Increasing
Your Affiliate’s
Impact:
Ingredients for Long-Term
Success

Greetings!
Whether you are a Keep America Beautiful® (KAB) affiliate leader or a volunteer leader serving on the
board of a KAB affiliate, you have seen the power of clean, green, and beautiful communities.
You also might be the type of leader who wants to create more change and impact but are not quite sure
how to amplify the good work you are already doing.
Increasing Your Affiliate’s Impact: Ingredients for Long-Term Success is a KAB toolkit relevant to any
affiliate leader – new to the field or with years of experience – as well as the key people that work
alongside you. The toolkit is designed to increase and sustain the impact of KAB affiliates, and arranged
to provide the essential ingredients, handy references, and some inspiration to create positive change.
The toolkit has two themes, each with six topics.
The first theme is organizational development. Six related topics are dedicated to help you strengthen
and build your affiliate from strategic planning (Your Path to Progress) to program assessment and
alignment to tactics and approaches that can be springboards for growth and change (Data and
Research: Outcomes-Based Growth, Entrepreneurship).
The second theme – fundraising – explores six more topics. They include Fundraising Fundamentals for
those taking their first steps on the fundraising path to philosophies (Successful Relationships, DonorCentric Fundraising) and crucial tactics (Storytelling, Involve the People) proven to help affiliates go
further, faster.
Topics can be read and used one at a time for a specific need; they can be read by theme, six at a time; or,
every topic can be devoured for reflection and future application. (You’ll see the topics in organizational
development and fundraising are sequential – each topic building from the previous one.)
Over time, you’ll find in practice that the themes and topics are interrelated, and in some cases
inseparable. We hope you will begin to use Increasing Your Affiliate’s Impact as a digestible reference
you can revisit as you strengthen and sustain your affiliate.
Please contact KAB if you’d like more leadership support. We’re committed to helping you and your
affiliate’s impact grow.
All the best,

Helen Lowman
President & CEO

Your Path
to Progress:
Essentials of a
Strategic Plan
Are you being pulled in too many directions and working tons of hours? Are you juggling way too many
projects, all of which seem like high priorities? Have you been asked by your manager to run your new
affiliate, without a lot of direction? Other than running your affiliate, how many hats do you wear in your
job? Are you super busy, but don’t fully understand what you are trying to achieve? Maybe you know
how much is getting recycled or how much litter is being picked up from your streets and parks, but want
to better understand the impact of those activities. Are you making the progress that you, as the affiliate
leader, want to see?
No matter whether you’re working in government or for a nonprofit, or if your affiliate has a single
employee or 20, it helps to take the time with your colleagues or board members to make sure you
understand where you are headed, and that you are all pulling in the same direction.
Now might be the time for a strategic plan. (Or a new one!) An impactful strategic plan captures your
affiliate’s dreams and clearly communicates why your affiliate exists. It establishes your affiliate’s most
strongly held beliefs and makes a promise to those with whom you work about what it will be like to work
with you. It sets timebound goals and success metrics that help you clearly communicate your objectives
and measure your successes. It can even serve as an anchor that helps you develop your annual work
plan! Let’s explore the key ingredients of a strong strategic plan.

Vision
What do you dream of for your work, and for your community, that your affiliate is uniquely positioned to
address?
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Your vision should capture what your community would be like, if your affiliate accomplished everything
it set out to do and was no longer needed. Your vision should be bold, and unlikely to ever be reached. It’s
your North Star, inspiring and guiding your efforts. Think, too, how it can touch not just on your aims, but
your community’s dreams. What are your affiliate’s dreams? Is it a litter-free community? Is it a vision of
a beautiful place every resident can access? Are these physical features leading to broader goals, such
as a thriving economy, or a community without crime or blight? Think big! Be visionary and understand
your ultimate aim.

Mission
The mission statement captures simply, and impactfully, your reason for being. For instance, the Keep
America Beautiful mission is “to inspire and educate people to take action every day to improve and
beautify their community environment.” The mission should convey action (“to inspire, to educate”)
and results your affiliate seeks (“to take action, to improve, to beautify the local environment.”) At your
affiliate, what are your key “action words?” What results do your most important activities seek?

Values
Values are a great way to communicate what your affiliate believes and the promise you make to
stakeholders about the experiences they will have when they work with you. What are the beliefs your
affiliate holds most dear? Does everyone deserve to live in a safe and clean neighborhood? Does every
person have something to contribute? What does your affiliate value most inside and outside your
walls? Respecting all people? Continuing to improve the programs you deliver? Values are a great way to
express who you are on your best days, and they can help you have more and more of them!

