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t’s an honor to share Marts & Lundy’s very first issue of Mission
Driven with the organizations and people who care about
charitable giving. This publication is a celebration of philanthropy.
No matter the magnitude of the mission or the nature of the cause,
organizations that truly engage the passions of donors can and are
translating generosity into world-changing outcomes.
We compiled this report not just to shed light on philanthropic dollars
raised, but also to highlight the great things nonprofits are doing
in their communities and in the world. Their devotion to serving
humankind, protecting animals, preserving history, promoting
the arts and excellence in education enriches every person on this
planet, and we simply cannot imagine our lives without their
enormous contributions.
All of us at Marts & Lundy are privileged to work with amazing
charitable organizations of all sizes, around the world, whose efforts
save, illuminate, restore and beautify lives. Anne Frank is known
to have written, “How wonderful it is that nobody need wait a single
moment before starting to improve the world.” These organizations
have never waited. They embraced their missions with an energy, an
ingenuity and a fierce commitment that continues today, and we
are deeply grateful to them for it.
One such nonprofit is Seattle Children’s, a Marts & Lundy client
partner of many years. From their home base in the Pacific
Northwest, they save children’s lives in all parts of the world with
groundbreaking treatments and innovative approaches to
patient care. We are honored to support the development efforts
that fuel the lifesaving work they do every day.

and
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Another is the Strawbery Banke Museum in Portsmouth, New
Hampshire. This jewel of a living history museum highlights an
evolving neighborhood over time—from 1695 to the present—using
37 authentically restored historic buildings to set the stage.
By sharing centuries of stories about the many immigrant groups
who called the Puddle Dock neighborhood their home, Strawbery
Banke informs and inspires visitors in unforgettable ways about
the importance of diversity and true community.
Community Food Centres Canada is building dynamic food-centered
communities across the country. More than a place to get a meal, the
Centres promote health, belonging and social justice in low-income
communities. We are grateful to play a role in CFCC’s fundraising
work and to help spread the word: “Good food can do great things.”
It is a particular honor for Marts & Lundy to serve organizations with
such outstanding traditions in different parts of the world as they
save, shape and enrich lives. We often talk about how effective our
clients are at development, but even more important is how they
translate those funds into serving the people and causes at the heart
of their missions. Their collective efforts are helping to shape a
brighter, stronger future for all humanity.
As Martin Luther King said, “Everybody can be great, because
everybody can serve.” These organizations and the people who carry
out their missions are, truly, great. We’re proud to support them
in their work and wish all of them a prosperous and productive year.

Sincerely,
PHIL HILLS

Marts & Lundy
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Never doubt that a small group
of thoughtful, committed
citizens can change the world.
Indeed, it is the only thing
that ever has.
— M A R G A R E T M EAD

02

Marts & Lundy

| Mission Driven 03

T HE SP I R IT OF COM MUN I T Y

Strawbery
Banke Museum

By exploring the lives of
everyday Americans
across cultural, social and
generational boundaries,
we preserve the past
for the good of the future.

By Anne Reusché, Senior Affiliate Consultant

In the early 1950s, federal officials slated Portsmouth’s Puddle Dock neighborhood for urban renewal.
The “blighted” area was scheduled for demolition until local activists stepped in to salvage history.
These grassroots preservationists—the founders of Strawbery Banke Museum—purchased the 10-acre parcel
from the city and saved 30 historic buildings from the bulldozers of progress.

In the same spirit of community that saved this neighborhood some
60 years ago, a new generation of supporters is stepping up to
ensure that this treasured museum and vital community asset thrives
for future generations.
Strawbery Banke now welcomes 90,000 visitors annually to its 10-acre
site nestled in the South End historic district of Portsmouth.
How did the Museum get its name? When the English settled along the
Piscataqua River in 1623, they called their outpost Strawbery
Banke for the wild berries they found growing there. They later
renamed their seaport city Portsmouth.
Today, this living history museum highlights a changing neighborhood
over time—from 1695 to the present—through architecture
and archaeology, scholarship and storytelling, and an unwavering
commitment to authenticity.
Using its historic buildings, gardens, collections and role players to
set the stage, the Museum draws visitors into an extraordinarily
compelling plot: How does a single neighborhood evolve over time
in response to economic, social, political, cultural and climatic
changes? Embedded in this narrative are the stories of immigrants
who settled in Puddle Dock over the centuries.
“In stewarding this singular place and the stories within, we invite
visitors to consider the commonplace in a new light,” says Larry
Yerdon, president and CEO of Strawbery Banke. “By exploring the
lives of everyday Americans across cultural, social and generational
boundaries, we preserve the past for the good of the future.”
A “Williamsburg lite,” the Museum is not.
With counsel and support from Marts & Lundy, Strawbery Banke will
soon launch a major campaign to elevate itself at all levels, positioning
the Museum for extraordinary success well into the future.

