
 

 

 
 
 
 
 
 
 
 
 
 
 

Employee Campaign Manual 
 
 
 
 

 
 
 

 
 

 
 
 

Presented by: 
 

DeLauro and Associates  
2005 Galveston Street 

San Diego, California 92110 
619.231.6464  

www.delauroassociates.com 
info@delauroassociates.com 

 



 

2 

How to Use This Manual 
 
 
This Employee Campaign Manual has been put together to serve as a checklist 
for your planning.   Each organization is unique and different, so find the things 
that will work for you.  Additionally, you may have some great ideas that should 
be included.   
 
It is the intent of this manual to be a working document.  If you have any 
questions, ideas, or suggestions please contact James DeLauro, Ph.D.   
 
Best wishes for a terrific employee-giving program. 
 
 
James DeLauro, Ph.D. 
Principal 

 
DeLauro and Associates  
2005 Galveston Street 
San Diego, CA 92110 
619-231-6464 office 
619-330-4663 fax 
info@delauroasssociates.com 
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The Joys and Perils of Employee Campaign Committees 

 

IN THIS CHAPTER: 
 

• How to Select a Chair 
 

• Inviting Your Chair or Co-chairs to Participate 
 Role of the Chair/Co-Chair Job Description 
 

• Selecting Your Committee 
 Who Should Participate on the Committee? 

Special Considerations for Multi-site Campaigns 
 

• Recruiting Your Committee 
 Role of the Committee/Job Description 
 

• Setting Committee Goals 
 Things a Committee Likes to Help Decide 

Things You Want to Keep Outside of the Committee and in the 
Development Office 
 

• Working Efficiently with a Committee 
 Communications 
 Promotion 
 Solicitation Training 
 

• Sample Agenda 
 

• Deciding to Solicit Hospital Vendors to Support Employees 
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Do I Really Need a Committee? 
  
Yes, but how you structure your committee depends upon your organization, 
behind-the-scenes campaign motivations, and your time frame. The more 
widespread buy in you get in the planning stages, the better your support will be. 
 

Step One:  How to Select a Chair 
 
The criteria for choosing an employee campaign chair are almost the same as 
the qualities required for a capital campaign chair.   This person: 
 
q Will have given to the Foundation in the past. 
 
q Must have a good rapport with the organization’s management and is also 

respected at non-management levels. 
 
q Must not be a member of the development staff.  A person from outside of 

development (and even marketing, administration, and public relations) will 
add credibility to the project. 

 
q Will have a supervisor that understands the chair’s need to attend numerous 

committee meetings and make presentations.  This could amount to one hour 
per day, if not more, for the planning and actual campaign. 

 
q Will accept this assignment as a volunteer.  Overtime will not be paid time 

(unless your organization authorizes overtime pay for this activity). 
 
q Should be a “mover and shaker.” 
 
q Should not be a high-level manager or supervisor. 
 
q Has organized bake sales, potlucks, fundraising drives, etc within your 

organization.  They hold many of the skills you will need! 
 
q Must love your organization and its employees. 
 
q  Must be comfortable representing your organization and feel proud of its 

accomplishments. 
 
q Has a stake in the success of the campaign, for example, the money being 

raised will benefit their own department. 
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Hint for Co-chairs:  Appointing co-chairs is also a good thought or one can be 
the “main chair” with the other “in training.”  If you consider co-chairs, be sure 
they get along, are equally motivated, and fit the qualities listed above. 
 
 
Step Two:  Inviting Your Chair or Co-chairs to Participate 
 
q Get reaction to your choices from your development staff colleagues and 

administration.  Confidentially, get other people’s opinions of the person’s 
ability to do the job. 

 
q Make sure the person’s supervisor is supportive of the idea before asking 

them to participate. 
 
q Make your “ask” to the chair(s) a special time.  Invite them to breakfast or 

lunch and walk them through all of the chair’s responsibilities. Getting the 
right Chair or Co-Chairs is one of the most critical determinants of the 
success of your campaign. 

 
q Provide the potential chair(s) with a written job description. 
 

Role of the Chair/Co-Chair Job Description 
 

• Contribute to the campaign at a significant level before other 
employees are asked to give. 

 
• Work with the development staff to recruit the campaign committee. 

 
• Be a leader throughout the campaign.  Remain positive and 

consistently reinforce the merits of the program. 
 

• Interact with senior administration, managers, and supervisors to 
promote the campaign and gain their support. 

 
• Work in concert with the development staff to secure leadership gifts 

from senior administrators. 
 

Step Three:  Selecting Your Committee 
 
The three rules of committee work: 
 

1. Keep the number of people on the committee at a manageable level -- 
from 8 to 10 people. 
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2. Have clearly defined goals for the committee, such as how much money 

will be raised or percent of participation. 
 

3. Create specific tasks so the committee can see a beginning and an end to 
their participation (this also makes celebrating victories much easier). 

 

Who Should Participate on the Committee? 
 
q Involve your chair(s) in brainstorming for potential members. 
 
q Choose individuals from a good cross-section of levels such as 

coordinators, administrative assistants, etc.  Do not forget food service, 
maintenance, laundry, etc.  Several representatives from nursing are also 
important. 

 
q It is best not to include senior management (CEO, Vice Presidents, etc.). 

Leadership support from these individuals is critical, but it is also important 
that the campaign is not perceived as “top-down.” 

 
q This is where you can include a member from marketing and from public 

relations to assist with campaign communications. 
 
q Obtain support from a person’s supervisor before the chair of the 

campaign committee asks them to participate. 

Special Considerations for Multi-site Campaigns 
 
q At least one member of each site should be represented on the overall 

committee.  These individuals must be strong people and possess many 
of the qualities necessary for a chair since they will be representing the 
campaign back at their individual facilities.  

 
q Supervisors of these individuals must support their attendance and travel 

time to and from committee meetings. 
 

Step Four:  Recruiting Your Committee 
 
q Obtain support from a potential committee member’s supervisor before the 

chair asks them to join the committee 
 
q The chair of the committee should ask their committee members to 

participate. 
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q Let the employee know why you are asking them to participate, provide them 
with the committee job description, and give them a clear description of the 
employee campaign concept. 

Role of the Committee/ Job Description 
 
• Contribute to the campaign at a significant level before any other 

employees are asked to give. 
 
• Promote the merit of the campaign and the cause(s) it is funding to their 

co-workers. 
 
• Assist in deciding the cause that will benefit from the campaign and 

creating the theme of the campaign. 
 
• Work as a team to promote the campaign throughout the organization. 
 
• Be prepared to answer questions about the campaign. 
 
• Assist in making decisions on details such as premiums, events, and 

recognition that will make the campaign a success. 
 
• Work with the chair and development staff to recruit captains. 
 
• Participate in the solicitation of employees. 
 
• Actively participate in the committee and follow-through on action items. 

 

Step Five:  Setting Committee Goals 
 
Ideally, your committee should set goals.   
 
q What project(s) should campaign funds support? 

(See the chapter on “Structure of the Campaign” for more information on this 
topic.) 
 

q How much participation would you like to have? 
Although everyone wants 100% participation, you need to set goals that are 
achievable.  Be realistic on this goal so your committee does not become 
frustrated. If your organization has previously held United Way Campaigns or 
other types of employee campaigns those results could be used as 
benchmarks for goal setting. 

 
q What is your fundraising goal? 
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If you had an employee campaign in the past, you can use your past success 
as a base from which to project.  If this is your first campaign, ask the 
employees to help you set this goal, although you may have to convince them 
that people will actually give! 

 
q What should your theme/slogan be?   

Have the committee brainstorm or conduct a “slogan contest” throughout the 
organization. 

 
Things a Committee Likes to Help Decide: 
 
• The cause that will benefit from the money raised.  It is critical that the 

committee has a part in this decision. 
 
• Fundraising and participation goals 
 
• Theme/slogan 
 
• The premiums that will be offered for those who participate 
 
• The events that will occur to promote the campaign 
 
• Recognition of employee gifts. 

 
 
Things You Want to Keep Outside of the Committee and In the 
Development Office: 
 
• The amount each employee contributes 
 
• Gift processing including counting, processing, and acknowledging 

donations 
 
• Any details related to the logistics of payroll deduction, PTO gifts, etc. 

 
Hint for a large goal:  Break the Fundraising goal into manageable parts.  For 
example, if the campaign supports a new mobile clinic van, show the goal as 
$45,000 for the van; $5,000 for gas for one year; $15,000 for medical equipment, 
etc. 
 

Working Efficiently With a Committee 
 
Your organization is a busy place and employees are very busy people.  
Whereas employees may have had time to attend several meetings ten years 
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ago, the same type of plan is no longer practical for today’s world.  Here are a 
few tips to help you work efficiently with your committee: 
 
q Consider breaking your campaign committee into smaller subcommittees that 

deal with specific aspects of the campaign.  Reports can be made at the full 
campaign meetings; however, all members need to know that they will be 
involved in some aspect of solicitation.  Here are some ideas on 
subcommittees: 

 

Communications 
Assists in creating a strategy for communicating the merit of the 
campaign, campaign goals, and the campaign cause through email, voice 
mail, newsletters, video, PowerPoint presentations, and electronic bulletin 
boards 
 

Promotion 
Assists with any events that will promote the campaign.   
The following are a few examples of departmental events team leaders 
could host to generate donations: 
 
Casual Day 
Tailgate Party 
CEO Car Wash 
Casino Night 
Pizza Fridays 
Book Sale 
Employee Guessing Events 
Pumpkin Carving Contests 
Carnival 
Donut Day 

Solicitation Training 
Promotes the event to the captains of the campaign. 

 
q Communicate your progress to other members of the committee through 

email.  Provide regular email and/or voice mail updates.  
 

q Create a written agenda for each committee meeting. (See sample at the end 
of this chapter). 

 
q Start and finish meetings ON TIME! 
 
q Assist your chair in leading the meetings if they digress off the task at hand. 
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q Assign “Action Items” at the end of every meeting so all committee members 
are clear on what their task should be.   

 
q Follow-up each meeting with a meeting summary that includes action items.  