Goals
Simply put, Merriam-Webster defines a goal as “the end toward which your effort is directed.” Keep
America Beautiful affiliates are routinely pulled in a lot of directions. Everything from organizing
cleanups and reducing recycling contamination to planting trees and reducing cigarette litter, and
more! Because resources are always limited, it is important for your affiliate to be very clear on its
priorities. Maybe you want to increase “outputs,” such as cleanups. That’s a great start. As you progress,
you’ll begin thinking about “outcomes” — the higher achievements related to your outputs. Perhaps
those cleanups ultimately are tied to growing community engagement, reducing crime, or cleaning up
waterways. Think about what you want to accomplish. That’s a good start. If you have not done so, begin
to ask yourself “why” you do what you do — put a number to it, manageable, but a stretch, to help you
keep getting better!
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Handy References
SMART Goals https://en.wikipedia.org/wiki/SMART_criteria
Outcomes Orientation https://simonsinek.com/product/start-with-why/

Inspiration
“Greatness, it turns out, is primarily a matter of conscious choice and discipline.” — Jim Collins
https://www.jimcollins.com/media_topics/GreatnessIsAMatterOfConscious.html
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Values: Creating
Cohesion Across
Your Team,
Programs, and
Relationships
Has your affiliate ever taken the time to identify the values by which it operates?
Every person has values; your affiliate does too. What do you value? What do you believe? What is your
essence? How are you consistently presenting yourself to others, and what do you want to reinforce?
Explicitly identifying your values can provide valuable guidance as your organization changes and grows.
They can provide clarity for employees and board members, and to everyone with whom you work.
Over time, the values you hold and to which you refer shape your affiliate’s identity. They will shape the
reputation that makes you stand out to corporate partners, community groups, funders, and others with
whom you work.

What are Your Affiliate’s Values?
Values are principles, standards, or beliefs that guide your affiliate.
The Keep America Beautiful core values are “courageous authenticity, transparent communication,
creative drive, positive attitude, and disciplined execution.”
Here are some suggested words to consider: quality, excellence, partnership, respect, responsibility,
reciprocity, teamwork, fun, continuous improvement, growth, pragmatism, relationships, diversity,
inclusion, capacity building, the list goes on!
Find the right number of core values that will be helpful to your affiliate. Identify those that you imagine
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will be unchanging and fundamentally define the character of your affiliate. (As a best practice, chose
three to five values.) Then, work with your team to write a paragraph about each core value the group
has identified, so you have consensus on what is meant by the words you’ve chosen.
Values applied routinely will reap benefits internally and externally.

Inside Your Walls
Values have impact. Let’s look at talent and decision-making as just two examples.
Talent
Attracting Talent: You want the best people on your staff. Knowing that a candidate’s values match yours
is just as important as a candidate’s skill set. Knowing who you are will likely help attract candidates that
suit your needs.
Aligning Talent: Your affiliate does a lot of different things, requiring a variety of skill sets. The programs
you manage can get siloed. A recycling manager may have significantly different responsibilities,
partners, and goals than the person managing cleanups or mural projects. With values operationalized,
colleagues will at least have a foundation of shared ways they get things done. That’s good for your team
culture!
Developing Talent: Incorporate your affiliate’s values into performance assessments. Not only are your
team’s measurable results important, but also how your team achieves them. Provide rewards for
employees who routinely embody your affiliate’s values. Use values to guide a colleague who veers from
behavior consistent with the rest of your team.
Retaining Talent: Keep high performers! They’ve likely embodied your values, excelling both inside and
outside your walls, contributing to the identity of your affiliate and its solid reputation.
Decision-Making
Your core values are a filter to use as you make business decisions.
For example, if you are committed to “integrity,” how can that help you decide on partnering with a
group or company that appears to not share your values? If you are committed to “community-driven”
programming, are neighborhood and school leaders part of your advisory group?
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Outside Your Walls
You may think most of the benefits of developing and adhering to core values are for you, your staff, and
board. However, your public-facing words and deeds will also reflect your values and provide greater
returns.
Integrity
“Is Keep X Beautiful who they say they are?” Your values are an important foundation from which you
can operate with integrity. Dependable, values-aligned behavior from your team creates consistent,
positive experiences with external stakeholders.

Reputation
Applied values, such as “honesty,” “optimism,” and “reciprocity,” will help tremendously as you secure
and sustain relationships with corporate partners and other investors that share and benefit from those
values.

Differentiation
An affiliate committed to values-based experiences and relationships will differentiate itself from
other organizations or government departments that do not. This can lead to more investment in your
affiliate’s important mission.

A Handy Reference
Mobilizing a Values-Based Culture… Lori Bryant and Sarah Jones
https://thesystemsthinker.com/mobilizing-a-values-based-culture-in-a-nonprofit-setting/

Inspiration
“Your beliefs become your thoughts, your thoughts become your words, your words become your
actions, your actions become your habits, your habits become your values, your values become your
destiny.” — Mahatma Gandhi
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Know Who
You Are and
Be the Brand!

Simply put, an organization’s brand is its essence, and the expressions of that essence. It is much deeper
than a logo, a tagline, or a t-shirt; each of those reflects your values and personality to authentically
present yourself to the world.
To brand your organization is to spend the time to understand how people experience your organization’s
processes, people, and services, and to strengthen and intentionally reinforce those qualities inside and
outside your office walls.

