
what the ‘menu’ is 

 Think about future maintenance  

 Do naming rights expire? 

 



Managing expectations  
 Don’t promise things you can’t/won’t deliver 

just to get a donation 

 Do offer reasonable perks to donors- i.e. hard 
hat tours, photo updates, swag 

 Recognize donors at events or in print pieces 

 Be mindful of privacy regarding donation 
amounts 

 Consider a digital donor recognition screen 
instead of bricks, tiles, or other physical objects 

 

 

 



Be positive!  
 Even if you hate fundraising, project a positive attitude  

 People are much more likely to donate to a successful campaign, so 
complaining about it won’t help you get donations 

 If you are negative, the entire campaign becomes painful and slow 

 Keep at it! They almost  always last longer than expected 

 Shout your successes from the rooftops- major milestones, significant 
gifts, etc 

 Celebrate when it’s over! 