“The Museum’s strong culture of giving is very much aligned with
our spirit of entrepreneurship,” says Joe April, director of the
development. “When donors see the many ways Strawbery Banke
maximizes earned income opportunities, they know their
philanthropy will go even further.”
Top campaign funding priorities include restoring the final three
historic buildings in the Museum’s Heritage House Program
(see sidebar article), creating a leading-edge facility for Strawbery
Banke’s preservation experts and increasing the endowment
for special initiatives and education programs.
The Museum educates 10,000 schoolchildren a year through field trips,
curriculum guides, summer camps and online resources. Its History
Within Reach scholarship program ensures outreach to schoolchildren
from under-resourced districts. “We want young people, in particular,
to know that days gone by can speak compellingly to the here and
now,” says Bekki Coppola, director of education.
In its role as an anchor institution in Portsmouth, Strawbery Banke
makes history every day as a collaborator, convener and
civic partner. The Museum is honored to play its part in nurturing
Portsmouth, Seacoast residents and the local economy.
“We are excited about expanding Strawbery Banke’s role as a modern
public square where civic discourse thrives,” says Board Chair
Zachary Slater. “Through events, forums and pop-up programs,
we will encourage people to apply history mindfulness to issues
of the present day.”
By sharing centuries of stories about Puddle Dock residents from all
walks of life, Strawbery Banke is imparting one of history’s most
important lessons: that empathy builds community. In nurturing respect
for the multiple perspectives of all, neighborhoods and nations thrive.
Photo by David Murray, ClearEyePhoto
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T HE SP I R IT OF COM MUN I T Y, Featuring Strawbery Banke Museum

Museum’s Heritage House
Program Builds Resources
And Community
In 2009, Strawbery Banke launched the Heritage House Program—a
highly entrepreneurial venture to restore and lease unpreserved
and underutilized properties in its care. To date, 10 buildings have
been renovated with historical accuracy.
Through the Heritage House Program, Strawbery Banke preserves
buildings with exhibit space on the first floor and apartments or
offices, leased at fair market value, on the second floor. The Museum
uses the rental income to maintain the houses, in their finest
original period condition, and to support educational programs and
other initiatives at Strawbery Banke.
“With an initial philanthropic investment, we are able to transform
these historic buildings into contributing assets for the long-term
viability of the Museum,” says President and CEO Larry Yerdon. “Donors
are able to see in tangible ways how their support is making a
difference in perpetuity.”

Heritage House Program tenants—families and small-business owners,
retirees and history buffs—have the opportunity to live and work
in an authentically preserved American neighborhood. Their presence
among the Museum’s many visitors affirms, in the truest sense,
that Strawbery Banke is a living history museum.
Today, the Heritage House Program generates $500,000 a year in
rental income from 34 office spaces, 12 apartments and two residences.
With campaign support, three additional buildings, circa 1750 to 1820,
will be added to Strawbery Banke’s rental program.
Portsmouth resident Sharon Churchill is an enthusiastic proponent
of the Heritage House program and considers it a win-win for all.
The longtime Museum volunteer and supporter mentions that
Strawbery Banke is not just helping old houses come alive again, but
breathing life into an entire community. “Through the Heritage
House program, historical value and human value are one,” she says
with a knowing smile.

Photo by David Murray, ClearEyePhoto
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Saying Yes
to a

CAM PA IGN

to

TRAN S FOR M

C H I L DH O O D H E A LT H

By Ron Arena, Senior Consultant & Principal / Leader, Communications

“It Starts With Yes.”
Those words are not just a campaign theme at Seattle Children’s. More, they are
a potent reminder, an enduring commitment, an unwavering mandate to do
everything it can to deliver on a bold vision: to transform childhood health for
generations to come.
It’s a vision that is national in scope, reaching across and beyond Washington,
Alaska, Montana and Idaho ―states that represent the largest service area of
any children’s hospital in the U.S. It’s also a vision that plays out in a personal
way, focusing on one child and one family at a time:
•••

CAN WE BRING HOPE TO A FAMI LY IN TH E IR TIME OF NE E D?
CAN WE PROVIDE TH E CARE THAT WI LL G IVE H E R TH E H EALTHIEST
POSSIB LE FUTURE?
CAN WE FIND A CURE FOR H IS LIFE-TH REATE NING DISEASE AND
NOT JUST TREAT TH E SYMPTOMS?
•••

These are the questions that Seattle Children’s continually asks. And all
responses point toward yes.
“We see a day when we can say yes to hope, care and cure every time, for every
child,” says Dr. Jeff Sperring, Seattle Children’s energetic Chief Executive Officer.
“To get there, we need to continue to push, to innovate, to advocate, relentlessly.
We need to ‘go big.’”

