THE ULTIMATE COUNTDOWN

A Step-by-Step Guide to Funding Your Mission

@ bloomerang & PURSUANT.

THE END OF THE YEAR IS ONE OF THE MOST CRUCIAL
TIMES FOR ALMOST EVERY NONPROFIT ORGANIZATION.
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STEPS YOU CAN TAKE TO MAKE THE MOST
OF YEAR-END GIVING:

SIEP ONE: Prepare and Plan
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Most of the success for your year-end campaign is based on what
vou do leading up to yvour fundraising push. Assess, evaluate and

outline your plans.
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STEP TWD. Crafta Compelling Story and Integrate
" Your Communication Channels
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and results are very important

THROUGH MULTIPLE CHANNELS. factors in their decision to give.

Identify yvour most compelling stories and case for support then look
for ways to integrate them in a multi-channel approach.

STEP THREE: Elevate Your Campaign
for a Strong Year-End Push
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Don't rniss the opportunity to make the most of every day at the end of
the year. Donors are busy and you should be strategic in your final

year-end ask.

WHAT CAN YOU DO THIS YEAR TO LEVERAGE YEAR-END GIVING AS A WAY
T0 NOT ONLY MEET, BUT FOR 2014?
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