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Contact Information:

» Libby Post, President & Strategis
W: 518/438-2826
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Why Be An Advocate

* |f you don't stand up for your libra
will?

f you stand up for your library
Staff will

leaders will
officials possibly will (if we make it
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Your Advocacy Message

» Your message is the core argument .

Must be the foundation upon which
- organizing is based

old, clear, concise

le should feel their self-interests are
ed to the interests of the campaign

people In plain language
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Your Advocacy Message

« Message based in values should be su
compelling and understandable

Paul Wellstone:

“People respond according to their sense of right and
ong. They respond to a leadership of values.”

assume people will see the inherent logic
v and support us
2 them a reason to support us before
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Your Advocacy Messag

 Empowering people to participate a
* Take away a good feeling from being a
part of the campaign

motional hook

0 Inspire people to take action

ds on whether message leaves people
peful, energized and that their
vill make a difference
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What Do We Mean By
“Essential Service?”

Library
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Return on Investme
IISCARSDALE

Ill PUBLIC LIBRARY

OUR ACTIVITY FOR 2015

° . eBooks i
Vi \Y% ® T
H E\'H\ 27,86 bp |

263,732 PRl DMeIen 370,955 17,703 éBOOKS
LIBRARY VISITS wme?s%%?s%mus LEERIB GIREHIIE bl

$  af

ool TOTAL VALUE of Library ~ For evegy village tax dollar invested
programs and services: 2.39 RETURN
PROGRAMS $8,751,162 ON INVESTMENT

MESSAGE » STRATEGY » RESULTS MESSAGE:WHAT YOU SAY

COMMUNICATION et
SERVIBES RESULTS : THEY SPEAK FOR THEMSELVES!



ROI and a Building

CONTINUE OUR INVESTMENT...IMPROVE THE SCARSDALE PUBLIC LIBRARY

There's no doubt that the Scarsdale Public Library is well used and is a good investment of our tax dollars.

There's been a lot of chat about the proposed I to the building will includ Public Library Plan
improvements to the Library. Here are the facts. . A larger children's room

5 3 s * Quiet, comfortable reading and work spaces

We need to improve the Scarsdale Public Library o A dedicated teen zone 45% from 55% from
 The building does not comply with the Americans « A technology suite and Maker Space Fundraising Voter Approved

with Disabilities Act : and Grants Bond

E— e * Two new multi-purpose meeting rooms and four small

* The Library's maurvonm is built on a slab. Coupled quiet study/meeting rooms to accommodate the needs

with the room's 1970's wiring, it is nearly impossible of local community groups

to retrofit our space and keep up with the community's s Open stacks to house our full collection

technology needs o Accessible bathrooms and elevator $9,900,000
o The building is not adequate to meet the demands A Dig-Once Opportunity

of the community. Our two meeting rooms are
booked to capacity, there are no small group rooms
for students or others, the children’s room is too
small, our teens have no dedicated space and
there's no comfortable, quiet space for our patrons.

 Currently, the building is looking at repairs that if
not rectified will balloon to at least $4.5 million
within the next 15 years--the life of the

proposed bond. A‘.
-
We cannot and should not take a band aid m.

approach to improving the Library. The
Library’s Improvement Plan is an opportunity
for Scarsdale to come together and make a
positive difference for all of us.

[l evcosmcnon The Library's Trustees heard the concerns of the

| senommenssmesee Village Board and the community. $3 million has been
= cut from the proposed project and it is now the right
size for our community. The $3 million cut amounts to
30% of the net municipal costs

The total cost of the Library Improvement Plan is
$17.9 million. Independent estimators were used to
develop the project's cost.

For homes in Scarsdale assessed at $1.5 million
(average residential property assessment), the cost of

1 u - N the Library’s Improvement Plan would be $137 a year

I—H 0 | or $2.63 a week—Iess than a Starbucks coffee.