08

We see a day when we
can say yes to hope,
care and cure every time,
for every child.
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Rooted in
Philanthropy
That effort, alongside the hospital’s core mission to
care for every child in its region, regardless of a family’s
ability to pay, is rooted in philanthropy.

e l i m i n at i n g b a r r i e r s t o q u a l i t y
h e a lt h c a r e f o r a l l k i d s
n e w r e s e a r c h t r i a l s , n e w fa c i l i t i e s
an d n e w d i scov e r i e s

th e powe r of ph i l anth ropy to
t r a n s f o r m c h i l d r e n ’ s h e a lt h

SAY I NG YE S

to a Campaign to Transform Childhood Health

A BOLD VI S ION AND A BOLD CAMPAIGN
Going big has a significant philanthropic component as well. Seattle
Children’s is in the public phase of a major campaign, with a goal to
raise $1 billion to save promising young lives, advance new discoveries
and treatments, and create healthier communities.
Already, the goal is well within sight, with nearly $900 million
raised as of the end of February.
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“The Seattle community and those beyond have placed their faith
in Seattle Children’s,” notes Doug Picha, long-time President
of Seattle Children’s Hospital and Research Foundation.
“The outpouring of generosity has been incredibly gratifying,”
he adds. “Our donors know that what we do here is directly tied
to the health and well-being of our kids and our communities.
Together, we really are on the cusp of transforming childhood
health in real and amazing ways.”
This includes using cancer immunotherapy, a revolutionary new
treatment that reprograms a child’s own T-cells ― the white
blood cells that fight infections ― to find and kill cancer cells.
Or unlocking the mysteries of the childhood brain to treat a wide
range of neurological disorders, including epilepsy, autism, brain
tumors, ADHD and other mental and behavioral health issues.

THE T IME IS NOW
We live in a special time and place. Medical breakthroughs that were
unimaginable even a decade ago are now within reach. Cures are on
the near horizon. Sea changes are in sight.
And Seattle Children’s is poised to build on the momentum.
It has been recognized by U.S. News & World Report as one of the
nation’s Best Children’s Hospitals—and the number one pediatric
hospital in the Northwest—for 16 years in a row. Seattle Children’s
has the research capacity and the intellectual muscle, as well as
the plan, the people and the passion.
And it has the heart, as embodied in its Odessa Brown Children’s Clinic.
OBCC has been a beacon of hope for Seattle for nearly 50 years. Its
namesake―community organizer Odessa Brown, an African American

single mother―was moved first to anger and then to action by
the lack of healthcare for low-income women and children.
She worked tirelessly to build a children’s clinic in her underserved
neighborhood, Seattle’s Central District.
Today, the clinic manages over 40,000 patient visits a year, offering
medical, dental and mental health services to families in need.
Its big-picture view moves beyond the clinic and into the community.
That can mean helping a child stay in school. Or providing a
child with a warm coat during the winter. Or helping families provide
adequate food and nutrition for their children.
Seattle Children’s, as part of its campaign, seeks to build a new facility
for the clinic and create a new model for OBCC―one in which
addressing the social, economic and environmental roots of illness
is as important as direct medical care.

Marts & Lundy
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Counting
What Counts
By Guest Authors, William Meehan and Kim Jonker

We are entering a new era: the Impact Era. The largest intergenerational transfer of wealth in U.S. history is now
under way, bringing with it the potential for a huge increase in philanthropic support for nonprofit organizations.
To realize that potential—to attract greater financial support and to leverage that funding to maximum
effect nonprofit leaders and fundraising professionals must apply the essential elements of strategic leadership.