Distribute via email or hard copy.   
 
 
Sample Agenda 
(Print on organization letterhead or employee campaign letterhead) 
 

Employee Campaign Committee  
(or name of campaign program) 

October 4, 2000 
Willow Room 
1:30 p.m. – 2:30 p.m. 
 

Meeting Agenda 
 
 
I.  Welcome      Staff’s name 
 
 
II.  Overview of the Campaign    Chair/Staff 
 
 
III.  Campaign Committee Responsibilities  Chair 
 
 
IV.  Choose a Project     Committee 
 
 
V.  Choose a Campaign Theme   Committee 
 
 
VI.  Review of Action Items    Staff 
 
 
VII.  Next Meeting 
 
   
VIII.  Adjourn at 2:30 p.m. 
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Deciding to Solicit Hospital Vendors to Support Employees 
 
Another way to generate additional revenue for your employee campaign and 
include corporations and small businesses that have a relationship with your 
hospital is to create and present sponsorship opportunities for your employee 
campaign.  The donations could be in the form of a multi-year pledge or a 
matching gifts program. 
 
We understand that there could be sensitivities from hospital leadership 
regarding concerns with this approach as it could be perceived as a quid pro quo, 
but if handled appropriately and separate from any business arrangements the 
hospital has with a third party business, it provide a substantial boost to your 
campaign.   
 
Start with approval of the strategy with the CEO.  You can get lists of vendors 
from the procurement department and start identifying appropriate vendors to 
approach.  Many organizations use this same approach when they solicit for 
events like golf tournaments or galas. 
 
You can offer recognition to sponsors on brochures, speaking opportunities at 
employee kick-off events, or incentives with company logos included. 
  
Six Month “Hurry-Up” Timeline 

Organization Employee Giving Campaign Manual 

July 
 

q Meet with your CEO and obtain his/her support of the employee 
campaign, the leadership gifts campaign, and your choice(s) of campaign 
chairpersons. 

 
q Recruit your chairperson(s).  Make sure they are not on vacation for the 

month of August; you have a lot of work to do during that month! 
 

q Plan to hold your first committee meeting in late August. 
 

q Prepare your budget. 
 

q Decide on official start and end dates for the campaign (preferably early 
November).  It should be a two-three week period. 

 
q Identify hospital vendors who may have an interest in supporting a 

employee campaign and develop solicitation strategy. 
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August 
 

q Present the employee campaign and leadership gift campaign concepts to 
your senior administrative staff. 

 
q Meet with appropriate person in the following departments to discuss their 

involvement in the campaign:   
 

• PR/Marketing  
• Payroll  
• Information Technology   
• Human Resources. 

 
q Work in concert with your campaign chair to recruit your committee. 

 
q First Campaign Committee Meeting.   

 
Hold your first committee meeting with the following goals: 

 
• Decide on the project/program that will benefit from the campaign 

proceeds. 
 

• Select the theme of the campaign (next year, when you have more 
time, you will want to hold a contest to select the theme). 

 
• Determine the levels of giving, levels of recognition, and premiums. 

 
q Start to solicit hospital vendors for employee campaign sponsorship. 

 

September 
 

q Begin meeting one-on-one with senior administrative staff to give them 
their leadership gift proposals. 

 
q Early in the month, order your premiums. 

 
q Along with your campaign chair, make a presentation to the directors and 

managers on the employee campaign. 
 

q Create a brief case for support document that will be used as the 
reference guide for all language that is printed or spoken regarding the 
campaign.  This can also be created in the form of a fact sheet. 
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q Second Campaign Committee Meeting.   
 

Hold early in September and go into the meeting with the following goals: 
 

• Set a date(s) for the captain/solicitor training meeting(s) in October. 
 

• Hold a mini solicitation training for your committee so they will know 
what to expect. 

 
• Make assignments on recruiting captains for every area and every 

shift of the organization. 
 

• Decide on promotional events – delegate aspects of organizing 
these events to your committee members, but do not let this 
overshadow their captain recruitment responsibilities.  

 
• Distribute the case for support document to the committee. 

 
q Draft campaign solicitation materials and present to your committee 

members in or out of committee meetings. 
 

q Items in need of printing should be sent to the printers NO LATER than 
the end of September. 

 
q Create an Excel file including all employee names, departments, and 

shifts leaving a field for the solicitor assigned and the note that an 
employee has been solicited. 

October 
 

q Early in the month, solicit internal and external sources for promotional 
event prizes. 

 
q Hold captain/solicitor training meetings. 

 
q Complete leadership gifts campaign meetings with senior administrative 

staff. 
 

q Publish first employee campaign newsletter. 
 

q Begin making solicitor assignments to employees. 
 

q Third Campaign Committee Meeting.   
 

Hold early in October and go into the meeting with the following goals: 
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• Make all solicitor assignments.  Delegate responsibility to different 
committee members to follow-up with captains/solicitors. 

 
• If any confusion exists among captains/solicitors regarding the 

solicitation training, create a newsletter or email communication 
piece that addresses questions. 

 
• Follow up on assignments made related to campaign promotional 

event coordination. 
 

• Discuss other recognition events that are separate from premiums 
and giving levels. 

 
• Make arrangements for campaign committee to assist with 

premium distribution during the campaign. 
 

• Make arrangements for stuffing campaign materials envelopes 
and/or email distribution. 

 
q Publish second employee giving campaign newsletter. 

 
q Train your office staff on employee gifts record keeping.  Have payroll 

deduction and gifts of PTO processes in place. 
 

q Draft special employee campaign thank you letters for acknowledging 
gifts. 

November 
 

q Have all personal solicitations occur three days before or three days after 
the official kick-off date for the campaign. 

 
q Keep in touch with your committee and encourage them to check in with 

the captains and volunteer solicitors. 
 

q Provide check-off sheets to solicitors to remind them whom they need to 
solicit. 

 
q Hold kick-off event the first day of the campaign. 

 
q Hold other promotional events throughout the campaign. 

 
q Publish third employee giving campaign newsletter during the event. 

 
q Leave email and voice mail updates on campaign goal progress during the 

campaign. 
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q Fourth Campaign Committee Meeting.   

 
Hold during the campaign and go into the meeting with the following goals: 

 
• Check up on solicitation. 

 
• Discuss any troubleshooting that may need to occur. 

 
• Praise the committee for the efforts made so far! 

 

December 
 

q Fifth Campaign Committee Meeting.   
 

Critique the previous campaign and celebrate successes. 
 

q Publish fourth employee giving campaign newsletter detailing results and 
thanking participants. 

 
q Arrange for any post-campaign recognition (employee donor board, etc.). 

 
q Hold recognition events if this was part of your plan. 

 
q Write your personal post-campaign evaluation with input from all the 

development staff to document changes for next year’s campaign. 
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Handling Objections and Negative Feedback 
 

IN THIS CHAPTER 
 
• Tips for Handling Questions/Negative Feedback 

 
• Questions Regarding the Donation 

 
• Questions Related to Job Dissatisfaction/Organizational 

Chaos 
 

• Questions Related to the Amount of the Donation 
 

• Questions to Expect from Administrators/Directors/Managers 
 
 
As fundraisers, we sometimes forget that employees are donors, too.  They have 
the same right to speak their mind about our employee campaign as community 
donors have regarding our major gifts campaigns. 
 
Because most successful campaigns are run by employee leadership, you will 
probably hear more questions and concerns than in an effort run by 
administration.  Here are some tips for handling these conversations: 
 

Tips for Handling Questions/Negative Feedback 
 

q Research potential questions in advance.  Create a “cheat sheet” for 
yourself and others who will be talking about the campaign with questions 
and answers. 

 
q Listen, listen, listen!  People want to be heard. 

 
q Do not interrupt to try and persuade someone’s thinking.  Let them finish 

before you respond. 
 

q Respectfully and honestly answer all questions. 
 

q If you do not know the answer to a question, promise to get back to the 
person with an answer and then FOLLOW UP! 

 
q Do not take objections personally. 
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q Discuss repeated questions with administration; this may help them 
identify a problem they previously were unaware of. 

 
q Help people see the other side of their question/issue, however, do not try 

to sell anyone on a concept. 
 

q Remember, your job is to present the opportunity; not everyone will 
accept, but a majority will. 

 

Questions Regarding the Donation 
 

QUESTION:  Why are donations needed for the organization? 
 
ANSWER:  Explain the budget for the project and clearly demonstrate how the 
employees’ gifts help meet a financial need.  If you cannot clearly demonstrate 
the need, you might want to consider a different project. 
 

QUESTION:  Why bother asking employees to help?  Our donations are 
merely a drop in the bucket? 
 
ANSWER:  Every donation, regardless of the amount, is both valuable and 
appreciated.  Employee support is a very important part of adding credibility to 
the organization and the initiatives it chooses to for fundraising. 
 

QUESTION:  How much of my gift will offset the expenses of the employee 
campaign? 
 
ANSWER:  Be prepared to answer this honestly.  Make sure your expenses for 
the campaign fall within standard fundraising standards. 
 

Questions Related to Job Dissatisfaction/Organizational Chaos 
 

QUESTION:  How dare you ask employees to give when we have recently 
experienced: 
 

• Reduction in hours 
 

• Reduction in pay or poor increases 
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• Reduction in staff or hiring freeze 
 

• Strike 
 

• More work (regular work plus reorganization meetings) 
 

• Uncertainty if we will have jobs next month 
 
ANSWER:  Validate their statement with, “I know that what you are saying is 
true” or “I have noticed these things, also.”  When appropriate, encourage people 
to look beyond the internal organization and focus on the people who will benefit 
from the project being funded by the campaign. 
 

Questions Related to the Amount of the Donation 
 

QUESTION:  How much are we expected to give? 
 
