Strategic Communications Plan Proposal
Proposal – November 19, 2020
Objective 
Staff proposes an integrated communications plan to increase communication frequency with donors and share stories and information on an ongoing basis.
Strategy
Staff proposes communicating via print mail more regularly instead of the current model of a single annual report. Given that the Foundation’s e-newsletter is already produced quarterly, we recommend an 8-page printed magazine on a bi-annual basis (see examples below for publications from other Foundations). A digital version of the magazine would also be made available on our website and links included in digital communications (e-newsletter, email communications, social media, etc.).
All departments would coordinate to report relevant information on a bi-annual basis.
· Finance – investment performance
· Community Engagement – grantmaking updates and partnership opportunities
· Donor Engagement – donor features
· Administration – general Foundation happenings, changes, etc.
Publications may center around a theme dependent on time of year, focus areas, community needs, etc. but should be broad enough to invite readers of any fund type or area of interest. A remittance envelope will be included as well as a direct ask to support the projects detailed in the magazine.
These publications would be part of a larger, integrated communications plan. Staff recommends: 
· Produce a video to interview/highlight a featured donor or family;
· Conduct a site visit (or virtual lunch and learn) with one of the featured grantees/nonprofits;
· Social media features with links to digital publication;
· And a Courier editorial from Brian to amplify the message and point readers to the digital publication.
Postcards or similar mailing methods would be used in the non-magazine quarters to encourage donors to visit our website, share any critical updates, etc.
Rationale
The Foundation’s 2020 Donor Perception Report produced by the Center for Effective Philanthropy detailed several areas in which the Foundation could improve, including communications. This report was created from survey data of 72 of the Foundation’s 167 fundholders who ranked each question on a 1-7 (low-high) scale.
· Fundholders ranked the communication of the Foundation’s goals a 5.47. In line with the average of our cohort.
· Fundholders ranked the communication of the Foundation’s understanding of community needs a 5.28. Slightly above average for our cohort.
· Only 54% of fundholders reported using a Foundation resource (website, print material, etc.) to help achieve their philanthropic goals. This ranked in the 2nd percentile of all Donor Perception Report responses.
Given the above data, it is important to analyze and revise the Foundation’s communications to meet the changing needs of our donor base. There is opportunity for improvement in all areas.
Goal
Score a 6.0 or above in the communications categories and increase use of Foundation resources by donors to 60% or higher on our next DPR (TBD – 2023/2024).
Risk Matrix
	
	What Goes Right
	What Goes Wrong

	If we do
	· Environmental 
· Cost savings
· Time savings
· Focused theme
	· Alienate accustomed donors
· No book for Annual Celebration
· Change in expectation

	If we don’t
	· Expectations stay the same
· Donors know where to find info
	· Stuck with the status quo
· Costs increase as our lists grow



Cost
· Design – AR Marketing
· Printing – Millstream-Kennedy Inc.
· Postage – MKI
· Photography – AR Marketing or other
· Feature writing – Joy Brown, Laurie Wurth-Pressel, Genna
· Staff time – story ideas, donor outreach, mailing list creation, website updates
Examples:
· Akron – The Signal
· Cleveland – The Gift of Giving
· Columbus – NexUs
· Denver – Give Magazine
· Holland – Giving Matters
· 