Conducting rigorous impact evaluation is an especially important
element of strategic leadership, enabling nonprofits to “earn the
right” to obtain more funding. The development and application of
useful tools and approaches for impact measurement is robust and
ongoing. Yet the pace of implementation in this area has been slow.
What accounts for this gap between what is possible and what people in
the social sector are actually doing? The answer is twofold. First,
the incentives for nonprofit executives to seek out impact measurement
are mixed, at best. Second, donors, philanthropists and grantmakers
seldom require organizations to adopt an evidence-based decisionmaking approach and are reluctant to pay for it. The solution to this
impasse, we believe, lies in overcoming the second of these challenges:
Funders need to start demanding—and paying for—impact evaluation.
For nonprofit executives and staff as well as funders, we offer seven
ideas to help move impact measurement forward as the basis for
decision-making.
TR ANSL ATE QUALITATIVE INTO QUANTITATIVE
Each of your impact measures should be quantifiable. An organization
will learn things from the process of trying to translate qualitative
factors into quantitative ones, and that process will likely strengthen
its intervention considerably.
WH E N MACRO FAI LS, TRY MICRO
For decades, macroeconomists ran cross-country growth regressions
to understand the factors that promote economic development and
poverty alleviation, but this work did little to clarify which interventions
were most effective in advancing those goals. Then, in the 1990s and
2000s, economists at MIT and elsewhere began developing and testing
randomized evaluations (also known as randomized controlled trials,
or RCTs.) This turned out to be path-breaking work.
LEARN TH E LESSONS OF COST- BE NE FIT AND
COST- E FFECTIVE NESS ANALYSES
A cost-benefit analysis uses monetary values, whereas a costeffectiveness analysis weighs monetary costs against outcomes. Many
of the methodological strengths, weaknesses, complexities and
ambiguities we confront in the nonprofit sector were addressed long
ago in the application of these approaches to other sectors, and it is
time for the nonprofit sector to apply what is already known.
USE EVALUATION TO CREATE A LOOP TO DRIVE
STR ATEG IC THINKING
Impact evaluations should be conducted at various milestones to
evaluate progress against an organization’s strategic goals and
against its theory of change. This process enables a feedback loop:
By discovering what works and what does not, an organization
can refine and improve its strategy and its theory of change over time.

12

BE EARLY
Don’t wait until your organization is firmly established to start
measuring impact. Instead, start early and let evaluation results
guide your program activities as you grow. Starting early makes
it easier to conduct impact evaluations because the stakes and the
risks are lower. If an evaluation identifies a problem, it is easier
to change course when the program is small than when it is large
and has many stakeholders.
SHARE AND SHARE ALIKE
Rigorous evaluation enables an organization to earn the right to
exert influence across the nonprofit sector and in some cases
to generate momentum for a particular type of intervention, thus
multiplying its potential impact.
LISTE N TO E INSTE IN!
It is said that Albert Einstein, who was a resident at the Institute
of Advanced Study in Princeton, New Jersey, from 1933 to his
death in 1955, had a sign hanging in his office at the institute that
read: “Not everything that counts can be counted, and not
everything that can be counted counts.”
Drawing inspiration from Einstein, we wonder why some pundits in
the nonprofit sector have grown impatient with efforts to quantify
the impact of various interventions into complex social systems.
Increasing this kind of knowledge is important work, even if such
efforts result in imperfect measures or disappointing evaluations.
The quest in the nonprofit sector to clarify what can be measured
(and how) and what can’t be measured (and why not) is yielding
new insights. We urge you to join the impact evaluation
movement. You are certain to learn a lot from it, as we have—
including humility.
We strongly support efforts to make impact evaluation standard
practice in the nonprofit sector and an essential element of
decision making for nonprofit leaders and funders. Yes, of course,
Einstein was right: some important interventions will be
difficult, perhaps impossible to measure. But the best—indeed,
the only—way to discover what can be counted and what counts
is to try. The alternative—withdrawing into a philosophical
cocoon where quantification is viewed as inevitably reductionist
and intuition reigns smugly unchallenged—is really no
alternative at all.
————
Adapted from Engine of Impact: Essentials of Strategic Leadership in
the Nonprofit Sector, by William F. Meehan III and Kim Starkey Jonker
(Stanford University Press, 2017.)
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W HAT MOT I VAT ES MAJOR DONORS TO GIVE?

MARTS & LUNDY’S DATA COLLECTION

Curating Knowledge

When asked about what influences their giving, 1,103 major gift prospects answered:
I M PAC T
E D U C AT I O N
I N V O LV E M E N T
F A M I LY

A Campaign Planning Study will provide your organization with sufficient information and data—qualitative
and quantitative—to make an informed decision about the role of philanthropy in achieving your goals.
This is what we mean when we describe ourselves as combining wisdom and analytics in support of your mission.
Marts & Lundy has conducted thousands of these studies and interviewed countless philanthropists who invest
in causes and organizations they love. We’ve learned a lot from them! Those conversations enabled us to
develop an interview format that elicits feedback about your organization and leadership, the priorities you’ve
identified, the philanthropic priorities of your closest constituents and the likelihood of success in your effort.
This provides you with actionable information to succeed in your campaign and sustain your momentum long
after the celebration of goal achievement.