ANSWER:  As much as you are able at this time.  We do have suggested giving 
levels on the reply cards and we do have a special payroll deduction club (or 
whatever you have designed for your employee campaign).  Every gift in any 
amount is appreciated. 
 
 
QUESTION:  I am a single mom and am barely making ends meet.  There is 
no way I can give anything to the campaign. 
 
ANSWER:  Every gift is appreciated regardless of the amount.  Many people like 
the payroll deduction option because they hardly notice the amount that is going 
toward their contribution!  A payroll deduction of five dollars per month equals a 
$60 gift in only one year’s time. 
 

Questions to Expect from Administrators/Directors/Managers 
 
 
QUESTION:  How can we ask our employees to give when we have just had 
to make a cut in benefits/hours/pay, etc.? 
 
ANSWER:  Employees will appreciate the opportunity to give to something that 
will make a difference in our community.  Although we have recently experienced 
internal issues, this project gives employees an opportunity to make a difference 
outside of their normal working responsibilities and to focus on a positive activity. 
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QUESTION:  Employee morale is so low.  This is not a good time to hold a 
campaign. 
 
ANSWER:  Actually, a well-run employee campaign can become a bright spot 
within the organization because it brings people together to make a difference in 
the community.  (Provide examples of other employee campaigns that have 
succeeded in this area). 
 
 
QUESTION:  This is a tough job market and we are having trouble hiring 
enough people.  We are afraid it will make people uncomfortable and they 
will leave. 
 
ANSWER:  No one will be pressured to give in any way.  This campaign will be a 
sophisticated, confidential effort where only the development office will know if an 
employee has made a gift.  People will be asked respectfully to consider making 
a gift; they are free to accept or decline the invitation to participate. 
 
 
QUESTION:  Why are we soliciting the entire staff for a project that will only 
benefit one department? 
 
ANSWER:  The employee campaign will become an annual event.  Each year, 
the employees will choose a different project or beneficiary program based on 
the current needs.  One of the criteria of the project is that it benefits our 
community, not necessarily any individual or any specific department. 
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Role of the Organization Leadership  
in the Employee Campaign 

 
 
 
IN THIS CHAPTER 
 

• Educate Your CEO and Senior Administrative Staff 
 
• Set Parameters with Your CEO 
 
• Leadership Gifts - Establishing a Proportional High Level 

Giving Club 
 

• Ensure Organization Focus on the Employee Campaign 
 

• Sample Leadership Gifts Proposal Outline 
 

Step One:  Educate Your CEO and Senior Administrative Staff 
 
Meet with your CEO and present the following concepts: 
 

q The employee campaign can contribute to the bottom line of specific 
projects the employees support. 

 
q When managed by the right group of employees, with the proper 

support, an employee campaign becomes a “barn-raising” experience 
for the entire organization. 

 
q Think carefully about having middle and senior management as co-

chairs.  If you do they must be highly respected and well liked. The 
major role of upper management is to make a gift and speak highly of 
the campaign. 

 
q If the community sees that employees consider the organization a 

giving priority, it will lend credibility to community fundraising efforts. 
 

q Experience has shown that the campaign will be far more successful if 
the employees have a significant say in what project will be funded by 
campaign proceeds. 
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q Return-on-investment for employee campaigns can be excellent 
because it is a relatively low-cost project, especially when compared to 
a special event. 

 
With the CEO’s introduction and support, present the campaign to the senior 
staff.  Be prepared to answer the following questions: 
 

q How can we ask low-paid employees to give? 
Every gift will be appreciated regardless of the amount.  Gifts will not be 
required and no employee will feel that their arm is being twisted. 

 
q How much do you hope to make on the campaign? 
Talk about your financial and participation goals. 

 
q How much will you expect the senior staff to give? 
A standard leadership gift would be not less than 1% of salary, however, 
gifts at all levels are appreciated or they should be giving at the highest 
level such as an hour of pay per pay period. 

 
See the chapter, “Handling Objections/Negative Feedback” for more information. 
 

Step Two:  Set Parameters with Your CEO 
 

q Clearly identify for your CEO what decision power will be given to the 
employee campaign committee. 

 
Hint:  The more decision power the committee has, the more successful the 
campaign will be. 
 

q Discuss with your CEO what projects would not be appropriate for funding.  
This will help you do your job in steering the committee away from 
potential political disaster. 

 
q Help your CEO understand that the program will be more successful if 

employees perceive it as an employee-driven effort: 
 

• No senior staff, directors, or managers on the committee 
 

• Provide the employee campaign committee with the authority to 
choose the project, guide the direction of the campaign, and make 
detail decisions. 
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Step Three:  Create an Hour Club 
 

q Members of the Hour Club are those who pledge to give one hour of their 
pay per pay period for 26 pay periods in a year (or the equivalent amount 
by another method). 
 

q The highest and lowest paid employees can be equal members of the 
Hour Club for a gift in proportion to their salary. This avoids the problem of 
setting a dollar amount for membership in a giving club, since any dollar 
amount selected will be too much for some and too little for others. 

 
q Hour Club members should receive special recognition that is different 

and perceived to be more prestigious or valuable than other campaign 
donors. 

 
q Successful solicitation of as many members of the Executive Leadership 

Team as possible to be members of the Hour Club will set a tone of 
leadership for the organization and will result in a significant proportion of 
the eventual campaign total. 

 
q The CEO sets the tone by being the first member of the Hour Club. 

 
 
Step Four: Leadership Gifts 
 

q The leadership gifts campaign should begin at least three weeks before 
the general employee campaign. 

 
q All senior staff and top-level directors should be included in the leadership 

gifts campaign and should be asked to consider a gift to the highest level 
giving club (Hour Club). 

 
q The first two gifts to the highest level giving club should come from the 

staff head of the Foundation and the CEO 
 

q Prepare a proposal for each senior staff member (see the sample 
proposal outline at the end of the chapter). 

 
q Have the Foundation CEO, chair, or other senior Foundation staff person 

meet individually with each leadership gift candidate to present the 
proposal and mention that the CEO and Foundation head have given at 
the highest giving club level. 

 
q Give a general timeline for the leadership gifts campaign and when you 

hope they will have made their decision. 
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q Have payroll deduction and gifts of PTO options available; however, these 

do not need to start until the general campaign pledges begin. 
 

q Report the results of the leadership gifts campaign to the campaign 
committee; however, keep the amounts and decisions confidential. 

 
Hint:  If you have system, corporate or other organization’s employees working 
at your facility, give them the option to give to something that is beyond your 
specific organization and benefits the general community.  For example, a 
scholarship fund, an emergency room indigent care fund, outreach medical 
services, hospital-sponsored homeless shelter, etc. 
 
Something to Think About:  When you get to the point of recognizing those 
who give via public recognition, be sure to contact those involved in the 
leadership campaign if they have not given.  Also, provide the opportunity for 
anonymity if requested, but explain how important it is that their support of the 
campaign is public. 
 

Step Five:  Ensure Organizational Focus on the Employee 
Campaign 
 

q Work with senior staff to ensure that bake sales, auxiliary events involving 
employees, and other Fundraising type activities are held at a minimum 
during the employee gifts campaign. 

 
q Work with senior staff to ensure awareness of the campaign is a major 

organizational focus throughout the campaign period. 
 
 
Sample Leadership Gifts Proposal Outline 

Cover Sheet 
 
Foundation name, logo 
 
“On behalf of the XYZ Foundation, we respectfully submit this proposal to Mr. 
David White, Vice President, Facilities Management, for your consideration of a 
gift to the 2000 Employee Gifts Leadership Campaign.” 
 

Introduction (no more than one page) 
 

q Purpose of the campaign (to raise fund in support of XYZ) 
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q Timing of the campaign 

 
q Participation and financial goals 

 
 
Background on the Foundation (no more than three paragraphs) 
 

q Who is the Foundation? 
 

q What has it done in the past to benefit the organization and the 
community? 

 
 
Beneficiary of Funds (1-2 paragraphs) 
 

q Why was this project chosen by the employee campaign committee? 
 

q How will the funds benefit the project? 
 
 
The Employee Campaign (no more than one page) 
 

q Who is on the committee (names and titles)? 
 

q Why have they chosen to participate on the committee? 
 
 
Considering Your Gift (2-3 paragraphs) 
 

q “We respectfully request your consideration of a gift to the 2000 Employee 
Gifts Leadership Campaign.  Strong philanthropic participation from our 
senior management (and managers depending on who you place in your 
“Leadership Gifts” category) will be significant as we approach the 
employees of our organization and the community we serve.” 

 
q “We have arranged for several options that will help facilitate your gift 

(payroll deduction, hourly gift, PTO gifts, etc.).  Your decision to give and 
gift amount will be kept confidential within the Foundation offices.” 

 
q “On behalf of the Foundation, we are pleased to submit this proposal to 

you.  Please do not hesitate to contact ___________ at _______ for 
assistance.” 
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Pledge Sheet 
 

• Either use a response card from the employee campaign, if they are 
ready, or create a one-page pledge form for their response. 

 

Response Envelope 
 

• Inter-office mail envelope, marked “confidential,” with the appropriate 
person’s name already placed on the envelope. 

 

Deadline 
 

• Be sure to include the deadline for the leadership part of the campaign so 
they can be included in the leadership giving recognition. 
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Connecting Through Communications 

 

IN THIS CHAPTER 
 

• More Than Words – It’s an Attitude 
 
• Creating Your Key Messages 

 
• Develop Your Communications Plan 

 
• Electronic Communications – Is It Right for You? 