[[ ) f When looking at the costs of similar local library building
s projects, our costs are on the lower end of the scale.

Library Funding Sources Project Scope Start Year Total Square Footage | Cost Adjusted | Adjusted

for Inflation Cost Per SF
I|I I SCARSDALE Ossining Bond/Grant New Building 2004 44,000 $22,527,022.01 $511.98

Darien Private/Sale of Bidg | New Building 2006 54,000 $32,253,993.10 $597.30
PU B | E | B H A HY Mt. Kisco Bond/Grants New Building 2005 18,000 $11,073,870.97 $615.22
Greenburgh | Bond/Grants Expand & Remodel | 2005 42,000 $27,684,677 41 $659.16
Mamaroneck | Bond/Private/Grants | Expand & Reno 2008 33,000 $24,702,016.53 $748.55
for by the Friends of the Scarsdale Libra Scarsdale | Bond/Private/Grants | Expand & Reno | 2017 35,400 E;;lscﬁ'sr gals %n/sr:
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Strong Message=
Strong Advocacy

- * Build your base of support
— Community leaders

- Opinion leaders

iends and Patrons
ms and Dads

,,\nderSO
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Getting People Engag

» Folks relate to your message
» Get emotionally attached to your cau
Vill work for the Library

the Library to be strong and an
Nt part of the community
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Making That Energy
In Fund Raising

» Fast forward—you've won your ad
campaign

ow what?

your advocates into donors

€ your message but shape It so
ad of voting people give
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Your Fund Raising Messa

* Your message Is the core reason t
* The foundation upon which all asks ar

d, clear, concise and emotional
2 should feel their self-interests are
d to giving

0 people in plain language
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Your Fund Raising Messac

 Message based in values should be
- compelling and understandable
~ Paul Wellstone:

“People respond according to their sense of right '
ong. They respond to a leadership of values.”
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Your Fund Raising

« Empower people to participate and a
Have a good feeling from giving
Emotional hook
pire people to take action through

on whether message leaves people
peful, energized and that their
‘will make a difference

SSSSSSSSSSSSSSSSSSSSSSSS MESSAGE : WHAT YOU SAY

STRATEGY : HOW YOU SAY IT

IIIIIIIII

RESULTS : THEY SPEAK FOR THEMSELVES!



What Do We Mean By
“Essential Service?”

Library
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Basic Tools You’ll Nee

e Lists
— You need to have lists of your advocates.
* Friends

If you tracked your supporters in the voter file databa
ou'll have their snail mail address

garnered email addresses from an online petition,
em to the snail mail address

Jpdate phones—cell and land—that would
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Basic Tools You’ll Ne

» Understanding Who Gives and
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And for only the sixth time in 40 years, all nine major philanthropy
subsectors realized giving increases

AR

Giving to
Iinternational affairs
comprised a larger
percentage of total
charitable giving in the
United States, increasing
from 4 percent to 6

Giving to

environment/animals
w increased 7.2 percent

in 2016, the largest gain of
any subsector, outpacing
growth in overall giving
for the last two years.

Where did the generosity come from?’

percent in 2016

Where are all of the charitable dollars going?

(as a percentage of the total) '

P

£ Religion ~  $122.94billion

Giving by (by percentage o the ota) S % Education () $59.77 billion
Individuals \ subsector grew In . e
2016 except for giving Human Services  $46.80 billion
e to individuals. — . =
per:znt::egn‘:fz::gj Growth rates‘::nsged 1] To Foundations © ; $40.56 billion
adjusted) over 2015 ., from approximately
P ‘ 3-7 percent. )  Health ¢ $3314billion
Giving by The single largest :
Foundations contributor to the ©  Public-Society Benefit ¢ $29.89 billion
growth in total giving |
Wk 35 phscart (02 it was an increase of $10.53 | ¢ Arts, Culture, and Humanities " $18.21billion
when inflation-adjusted) billion in GIVINGBY | i =
over 2015 INDIVIDUALS—offsetting | &5 International Affairs ("} $22.03billion
S5 & dedines from . . —
Givingby | bequest giving. 4 %7  Environment/Animals (") $11.05 billion