PERSONAL
GIVING
COMMUNITY
SUPPORT
KIDS
I N V O LV E D
MONEY
SCHOOL
PEOPLE
CHILDREN
MISSION

Moreover, we track trends in responses to standard questions to provide you with context. How do your
donors’ responses compare to those of similar organizations? What really impacts philanthropic behavior?
How influential is your leadership?
We queried our proprietary global database on six of the questions we are asked frequently, and we’re sharing
the answers here. We welcome your questions and look forward to continuing to share the wisdom and analytics
that emerge from the marriage of qualitative and quantitative intelligence.
MARTHA KEATES

/

Senior Consultant & Principal, Vice President for Business Development

About Our Global Database

985

O R G A N I Z AT I O N S

1,131

50

100

150

200

ARE DONORS INTERES TED IN SUPPORT I NG ENDOW ME NT OR CURRENT OPERAT IONS?

Marts & Lundy recently started including a question
in feasibility studies about donor preferences
for giving to expendable or endowed funds. Across
these studies, expendable support was preferred,
although “other” was often chosen to indicate a
preference for both.

We have included the same expendable versus
endowment question in recent online
constituent surveys. In this case, expendable
support was preferred more often, and more
people were unsure about their preference.

C A M PA I G N S
15%

10%

9%

ENDOWMENT

ENDOWMENT

31%

301
186
14

C A P A C I T Y O R Y I E L D A N A LY S E S

FEASIBILITY STUDIES

5,621

38%

FEASIBILITY INTERVIEWS
37%

E XPENDAB LE SU PPO RT

E XPENDAB LE SU PPO RT

OTH ER

OTH ER

DON’T KNOW / UNSURE

5%

54%

n = 109 Interviews

DON’T KNOW / UNSURE

n = 1,801 Surveys
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HOW MUCH TIME DOES AN ORGANIZATION TYPICALLY WAIT BETWEEN CAMPAIGNS?

MAJOR PROSPECT’S GIVING?

An interviewee’s opinion of the organization’s president is more important than their opinion of the
board. Having a negative view of the president cuts willingness to make a gift nearly in half, while
a negative opinion of the board makes a gift only slightly less likely.

88%

87%

81%

77%

L E A D E R S H I P A S S E S S M E N T: P R E S I D E N T
83%

79%

71%

70%

71%

59%
44%

VERY
POSITIVE

POSITIVE

NEUTRAL

N E G AT I V E

VERY
N E G AT I V E

DON’T
KNOW

VERY
POSITIVE

POSITIVE

NEUTRAL

N E G AT I V E

COUNT OF PERIODS

MAKE A GIFT

% WI LLI NG TO

L E A D E R S H I P A S S E S S M E N T: B O A R D

The average time between campaigns is about four to five years. However, frequently, campaigns
come one after another, with no time inbetween. In Marts & Lundy’s data set, there are some
organizations with nearly a decade and a half between campaigns.

B E T W E E N C A M PA I G N S

WHAT ARE T HE KEY AT T I TUDES TOWARD AN ORGAN I ZAT ION THAT WILL IMPAC T A

30

20

10

DON’T
KNOW

5

10

15

Y E A R S B E T W E E N C A M PA I G N S

C U R R E N T AT T I T U D E T O WA R D O R G A N I Z AT I O N

L E A D E R S H I P A S S E S S M E N T: P R E S I D E N T

83%

83%

70%

68%

VERY
POSITIVE

POSITIVE

NEUTRAL

36%

N E G AT I V E

Quiet phases are getting longer with more recent campaigns. Public phases might be shrinking, but
our findings are not statistically significant.

71%

59%

Q U I ET TO PU B LI C

44%

PU B LI C TO EN D

29%

DON’T
KNOW

VERY
POSITIVE

POSITIVE

NEUTRAL

N E G AT I V E

DON’T
KNOW

5
LENGTH (YEARS)

42%

ARE CAMPAIGN TIMELINES CHANGING?

M E D I A N C A M PA I G N

MAKE A GIFT

% WI LLI NG TO

Sometimes a negative opinion is better than no opinion. Interviewees with no opinion of the organization
were less likely to be willing to make a gift than those with a negative opinion of the organization.
However, people with no opinion about the organization’s president were just as likely to be willing to
make a gift as those with a positive opinion of the president.

4
3
2
1

PR E-2000

HOW MUCH SHOULD AN ORGANIZATION RAISE BEFORE THEY LAUNCH THEIR CAMPAIGN PUBLICLY?

Most campaigns in our data set have met about
half of their goal when they launch.

In the recession and post-recession periods,
organizations are raising a larger percentage of their
campaign goal before announcing the campaign.