Know Who You Are
At the core of a brand are values. Values are principles, standards or beliefs that guide your affiliate.
Values aren’t simply displayed on a wall. They are operationalized. Values taken seriously and applied
routinely will define your affiliate and how you work.
Your Affiliate’s Values
Think about your affiliate like you would a person. What do you value? What do you believe? What is
your essence? How do you present yourself to others, and of that, what do you want to reinforce?
Begin by asking: does your affiliate operate with unspoken principles it has taken for granted?
What does your affiliate believe to its core? What principles does it hold dear, and about which it is
uncompromising?
Remember, values and beliefs will define how your affiliate operates internally and externally, not what
it does. Create a list of values. To prime the pump, here are a few words that may hit the mark: quality,
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excellence, partnership, respect, responsibility, reciprocity, teamwork, fun, continuous improvement,
growth, pragmatism, relationships, diversity, inclusion, capacity-building, etc.
Find the right number of core values. (It may be best to stick to three to five for practical application.)
Then, work with your team to write a paragraph about each core value you’ve chosen, so there is
consensus and clarity about the qualities captured by each word you’ve chosen.
Now that you’ve identified your core values, they can be more consistently and intentionally referred to
over time. Internally, they will be a compass to guide you in business decisions. They will inform how
you design processes for your affiliate’s programs and initiatives. They are a barometer to evaluate and
secure partnerships. They are a commitment in times of operational changes. Values are also useful to
attract, onboard, assess, and retain employees.
Your Affiliate’s Brand Personality
How would you describe the qualities of your affiliate?
Affiliates work with volunteers. Are you welcoming? Fun? Warm? Connecting?
You have a mission. Is your work purposeful? Research-driven? Community-driven? Optimistic or
transformative?
You get paint on your face and dirt under your nails. Are you approachable, practical, and hard-working?
If you run your community’s recycling program, are you experts, efficient, and continually improving?

Be the Brand
Be sure the values and brand personality you’ve worked diligently to define shine through in how your
affiliate presents itself to the outside world. Stakeholders and the general public will begin to understand
who you are and how you operate. When positive values and personality shine through, people will be
attracted to your affiliate, know what to expect, and will be more likely to get involved.
Brand icons, words and imagery
A logo is not a brand, but a reflection of it. Many Keep America Beautiful affiliate logos have literal
imagery associated with the communities in which the affiliates work Does the logo meet your affiliate’s
needs by hinting at values and reflecting your brand personality? Is it attractive, memorable, distinctive,
and One Shared Brand compliant?
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As you write your messages and choose photos or graphics for your newsletter, social media, or
advertising, are they authentic to your values? Do they reflect the positive brand experience that
volunteers and corporate partners and government partners can expect when they work with you?
Brand Ambassadors and Your Brand Promise
Your employees and volunteers are bought in! With just a little guidance, they become strategic brand
ambassadors, reinforcing your brand by acting and communicating in ways true to your affiliate’s values.
They are the keepers of your brand promise to your community!

Handy References
“United We Brand”, Mike Moser
Hinge Marketing/Elements of a Successful Brand
https://hingemarketing.com/blog/story/elements-of-a-successful-brand-1-brand-positioning

Inspiration
“Your brand is what people say about you when you are not in the room.” — Jeff Bezos, CEO Amazon
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Assessing
and Aligning
Programs to
Increase Your
Impact
You come to work each day at your affiliate, and you are serious about results. As an affiliate leader, the
checklists and tactics to make a program or an event happen successfully may be yours to create. Even if
you have a program manager, so often the day-to-day, month-to-month, and even year-to-year program
work has a rhythm that keeps your eye on getting the next project out the door.
For every leader, though, it is important to take the time to “look up.” Find time to assess the gap between
your hopes for program outcomes and your actual results. Evaluating your outcomes is a crucial,
challenging, inspiring, and sometimes surprising process to ensure your activities are getting better and
better in approaching your vision for your community’s beauty and environment.

Program Assessment: Improving Your Programs One by One
Hop onto a search engine of your choice and plug in “assessment improvement cycle.” There, you will
find a multitude of great tools that share instructive common themes. You will even see commonality
with the Keep America Beautiful five-step management process (“get the facts…develop a plan…evaluate
impacts…”!)
Setting Goals
Have you set clear program goals? Do you know what you are trying to achieve with all your programs?
It may sound simple, but be sure you are clear. This exercise may take more time than you think!
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For instance:
o On the litter front, are your goals to increase the number of cleanup events? Is your goal to
substantially increase the cleanliness of your community?
o On the recycling front, do you want more recycling, or better recycling in your community by
reducing contamination in what is collected?
o On the beautification front, is your interest in completing more projects? Or, are your efforts better
suited in doing fewer projects, but devoting some of your budget to consistently ensuring your
projects are well-maintained? Do you want your beautification projects to prioritize aesthetics,
environmental function, or feeding people?
Collecting Data/Evaluation
Now that you have named and understand your goals, your next step is to gather information to
understand if you are meeting them. This is a great way to engage staff, board, and volunteers. Gathering
and evaluating data can take a lot of forms, from field assessments to whiteboarding your programs to
assigning a score based on your team’s belief in their effectiveness in meeting your mission. The better
your data, the more reassured you can be that you will be successful in your assessment.
The Keep America Beautiful Litter Index is an effective, objective tool to understand if your community
is getting cleaner over time. Another approach can be collecting data over time to understand the
relationship between your cleanup efforts, and the cleanliness of places you’ve targeted. Is there a
relationship between your activities, and consistently cleaner spots? For instance, if you have an “Adopta-Spot” program, you can collect data to understand if adoption vs. sporadic cleanups is more correlated
with cleanliness.
On the recycling front, are you seeing the tonnage of recyclables collected increase? Is it related to a
campaign you’ve led? Are contamination numbers trending up, or down, and how should that impact
your education efforts? Your hauler’s quality control measures? Your community’s enforcement efforts?
Are your beautification efforts meeting your goals? What changes can you make to improve your
programs?
Act on Your Conclusions, and Repeat
With goals in hand and evaluation complete, you can create new plans to move your affiliate along the
path of continuous improvement in meeting your mission! You will know when it is time to begin your
process again with new goals, based on your new activities.
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Program Alignment: Assessing your Programs as a Portfolio of
Activities to Meet Your Mission
Congratulations! You’ve put in the hard work to set in motion a continuous improvement process for
your programs. The next step to consider is understanding how your programs leverage one another and
optimize your mission.
Now, think about your programs as a whole; a portfolio of activities all in motion to meet your mission.
Leveraging your Programs
Does it make sense for your program activities to stand alone, or can some support and leverage others?
There isn’t one right answer, but you may find combining activities will lead to increased community
impact, and more productivity in your staff and volunteer deployment. Can litter, recycling, and/or
beautification projects be combined to improve results for one, or both? If your volunteers are deployed
in specific geographies over time for one program aim, can other aims be added? It’s great when you can
accomplish multiple objectives when you’ve historically been focused on just one.
Evaluating your Programs as a Whole
Another way to optimize efforts in meeting your mission is to evaluate whether some programs are
performing better than others.
Consider an exercise where you assign a numerical rating for how each program is performing in meeting
your mission. You can work with your board, staff, volunteers, and others, but you want to engage people
who are informed! This simple exercise can launch important conversations about what programs you
should stop, maintain, or accelerate. For fun, toss into the mix program ideas you have, but haven’t had
the capacity to initiate!

