


Today’s Presenter



Who started these  
conversations?
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Some of the voices are:

• Achieving Excellence in Fundraising (1st Edition), 1991Hank Rosso

• Began using the phrase "Me Too" in 2006Tarana Burke

• Nonprofit AF, 2018Vu Le

• Ahern Communications 2008Tom Ahern 

• Burk & Associates Ltd., 1990 and Cygnus Applied Research, 
Inc., 2003Penelope Burk
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Some of the 
dominant themes 
influencing our 
sector and work:

Me-too Movement

Controversial Donors

Social Justice

Concentration of Wealth

Concentration of Power

Others?
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So, what do you do? 
Who do you listen to?

Do we even know what it means?
Does mission matter?
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Volunteers

Employees

General 
Donors

Members

Clients

Other

We started with 

The Rosso 
Constituency

Model

Former Participants

People with Similar Interests

The Organization's Universe

Major 

DonorsBoard

Management

Staff
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Then came Me-too and its global impact, including on fundraising:

• Two-thirds of people who reported sexual harassment 

on the job blamed donors, while the rest said 

misconduct came from colleagues, mostly those in 

senior positions.

• Time’s Up Fund to Fight Sexual Harassment Raises $21 

Million From Around the Globe

• Ending Harassment at Nonprofits Means Changing 

Office Culture, Experts Say

• Tainted Donors – and Tainted money
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What actions did 
“Me Too” prompt/ 
motivate?

• Changes in gift acceptance 
policies?

• Changes in donor 
recognition and naming 
practices?
• Refusing gifts?
• Stripping namings?

• Sexual harassment 
was just the beginning
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Caselette:  What would you do?  
• You are development director for “Raise Safe Kids” (RSK), which works to minimize high 

risk behaviors in pre-adolescent and adolescent persons. Among the issues you work to 
address are age-appropriate programs to address high risk behaviors such as:  
unprotected sexual activity, sexting and other risky uses of social media, tobacco use, 
alcohol use, illegal substance use, dangerous driving, illegal activities like trespassing or 
vandalism, fighting and truancy. 

• Jackie Humanitarian, has been making regular gifts to your annual and special fund 
appeals typically totaling between $10,000 and $15,000 per year. She has also 
supported two capital campaigns. She is a named member of RSK Leads, your 
leadership giving society.

• You just launched RSK Believes, a legacy giving society. Named special purpose funds 
may be established with a minimum gift of $250,000, 50% of which may be funded 
through an estate commitment. Jackie received your announcement and called asking 
for more information about the society. You ask her if she would be willing to schedule 
an appointment to explore her goals and how RSK could help her achieve them. She 
accepts. The meeting is next week.  10



The visit … 
• During the visit Jackie reiterates that she is concerned about the future of all youth –

and particularly the epidemic of substance use and abuse. As you delve deeper into the 
conversation, she asks about the option of establishing a named fund that would be 
created and funded both during her lifetime and completed through her estate.    

• Jackie’s spouse, Taylor Triumph, owns a small chain of specialty stores which sells, 
among other things, imported  spirits, wines, beers, cigars and other tobacco products. 
During the visit you learn Taylor has purchased a property where he plans to open a new 
location.  Although it is in the commercial district of the community, it is within several 
blocks of a middle school.  
• Does Taylor’s business plan change whether or not you accept annual and special gifts from Jackie 

Humanitarian and continue to list her as a member of RSK leads ?  
• If it does, why?
• If it doesn’t, why not?

• Does Taylor’s business plan change whether or not you accept a named legacy fund from Jackie 
Humanitarian and list her as a member of RSK Believes?  
• If it does, why?
• If it doesn’t, why not?
• What if the gift and/or fund was to be anonymous? 
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These conversations 
amplified and expanded 
the call for change.

• Social Justice
• Concentration of Wealth 

Concentration of Power

• The Power of Wealth
• Weapon?

• Tool for good?

• Donor Centric vs. Community 
Centric 

• Are there lesson for all of us?
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Donor Centric 

Fundraising

“Donor-centric” is another way 

of saying “building trust.” A 

donor's relationship with your 

organization deepens or frays 

mostly based on how much 

trust you can create in three 

areas: Trust that donors play 

an essential, vital, central role 

in your mission's success.”

https://www.google.com/search?q=What+is+a+donor+centric+approach&rlz=1C1SQJL_
enUS774US774&oq=What+is+a+donor+centric+approach&aqs=chrome..69i57j33i299j3
3i22i29i30l2.1430j0j15&sourceid=chrome&ie=UTF-8
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7 keys to a 
donor -
centered 
approach

• Donor first commitment. It is a philosophy, a 
charter, a culture;

• Why I Give: offers that motivate and benefit 
the donor;

• Donor journey. It means the right message, in 
the right place, at the right time;

• Donor choice. Providing an array of access 
and options in a multi-channel world;

• Five-star donor service. Always remembering 
exceptional delivery of the fundamentals;

• Donor appreciation. Having a grateful heart; 
and,

• Donor interaction. Two-way, transparent 
communication and engagement.