Bequest gg“ |

To Individuals ¢ ° $712 billion

dedlined 9.0 percent (10.1
percent when inflation- g
adjusted) over 2015 /
oie Giving USA Foundation™, The Giving Institute, and the Indiana University Lilly
GM“Q by Family School of Philanthropy are pleased to continue their partnership in providing
Corporatlons the most comprehensive, longest-running, and most rigorously researched resource on
U.S. charitable giving, Giving USA: The Annual Report on Philanthropy. Itis a privilege to
cased 35 pacent 2.3 : report on Americans’ generosity and related historical trends on U.S. charitable giving.
mm.mﬁ Visit www.GivingUSA.org to
adjusted) over 2015 learn more and to order your copy of
Giving USA 2017: The Annual Report m
» Al figures o tis nfographic on Philanthropy for the Year 2016. ( I G
are reported in current dollars I

unless otherwise noted,




Who Gives More?

* Volunteers with a relationship to t
organization

— Households with at least one volunteer gi
at a much higher percentage than househol
ithout

who have been engaged in

nteers, after all
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You Have Lists, You
Raise Money, Now What*

* Legal Structure « Leadership
— Work through the — Who will lead”

Friends — The chair of the
Create a Foundation Library Board can't
» parate 501C3 so chair of the 501C3

the money is not board
ered public — There can be overlap

Y Council of — Mission is clear—to
support the Library

— Everyone gives
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Where Do You Start?

 Plan

— Determine what you want to do

— How much you’'d like to raise
» Be realistic

Donors It:IU-59 ol -:- -:-
years old are ot 0
nowthemost =& S&&
Iikf_ly to give Cee oo
online

an an
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Events—Most Time Co

* \What type of event
— Who are you honoring?
What kind of fun do you want to have?

10rary Committee
ate Support
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Events—Most Time .

 Logistics — Staffing

— Venue « Paying at '
- Ability to take ¢
cards

— Silent auction
— Program

- MC

— Cleaning Up

 Decorations/flowers
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Event Check List

MESSAGE STRATEGY > RESULTS October 2015 Determine signage needs a
*  Welcome sign ]
COMMUNICATION SERVICES = :
g * _Honorary committee/sponsor board a
Determine staffing needs [m]
TO: HOLLY McKENNA AND LITERARY LEGENDS EVENT COMMITTEE Détgming who' Wil MO the veiit =]
Determine order of program a
FROM: LIBBY POST Follow up on sponsor solicitation requests [=]
COMMUNICATION SERVICES Follow up on program book ad solicitation requests [u]
RE: EVENT PLANNING CHECK LIST Week of 11/2 Pmahleﬂ!he following
*_Food and beverage ar o
*  Guest count ju]
Below is a check list of activities for the event. This list is a living document. As we move forward, feel free to o Staffing ]
add to it and new ideas are developed » Program book layout and printing ]
* _Silent auction a
Event: Literary Legends, Saturday, November 14", 7 p.m.-9:30 p.m. at APL’s Delaware Ave. Branch Produce event journal [&]
Week of 11/9 Order corsages/boutonnieres for honorees m]
Timeframe Tasks Completed? Create event schedule and distribute to stakeholders m
August 2015 | Develop a budgel (see sheet atiached) :—p— Organize silent auction items and create bidding sheets 8]
o Establish d: goal to help estimate costs [m] Prepare attendee name tags o]
« Determine costs for food and beverage beyond what is donated O Develop seript for event 8]
e Determine entertainment costs beyond what is donated O Make sure honorees know what the program is and what is expected of [u]
. ::':umale costs to rent skirted high-top tables and 6™ tables for food. | 0 BT :':“L"p T
verages. silent action and check-in - -
o Podium and microphone rental costs [m] o Listof attendees [u]
Get Honorary Committee prospect lists from honorary chairs and honorees | X o Setout Iphabetically 8]
Develop list for programs ads: local business, other vendors. community = *_ Distribute program books. one per couple ]
partners General Set Up
Solicit event sponsors/program advertisers (local and major vendors) R * Silent auction table m]
Solicit honorary committee ] * Food and beverage tables ]
Organize silent auction committee and begin to solicit items O * Live music u]
September 2015 | Design invitation [m] *__Podium and Microphone ]
Food and beverage donations secured O *  Signage ]
i i donation secured [m) Order of Go for Program [u]
Solicit program ads (local other vendors, ity partners) | O ® Make sure MC and honorees are in place for program a
Secure additional names and add for invitation list from honorees [m] * Recognize elected officials and dignitaries a
Follow up on sponsor solicitation requests [=] ® Make sure awards are where they should be m]
Follow up on program book ad solicitation requests [m] *  Make sure seript is available and followed a
October 2015 Print and mail invitation package by October 1 O Post-Event Analyze what went well and where to improve for next year
Order honoree gifts [m] * Record and develop a check list o
Finalize food, beverage and live music O * Determine date for 2016 a
Reserve tables, podium and microphones as needed [w] Reconcile invoices. pay final vendor bills [u]
Targeted phone follow up on invitations O * Determine net income ]
Follow up on sponsor solicitation requests O
Follow up on program book ad solicitation requests [m]
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Event Budget