 Video 
 PowerPoint Presentations 
 Intranet 

Things to Consider for Hi-Tech Communication 
 

• Sample Communication Plan 
 Communications Prior to the Campaign 
 Communications During the Campaign 
 Communications After the Campaign 
 

• Develop Your Year-Round Communications Strategies 
 
 
Step One:  More Than Words – It’s an Attitude 
 
Creating a communications strategy needs to begin long before you recruit your 
campaign chair.  The following attitudes need to be reflected in everything you 
say and do pertaining to the employee giving program: 
 

q Employee campaigns are a positive experience and will boost morale. 
 

q Employee support is critical in encouraging outside donors, corporations, 
and foundations. 

 
q Confidentiality is the highest priority -- the levels of gifts made by individual 

employees are kept strictly confidential unless otherwise authorized by the 
employee. 

 
q Employees are donors and potential donors – they deserve the same 

information, stewardship, and respect that all donors deserve. 
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q Employees have the right to be presented with an opportunity to give. 

 
q Employees will not be “expected” to give just because they are part of 

your organization. 
 

Step Two:  Creating Your Key Messages 
 
You might feel like a broken record, but repeating these messages over and over 
is important to communicate the correct concepts: 
 

q The amount of your gift is confidential and in no way is a part of your 
performance appraisal. 

 
q The participation goal for this campaign is ______. 

 
q We hope to raise $__________ to support the ____________ project. 

 

Step Three:  Develop Your Communications Plan 
 
Keep these tips in mind when developing your communication plan: 
 

q Cover all your bases.  In any organization, you will not be able to 
communicate with everyone via the same method.  Utilize as many tools 
as possible at the same time:  voice mail, email, written bulletins, 
newsletters, bulletin boards, posters, etc. 

 
q Identify who has email, voice mail, etc. and plan accordingly.  Remember, 

not everyone may have access to email or voice mail.  
 
q Test the efficiency of your inter-office mail before distributing fact sheets in 

this manner. 
 

q Do not expect offsite facility employees and non-day shift employees to 
come to you for information; you need to go to them. 

 
 
Electronic Communications – What is Right For You? 
 

Prior to announcing your campaign and after reviewing your budget, you 
need to decide if any of these will work for your organization… 
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Video 
 

This is one of the most effective tools for communicating to large or small 
groups on any shift.  If you can find the funding, the powerful impact it creates 
will be worth the effort. 

 
q Least expensive:  slides strung together with music. 

 
q More expensive:  slides strung together with music and narration. 

 
q Most expensive:  live action footage mingled with slides, music, and 

narration. 
 

What is needed for Video Presentations? 
 

o DVD or internet connection 
 

o DVD player or laptop 
 

o Television monitor or laptop 
 

o Rolling cart 
 

o Some technical abilities 
 

PowerPoint Presentations 
 
These are an excellent way to visually communicate with your audiences.  
Still pictures and video clips can be integrated into PowerPoint to create 
an active presentation.  It can augment an oral presentation or be used 
alone. 

What is needed for PowerPoint presentations? 
 

o PowerPoint software 
 

o Portable laptop computer 
 

o LCD projector 
 

o Screen or wall for presentation 
 

o Techno back-up 
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Intranet 
 

q Create a special page about the employee campaign. 
 

q Incorporate live action video into your employee campaign web 
site.  Take footage this year for next year’s event. 

 
q Send regular emails encouraging people to “check out” the page. 

 
q Post your newsletter updates here. 

 
q Include online pledge form and payment system (credit card, 

payroll deduction authorization). 

What is needed for Intranet use? 
 

o A great working relationship with your information technology 
people.  (Chocolate chip cookies help!) 

 
o Appropriate software for intranet bulletin boards and/or specialized 

pages. 
 

Things to Consider for Electronic Communication 
 

q Plan a long lead-time in your campaign timeline if you are developing a 
PowerPoint presentation.  A lead-time of two to six months is necessary 
for a video and possibly longer for the creation of intranet pages. 

 
q Focus your pictures and live action shots on the employees at work and 

participating in previous campaign events. 
 

q Include quotes praising employees from your CEO and Board Chair. 
 

q Get a professional to put together your video, PowerPoint or online 
presentation. 

 
q Check into your local cable access station or college intern programs for 

low or no-cost video assistance. 
 

q Chances are that someone in the organization’s marketing, public 
relations, information technology, or web design departments are 
proficient in PowerPoint and possibly web page development. 

 
q Collect video samples from other organizations that have employee 

campaigns for ideas on your video. 
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Sample Communications Plan 
 
Communications Prior to the Campaign 
Prior to ever going public with the campaign:  

 
q Gain support and approval for the campaign from your Foundation 

Board and CEO. 
 

q Present the program to the organization board for their information.  
Go with the support of your CEO or have the CEO make the 
presentation. 

 
q Keep your system board and system development office appraised 

of your plans and timelines. 
 

Four weeks in advance 
 

q E-mail and written communication distributed to each employee: 
 

• What is the Foundation? 
 

• Results of last year’s campaign (if applicable). 
 

• Pictures of employees participating in last year’s campaign 
events. Make sure the people in the pictures are still with the 
organization and agree to have their picture presented. 

 
• Publicity write-up and picture on the new campaign chair. 

 
• Briefly name the project benefiting from the campaign. 

 
q Presentation to department heads and managers: 

 
• Have the CEO endorse the program. 
 
• Include the Campaign Chair as part of the presentation. 
 
• Announce the campaign Fundraising goal, participation goal, 

and what it will fund. 
 
• Allow time for questions and concerns. 
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• Distribute a fact sheet – who, what, where, when, and why 

(see the chapter on “Solicitation” for more details). 
 
• Announce that a member of the campaign committee will 

want to make a presentation to their department(s). 
 
• Follow-up with managers who did not attend the meeting. 
 
• Make it fun!  Put a flower, bubbles, or some candy on every 

chair. 
 
 

q Present to the Auxiliary Board, Organization Staff Executive 
Committee, and any other employee-related boards: 

 
• Announce the support of your CEO. 

 
• These are “for your information only” presentations and are 

done out of respect for their positions within your 
organization’s structure. 

 
Three weeks in advance 
 

q Place posters/bulletins/fact sheets in prominent places (employee 
lounges, cafeteria, etc.). 

 
Two weeks in advance 
 

q Email and/or written communications to each employee: 
 

• Names and picture of committee members. 
 
• Campaign participation and fundraising goals. 
 
• Description and picture, if appropriate, of project that will 

benefit from the campaign. 
 
• Quotes from the campaign committee on why they support 

the project. 
 

• What is the Foundation? 
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One week in advance 
 

q Committee begins making presentations on the campaign to 
individual or groups of departments. Do not expect to reach 
everyone by holding voluntary information meetings.   It is best to 
attend department staff meetings and make presentations to reach 
the maximum amount of employees. 

 
q Hold informational meetings for all shifts. 

 
q Send voice mail invitation to everyone to the kick-off events.  Have 

a kick-off for each shift and each site (see chapter on “Promotions” 
for more information). 

 
Hint for multi-site campaigns:  Do not expect them to come to you; you need to 
go to them. 

Communications During the Campaign 
 
Voice mail/email/written communication at least one time per week announcing 
the amount raised, percentage of participation, and invitations to other 
promotional events. 
 
At the Kick-off event have fact sheets, brochures, and pledge cards available. 
 
 
Communications After the Campaign: 

Employees 
 

q After the final tally is in, produce a newsletter (email and/or written) 
detailing the results of the campaign and how the funds raised will 
benefit the chosen project. 

Media 
 

q Work with your public relations staff members. 
 

q Consider creating a photo opportunity and media story based on 
the project benefiting from the campaign. 

 
q Announce the amount raised – put a positive spin on the story 

whether or not the amount raised and participation goals were 
reached.  Focus on the benefit the project is bringing to the 
community. 
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Step Four:  Develop Your Year-Round Communications 
Strategies 
 
It is important not to lose the momentum you gained with the employee 
campaign, particularly when working with new employees.  After the campaign 
has ended, here are some suggestions for continuing the good work that was 
started: 
 

q Send two to three quick updates to your employee donors on how the 
funds are being used throughout the year.  Include pictures and stories.  
Use existing publications as a venue for this communication. 

 
q Make a presentation on the Foundation at every new employee 

orientation. 
 

q Have the employee campaign video shown at new employee orientation. 
 

q Send a welcome letter with a brochure and pledge card to all new 
employees. 

 
q Have a member of the employee campaign committee visit new 

employees with a brochure and pledge card. 
 
Be sure the Board of Directors is aware of the campaigns success and have 
them write a commendation to the employees. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

35 

Promotions 
 
 

IN THIS CHAPTER 
 

• Distribution of Campaign Materials 
 

• The Pros and Cons of Premiums and Incentives:  What 
Should You Use? 
Examples of Premiums  

 
• Organizing Promotional Activities and Events 

 

Step One:  Distribute Your Campaign Materials 
 
Decide on an appropriate strategy for distributing campaign materials throughout 
your organization.  There are four approaches: 
 
 #1:  Personal hand delivery 
 

This method is ABSOLUTELY the most effective way to make sure people 
receive personalized attention when they receive their materials.  See the 
chapters entitled “Structure of the Campaign” and “Solicitation” for 
information on structuring this type of a campaign. 

 
Pro:   Personal involvement and face-to-face solicitation reap the greatest 
success. 
 
Con:  Time and people intensive; takes time to coordinate. 

 
 

#2:  Stage a Kick-Off 
 

A kick-off is a great idea whether or not you have personal solicitation as 
part of your campaign. 

 
Pro:   Creates excitement. 
 
Con:  You cannot guarantee everyone will attend. 
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Ideas (choose one based on your organization’s culture and based on 
your budget) 

 
q Ice Cream Sundae Party 

 
q Luncheon 

 
q Booth at Employee Health and Safety Fair 

 
q Popcorn Social 

 
q Reception with Appetizers 

 
 

Your event should include the following elements: 
 

q Brochures/response device or a fact sheet and response device 
available to hand out (see chapter on “Solicitation”). 

 
q Attendance, support, and involvement from your campaign committee. 

 
q Consider running an employee campaign video or PowerPoint 

presentation throughout the event. 
 

q Off-site employees need their own event at their place of work. 
 

q Similar events need to happen on all shifts. 
 