A Handy Reference
Hedgehog Concept in the book “Good to Great”, by Jim Collins
https://www.jimcollins.com/concepts/the-hedgehog-concept.html

Inspiration
“We know what we are but know not what we may be.” — William Shakespeare
https://www.azquotes.com/quotes/topics/continuous-improvement.html
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Data and
Research:
OutcomesBased
Organizational
Growth
Boy, do you keep busy. You keep your volunteers busy, too.
The activities you can count in a year are impressive, and your supporters appreciate your work. It’s hard
to argue with tons of recyclables being pulled from the waste stream. How satisfying it is to see that
block that had been dumped on, clean again after a Saturday morning volunteer event. It just feels good
to plant trees!
Are the hours you are spending creating better results? Are you clear on what you are trying to achieve
with the hours and dollars you put in? The litter often comes back. That contaminated load of recyclables
may very well head to the landfill, even though you may be collecting more material than you did a few
years back.
Einstein often gets the credit for this wisdom: “Insanity is doing the same thing over and over again and
expecting different results.”
Your affiliate has led cleanups for years. Are you satisfied with the return on your investment? Does the
litter keep washing up on your beach, or keep turning up in your city’s alleys? Don’t you want to clean up
less litter? Is your affiliate making the difference it wants to make?
Let’s explore outputs vs. outcomes, and activities vs. impact. Let’s explore the questions of why and
what.
You may decide to think differently about your work, and along the way have more satisfaction by
understanding your aims and your results. This shift can lead to more impact and more growth.
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You’ve noticed. Keep America Beautiful has made a change to its goals, and how it talks about them.
https://www.youtube.com/watch?v=UkBha_Nn380
Keep America Beautiful is intently connecting our activities to purpose. Our activities are a means to a
variety of ends, such as crime prevention and economic development.
The Keep America Beautiful ambitions are focused on ending littering, not to just keep collecting it. Keep
America Beautiful wants to improve recycling, focusing on reducing contamination so more is recycled to
help the environment. Keep America Beautiful wants to beautify American communities. Implied in each
italicized word is that affiliates’ actions create lasting positive change.
Outputs
An output is an activity or a service such as, a cleanup, tree planting, installing a vegetable garden, or a
recycling drop-off site.
Outcomes
An outcome is a result, or, the impact of outputs. An ideal outcome of cleanups over time is a
neighborhood that is cleaner by a specific percentage. Outcomes of a vegetable garden can be measured
in pounds of produce, the number of families fed, and increased civic engagement in a community.
An outcomes-orientation brings the question of “why you do” to “what you do.” An outcomes-based
approach helps you aim for the change you wish to see in our communities.
Have the conversation with your team. Are you satisfied with an activities-based affiliate, or are you
interested in driving and realizing impactful outcomes?

Data, Research, and Growth
These days, corporate partners, foundations, and philanthropists want to know that their investments
are creating change. Data and research can help us be more strategic, provide indications our affiliate has
temporary and long-lasting impact, and together help us build a case for financial support.
Use research to make your case
You will find some handy references below. A treasure trove of data and research exists to help you make
the case to prospective investors that your affiliate’s activities aren’t just busy work. They matter.
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Strategize with Geographic Information Systems (GIS)
Geospatial data helps you recognize social, environmental, and economic relationships in a community.
It helps you understand, for instance, the proximity between people and green environments, and that
relationship to household income. Using GIS can unveil new purpose for your activities and provide great
visuals to share your affiliate’s story with stakeholders.
Budget for research
Participating in research means time and money, but that can transform your work. An alternative is to
connect with a local university where faculty and students can engage with your affiliate.