• https://www.thenonprofittimes.com/npt_management_tips/7-keys-donor-centered-
approach/
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Donor-
Centered 
Fundraising 
fulfills donors’ 
three essential 
requirements:

• Receiving prompt and meaningful 
acknowledgement whenever they 
make a gift;

• Having every gift they make, 
regardless of its value, assigned to a 
program, project or initiative 
narrower in scope than the mission 
as a whole;

• Receiving a report, in measurable 
terms, on what was accomplished 
with the last gift before being asked 
for another.

https://cygresearch.com/donor-centered-philosophy/
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Community-Centric

Fundraising

“Community-Centric Fundraising is a 
movement to evolve how fundraising 
is done in the nonprofit sector. Its 
goal is to support fundraisers and 
other nonprofit professionals to re-
examine every fundraising 
philosophy and practice they have 
been taught, engage in vigorous 
ongoing conversations, and explore 
doing fundraising in ways that 
reduce harm and further social 
justice.”

https://communitycentricfundraising.org/resources/ 16

https://communitycentricfundraising.org/resources/


Community-
Centric 
Fundraising

Movement

• Movements define success globally.
• Movements seek sweeping change.
• A movement begins with values.
• Leadership of a movement is distributed 

and agile, not hierarchical.
• Movements are supported from the inside   

out.
• Movements adopt structures and systems 

that mirror how societies progress toward         
people living well together.

https://communitycentricfundraising.org/resources/
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9 Principles of 
Community-
Centric 
Fundraising

1. Fundraising must be grounded in Race, Equity, and 
Social Justice. 

2. Individual missions are not as important as the 
collective community. 

3. Nonprofits are generous with and mutually supportive 
of one another.

4. All elements that strengthen community are equally 
valued and appreciated.

5. Time is valued equally as money.
6. We respect our donors’ integrity and treat donors as 

partners, which means occasionally pushing back.
7. We foster a sense of belonging in our fundraising 

work; we avoid treating anyone as an “other.”
8. We believe, and we encourage donors to believe, that 

we all benefit from this work.
9. We believe and encourage donors to believe, that the 

work is holistic, not a collection of isolated segments.

Vu Le, May 27, 2017

https://nonprofitaf.com/2017/05/9-principles-of-community-centric-fundraising/ 
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7 principles of 
community-
centric boards

1. The work of the board must be grounded in 
racial, economic, and social justice.

2. Boards must constantly reflect the 
communities being served.

3. The board’s ultimate goal is ensuring the 
community’s well-being, not the 
organization’s survival.

4. The board encourages mutual support and 
collaboration among different missions.

5. Boards are equal, not superior, to staff, 
volunteers, clients, and other members of the 
community.

6. Lived-experience is valued above wealth and 
the connection to wealth.

7. Boards must play a critical role in collective 
efforts to bring about racial, economic, and 
social justice.

https://nonprofitaf.com/2022/04/7-principles-of-community-centric-boards/19



So, what do we do with this?
• Rosso

• Who is our core audience? 

• Who can we do without?

• Can we help them evolve their thinking?

• Community Centric:

• You and your organization are already in the 
movement!

• How are you telling your story?

• Donor Centric:

• Do your donors want to join any movement, be better 
informed and involved?

• What if they do?

• What if they don’t? 

• Donor Centric DOES NOT MEAN Donor 
Superiority

20



Messaging today . . . 

With which constituencies are fundraisers trying to communicate?
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Print edition
May 13, 2022
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Print edition
May 13, 2022 23



https://www.childfund.org/
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Print edition
May 13, 2022 25



https://www.dav.org/
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Print edition
May 13, 2022 27



https://drugfree.org/?form=FUNHCTRHDZC 28



Print edition
May 13, 2022 29



https://rankenjordan.org/giving/donate/ 30



Print edition
May 13, 2022 31



https://secure.wfpusa.org/donate/save-lives-giving-food-today-donate-now-7?ms=2000_UNR_wfp_redirect_EX&redirected=US 32



Print edition
May 13, 2022 33



https://www.doctorswithoutborders.org/get-involved/ways-to-give 34



Will fundraising adapt the 
best of both – and, in the 
development office,  
become Donor Forward?

Mission

Participants Donors

Messaging Tomorrow
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External Trends and Guideposts
• Equity centered philanthropy:

• Our sector is created for the good of the community – the 
community must have a voice.

• Hyper-personalization is here to stay.

• Get comfortable with uncomfortable!

• Explore unanswered questions!

• Is the storytelling now “we” not “you”?

• Let people get in where they fit in.
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Is this 
our 

future?



What are …what 
can be your next 
steps

How does the development officer manage:

• Hyper-personalization:
• How do you approach segmentation?
• What does that do to the budget?
• Other?

• Decide the voice for storytelling:
• is it “we”, “you,” both?

• Make places for new people to get in 
where they fit in?

• 39



Thank 
You

Roberta A. Healey, MBA, NHA, ACFRE, FAFP

robbe.healey@auroraphilanthropic.com

610.996.4650