 
#3:  Email Kick-Off 
 
Send out an email letter and response device (see chapter on “Campaign 
Materials” for sample letters).  Compliment the email kick-off with a voice 
mail encouraging people to check their email or the intranet bulletin board. 

 
Pro:  Quick way to communicate with many people; some prefer email. 
. 
Con: Do not use this as your only solicitation method, because not all 
people have access to email. 

 
 

#4:  Letters to Home 
 
Send a personalized letter, brochure, and response device to each 
employee’s home (see chapter on “Campaign Materials” for sample 
letters). 
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Pro:  Sends a message of credibility and allows time for people to 
consider a gift apart from work. 
 
Con: Difficult to track who actually received their letter. 
 

Methods with the Least Impact 
 

q Distributing campaign materials in department meetings – too many 
people get missed. 

 
q Having a supervisor distribute materials to their employees 

 
q Mailing the materials with their paycheck 

 
 
Step Two:  The Pros and Cons of Premiums and Incentives – 
Decide What Your Campaign Will Use 
 
Hint:  This is a great decision-making area to involve your campaign committee  
 

q Decide what level of gift will receive a premium: 
 

• Will every gift, regardless of amount, receive a small premium? 
 

• Will PTO pledges and “Hours of Pay” gifts receive a different gift 
than cash gifts? 

 
• What is the minimum contribution needed to receive a gift? 

 
q Examples of levels and corresponding premiums: 

 
• One-Hour Club members receive a campaign duffle bag  

 
• All gifts receive a coupon for a coffee drink in the cafeteria 

 
• Gifts and pledges of $100 or more receive a campaign pin 

 
• $10 for 4 pay periods receive a campaign mug 

 
• $20 for 8 pay periods receive a t-shirt 

 
q Be certain to set the minimum level to receive a gift high enough so the 

cost of your premium does not exceed the amount of a gift! 
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q Be sensitive to appearances – does it look like you are spending all your 

money raised on premiums? 
 

q All employees should be able to enjoy the gift – avoid gender or job-
specific items. 

 
q Be sure that the quality you offer this year can be offered next year. 

 
q Purchase your premiums from a reputable specialty advertising company 

(board members or your marketing department may have some good 
leads). 

 
q Order well in advance of the campaign; some logo items may take up to 

two months for delivery. 
 

q Avoid placing the year of the campaign on an item so you may re-use the 
item next year if necessary.  (Exception:  the campaign pin.  Employees 
love to put them on their name badges and collect them from year to 
year.) 

 
q Do not forget that your left-over golf tournament giveaways can be used! 

Examples of Premiums 
 

Inexpensive to Moderate 
 

q Garden seeds 
(personalize with logo) 

q Coupons for coffee drinks 
and video rentals 

q Ribbons 
q Magnets 

 

q Stickers 
q Parking privileges 
q Parking passes 
q Certificates 
q Lunch card 
 

Moderate to Expensive 
 

q Pins 
q Lunch bags 
q Duffle bags 
q Candy jars 

 
 
 
 

q Commuter and regular 
mugs 

q T-shirts 
q Collared shirts 
q Etched items 
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Hint:  Get a sampling of specialty advertising catalogs for more ideas. 
 

Step 3:  Organizing Promotional Activities and Events 
 
Use one more of these ideas to promote the campaign during the campaign 
period: 

 Drawings for All Who Make a Gift 
 

q Solicit prizes from the community.  CAUTION:  This can be time 
intensive – involve your committee in this activity or keep 
community solicitation at a minimum.  Consider having someone on 
the committee be chair of collecting prizes rather than you or a 
Foundation staff member. 

 
• Solicit prizes from internal departments. 

 
• Supplies in gift baskets from Materials Management. 

 
• Coupons for cafeteria (coffee drinks, ice cream, etc.). 

 
• Nice “left-over” prizes from past Foundation events. 

 
• Gifts or gift certificates from the Auxiliary Gift Shop. 

 
• Two tickets to your special event. 

 
q Announce raffle winners names and departments on email and/or 

voice mail. 
 

q Hold drawing in a central gathering place. 
 

q Do not ignore offsite employees in drawings. 
 

First-Day Donors Receive a Special Prize 
 

q Announce this opportunity in pre-campaign promotion. 
 

Goody Bag Delivery to Every Department 
 

q Cookies and Balloons with Fact Sheet (do not forget evening and 
night shifts!). 
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“Get-A-Chance-To-Win” Event 
 

q All participants have a chance to “spin-the-wheel” and win a prize. 
 

q Sports Theme:  All participants have a chance to make a basket 
and win a prize. 

Web Events 
 

q The 10th and 20th person to email you with the answer to a question 
posted on the employee campaign web site will win a prize (one 
email per person per day). 

 
q Everyone who responds with the correct answer to a question 

posted on the employee campaign web site will be entered in a 
drawing to win ______. 

Voice Mail Info Line Contest 
 

The 10th and 20th people who leave a message after listening to the 
info/update line will receive a prize (one message per person per day). 
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Solicitation 

 
 
IN THIS CHAPTER 
 

• How to Ask for a Gift 
Frequently Asked Questions 

 Asking for a Gift 
 Important Points to Keep in Mind When Asking for a Gift 
 Being a Successful Volunteer 

Facts about the Organization 
List of all Volunteers and Assigned Departments 

 Who to Contact With Questions 
 Campaign Timeline 
 Details about the Project for Which Money is Being Raised 
 Goals for the Campaign 
 A Special Thank You to the Volunteers 
 

• Training Your Solicitors 
 

• Options for Giving 
 
Do not take the easy way out.  Personal solicitation will always bring the best 
results.  As Hank Russo, the Father of Fundraising said, “Fundraising is very 
much like milking a cow, and you know how difficult it is getting milk from a cow 
by mail or by telephone!” 
 
Step One:  How to Ask for a Gift 
 
Give your solicitors all the tools they need to ensure their personal success and 
confidence. Create a Solicitation Packet with these contents:   
 

o Frequently Asked Questions 
o Asking for a Gift 
o Important Points to Keep In Mind When Asking for a Gift 
o Being a Successful Volunteer 
o Facts about the Organization 
o List of all Volunteers and Assigned Departments 
o Who to Contact with Questions 
o Campaign Timeline 
o Details About the Project for Which Money is Being Raised 
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o Goals for the Campaign – number of donors and amount wishing to 
raise 

o A Special Thank You Letter to the Volunteers 
 

Frequently Asked Questions 
 
Each organization will have a unique set of “challenges” to encourage happy 
giving.  It is critical that you think through these questions and arm your 
volunteers with the appropriate answers.  Do not attempt to use too much 
marketing and strategic jargon.  Honest, straightforward answers are respected.  
Usually the most productive answer to controversial questions is to reply that you 
“respect their individual stand on the issue, but you would like them to consider 
the employee giving campaign separate from hospital politics.”   
 

Asking for a Gift 
 
A point-by-point script provides an example of what the volunteer should say 
when they ask for a gift and helps the volunteer feel confident.   
 
 
Important Points to Keep in Mind when Asking for a Gift 
 
Setting the right stage for asking creates an environment of confidence and 
clarity.  Volunteers need to be emotionally prepared to ask.  The first rule is the 
volunteer must make his or her own gift first before asking.  It gives credibility to 
the “ask”.   
 

Being a Successful Volunteer 
 
The following serve as the friendly “rules” for the volunteer.  Start off by telling 
them, “We value the time you are giving us for this employee campaign.  Thank 
you in advance for volunteering.  Staff is available to help you in any way 
possible.”  Then emphasize the following:   

Leadership 
 

o Become a donor yourself. 
o Lend your name and enthusiasm to the campaign. 

 
 Time Commitment 
 

o The campaign will run from (date) to (date). 
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o Attend (number) of planning meetings lasting 1 hour. 
o Make certain that everyone in your assigned department has been 

contacted. 
 
 Volunteer Responsibilities 
 

§ Attend the kick-off on (date). 
§ Approach others to join. 

Facts about the Organization 
 
It is assumed that your employee leaders in the campaign will be well versed in 
the purpose and mission of your organization, but do not assume everything.  A 
crisp and direct facts sheet helps the confidence level of the volunteers.  
Additionally, your own facility will have some very unique issues that should be 
added to the corporate definition.  Be certain to contact your PR department for 
the appropriate documents. 

List of all Volunteers and Assigned Departments 
 
This list serves several purposes.  It provides group recognition to those who are 
helping the campaign to be successful.  It also provides a quick way for 
volunteers to contact each other and it serves as an invaluable template for office 
use.  With the name, include the telephone/email, and groups or departments 
assigned to each individual solicitor.  

Who to Contact with Questions 
 
Volunteers need to know who to turn to when there are questions or concerns or 
something exciting to share.  Have a readily available way for them to find the 
Foundation staff.  List names and telephone numbers and email addresses of the 
staff members assigned to help the volunteers. 

Campaign Timeline 
 
A colorful and cheerful timeline should be included in the packet.  This helps the 
volunteer pace themselves towards the happy conclusion to the campaign.   

Details about the Project for Which Money is Being Raised 
 
This is essential and serves as your case statement.  The volunteers must be 
familiar with the purpose of the donations.  It does not need to be elaborate, but it 
must be thorough and convincing.  There are a variety of ways to get this written.  
Interview the technician who will use the equipment or person in charge of the 
program or project.  Use non-jargon words! 
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Goals for the Campaign 
 
Everyone works best with a goal in front of them.  Add this to your timeline sheet 
or other prominent place in your packet. 

A Special Thank You Letter to the Volunteers 
 
Never forget the power of recognition and thanks.  Have a special letter, signed 
by someone significant - CEO, board member, patient, doctor, scholarship 
recipient - thanking the employee volunteers for their time in making the 
campaign a success. 
 