Handy References
Outputs vs. Outcomes The NonProfit Times
https://www.thenonprofittimes.com/npt_articles/grants-outputs-versus-outcomes/
“Community-Based Social Marketing to Prevent Litter,” Laura Cattell Noll
http://www.urbanwaterslearningnetwork.org/community-based-social-marketing-to-preventlitter/
Greenspace and Human Health Research http://lhhl.illinois.edu/

Inspiration
“Be the change that you wish to see in the world.” — Mahatma Gandhi
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Entrepreneurship:

Innovate for
Impact

Let’s begin with some questions.
Your Keep America Beautiful affiliate delivers solutions to solve challenges to your community’s quality
of life. Are you satisfied with your contributions, or is there more for you to do?
Do you see opportunities your affiliate is uniquely positioned to tackle, for the betterment of your
community, its environment, and people?
You and your stakeholders are passionate about your mission. Do you believe you can have more
impact?
Are you able to take calculated risks?
Do you have trusted financial partners who invest in you, respect you, and see that of which you are
capable?
If you are checking the boxes above, you are solutions-based. You are visionary. You are passionate. You
are enterprising. You are trusted and supported.
While you may not have thought about your affiliate as entrepreneurial, you might want to think again
for your community, the environment, and your affiliate. Let’s take a closer look.

Entrepreneurship and the Triple Bottom Line
An entrepreneur is someone who has an idea and secures the investments necessary to bring a new
venture to life, with the goal of making a profit.
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If you lead a nonprofit affiliate, you know that more often than not, you need revenues that exceed
expenses on an annual basis (This is often referred to as a “surplus.”) (If you lose money year after year,
pretty soon, your affiliate will no longer exist!) “Profit” in your budget isn’t just legitimate, but in fact is
preferred.
A little more about “profit.” While for-profit companies are defined by making as much money as possible
to create income for board members, owners, and shareholders, you seek a triple bottom line: “profits” (or
benefits) that are financial, social, and environmental.
As a nonprofit, you’re already delivering services to your community that have investors, whether they’re
corporate partners, government, or the philanthropic community. Each program (or business line) has
revenue that exceeds or falls short of expenses. Some programs, even if they add red ink to your bottom
line, are too important to your mission to stop. What to do? Look at the impact of your programs and
whether you are satisfied with income associated with its costs. What should you stop, maintain, or
accelerate? How can innovation help?
What quality of life challenges or unexplored opportunities exist in your community? Do your affiliate’s
track record and expertise uniquely position it to lead a new venture? Can your idea be funded? Can it
add black ink to your income budget?
Now you’re thinking like an entrepreneur!

Create New Business Lines to Contribute to Positive Community
Outcomes…
Research demonstrates meaningful outcomes associated with beautification. Clean and green places
have been shown to reduce crime, violence, and anti-social behavior. In times of climate change and
economic disparities, trees create shade, add value to neighborhoods, clean air and water, provide
benefits to wildlife, and can be a method for job creation and workforce skill development. Any greening
project has the potential for job creation, including community gardens, habitat restoration, and green
infrastructure.
Another idea: Go beyond covering up graffiti. Murals create jobs for artists, reduce government costs of
unsightly tagging and graffiti, and add long-lasting distinction and value to places that have long been an
eyesore or undervalued.
Crime reduction; cooler temperatures; cleaner air and water; supporting biodiversity; jobs for youth
or the underemployed and jobs for artists; a better-trained workforce investors will emerge when you
create new opportunities to set meaningful and measurable change in motion.
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…and Your Financial Bottom Line
People often talk about the stability of a three-legged stool. In the nonprofit world, the idea has often
been associated with government, corporate, and philanthropic income streams.
Ever notice an office chair sitting on five wheels? This image can help too: create sources of revenue that
include government, corporate partnerships, foundations, individuals, and earned income by providing
services for a fee. A helpful hint: build “profit” into that hourly rate by including a profit margin, and/or a
comprehensive, accurate administration allocation.
Over time, an entrepreneurial approach holds great promise: more income that is more diversified, and
momentum towards new, better ways to deliver your mission!

Inspiration
“Preserve the core and stimulate progress.” — Jim Collins, Built to Last
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Fundraising
Fundamentals:
From
Prospecting to
Stewardship
Thank goodness for the people that invest in our work! What would we do without them? Many affiliates
have investors who support them year after year. It’s important to remember though, that the only
constant in life is change, and that investor on which you heavily rely may not always be there.
To that end, to increase your chances for long-term impact and success, it’s important to not only sustain
the relationships you have, but to also seek new partners that can increase your revenue and diversify it.
Fundraising fundamentals are helpful to keep in mind for every affiliate leader interested in sustaining
a mission, whether you have a seat in government, a nonprofit, or a community association. They will
help you sustain your work, and in time, increase your impact! And they can be applied to just about any
potential partner or funder.

Prospecting
Prospecting is intentional time spent in identifying people, companies, foundations, and government
agencies that can invest in your affiliate. There are three important elements to finding the best
prospects.
Do potential prospects have a demonstrated affinity for your mission? While your prospect may have
the resources, if they have not historically shown an interest in community work, the environment,
volunteerism, or civic efforts, for instance, they may not be a fit.
Is your prospect’s capacity a match for your affiliate’s needs? Would a gift from your prospect be
meaningful for your budget or a program you manage? Think about gaps in your budget, or ambitions
you have to begin something new.
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FUNDRAISING

The third important consideration in finding a good prospect is the ease with which you can create a
connection with that person or company. Does a board member have a relationship s/he can leverage?
Can a volunteer or elected official create an introduction to that prospect you have your eye on? If you
can’t get to a prospect, s/he isn’t a viable prospect.
You can effectively prospect no matter what your budget may be. Get started by tapping into the
knowledge and relationships of key stakeholders in your affiliate, such as other donors, your board,
volunteers, and more. As your budget allows, there are many software tools and subscriptions that can
do the work for you.
No matter how you prospect, there are people and financial support out there that can aid, even
transform your impact!

