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FUNDRAISING LANDSCAPE

Today’s economic uncertainty.

Yet, donors are giving in record numbers.

Post-COVID desire to move forward.

Schools are receiving transformational gifts.



FUNDRAISING LANDSCAPE



Despite the economy:

More major, transformational gifts now than in our 18-year history. 

Post-COVID desire to move forward.

Desire to leave a legacy.

Organizations that postpone major gifts initiatives or 

campaigns:

Postpone the need.

See larger needs later.

Unprepared for stock market uptick or economic boom. 

FUNDRAISING LANDSCAPE



• Endowment

• Sustainability

• Maintaining the building after it’s built

• Making sure the foundation can weather storms

• Constituents are engaged

• Investor mentality

FUNDRAISING LANDSCAPE







SCHOOL PROFILE



CPA’S BACKSTORY







• Establish priorities and build case prospectus.

• Identify and qualify prospective donors to interview/survey.

• Listen to your key stakeholders.

• Engage investors in the project. 

• More than just a go or no-go decision. 

• Primes the pump. 

• Identifies campaign leadership.

• Reorients priorities if necessary.

• Determines alignment with key benchmarks for success.

THE FIRST PHASE OF A CAPITAL CAMPAIGN





Pillar #1:



THE FOUR PILLARS





#1: VISION

CPA leadership prioritized essential campus improvements 

Enhance the student experience 

Establish CPA as a regional center for Christian thought leadership 

Tested these priorities in the campaign study:

New arts center

Campus quad

Campus welcome center

Reclaimed gym space



#1: VISION

CPA constituents were excited by work completed in strategic plan.

CPA supporters were eager to invest in a bold vision for the future. 

Study identified pent-up enthusiasm for the school.

Potential for generous giving.



Pillar #2:



THE FOUR PILLARS

Confidence applies to administration and volunteer leadership. 

Trust is critical.

Donors are paying more attention.

Cultivation and stewardship are key to trust.



#2: CONFIDENCE AND TRUST

95% of those interviewed and surveyed rated their response as excellent, 

above average, or average, indicating a very favorable response rate.

Potential for leadership to play important role in the campaign.

• Trust in leadership regarding campaign priorities.

• Campaign is opportunity to raise their visibility.

• Strong trust in leadership to do what is best for the school and 

community. 



#2: CONFIDENCE AND TRUST

• Leverage trust in Nate Morrow, administration, faculty.

• The quality of a CPA education would motivate donors to stretch.

• Involve the current and past board.  Founders of the school still 

committed to its success today.



Pillar #3:



THE FOUR PILLARS

Campaign studies are more critical than ever.

LISTEN to feedback and adjust if necessary.

Involve donors in the decision-making process. 

Rethink the gift chart. 

Understand external landscape.



#3:  WILL YOUR DONORS FINANCE THE VISION?

• CPA successfully built and communicated its vision and strategic plan.

• Nearly all study participants (99%) recognized that the priorities 
were important to CPA’s future.  

• 92% of the families we interviewed said they would support the 
campaign with a personal gift.

• Campaign study built momentum and excitement.

• Campaign study findings drove messaging that encouraged donors 

and stretch their giving.



Pillar #4:



THE FOUR PILLARS

Peer-to-peer solicitations.

Spheres of influence.

Campaign is labor-intensive. 

Volunteers are key to quantity of solicitations.

New normal for virtual communication.

Increased donor engagement is a positive.

Staff and leadership are more engaged in solicitations.



#4: WILL VOLUNTEERS ROLL UP THEIR SLEEVES?

• CPA constituents are well stewarded and believe in the vision.

• More than half of the people interviewed expressed a willingness to 

volunteer at some level in a CPA campaign.

• Engage current volunteer leaders but also identify a new generation 

of key stakeholders among alumni and CPA’s network.





TRANSFORMING STORIES



Arts Center:

• A multi-use auditorium becomes a place where students 

learn, grow, and glorify their Creator.

• More lower and middle school students discover the arts 

early in their education.

• Students attend more assemblies with guest performers, 

speakers, and enrichment programs. 

• CPA offer arts and outreach programs to engage our 

culture. 

• Bring outside community into school. 

TRANSFORMING STORIES





Results .

Transforming Stories



The Quad and Front Door: Fellowship and Community

• The lawn as a central hub where students gather to discuss 

assignments, reflect on lessons, and build community. 

• The green space as an ideal spot to host a school event or club 

activity. 

• A welcoming focal point for prospective families and visitors: 

CPA’s first impression. 

• New home for enrollment and administration. 

TRANSFORMING STORIES



Results .

Transforming Stories









Missing campaign prospects–after the study

Constantly rising construction estimates 

Why not athletics facilities?

No naming opportunities

Volunteer solicitor lack of engagement

Everyone wanted Nate’s time

TRANSFORMING STORIES



New culture of strategic relationships and tailored asks.  

Building momentum for funding of other priorities.

Encouraging donors to stretch in their giving.

.

TRANSFORMING STORIES





Using momentum from the past campaign to jump start the next 

campaign. 

Continuous cultivation of donors and high value stakeholders to 

prepare them for the next campaign. 

Making the case that the new athletic and wellness center is highly 

needed and will positively impact every student at CPA. 

Plans for a $25 million campaign. 

TRANSFORMING STORIES



Increase enrollment

Improve the student experience

Generate excitement and awareness

Build a culture of philanthropy

Strengthen the relationships that lead to long-term financial 

sustainability

Meaningfully involve key stakeholders

.

TRANSFORMING STORIES





HOW DO YOU GET STARTED?



HOW DO YOU GET STARTED?

http://www.winklergroup.com/
mailto:jbush@winklergroup.com
mailto:jbrowning@winklergroup.com