  
Step Two:  Training Your Solicitors 
 
It is a common fact that people are afraid of asking for money.  A face-to-face 
training session can do a lot to ease these fears.  For small groups use a kick-off 
event to start your training.  For larger groups have several scheduled training 
sessions at various times and days in various locations.  The training day should 
consist of a welcome, presentation of the project receiving the funds, and the use 
of the packet contents to drive the actual training agenda.  Prepare a bullet point 
training sheet that has point by point instructions: 
 
§ Make your own gift first. 

 
§ Contact your prospect for a face-to-face meeting. 

 
§ Sit with your prospect and explain the importance of the employee giving 

campaign. 
 
§ Tell them you have made your own gift and tell them about the leadership 

giving, also. 
 
§ Allow for Questions and Answers. 

 
§ Ask for the gift. 

 
§ Have the employee sign the pledge card. 

 
§ Give them a great big thank you. 

 
§ Turn your results into the Foundation office. 
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Points to Keep in Mind 
 
Roll playing is a favorite way to learn for solicitors, especially those new to the 
process.  At the training session, team up with someone in the development 
office, or better yet, ask the Chair of the Foundation board to join you in the 
training.   
 
It is best to keep solicitation peer-to-peer.  It could be construed wrongly if a 
supervisor solicits a subordinate.  However, it has been very successful to have 
subordinates solicit superiors.  For instance, some of the best results come from 
an administrative assistant in the Administrative office solicit those he or she 
works with including the Vice Presidents.  Understand your culture and create the 
best opportunities. 
 
Do training around food -- a breakfast, lunch, or snack, etc.  This always ensures 
the best attendance. 
 
Gifts can be used as an incentive and a thank you.  Give out something to those 
who attend the training.  If your budget is healthy, volunteers love T-shirts.  Put 
the campaign slogan on them. 
 
Confidentiality is as important in an employee campaign as it is in all organization 
policies.  Be respectful of the amount people are giving and if they choose to 
decline. 
 
 
Step Three:  Options for Giving 
 
Provide options to your donors.  Make it easy and affordable for them to give by 
using these various techniques: 
 

PTO gifts – minimum donation should be at least one hour of PTO per 
month. 

 
Payroll deduction – minimum donation should be no less than $5.00 per 
month. 

 
VISA or MC - provides an easy way to give.  Your organization may 
already be set up to handle these types of transactions. 

 
Check -- This should be an option for those who do not want something 
taken out of their paycheck.  Gift amounts made by checks are usually 
smaller than if someone is willing to give by payroll deduction. 
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Cash -- Some donors will give cash, but not many.  If this is the case, it is 
imperative that the money gets turned over the Foundation office as 
quickly as possible so a receipt can be issued. 

 
Multi-year Commitments -- Some campaigns are very successful in 
soliciting multiple year giving. This is a good way to go; however, contact 
should at least be made annually expressing appreciation to the employee 
donor who has made the three-year pledge.  If your organization is going 
through turmoil, mergers, etc., a one year campaign is advised. 
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Logistics of the Gift 
 
 
IN THIS CHAPTER 
 

• Developing (or Revising) Your Record Keeping System 
 

• Defining the Role of the Development Office and the 
Payroll Department 

 
• Arrange for Gifts Through Payroll Deduction 

 
• Arrange for Gifts of PTO 

 
• Consider Gifts of Time 

 
Depending on the size of your campaign, you may have hundreds to 

thousands of gifts and pledges coming in during a very concentrated period of 
time.  Advanced planning and preparation is critical to keeping yourself sane! 
 

Step One:  Developing Your Record Keeping System 
 
A good record keeping system will help you to: 
 

q Quickly tell how many gifts have been received and participation 
percentage 

q Appropriately record all donations 
q Receipt gifts from employees 
q Acknowledge pledges from employees 
q Track pledge payments throughout the year 
q Provide year-end summary of giving documents for employees. 

 
A good record keeping system may involve more than one software 
system: 

#1:  Raiser’s Edge and Other Fundraising Software 
 

q Enter gifts as they are received. 
   

q If this is an employee’s first gift, enter all the pertinent information and 
use the employee campaign appeal code. 
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q If this is not an employee’s first gift, enter it as a regular gift using an 
employee campaign appeal code (be sure to include the year of the 
campaign in the code – for example, “EE2015”). 

 
q Use a special thank you letter designed specifically for the employee 

campaign – the Foundation President should sign it. 
 

• Note:  Some organizations have the CEO sign their employee gift 
acknowledgements.  However, before making this decision, 
consider if the CEO’s signature suggests that their gift is not 
confidential among all staff. 

 
q It is best NOT to enter all employees’ names, addresses, etc. prior to 

the campaign in Raiser’s Edge because this will load your system with 
unnecessary information.  To track employee information such as their 
captain, solicitor, department, shift, etc., you will want to use an Excel 
file.  

 
q Run reports frequently during the campaign to confirm accuracy. 

A few words about pledges and fundraising software… 

Tracking Pledges 
 

q Depending on how your campaign is structured, you may have 
several different pledge systems:  PTO, hourly payroll deduction, 
etc.  This can create a nightmare for your Raiser’s Edge (or other 
fundraising software) operator.  Until you are able to provide the 
exact amount of the pledge, which you can not do until you have 
the donor’s hourly pay rate, you may want to consider one of the 
following options: 

 
• Track all pledges in a special Excel file and enter the 

pledges as gifts in Raiser’s Edge only as the pledges are 
received on a monthly or bi-monthly basis. 

 
• Hold the pledge aside until you receive the hourly pay rate 

and then enter the entire amount in Raiser’s Edge. 
 

q In either case, be sure the donor receives the appropriate thank 
you letter ASAP. 

Acknowledging Pledges 
 

q In Raiser’s Edge software, a unique receipt number is issued each 
time a pledge payment is made.  This means that your Raiser’s 
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Edge operator may have to send out 12 – 24 receipt letters per 
employee campaign donor each year.  To avoid this paperwork 
hassle, you may want to consider entering pledges every six 
months rather than every pay period.  Send letters every six 
months or annually.  You can keep track of the break down in an 
Excel file or with the documentation you will receive from payroll. 

#2:  Excel 

Pledge Payment Tracking 
 

q Depending on the experience of your fundraising software operator, 
Excel may be a good alternative for pledge tracking (see above). 

 
q Your payroll department may use Excel and can directly download 

payroll deduction or pledge information in your Excel file to reconcile 
how your records compare with actual pledge payments. 

Campaign Tracking and Reports 
 

To successfully track your campaign, you will need two Excel files that 
contain the following headings and information: 

1.  For employee solicitation tracking: 
 
Employee 

First 
Name 

Employee 
Last 

Name 
Dept Chair 

Person Captain Volunteer Shift Ask 
Made 

John Doe CCU Shelly 
Quinn 

Robert 
Mann 

Barbara 
Perkins 3 4/15/00 

Shift 1=Day; Shift 2=Swing; Shift 3=Night 
 

This file can be sorted by any of the above headings and will assist you, 
your chairs, captains, and volunteers keep track of who was solicited and when. 
 

2. For campaign success tracking: 
 
You will need to create an Excel file, based on the campaign you create, 

that helps you assess how the gifts are coming in.   
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Every campaign success tracking file should have the following field headings: 
 

Date 
Total 

#  
Cards 
Dist 

Total 
#  

Cards 
Rtnd 

Total 
#  

Annual 
Pledges 

Total 
#  

Payroll 
Deduct. 
Pledges 

Total 
# 

Cash 
Gifts 

Total 
# 

All 
Pledges 

Total 
#  

Gifts 

Total 
$$  

Pledges 
and 

Gifts to 
Date 

4/15/00 145 20 2 10 2 12 14 $500 
4/22/00 560 130 3 90 15 93 108 $3,780 
Etc., etc. 

 
Variations that you may want to apply to you file are as follows: 

 
q Total number of “Hour Club” pledges 

 
q Total number received through email 

 
q Percentage participating in payroll deduction (Total # of Payroll 

Deduction divided by Total # of Gifts) 
 

q Percentage participating in the “Hour Club” (Total # of “Hour Club” 
pledges divided by Total # of Gifts) 

 
q Percentage contributing annual pledges (Total # of Annual Pledges 

divided by Total # of Gifts) 
 

q Percentage contributing cash gifts 
 

q Of the employees asked to give, percentage that chose to 
participate (Total # of Gifts divided by Total # of Cards Distributed) 

 
q Average gift (Total $$ of Pledges and Gifts to Date divided by Total 

# of Gifts) 
 
 
Step Two:  Define the Rolls of the Development Office and the 
Payroll Department 
 

q Prior to the employee campaign, meet with the payroll office and 
determine how they will keep records of payroll deductions. 

 
q Arrange to receive a copy of all employee payroll deduction gifts (including 

gifts of PTO) for every pay period.  This will help you: 
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o Track the results of the campaign throughout the year. 
 

o Keep informed of the pledge and PTO payments. 
 

o Allow you to enter them in the appropriate system. 
 

q Be sure your Payroll Office can handle pledges of PTO – it is a 
complicated process and takes time to develop (see below). 

 
q Ask the Payroll Office to send you a notice any time an employee decides 

to discontinue their pledge so that you may adjust your records. 
 

q Be sure the Payroll Office has a system in place to discontinue the 
deductions once the employee has met their pledge total. 

 
q Do not assume that any processes are in place for payroll deduction – 

meet with the Payroll Office every year and give plenty of lead time.  
Taking cookies helps! 

 

Step Three:  Arrange for Gifts Through Payroll Deduction 
 

q Payroll deduction should be promoted as the primary method of giving to 
an employee campaign.  It is the best method for achieving maximum 
giving. 

 
q Many organizations suggest pre-set giving levels for payroll deduction by 

number of hours or dollar amounts.  Examples include:  
  

• Century Club -- $100 at $5 per pay period for 20 pay periods 
 

• Hour Club – One hour of pay per month for one year 
 

q Create your response device, giving payroll deduction options, in concert 
with a representative from your payroll department. 

 
q Send an initial thank you letter to all individuals who elect to use payroll 

deduction and mention the total amount they have pledged.  Keep it 
confidential. 

 
q In your thank you letter, reinforce that employees may cancel their pledge 

by submitting a written request to the Payroll department. 
 

q Send an end-of-the-year gift statement to all employees utilizing payroll 
deduction.  Even though this information is probably on their paycheck 
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stub, it is a nice way to say thank you again and ensure their continued 
support. 