Cultivation
Cultivation is most often a series of steps to introduce your affiliate to a prospect, with the intent of
securing financial support or in-kind goods and services. In successfully moving someone from prospect
to donor, the cultivation process must deepen your knowledge of a prospect’s interests and how they
relate to your mission activities. It is important that as you get to know your prospect, that you create
opportunities for them to meaningfully and personally engage in your work.
There are countless ways to cultivate a potential donor. After an initial meeting, be sure to follow up
with a thank you. It’s difficult to top that as a start! Seek the opportunity to meet again, or based on what
you know of the prospect, invite them to a project or activity, or to be part of a committee or task force.
As you see more evidence of a prospect’s interest in your affiliate, don’t let too much time go by before
asking if they’d consider a contribution and set that meeting!

Solicitation/The Ask
Yes, you’ve come to the moment of truth! It’s okay to have some butterflies. It means that you’ve done
the work and hopefully will gain a prospect’s financial support.
Here’s the thing. If you’ve done your prospecting and cultivation well, your request for support will flow
naturally from the knowledge you’ve gained about the prospect, and the relationship you’ve developed.
The ask at this point won’t be just based solely in your interest, but the prospect’s too!
Based on what you’ve learned, you may know exactly the contribution amount you seek, and the activity
that will resonate with the prospect. Or, you may think it best to offer two or more ideas for the prospect
to consider. Now, go land that gift!
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Stewardship
Congratulations are in order; you have a new investor in your affiliate! Remember, you now are in a
relationship. This approach will be the key to your success in sustaining a donor’s commitment.
o Stewardship is the active, ongoing process of caring about and communicating with your donor.
o Stewardship is authentic engagement, ensuring your donor routinely feels connected to your
affiliate.
o Stewardship activities can come in a variety of forms but should be based at the intersection of
your mission, and the donor’s specific investment and personality.
Be sensitive to the kinds of activities or engagements you believe they’ll enjoy. Setting up one-on-one
update meetings, sharing personal notes, or sending emails about related events are just some ways to
further your relationship. The main thing is to show your donor that s/he is important to you and your
affiliate, and that your relationship is based in mutual interest, not a financial transaction alone.

Inspiration
“Fundraising isn’t really about money. It’s about people.” — Larry C. Johnson
https://www.pinterest.com/fundraiseideas/fundraising-charity-quotes/
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Successful
Relationships:
Securing and
Sustaining
Multi-Sector
Support
You’re keeping your community clean, green, and beautiful. You have impact, and you have your
colleagues, your volunteers, and a great strategy that are crucial to your success. But you know you could
do more, if you just had the resources. Where can you find more support? How can you make it last?

Government
Lots of Sources, Lots of Angles
Do you know the source of funds that supports your affiliate? Research the pools of public dollars in your
community, and their uses. Your search could lead to new sources of revenue for your affiliate and create
wins for public officials too. General funds, road/capital funds, fines, fees, grants, and dedicated funds,
such as for stormwater management are worth exploring to support your mission!
Remember Fleets, Labor, and Other Services
How can government help your affiliate with its fixed costs? Expertise? Are there trash trucks or
dumpsters they can provide? How about mulch from the trees felled during the latest storm?
Lead with your Cost/Benefit Analysis
At that budget meeting, when decisions will be made about your funding, put your cost/benefit ratio
front and center. Government wants to pinch its pennies, stretch them, and put them to their highest
use. When for a government buck, you’re delivering an additional buck, or more, your pitch to sustain or
increase funding gets easier.
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Corporate Partnerships
Compared to government or foundation grantors, corporate partners are often less concerned about how
you allocate their investments, if they are getting good value from your affiliate. These dollars may be
more flexible, allowing substantial allocations to staff and overhead. Some tips to land a partnership:
Connect with Your Projects and Shared Value
Transforming communities into clean, green, and beautiful spaces is visible work. Before you get that
meeting, research the company you will approach. Understanding their priorities helps you create a
targeted pitch; showing you’ve done the research shows you’re serious about working with them.
Value Your Expertise
Don’t take for granted that you know how to manage a volunteer day “in your sleep!” What will set you
apart is being highly organized; and keeping people productive, confident, and safe.
Make Your Case
In one project, your affiliate delivers the goods for the environment, for civic pride, for community
improvement, and quality of life. Who else in your community can say that? Whether its team building,
public relations, or demonstrating corporate social responsibility goals, your work creates great
outcomes for your corporate partners, too!

Foundations
Private foundations most often are nonprofit organizations created to support charitable causes with
grants. Most have specific interests, but many also support the general welfare of specific cities, towns,
or regions. Get started online or with your board. Seek connections where you see a fit! For the affiliates
who reside in government, community foundations can serve as fiscal agents for a special project.

