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SETTING THE STAGE - Why This Matters

e Campaigns Create Momentum

e Annual Funds Sustain Mission

e The Opportunity: Leverage the One to Strengthen
the Other

SYMPOSIUM 2026



The Post-Campaign Moment

Campaign Ends » Energy Fades
RISK/BELIEF:

a. Donor Fatigue
b. Disengagement
c. Team Fatigue/Staff

GOAL/OPPORTUNITY: Carry Momentum Forward
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CONNECTING CAMPAIGNS & ANNUAL GIVING

How Campaighs Boost Donor Engagement

Elevated Visibility

Clear, Compelling Vision
Increased Touchpoints

Growth in Participation

Stronger Emotional Commitment
Elevated Giving Levels

Donors are Now “Investors”
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CONNECTING CAMPAIGNS & ANNUAL GIVING

Capital Campaigns » Increased Annual Giving

Donors Already Leaning In

Higher Confidence in Organizational Direction
Opportunity to Reinforce Long-Term Partnership
Increase in Trust » Doing What You Said You
Would Do

e Sustaining What Has Been Established
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Case Study #1- National Parachurch Ministry

The FOCUS Group has had the privilege to work with a
specific national parachurch ministry and during the last
successful campaign the ongoing support for the local staff
was of utmost concern as the national campaign could not
“take away” funding from local staff. In this specific campaign
the top 60 donors giving was carefully monitored.

The giving from this group of donors increased 42%. Giving

went from $580K prior to the launch of the campaign to
$825K after the campaign as reflected in the chart below.
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Case Study #1- National Parachurch Ministry

Sum of Gifts to Staff Accounts by Campaign Donors
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Case Study #2- Large Rescue Mission

In 2011 the FOCUS Group helped a large rescue mission
launch a campaign to expand their operations which
included adding a new location. The campaign was to pay
for the new space plus 1.5 years of operations.

The top 10 donors to the campaign gave $5,568,000. Prior
to the campaign in FY2010 these donors gave a total of
$500,150 toward the annual fund. In FY2017 after the
campaign, and the pledge period of the campaign, these
same donors gave a total of $785,000- an increase of 56%.
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Potential Comprehensive Asks
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The Dual Ask - Campaign AND Annual Fund

e One Conversation
o Articulate What the Ask is About
e One Donor Vision
e Two Strategic Needs
e Timing Matters - November and December can be tricky
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Practical Strategies & Approaches

Practical Approaches that Work

Blended Gift Strategies

Multi-Year Commitments

Tiered Messaging for Different Donor Groups

Using Campaign Team Structure to Re-Energize Annual

Giving
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Practical Strategies & Approaches

Best Practices for the Dual Ask

Start with the organization’s big picture

Explain how annual giving fuels the campaign’s impact
Present a combined giving opportunity

Clearly define how each gift portion is used

Provide suggested range using the gift plan
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Role Play:
How to make the dual ask
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Looking Forward
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Ways to Harness Post-Campaign Momentum

Focus on Gratitude

e Progress Updates & Milestones

e Strategic Storytelling
o Connect stories to the project/campaign
o Demonstrate Impact

e Donor Celebrations
o Stewardship Report - Provide Impact Reporting
o Continue to thank donors AFTER the

Campaignh/Completion

o Cutting the Ribbon/Grand Opening

e Leadership Engagement
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Navigating Rest Periods

e Why Rest Matters
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Honors Donor Capacity
Reduces Pressure on Staff
Allows Time to Strengthen Donor Relationships
Builds Anticipation for What's Next
Allows Preparation for the Next Potential Campaign
m Feasibility Study Timing
m Remember Timing of Lead Donor & Public Phase
Gift Completion
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Final Takeaways

Key Insights

e Campaign Energy is a Gift—Use it Wisely

e Annual Fundraising Can be Sustained and Even
Strengthened

e One Well-Framed Ask Can Strengthen Both Efforts

e Rest Periods are Strategic, Not Passive

e Donor Relationships Grow When Transitions are Handled
Well
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Questions?
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