 

Step Four:  Arrange for Gifts of PTO 
 

q These gifts are considered a type of payroll deduction and will need to be 
coordinated through the Payroll Department. 

 
q Particularly helpful for employees who are reaching the maximum PTO 

limits.   
 

q Pay careful attention to PTO gifts record-keeping; things can get pretty 
sticky if you do not set it up properly. 

 

Process for Payroll 
 

• Employees elect how many hours of PTO they would like to contribute 
and the amount of PTO they would like to contribute per pay period. 
 

• Payroll will need to calculate the employee’s hourly rate and the 
employee’s tax rate.   

 
• Payroll will then give you a total on exactly how much the employee is 

actually contributing (gross contribution minus the employee’s tax 
rate). 

 
• Payroll Office should provide the Development Office a breakdown of 

how much the PTO contribution amounts to each month for 
Development’s records. 

 

     Process for Foundation Office 
 

• Send an initial thank you letter to all individuals who elect to use PTO 
contributions and mention the total hours of PTO they have pledged. 

 
• In your thank you letter, reinforce that employees may cancel their 

pledge by submitting a written request to the Payroll department. 
 

• Send an end-of-the-year gift statement to all employees utilizing payroll 
deduction.  Even though this information is probably on their paycheck 
stub, it is a nice way to say thank you again and ensure their continued 
support. 
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Step Five:  Consider Gifts of Time 
 
This is a different concept that can be offered in conjunction with the request to 
contribute traditional gifts and pledges.  In this scenario, employees are also 
given the opportunity to agree to participate in a volunteer project coordinated by 
your organization. 
 

q Example: if you are raising money for the organization’s senior center, you 
might also ask people to pledge to assist in a house renovation for an 
elderly member of the community.  The details of the project can either be 
coordinated through the Foundation or another department of the 
organization. 

 
q Check with your local volunteer exchange for more ideas. 

 
q When the regular campaign is promoted properly, the option to participate 

in a volunteer project will not reduce the amount of gifts you receive.  In 
fact, it may boost response because people see that the campaign 
committee cares about people, not just money. 
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Recognition 
 
 
IN THIS CHAPTER 
 

• The Importance of Saying Thank You 
 

• Saying Thank You to Individuals 
 

• Group Employee Recognition 
 

• Committee and Solicitor Recognition 
 
 
In real estate we all know location, location, location is KEY.  In Employee Giving 
Campaigns, the key is recognition, recognition, recognition. 
 
“People respond to reward and recognition somewhat like performing seals and 
white mice.  No part of the campaign procedure can be much more important.” --- 
Harold J. Seymour 
 
Recognition deserves equal energy, equal creativity, and equal status with the 
solicitation that sought the gift and the cultivation that recruited the volunteers. 
 

The Importance of Saying Thank You 
 

q You can never say thank you too much. 
 
q Thank you should come in various formats, frequently, and from various 

levels for example, from the organization president, the solicitor, and the 
Foundation Board President. 

 
q Keep in mind your budget (do not get too extravagant) when you start 

giving employee incentives, because you will need to keep them 
consistent. 

 

Saying Thank You to Individual Donors 
 

q Thank you letters should be timely -- generated as quickly as possible, 
personalized and include the amount of the pledge and where the gift was 
designated.   
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q Inexpensive workplace thank you gifts are always a nice way to say thank 
you and a great way to promote the campaign:  

 
• clip boards 

 
• name badge holders 

 
• clothing items, (scrub shirts, T-shirts, visors) 

 
• post-it-notes 

 
• pens 

 
NOTE:  Always make sure an employee wishes to be recognized publicly before 
ever announcing their participation in a publication, meeting, etc.  
 

q List employee names in Foundation newsletter as well as in organization 
employee newsletters and publications. 

 
q Include a list of all donors and thank you’s with employee paychecks.  
 
q Recognize donors in front of their peers at a staff meeting.  

 
q Donor recognition boards are a powerful but expensive method to 

recognize employees and require a lot of work to maintain.  A less 
expensive way would be to blow up and post the donor names on a foam 
core and display in the cafeteria or on a wall or bulletin board.  Ask an 
employee who is creative/artistic to put this together. 

 
q Keep track of number of years employees have given and set up a special 

recognition/name club when their giving reaches 5 consecutive years. 
 
q Provide unique recognition and incentives for employees who upgrade 

from year to year. 
 
q Provide stick-on buttons or pins for donors to add to their employee name 

badge; it makes them feel special and promotes the campaign. 
 

Group Employee Recognition 
 

q Have the Mayor send a proclamation honoring the employees for their 
contributions. 

 
q Place an ad in the local paper saying thank you to the employees. 
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q Hold an awards luncheon and invite all donors. 
 
q Recognize all donors by entering their name into a drawing.   Prizes can 

be solicited from local businesses, e.g. dinners for two, car washes, 
salons, etc.  Drawings can be held weekly during the campaign, followed 
monthly as well as part of the recognition events.  Everyone loves 
drawings! Each month when the drawing winner is announced, is another 
opportunity to thank the donors and to tell them how their gifts are making 
a difference. 

 

Committee and Solicitor Recognition 
 

q Take snap shots of your committee members and post with a quote as to, 
“Why I Give to the Campaign.”  

 
q Recognize top solicitors with special gifts and certificates. 
 
q Spotlight your top solicitors.  Give them special certificates and enter 

name into a drawing for a special prize, i.e. Disneyland or other vacation 
package. 

 
 
Unique Idea:  If the campaign is near a special holiday such as. Valentine’s Day, 
you can have your volunteers cut out hearts for each donor and add to the wall 
as pledges come in.   
 
 
Remember, showing gratitude and recognizing the gift is the key to repeat and 
increased gifts. 
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Working with Other Organization Departments 

 
 
IN THIS CHAPTER 
 

• Meeting with Key Departments 
Working with Information Technology 
Working with the Payroll Office 
Working with Marketing and Public Relations 
Working with Human Resources 

 
• Remember These Simple Concepts 

 
 The Development Office or Foundation is part of a team that contributes to 
the overall well-being of the organization.  Make sure you act like a part of the 
team and keep the other key team members informed. 
 

Step One:  Meeting with Key Departments 
 
At least one month prior to kick-off (hopefully, well before that time), meet with 
these four key departments and brief them on the campaign’s purpose and goals. 
 

Working with Information Technology 
 

q Solicit their suggestions on their capability to help you promote the 
campaign through email, a web site page, your Intranet, etc.   

 

Working with the Payroll Office 
 

q Do not assume it will be easy for the Payroll Office to facilitate payroll 
deduction and gifts of PTO – give them plenty of time to prepare. 

 
q Clearly define who does what.  For example, the Foundation collects the 

initial form, Payroll tracks monthly payments, etc.   
 

q Involve them in the final development of your response device. 
 

q See the chapter on “Logistics of the Gift” for more information. 
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Working with Marketing and Public Relations 
 
Helpful Tip:  Because there are so many similarities between development and 
marketing and public relations, you may sometimes be in a position to explain the 
differences.  It is true, the Foundation staff members are the experts on 
fundraising; however, work as a team with Marketing and Public Relations to 
utilize their expertise in communications and promotions. 
 

q Honor lead times in publications. 
 

q Provide at least 4 weeks preparation for initial promotion in 
Marketing/Public Relations publications. 

 
q Ask for their assistance in announcing the campaign results to the press, 

your board, and the community once the final results are in. 
 

Working with Human Resources 
 

q They may be a great source for committee member suggestions. 
 

q Human Resources will be a great source of information for people NOT to 
include on your committee. 

 
q They can provide accurate lists and addresses for all employees. 

 
q Ask them to assist in identifying potential “hot spots” within the 

organization that may need some special attention during the campaign. 
 

Step Two:  Remember These Simple Concepts… 
 

o Keep these support departments INFORMED during the campaign. 
 

o Keep these support departments INVOLVED during the campaign. 
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To Combine or Not To Combine: 

United Way and Other Fundraising Campaigns 

That is THE QUESTION! 
 
 
IN THIS CHAPTER 
 

• Combining Campaigns – What to Consider 
 
Your first goal is to raise money for your organization, your program, and your 
project.  However, certain circumstances may provide an opportunity to partner 
your campaign with a United Way or another Fundraising campaign. 

Combining Campaigns 
 
If you are currently doing a United Way or another Fundraising campaign, you 
will need to determine: 
 

q How involved and committed is your organization administration to an 
outside campaign? 

 
q Are any of them leaders in the campaign or have a personal stake in the 

campaign? 
 
q Do employees feel pressured to participate at a given level? 

 
In these cases, combining the outside campaign with your employee giving 
campaign can be to your advantage by putting the campaign into your control. 
 

q “Giving begets giving” -- Most of us give to more than one charitable 
organization and by adding United Way to your campaign you are giving 
employees an opportunity to choose to give also to community-based 
health and human services that may have helped them or a family 
member in addition to supporting the organization. 

 
q Employees like choices -- If you combine the campaigns, present your 

pledge card in a way that encourages employees first to give to your 
campaign, but also invites them to use this opportunity to contribute to 
United Way or another federal campaign. 

 
q United Way pledge card may be separate or included on your campaign’s 

pledge card. 
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However, if there is not a lot of support or requests from employees to conduct a 
United Way Campaign, you might consider focusing solely on an employee 
campaign conducted by the development staff and an employee campaign 
committee. 
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When Good Campaigns Go Bad:  Troubleshooting 
 
 

IN THIS CHAPTER 
 

• Real-life Examples of Campaign Busters 
 

• Tips for “Shifting Gears” 
 

• When Is It Time to Postpone the Campaign? 
 