aany | [TERARY

PUBLIC

B LEGENDS

Sample Budget
Net Goal Fundraising Ratio Gross To Raise
Projected _ Actual _ In-Kind

[Cash Bar.
lent/Live Auction In

[Product Sales.

ity and Janitorial

95; g
3_
i

EREEEETE
i|i|iilii|i|i|

]

H

H
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af:

§

f

i

£z
iI!

FIT
NATIONS ESTIMATED
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Invite Package

* Should be professionally done

A VERY SPECIAL THANKS TO OUR LITERARY LEGENDS SPONSORS

RECOGNIZING OUTSTANDING LOCAL AUTHORS, ILLUSTRATORS & PUBLISHERS
FOR THEIR EXTRAORDINARY CONTRIBUTIONS TO THE ART OF LETTERS

CELEBRATING THE LITERARY TALENT OF LOCAL AUTHORS
* MARION ROACH SMITH *
* DR. LEONARD A. SLADE, JR. *

SATURDAY, OCTOBER 22, 2016

/))) KeyBank

« Johnson ALBANY -
ohcallB O weany | ITERARY
b taty [EGENDS

Bradmose overDrive €& overit
P A plan for life. - ARBOR HILL/WEST HILL BRANCH *

MEDIA SPONSORS ALBANY PUBLIC LIBRARY

W ACFU‘

e

+ HONORARY CO-CHAIRS *

Event

5 . . . | Saturday, October 22, 2016
Hox. DaxieL avp Auvssa McCov  How. Darius Stanmvear axp How. Nogiie Kinscr 00 P, — 9:30 P
THE ALBANY PUBLIC LIBRARY Arbor Hill / West Hill Branc
+ LITERARY LEGENDS 2016 HONORARY COMMITTEE * FOUNDATION Albany P

ublic Library

148 Henry Johnson Blvd., Albany

axD Ropexr V. Kevty [11 Steve anp Lucia Fiscuss Miciags anp Diaxa O v CORDIALLY INVITES YOU

LEBRATE

w AND Maria BECHARD ANDREW GAYVLE

istro

ts of the Abrookin Career and

Food | Café Capric
Parrice HoLiman
rical Center Culinary Arts Program
Bervano E Con Extes Y