2000–
2004

2005–
2009

2010–
2014

2015+

PR E-2000

2000–
2004

2005–
2009

2010–
2014

2015+

Quiet phases were longer for recession campaigns. Note that not all post-recession campaigns are
complete, so they might end up being longer than anticipated.
Q U I ET TO PU B LI C

PU B LI C TO EN D

4.2 Y R S

25%

50%

75 %

PERCENT RAISED BEFOR E L AUNCH

16

C A M PA I G N P E R I O D

QUIET PHASE

GOAL RAISED IN

PERCENT OF

44%

10

3 .7 Y R S

49%

75%

50%

25%

10
LENGTH (YEARS)

50%

20

4 .7 Y R S

4 .7 Y R S

Q U I ET TO PU B LI C

3 .3 Y R S

3 YRS

7. 5

5

2.5

100%

n = 156

PRE-RECESSION

RECESSION

P O S T- R E C E S S I O N

n = 436

PRE-RECESSION

RECESSION

P O S T- R E C E S S I O N

PRE-RECESSION

RECESSION
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Impact of Research
By Avon MacFarlane, Vice President, Offord Group
Senior Consultant & Principal, Marts & Lundy / Leader, Arts and Culture Practice

The YMCA of Greater Toronto is in the midst of a campaign
to build 10 new Centres of Community across the city.
Avon sat down with Wendy McDowall, Chief Development
Officer, and Michael Hall, Director of Research, to learn
more about the YMCA’s research.
Q TELL US HOW YOU’RE USING RESEARCH TO
MEASURE THE IMPACT OF THE YMCA GTA.

“Our donors want to see
that the community
is a better place.”
— Wendy McDowall and Michael Hall

18

A In three different ways. We are developing
an impact measurement and improvement
system to measure the impact of
participating in YMCA programs:
understanding the contribution that
our Centres make to the health of
their respective neighborhoods,
and more generally, the Y’s
contributions to the health of
people living in the GTA. We’re
also trying to ensure that by 2020,
we will have integrated impact
measurement into all of our youth
programs so we can continue to
refine them. Finally, we’ve developed
a GTA-wide health monitoring system
to inform our strategies and ensure our
services are providing social value targeted
to the needs of the population. All this data
helps us understand emerging health needs, the
contribution we are making to the health of our city and
the reach of our programs in relation to those needs.
Q HOW ARE YOU APPLYING TH E RESU LTS
TO YOUR PROG R AMS?
A In 2013, we completed baseline research to gain insights across all of
our locations, including the catchment area for the Cooper Koo YMCA,
just opened on Cherry Street. We have other communities in the
pipeline for similar baseline research (even before new Centres open)
so we have an understanding of neighborhood needs. Our research
also helps us decide where Centres of Community will be located. We
target high-priority neighborhoods and look at the surrounding 3–5
km service area to assess neighborhood needs, ensuring we are not
duplicating services and can make an effective contribution to the
health of local residents. The YMCA can be a force for prevention for
social issues. We want to get there before problems arise.

Q WHY ARE YOU DOING TH IS RESEARCH?
A We’re very focused on making sure these Centres have impact.
We want to do more of what we are doing well. More importantly,
we want to be open to understanding where we can do better.
This research informs future programs, investments and potential
locations for new Centres.
Q HOW DOES THIS MATTER TO YOUR DONORS?
A This is a great opportunity for fundraising
to be more transparent and to explain
the precise impact of philanthropy.
Our donors want to know that we are
measuring ourselves. They want
to see that the community is a better
place, and how lives are improved
because of their philanthropy to the
YMCA. But they are not expecting
consistently positive results—
together we can use the data to
understand our impact, and where
to change course or shift direction.
In addition, our research offers not
just the numbers for our donors, but
multiple proof points and individual
stories. Impact research makes for great
stewardship. When stories are backed by
research, people feel better about giving. It offers
a demonstrable ROI on the work we are doing.
Q WH E N AND HOW MIG HT ALL TH IS RESEARCH
COME TOG ETH E R WITH THAT OF OTH E R SOCIAL
SE RVICE AG E NCIES?
A Many charities are engaged in evaluations to better understand
the impact of their programs. However, most have not yet integrated
this as an ongoing component of their work. The approaches aren’t
yet standardized—different organizations measure different types
of impact. As a result, the charitable sector is a long way from having
an integrated impact measurement system. “Collective impact” is
being explored by some organizations, but this hasn’t been widely
adopted. In the meantime, the YMCA is committed to making our
research available as a public resource. We hope other organizations
will use it to further their own impact measurement efforts. Ideally,
it could offer some standards for developing a shared approach to
improving the health of the communities we serve.
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Community
Food Centres
Canada
By Alison Holt, Managing Director, Offord Group
Senior Consultant & Principal, Marts & Lundy

Food is at the heart of so many things in life.
Health, sustenance and well-being. Belonging and
social interaction. Dignity, hope and community.