• Tips for Holding a Campaign in Troubled Times 
 
Even the best plan is sometimes thrown off by unexpected events that cause 
trouble.  You will surely be able to add some of your own experiences to this list 
below (yes, all of these really did happen). 
 

Real-life Examples of Campaign Busters 
 

q The day before your campaign kicks off, an article in the local newspaper 
incorrectly states that one-third of the employees from your organization 
will be terminated over the next two years. 

 
q A mere couple of weeks prior to kick-off, unresolved conflict between labor 

unions and organization administration results in a strike. 
 

q Just after the employee campaign begins, the organization board decided 
to scrap the project benefiting from the employee campaign and they 
publicly announced this without letting the Foundation know first. 

 
q In the midst of planning with your campaign committee, organization 

administration announces serious consideration of a merger with another 
facility due to decreasing revenues. 

 
q Half-way through your campaign, you find out your committee chair does 

not like face-to-face solicitation and, without your knowledge, has been 
encouraging your captains to find alternative ways to ask employees to 
participate. 
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Tips for Shifting Gears 
 
Any one of the aforementioned items is enough to cause a great deal of 
heartache on the part of a fundraiser who has diligently worked with their 
committee to plan a great campaign, but, all hope is not lost.  The following are a 
list of ideas to consider when circumstances dictate that you “switch gears:” 
 

q If the issue involves negative press, work closely with your public relations 
department to communicate messages to employees that clarify false 
information. 

 
q Work with your committee on switching gears.  By making them part of the 

process, you will avoid working within a vacuum. 
 

q Focus on the benefits the project will bring to the people in your 
community – take the focus OFF your organization. 

 
q Make sure your project is worthy of support regardless of the condition of 

your organization -- how much does it benefit the community; are the 
people who will benefit in need of the project? 

 
q Be honest with employees.  Do not try to cover up for the sake of the 

campaign, because everyone will see right through it. 
 

q Consider a lower-key campaign without too many events.  Those who truly 
see the benefit of the project will give regardless of negative issues. 

 
q Emphasize to employees and supervisors that the campaign is voluntary 

and confidential. 
 

q If the issue involves an unsupportive chair, be honest and direct with that 
person.  Relate how important their leadership is to the campaign and 
provide specific examples. 

 
q If you feel the campaign is headed for trouble, but are not receiving the 

support or response you need, put your concerns in writing.  This will help 
people attempt to find solutions for the appropriate issues. 

 

When Is It Time to Postpone the Campaign? 
 

q This is a decision you should not make on your own.  You need input from 
your CEO, Foundation President, and your campaign committee. 

 
q How much have you already spent on preparing for the campaign?  Are 

the premiums you purchased for this year suitable for next year?  Is your 
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CEO ready to accept losing this money if the campaign is cancelled or 
postponed? 

 
q Is the problem area a group of employees or has the issue permeated the 

entire organization?  Can you step lightly with the troubled area and 
concentrate on making a big splash with the rest of the organization? 

 
q Well-known issues that involve financial dishonesty or gross negligence, 

either real or perceived, on the part of your organization are difficult to 
overcome in a short period of time and are good reasons to postpone a 
campaign. 

 

Tips for Holding a Campaign in Troubled Times 
 

q Do not put dates on premiums and other campaign promotional items so 
they may be re-used at a later date if it becomes necessary to postpone 
the campaign. 

 
q Choose a project that benefits the community, not the organization.  

Rather than a new piece of office or treatment equipment, choose a 
homeless shelter that is supported by the organization, a hospice 
program, or a clinic for underserved individuals. 

 
q Communicate often how your project benefits people beyond the four 

walls of your organization. 
 

q Choose reasonably priced premiums; people are sensitive to cost during 
crisis. 

 
q Produce financial results throughout the campaign – show people you are 

being responsible with their donations. 
 

q Be flexible – you may need to change timing or change focus.  Structure 
your campaign so that this is possible. 

 
 
Note:  Even if the campaign does not occur as you had hoped, there is nothing 
wrong with putting a good structure into place this year that will blossom next 
year. 
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The Importance of Food 
 
 
IN THIS CHAPTER 
 

• Ideas for Combining Food with Your Campaign 
 
 
Food and fun go hand-in-hand.  Let’s face it; we all enjoy being involved if we are 
well-fed.  It just seems appropriate to devote a short chapter to this subject. 
 
Below is a list of ideas of how you can use food to create an atmosphere of fun 
within your campaign. 
 

Ideas for Combining Food with Your Campaign 
 

q Committee meetings and solicitor training:  
o Hold at breakfast or lunch.  Employees have to eat and this way 

they can work on the campaign and get fed.  
 
q For kick-off and thank you events:  

o Hold them at a time when convenient for the majority of employees. 
Have a theme, e.g. ice cream social, County Fair, or even tie into a 
special day, for example Cinco de Mayo.  Get local restaurants or 
your vendors to donate food. 

 
q Be sure to do something special for evening, night, and weekend 

employees who cannot make it to daytime kick-off or thank you events.  
Recruit committee members to make the rounds during off hours with ice 
cream sundaes, pizza, baked goods, etc.  Hand out balloons! 

 
q Weekly food gifts to the solicitors: 

o Packaged cookies, nuts, Lifesavers, M&Ms, chocolates, or See’s 
suckers will keep them energized and are always fun to receive. 

 
q M & M’s can be sent to each solicitor with a note, “Marvelous and 

Motivated Volunteer,” or a Twinkie or Hostess cupcake with a note, “You 
take the Cake!” 
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Budget 
 
 
IN THIS CHAPTER 
 

• Printing/Design 
 

• Premiums 
 

• Food 
 

• Meetings 
 

• Recognition 
 

• Office Supplies 
 

• Staff Time 
 

• Other Budget Tips 
 

Creating a Monster?  No, it is Just a Budget… 
 
 Since every campaign is different depending on your organization, it is 
difficult to give an average figure on the cost of an employee campaign.  
Therefore, the following guidelines have been prepared to help you develop a 
solid budget that will take you successfully through your campaign. 
 

Printing/Design 
 

q One of the highest costs of your campaign. 
 

q Work with your public affairs and marketing departments to find a quality 
designer and printer. 

 
• $$ Saving Tip:  Have the brochure/materials designed in-house by the 

marketing or public relations department then have it printed. 
 

q Be clear on your expectation when soliciting print bids: 
 

• One-, two-, or four-color 
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• Booklet, tri-fold brochure, etc. 

 
• Photographs or no photographs 

 
• Number of finished copies needed 

 
• Art supplied electronically or hard copy 

 
• Folding, stapling, stitching, or other finishing details 

 
• Paper type and color 

 
• Ask for advice for different options if you are unsure about a question. 

 
q Do not forget about posters  -- these are most effective if placed in 

temporary frames and hung in high-traffic areas. 
 
 
Premiums 
 

q Use a specialty advertising representative with a good track record for 
accuracy and being on time (check with your marketing department if you 
need a recommendation). 

 
q Be clear on your needs when soliciting a bid: 

 
• Number of items needed (generally, the more you buy, the greater the 

value) 
 

• Time frame in which you will need the items (this may effect shipping 
charges; rush orders are always extra) 

 
• One-, two-, or three-color personalized logo 

 
q Be sure to get several bids if working with a new specialty advertising 

representative.  Prices may vary based on a representative’s commission, 
his/her relationship with the producer, or his/her relationship with your 
organization. 
 
• $$ Saving Tip:  Find out if one of your board members owns a 

company that might be appropriate for a premium discount or donation. 
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Food 
 

q Budget food for your committee meetings, especially if you are asking 
people to give up their lunch hour. 

 
q Work with your in-house food services for less expensive rates. 

 
q Events:  Discussed at length in the chapter on “Promotion,” you can plan 

these events based on your organization and on the budget available. 
 

q Local restaurants may be willing to underwrite the food for a kick-off or 
thank you event.   

 
q Do not forget to check your board’s contacts. 

 

Meetings 
 

q Place motivational gadgets for your committee here (an item related to the 
theme that you distribute at a committee meeting; milestone celebration 
items, etc.). 

 
q Room costs – budget for this if you need to hold campaign meetings off-

site.   
 

Recognition 
 

q Employee campaign donor boards or other public recognition displays. 
 

• $$$ Savings Tip:  Work with your facilities department to design a 
recognition display if outside vendors are too expensive. 

 
q Thank you gifts for your committee members. 

 
q Recognition for your sponsors (plaques, certificates, etc.). 

 
q Thank you gifts for key departments that helped with the campaign 

(marketing, payroll, etc.) – a box of chocolate is always inexpensive and 
appreciated. 

 
q Room costs for a special dinner/lunch off-site that will honor employees 

should be placed here.   
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• $$$ Saving Tip:  Consider holding such an event at a board 
member’s home rather than a hotel. 

 

Office Supplies 
 

q Letterhead (you may want to invest in a special letterhead for the 
campaign which lists the names of your committee members). 

 
q Binders for committee members 

 
q Poster board/pens if in-house poster boards are needed. 

 

Staff Time 
 

q You may want to track this item to understand your return on investment.  
Do not forget to include administrative support and professional time.   

 
• CAUTION:  If this is your first employee campaign or if you are 

creating a major overhaul, your return on investment may not be 
positive until year two when calculating in staff time. 

 

Other Budget Tips 
 

q It is better to “over-budget” than to “under-budget.” 
 

q If you find you are exceeding your budget projections, share this 
information with the appropriate individuals immediately (for example, the 
Vice President for Development, Chief Executive Officer, etc.).  Be 
prepared to explain why the campaign costs are higher than you 
anticipated. 

 
q Keep accurate records of all expenses – this will make future budgeting 

efforts much easier. 
 
 
 
 
 
 
 
 
 
 