Honx. N Bresun Rocer EN ] 2 z 2016 LITERARY LEGENDS New Wo
Bk Caioin Tastas G i aay | [TERARY' .
Civzia € Leonarp Riccnium

Mrrz Lawrexc
Hon. Rictap Conmt Moz |- Lo Exr ScHoFELD D Rebecca Muneay + DR. LEONARD A. SLADE, JR. *

P I
Dr. Groree Henprick axp Fs Mary-Er1en P LIBRARY LEG[NDS
B T =—e=| *MARION ROACH SMITH -
MICHAEL AND Ay Hurr - =
san D Exaec s Joro B Joxes : Hox. Karny Suenax

Enjoy | Wine, Beer & Soda
FOR THEIR CONTRIBUTIONS P

Downa Dixox ve Entertainment & Silent Auction
O THE ART OF LETTERS

B Sxiv

Karsiees icH AND M. Lovise McNerLy
Susan J. DuBois Horxy McKina xp Topn $

Tickets | $75 per person
Lixpa avp Ron Duown Paur Naxca axp GLunNA SprTzs 1. Davio Swawrre, OMNI Dever . | Honorary Committee $125 per persor

Enigrs AND Frep Vexprrm Karieges M. NauGHTER D Mavrice The

RSVP | by ay, October 1

Honorary Committec members are invited to a pre-event reception with the honorecs that stares at 6:00 p.m.
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Invite Package

NAME:
ALBANY .
PUBLIC ADDRESS: Crry: STATE: Z1p:
LIBRARY L[G [N DS
PHONE: Emarr:
—Yes, I/wE wiLL ATTEND LITERARY LEGENDS. PLEASE RESERVE TICKET(S) AT $75 EACH.
SATURDAY, OCTOBER 22 __YEs, I/WE WILL ATTEND THE EVENT AND JOIN THE HONORARY COMMITTEE.
7:00 P.M. — 9:30 P.M. P . 1. 555 . oy
LEASE RESERVE TICKET(S) AT $125 EACH. Names will be highlighted in the evenings journal.
ArBor Hirr/ West HiLL BrancH ) 5 8g &5
ArpaNy PusLic LIBRARY __No, I/WE CANNOT ATTEND THE EVENT BUT WOULD LIKE TO MAKE A CONTRIBUTION.
148 HENRY JoHNSON Bivp., . )
e ENCLOSED IS A CHECK IN THE AMOUNT OF $ Payable to: The Albany Public Library Foundation.
RSVP By OCT. 17, 2016 PLEASE CHARGE MY CREDIT CARD IN THE AMOUNT OF $
FOR MORE INFORMATION, __VISA __ MasTerRCARD CRrepIT CARD NUMBER:
PLEASE CONTACT ExPIRATION DATE: SECURITY CODE # ON THE BACK OF CARD:

Hovrry McKenNa

518-427-4367
president@ You can pay for your tickets online at www.albanypubliclibraryfoundation.org/news-and-events/
albanypubliclibraryfoundation.org

NAME AS IT APPEARS ON THE CARD:

Contributions to Literary Legends are tax-deductible to the extent allowed by law.
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Invite Package

awany | [TERARY

A
PUBLIC

e LEGENDS

= ~
— P ———

Albany Public Library Foundation
161 Washington Ave.
Albany, NY 12210

CELEBRATING THE
ACCOMPLISHMENTS OF:
* MARION ROACH SMITH -
* DR. LEONARD A. SLADE, JR. *

Albany Public Library Foundation
161 Washington Ave.
Albany, NY 12210
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Annual Appeal/Direct

 Renewable, reliable source of income
* Long-term commitment
Opportunity to reinforce message and “tell yo
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The Package

he Letter

MESSAGE P STRATEGY P RESULTS

COMMUNICATION
SERVICES "

51 N. 5th Street - Hudson, NY 12534 - 518-828-1792

Dear Dan,

old, her moth id “I kno u love reading fiction, but
pand your horizons.” The little girl told the Children’s Librarian at her local
i troduced her to the biography
Stories about Harriet
. Marie Curie.

