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Why Be An Advocate 

• If you don’t stand up for your library, who 
will? 

• If you stand up for your library 

– Staff will 

– Friends will 

– Patrons will 

– Community leaders will 

– Our elected officials possibly will (if we make it 
politically safe for them) 



Your Advocacy Message 

• Your message is the core argument 

• Must be the foundation upon which all 

organizing is based 

• Bold, clear, concise 

• People should feel their self-interests are 

connected to the interests of the campaign 

• Talk directly to people in plain language 



Your Advocacy Message 

• Message based in values should be succinct, 

compelling and understandable 

• Paul Wellstone: 

– “People respond according to their sense of right and 

wrong. They respond to a leadership of values.” 

• Never assume people will see the inherent logic 

of our view and support us 

– Have to give them a reason to support us before 

asking for their support 



Your Advocacy Message 

• Empowering people to participate and act 

• Take away a good feeling from being a 

part of the campaign 

– Emotional hook 

• Want to inspire people to take action 

– Depends on whether message leaves people 

feeling hopeful, energized and that their 

contribution will make a difference 



What Do We Mean By 

“Essential Service?” 

Library 

Fire Police 

Health Care Schools 



Return on Investment 



ROI and a Building Project 



Strong Message= 

Strong Advocacy 

• Build your base of support 

– Community leaders 

– Opinion leaders 

– Friends and Patrons 

– Moms and Dads 

– Adult Users 

• Over and under 50 



Getting People Engaged 

• Folks relate to your message 

• Get emotionally attached to your cause 

• Will work for the Library 

• Want the Library to be strong and an 

important part of the community 



Making That Energy Work 

in Fund Raising 

• Fast forward—you’ve won your advocacy 

campaign 

• Now what? 

• Turn your advocates into donors 

• Continue your message but shape it so 

that instead of voting people give 



Your Fund Raising Message 

• Your message is the core reason to give 

• The foundation upon which all asks are 

based 

• Bold, clear, concise and emotional 

• People should feel their self-interests are 

connected to giving 

• Talk directly to people in plain language 



Your Fund Raising Message 

• Message based in values should be emotional, 

compelling and understandable 

• Paul Wellstone: 

– “People respond according to their sense of right and 

wrong. They respond to a leadership of values.” 



Your Fund Raising Message 

• Empower people to participate and act 

• Have a good feeling from giving 

– Emotional hook 

• Inspire people to take action through 

giving 

– Depends on whether message leaves people 

feeling hopeful, energized and that their 

contribution will make a difference 



What Do We Mean By 

“Essential Service?” 

Library 

Fire Police 

Health Care Schools 



Basic Tools You’ll Need to Start 

• Lists 

– You need to have lists of your advocates. 

• Friends 

– If you tracked your supporters in the voter file database, 

you’ll have their snail mail address 

– If you garnered email addresses from an online petition, 

match them to the snail mail address 

– If you can update phones—cell and land—that would 

be great 



Basic Tools You’ll Need 

• Understanding Who Gives and Why 





Who Gives More? 

• Volunteers with a relationship to the 

organization 

– Households with at least one volunteer gives 

at a much higher percentage than households 

without 

• People who have been engaged in 

advocacy 

– They are volunteers, after all 



You Have Lists, You Want to 

Raise Money, Now What? 

• Legal Structure 

– Work through the 

Friends 

– Create a Foundation 

– Separate 501C3 so 

that the money is not 

considered public 

– Join the NY Council of 

Non-Profits 

• Leadership 

– Who will lead? 

– The chair of the 

Library Board can’t be 

chair of the 501C3 

board 

– There can be overlap 

– Mission is clear—to 

support the Library 

– Everyone gives 



Where Do You Start? 

• Plan 

– Determine what you want to do 

– How much you’d like to raise 
• Be realistic 

• Years 1-3  

– Special events  

– Direct mail 

– Online giving 

– Social Media 

 



Events—Most Time Consuming 

• What type of event 

– Who are you honoring? 

– What kind of fun do you want to have? 

• Honorary Committee 

• Corporate Support 

• Event Journal 

• Invitations 



Events—Most Time Consuming 

• Logistics 

– Venue 

• Decorations/flowers 

– Food 

– Drink 

– Awards 

– Staffing 

• Paying at the door 

• Ability to take credit 

cards 

– Silent auction 

– Program 

– MC 

– Cleaning Up 



Event Check List 



Event Budget 



Invite Package 

• Should be professionally done 



Invite Package 



Invite Package 





Annual Appeal/Direct Mail 

• Renewable, reliable source of income 

• Long-term commitment 

• Opportunity to reinforce message and “tell your 

story” 

• Build donor/member base 

• Build relationship 

 



The Package 

• The Letter 



The Package 

• The Envelopes 



Opening the envelopes 
and booking the 
contributions is the really 
fun part! 



Online Giving 

• Website 

with donate 

button on 

homepage 

 



Online Giving 

• Donate 

page 



Online Giving 

• Merchant 

account 

page for 

amount 



Online Giving 

• Merchant page 

for transaction 



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

• Online Giving and Donor Tracking 

– Network for Good 

– DonorPerfect 

– eTapestry/Blackbaud 

– Salsa 

– Raiser’s Edge 

– Rally 

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 

– Instagram 

• Make sure your webpage is connected to 

your Facebook page 

• Make sure your Facebook page lists your 

website 



Online Fund Raising  

and Social Media 

Facebook page https://nonprofits.fb.com/topic/fundraising-tools/ 

 

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 Raising  

and Social Media 

https://www.facebook.com/donate/1545931822200178/


Strong Advocacy.  

Stronger Fund Raising 

• You have the lists 

• You have the resources 

• You have the ability 

• It’s time to plan and raise $$! 