Individuals
Did you know that more than two-thirds of U.S. charitable contributions were made by individuals in
2018, according to Giving USA?
With many Keep America Beautiful affiliates in government, and programs that lend themselves
to corporate partnerships, it’s important to seek individual contributors if you can. High-net-worth
individuals can provide transformative gifts. Others help with consistent, loyal support, which is

25 | 2020 Affiliate Capacity Building Toolkit

FUNDRAISING

particularly valuable during down economies, or when unforeseen changes affect funding from your
other areas of support and create challenges for your affiliate.

Tips for Sustaining Support
Do What You Say You Are Going to Do:
Set ambitious but manageable goals. Be accountable.
Build Trust with Open Communication
Engage your investors. Keep them up to speed; make them aware of challenges sooner rather than later;
thank them for their belief and investment in you.
Be a Friend
They’re investing in your mission. Be sure to understand their goals, hopes, and pressures in working
with you. Be genuinely interested in their success.
Create Great Experiences
Friendly, fun, organized, and on-time with visible and understandable short- and long-term outcomes.
Share Great Stories
Let your investors know their partnerships matter. Touch their hearts, heads, or even their “funny bones”
when it can strengthen their emotional and financial commitment to your mission.

Inspiration
“It always seems impossible, until it’s done.” — Nelson Mandela
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Your Value
Proposition:
What is Your
Case for
Support?
Corporations want to partner with you. Your city and state governments entrust you with public dollars
to do good work. Foundations believe in how you are engaging with your community and like your
results.
What puts you ahead of the rest in your community? What is distinctive about an experience with your
affiliate, compared to other organizations? What ingredients are in your “special sauce?”
Spend some time in your office to contemplate the unique combination of selling points that differentiate
your affiliate. Understanding who you are, and selling those qualities, will help your affiliate grow.
Are some of these points below, alone or in combination, part of your competitive advantage?

Mission
You exist to better your community and its environment. You do it practically and offer experiences for
your corporate partners to get their hands dirty and make a difference.
Your mission involves more than one thing, including environmental good; community improvement;
economic development; community pride; or serving alongside residents to accomplish their goals in
under-resourced neighborhoods.
Your impact is immediate. Volunteers see their impact after a few short hours of toil. When your affiliate
links activities to long-term outcomes like cleaner air, cleaner water, mitigating climate change, or
improving public health in a neighborhood, there is a deep purpose engaging volunteers’ values.
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You connect people. Partners are bound to make new friends or deepen relationships they already have
from their company or from their community.

Money
You may be attractive to potential investors because of the relatively low cost of doing business with you.
You might offer volunteer opportunities at no cost. For a corporate partner, an exclusive project day for
which they provide tax-deductible support can be a team-building exercise less expensive than other
alternatives.
You have tremendous value to local governments that must address quality of life concerns. Local
government may have priorities for which they can offer your affiliate a services contract. Put together
an hourly rate that at least covers your direct and overhead costs. You may be more affordable than
another organization or if your friends in government were to scale up to provide these services.
Your biggest advantage in competing for a government contract? If you are routinely managing
volunteers to carry out work, this is free labor for which government would have to pay; if you
are bringing philanthropic or corporate money to projects, these are co-investments in your local
government’s priorities. By working with your affiliate, they’ll get their dollar multiplied many times over.
Everybody wins, including your affiliate!

Expertise
What unique know-how do you have that sets you apart from other nonprofits or government agencies
with which your prospective partners may work?
You are a project manager who capably organizes every detail from beginning to end. Because you have
managed volunteer projects for years, your affiliate delivers high quality experiences.
Corporate partners and volunteer groups can expect a consistent experience for their employees across
a variety of activities. If you are like a lot of affiliates, you’re cleaning up, greening up, creating public art,
and recycling in your community. Each offers a new experience to sell. Taken together, these different
high-quality, consistent experiences can deepen your relationships with investor-volunteers over
multiple years.
Don’t forget education! Your partners will learn something when they work with you; the importance of
native plants or how to plant a tree. They might learn something new about your community, about the
environment, or a neighborhood in which they’ve not set foot.
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Reputation
Your reputation precedes you. You have a lot of corporate partners on board or have delivered enough
great mission experiences that people are talking. You have loyal friends and networks that can praise or
feature your partners in social and earned media.
You’ve proven to be a great partner. You care about people who share your purpose. Your organization is
effective, friendly, and dependable.
And it doesn’t hurt that you are tight with your mayor, your town manager, or governor. A little icing on
your cake is the influential company you keep!

Inspiration
“To know thyself is the beginning of wisdom.” — Socrates
“The easiest thing to sell is truth.” — Daymond John, CEO, FUBU
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Donor-Centric
Fundraising:
Putting Your
Prospect First
You are knocking it out of the park. You are a passionate leader, and as you should be, absolutely sold
on what you’re doing. Your programs that keep your community clean, green, and beautiful are wellloved by those who you serve, or, with whom you work alongside. Maybe you have seen outcomes like
communities getting cleaner; or, the work you do changing lives.
Sometimes it’s hard to remember, though, that prospects you approach for financial support may know
very little about what your affiliate does and do not have the experiences you’ve had that have deepened
your commitment and passion for your work.
How do you let them know you’re the best thing since sliced bread? And, how do you approach a
potential donor, grantor, or corporate partner with patience, when you feel the pressure every day to fund
programs and keep the lights on and the doors open?
You’ll be able to get to your story, but first, take the time to understand and be informed by your
prospect’s ambitions, hopes, goals, or dreams to increase your chances of landing that new investor in
your affiliate.