Fast forward forty plus years to 2014, and that little girl is now Hudson’s Mayor, 2017-2018
Martin Hamilton. The Mayor eredits her local public library with who she is toda ANNUAL
dedicated public servant. Hudson Area Library's Summer Reading Program opens the APPEAL
same doors for the thousands of children who participate cach year

Knowing what the Summer Reading Program can do for any child--
the doors it opens. the minds it expands-—fuels my commitment to the
Hudson Area Library. Please join me in giving another gift to the
Library’s Annual Appeal —a gift that helps support our annual
Summer Reading Program.

A $25 donation helps underwrite 2 children coming to the program. S50 enables us to
provide 50 free books for Albany’s kids to take home and keep. $100 supports our annual
SummerFest on Saturday, July 12" where families from all over the city come for a fun-
filled day of activities, games, prizes and food.

Your support will ensure that our Summer Reading kids maintain and improve their
ills over the summer. We both know. as does Mayor Hamilton, reading
provides a window 10 the world through which children can expand their horizons far

pa'ru pate in the Library
to any of our city’s children.

Miranda Barry
lent, Hudson Area Library Board of Trustees
Please take a moment now to send in your contribution in the envelope enclosed. If you'd like to give
online, we ve got @ new portal for you to use. Just g0 to www. haldonate.org.

oYes, | want to contribute to Hudson Area Library Annual Appeal!
Enclosed is my contribution of:
050 OSI00 OS250 CISS00 omees donate

Please make your check payable to Hudson Area Library and mail it, with this form,
in the enclosed envelope, to 51 N. 5th Street, Hudson, NY 12534

2017-2018
ANNUAL
Dan Conuteson APPEAL

56 Warren St.

Hudson, NY 12534

MESSAGE : WHAT YOU SAY
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The Package

e Envelopes

IJM Support Our

51 N. 5th Street
Hudson, NY 12534

MESSAGE P STRATEGY P RESULTS

COMMUNICATION
SERVICES "

51 N. 5th Street
Hudson, NY 12534
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Opening the envelopes
and booking the
contributions is the really

fun part!
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Online Giving

Website NEVINORISTATE

ANIMAL

PROTECTION
FEDERATION

», EDUCATION FUND

HOME THE EDUCATION FUND DONATE NEWS CONTACT US

Good News for 5 Pit Bull Pups BRING ‘EM IN FROM THE
—_— V12 COLD CAMPAIGN

NEW YORK STATE

" NIMAL

> TECTION
FEDERATION

remal
o135 o) {3

WHAT IS THE EDUCATION
FUND?
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Onl

Donate NEW YORK STATE

Ine

ANIMAL

PROTECTION
FEDERATION

EDUCATION FUND

HOME THE EDUCATION FUND DONATE NEWS CONTACT US

Donate BRING ‘EM IN FROM THE
COLD CAMPAIGN

Our work

NEW YORK STATE

" NIMAL

> STECTION
y and send in your contribution which is ta cti t V. FEDERATION

DONATE NOW

o135 o)

WHAT IS THE EDUCATION
FUND?
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Online Giving

Donate to the NYSAPF Ed Fund
e

' u nt Please enter the amount you wish to pay:

Amount
| usD

« Return to Donate to the NYSAPF Ed Fund

Your private information is secured using SSL (Secure Sockets Layer), the leading security protocol on the Internet. Information is
encrypted and exchanged with an https server.

We respect your privacy. We will pass your name, address or e-mail address on only to the merchant.