It’s a simple fact that many of us enjoy every day. But that shared
experience is not open to millions of people who experience
poverty. Traditional food banks and charitable approaches, while
well-meaning in their intention, are often stigmatizing for the
recipient, and aren’t equipped to promote health and social
connection. It’s a realization that drove Nick Saul and several
colleagues to found Community Food Centres Canada,
a national nonprofit that’s building vibrant, food-focused community
spaces in low-income neighborhoods across the country.

20

Marts & Lundy

| Mission Driven 21

COMMUNITY FOOD CENTRES CANADA

“When you walk into a Community Food Centre, the first thing you
feel is welcomed, like you belong,” says Saul. “You can sit down
to a nutritious and delicious community meal, look up from that
meal and find all kinds of other ways you can get involved, meet
your neighbours, learn new skills and contribute to building your
community. Community Food Centres meet an immediate need,
and then go beyond that to give people ways to improve their health,
build social connections and find dignity and hope.”
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CFCC’s philosophy and rallying cry has attracted many champions
since it launched, including some of Canada’s most generous
philanthropists and corporations. The organization secured
significant funding and donations—including some seven-figure
gifts—and was able to begin to develop centers across the
country. Each center is developed in partnership with a local
organization that’s well-respected in the community; each
CFC offers free community meals, affordable produce markets,
community kitchens and gardens, food education programs
for kids and peer advocacy and civic engagement opportunities.
Seven years in, there are now nine Community Food Centres,
with three more launching in 2019.
The auspicious beginning was exciting, but CFCC wanted to make
sure they continued the momentum and got all the right elements
in place for sustainable fundraising.

CFCC’s leadership hired Offord Group to advise them on shaping their
internal structure and approach, determine whether and how to
create a campaign framework and articulate their priorities, and to
work with their marketing team on a case for support.
“We have a campaign goal of $50 million, which is ambitious for a
small organization,” says Susan Vardon, CFCC’s Director of
Strategic Partnerships. “It’s completely reachable when you look
at our trajectory over the last seven years. However, we have a
complex story to tell. We need to get the message right.”

CFCC is still in the early phase of its campaign, but its impact is
undeniable and spreading. “The campaign is making it clear
and obvious to donors that this is an exciting and worthwhile new
approach to making change,” says Vardon. “Early believers in the
work are renewing their pledges and making bigger commitments.
Corporate partners see their involvement with CFCC as an
opportunity to have national impact while engaging their employees
in important work locally. We are grateful that the framework of
the campaign is helping us to communicate impact and engage more
donors in the movement.”

Offord’s work helped clarify that message from the highest level
through to internal positioning with staff about the whys and
hows of a campaign. Working collaboratively, Offord supported CFCC
as it structured its fundraising team, developed a campaign plan
and integrated more closely the work of fundraising, programs, and
marketing and communications.
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Airport Appetites
Our picks for the best spots to grab a bite
while waiting for your flight.

Hartsfield-Jackson Atlanta International Airport
Atlanta, GA

Denver International Airport
Denver, CO

One Flew South (Terminal E), Paschal’s (Main
Terminal Atrium), Ecco (Terminal F), Varasano’s
Pizzeria (Terminal A)

Root Down (Terminal C), Elway’s (Terminal B)

Austin-Bergstrom International Airport
Austin, TX
Salt Lick BBQ, Amy’s Ice Cream, The Peached Tortilla

Baltimore & Washington International
Thurgood Marshall Airport
Baltimore, MD
Phillip’s Seafood, Obrycki’s Restaurant & Bar
(Concourse B)

Gen. Edward Lawrence Logan International Airport
Boston, MA
Legal’s Test Kitchen (Terminal A), Berkshire Farms
Market (Terminal B)

Chicago O’Hare International Airport
Chicago, IL
Tortas Frontera (multiple locations), Wicker Park Sushi
(Terminal 2)

Dallas & Fort Worth International Airport
Dallas-Fort Worth, TX
Dickey’s Barbecue Pit (Terminal A), Cereality Cereal
Bar (Terminal C), Sky Canyon (Terminal D)
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Detroit Metropolitan Wayne County Airport
Detroit, MI
Mezza Mediterranean Grille (McNamara Terminal)

George Bush Intercontinental Airport
Houston, TX
Pappadeaux, Pappsitos (Terminal E)

Daniel K. Inouye International Airport
Honolulu, HI
Lahaina Chicken Company

Indianapolis International Airport
Indianapolis, IN
Harry & Izzy’s (Concourse A)