Secure Payment provided by First Data Corp.
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Online Givin

lerchant page
ansaction

MESSAGE P STRATEGY P RESULTS

COMMUNICATION
SERVIGES "™

Donate to the NYSAPF Ed Fund
]

Review Your Order

Total Amount: uUsD 100.00

« Return to Donate to the NYSAPF Ed Fund

Pay With Your Credit Card

Cardholder Name

Credit Card Number

@2 visa = 2 130 I

Expiry Date (MMYY)

Verification

I'm not a robot o 4
reCAPTCHA
Privacy - Terms

Pay With Your Credit Card

Your private information is secured using SSL (Secure Sockets Layer), the leading security protocol on the Internet. Information is
encrypted and exchanged with an https server.

We respect your privacy. We will pass your name, address or e-mail address on only to the merchant.

Secure Payment provided by First Data Corp.

MESSAGE : WHAT YOU SAY
STRATEGY : HOW YOU SAY IT

RESULTS : THEY SPEAK FOR THEMSELVES!




Options

https://www.capterra.com/fundraising-software/

* Online Giving and Donor Tracki
= Network for Good
DonorPerfect
pestry/Blackbaud
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https://www.capterra.com/fundraising-software/
https://www.capterra.com/fundraising-software/
https://www.capterra.com/fundraising-software/
https://www.networkforgood.com/
https://www.donorperfect.com/
https://www.donorperfect.com/
https://www.blackbaud.com/fundraising-crm/etapestry-donor-management?utm_source=adwords&utm_medium=paidsearch&utm_campaign=google_search_us_alpha_brand_etapestry&utm_content=etapestry&gclid=CjwKCAjw_b3cBRByEiwAdG8WqnRgNcEXmTMAyQM4jauiWRvzzhWaWUku62nUjtI5V1cRI1hcH2wQ6RoC7oQQAvD_BwE
https://www.salsafundraising.com/
https://www.blackbaud.com/files/raisers-edge-experience/index.html?utm_source=adwords&utm_medium=paidsearch&utm_campaign=google_search_us_alpha_brand_raisersedge&utm_content=raisers%20edge&gclid=CjwKCAjw_b3cBRByEiwAdG8WqiRrMvd8EyCTy4ijbTGpXJy4PGzod3Cn-uRikRu-4PLjUnnBClmVyBoClcEQAvD_BwE
https://rally.org/

Online Fund Raising
and Social Media

* You have to be on social media
— Facebook

— Twitter

nstagram

ure your webpage is connected to
ebook page
our Facebook page lists your
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Online Fund Raisinc
and Social Media

ttps://nonprofits.fb.com/topic/fundraising-tools/ Face

NEW YORK STATE

ANIMAL

PROTECTION
Al Proteston FEDERATION

Federation

ssssssssssssssssssssssss MESSAGE : WHAT YOU SAY
'El I cA.I. I “ N STRATEGY : HOW YOU SAY IT

S—) sssssssss
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https://www.facebook.com/nysapf/
https://nonprofits.fb.com/topic/fundraising-tools/
https://nonprofits.fb.com/topic/fundraising-tools/
https://nonprofits.fb.com/topic/fundraising-tools/

Online Fund Raisi

and Social Media

@ Fundraisers () This fundraiser has ended ‘
. Thanks to everyone who donated! s e
OUt T ‘Jl «
Explore Qﬁ@‘g

Manage Janis, Todd and 48 other friends donated.

Help Me Support the
NYS Animal Protection
Federation Education
Fund

Shortcuts Created By
By Libby's Birthday Fundra...

& ar ‘ﬂ Libby Post
On Facebook sin
+ Raise Money e

Help Me Support the NYS Animal
Protection Federation_ Education Fund

Al Drr

imal Pro on Federation

& 4207 friends

¢ Edit Organizers

Fundraiser Questions Leam More
# Share » How do nonprofits receive donations?

T9

$2,840 raised of $2,500 » How do taxes work?

» How do fees work?
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https://www.facebook.com/donate/1545931822200178/

Strong Advocacy.
Stronger Fund Raising

~ * You have the lists

You have the resources
nave the ability

. to plan and raise $3!
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