Los Angeles International Airport
Los Angeles, CA
Ink.sack (International Terminal), Kogi Truck
(Terminal 4), Lemonade (Terminal 5),
Osteria (Terminal 6)

Miami International Airport
Miami, FL

Portland International Airport
Portland, OR

The Counter (Terminal D)

Country Cat (North Lobby)

Minneapolis-St. Paul International Airport
Minneapolis, MN

San Diego International Airport
San Diego, CA

Ike’s, Shoyu (Terminal 1), Surdyk’s Flights (Terminals 1 and 2)

Stone Brewing (Terminal 2)

Nashville International Airport
Nashville, TN

San Francisco International Airport
San Francisco, CA

Swett’s (Concourse C)

Napa Farms Market, Lark Creek Grill (Terminal 2)

Louis Armstrong New Orleans International Airport
New Orleans, LA

Seattle-Tacoma International Airport
Seattle, WA

Dooky Chase (Pre-Security)

Beecher’s (Concourse C), Anthony’s (Central Atrium)

Newark Liberty International Airport
Newark, NJ

Toronto Pearson International Airport
Toronto, ON

Vo Banh Mi, Saison (Terminal C)

Wahlburgers (Terminal 1), Fetta (International
Terminal), Corso (Terminal 3)

John F. Kennedy International Airport
New York, NY
Piquillo, Deep Blue (Terminal 5), Uptown Brasserie or
Shake Shack (Terminal 4), Croque Madame (Terminal 2)

Melbourne International Airport
Melbourne, VIC
Bar Pulpo, Café Vue (Terminal 2)

LaGuardia Airport
New York, NY

Washington Dulles International Airport
Washington, DC

Cotto (Terminal C), Minnow (Terminal D)

Bar Symon, Bistro Atelier (both Terminal D)

Orlando International Airport
Orlando, FL

Ronald Reagan Washington National Airport
Washington, DC

ZaZa Cuban Coffee (Terminal B)

Wow Bao (Terminal C), Ben’s Chili Bowl (Pre-Security,
Terminals B and C), Matsutake Sushi (National Hall)

Philadelphia International Airport
Philadelphia, PA
Tony Luke’s (Terminal F)

Heathrow Airport
London, ENG

Phoenix Sky Harbor International Airport
Phoenix, Arizona

Wagamama, Gordon Ramsay, Giraffe (Terminal 5),
Leon (Terminal 3)

Le Grande Orange (LGO), America’s Taco Shop,
Barrio Café (all in Terminal 4)

Multiple Airport Locations
Vino Volo, Wolfgang Puck, Cat Cora’s Kitchen,
Food Network Kitchen
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Philanthropy & Impact
Our comprehensive offerings ensure that no matter the size of your organization or the scope of
your fundraising needs, we can craft approaches and strategies that are best for you today
and meet your needs as they evolve. In addition to our extensive experience in campaign planning,
we work with clients to strengthen areas of the organization that are fundamental to a highfunctioning culture of transformational philanthropy.

COUNSEL THAT IS COLLABORATIVE & TAILORED
——
With deep experience in health sciences, higher education, independent schools and arts and culture, we put together the right team to
complement yours. Working side by side, we can help you assess critical issues and guide the implementation of strategies. We can help you
build long-term, sustainable philanthropic capacity.

INSIGHTS THAT SHARPEN FOCUS & PLANNING
——
We can assess your organization’s leadership, work environment, competitive marketplace and productivity. We can examine your
communications efforts, determine your campaign readiness and use both qualitative and quantitative information gathering to gain
insight from board members, volunteers, donors and community members.

COMMUNICATIONS THAT COMPEL ENGAGEMENT & GIVING
——
We work with you to build a strong messaging foundation, augmented by a full range of services to get the word out: strategy and research,
case statement writing and design, video production, campaign branding, website production, social media campaigns and more.

LEADERSHIP INITIATIVES THAT FUSE VISION & PHILANTHROPY
——
The magnitude and pace of philanthropic giving are amplified when the institution’s top leaders become its top philanthropy champions.
We created The Azure Summit for leaders of mission-driven organizations who seek the highest-quality teaching on the role they can play in
cultivating major donors and developing a deep and broad culture of philanthropy.

ANALYTICS THAT INFORM STRATEGY & INVESTMENT
——
Our analysts are experts in predictive modeling and scoring, descriptive statistics, data visualization and big data analysis. They built and
steward our proprietary global database, which contains more than 15 years of data. Used to study trends and benchmark performance,
it is an ever-expanding resource unmatched in the data-driven context it contributes to our fundraising counsel.
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