Putting your Prospect First
Remember, you are “inside the frame.” You know your programs inside and out; you are absolutely
invested; you want to have greater impact. You are eager to raise more money! Some perspective for
you— the prospect sitting in front of you is more than an ATM. That person is someone with thoughts
they are bringing to the conversation too. Here are some important aspects to donor-centric fundraising.
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Discipline
While you are enthusiastic to share everything you do, take a breath, and remember that you want to
have your first meeting with your prospect not only end with an investment, or a greater likelihood
of one, but also an understanding of and connection with your prospect. Remember this 60-minute
meeting can lay groundwork not just for one check or partnership, but a multi-year relationship!
Active and Authentic Listening
You may have heard of appreciative inquiry. It’s an entire field of work aimed at making progress in
communities by building relationships and focusing on strengths, rather than solving problems. You can
apply its spirit to fundraising, if you actively listen to your prospect, and invite a creative, exploratory
process with her/him/them.
Actively listening to understand your prospect’s goals is a crucial step in effective fundraising. Rather
than pitching what you need and diving into the program details you know like the back of your hand,
ask the prospect what they want to achieve by meeting with you, and their affinity for your mission.
While you may have already done some of this homework leading up to your meeting, you will learn even
more, connect personally with the prospect, and be informed in new ways about how to present your
affiliate’s work, right there in the moment. Having listened, your approach may be different, and far more
productive than you had anticipated.
Mutuality/Reciprocity
If you are authentically listening and learning about your prospect’s goals, it should necessarily follow
that you care about their success. Not only is this approach intrinsically empathetic, it also carries
practical benefits for developing a relationship defined by mutual progress and shared success. Mutuality
and reciprocity are the foundation of trust. When you have a trusting relationship with an investor, not
only is it very satisfying, the relationship is far more likely to carry on through a budget reduction or a
project that doesn’t go quite as planned.
Transformational, not Transactional: (“With, Not To” Relationships)
So, with some discipline, by listening well and caring about your prospect’s aims, you are far more
prepared to tell a better story about your affiliate. A one-sided pitch to your prospect is a creative process
with an exchange of goals, values, hopes, and ideas that have helped you customize a solicitation are
more likely to be supported by your prospect. A bonus? With a donor-centric approach, you will be well
ahead of many other fundraisers who only want that check.
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Inspiration
“Help others achieve their dreams and you will achieve yours.” Les Brown
http://www.quotemaster.org/community+helpers
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Storytelling
for Impact:
Head, Heart,
and Hands
There’s what you do, and then there is why you do it.
What do you do at your affiliate? You manage recycling programs, you educate the public, you beautify
your community, and you manage cleanups.
But why? Certainly, one can make the case it is the right thing to do. You want a better quality of life for
your community, sure. But let’s dig deeper. It’s there you’ll find the crux of your story.
Why is your community recycling? Your landfill is out of space. Recycling mitigates climate change.
Does recycling create jobs in your county, or take plastic bottles that could end up in the ocean or on your
beach out of the waste stream?
Why does that beautification project matter? Is your project located in a place where you want to impress
visitors? Are your efforts creating access to beauty or food in historically-marginalized communities? Do
you want to plant trees to add value to neighborhoods, or reduce stormwater runoff?
And those cleanups. Are you leading cleanups to support communities overrun by illegal dumping? Is
your litter work part of a broader public safety strategy?
As you get to the kernel of why you do what you do, you reveal purpose, and can tell clear stories about
opportunities and challenges your affiliate is ready to tackle. Think of it. Some of your work that creates
jobs, puts food on tables, or supports pollinators is life-changing!
Tell stories that reveal opportunities for your prospect to be part of an important solution for the
environment, your community, and the people that live in it. Engage your prospects’ head and heart.
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The Head and The Heart-Stories of Impact
It’s said that we make decisions based on a mix of facts (20%) and emotions (80%.) As you tell your
stories, remember this is how our brains work!
Prepare for your prospect visit. Understand the subjects that your prospect cares about ahead of
time. You can bet most prospects will want to be rationally and emotionally engaged as they consider
partnering with you.
Emphasize the scale of your programs and activities (outputs like the annual number of cleanups you
manage, the tons of recyclables collected at your sites, or trees planted), but also the related outcomes
associated with these activities that your affiliate, your prospect, and/or community prioritize.
Let’s look at two approaches to a prospect. The first lacks preparation and intentional engagement of the
rational and emotional brain:
“Thanks for this meeting. I’d like your company to support Keep X Beautiful. Last year, we organized
60 litter cleanups, managed our community’s drop-off recycling site, and created eight community
gardens. Would you consider a contribution?”
A better approach? How about a well-researched story engaging head and heart?
“Thank you so much for meeting. I understand that your grocery chain cares deeply about hunger.
Did you know that X% of our residents don’t get enough to eat? This past year, Keep X Beautiful
established eight community gardens in neighborhoods where hunger is most prevalent. Those
gardens produced # pounds of vegetables and fruit, feeding # households. Let me tell you about Mrs.
Johnson. She had the vision for one of our community gardens, and has seen firsthand the impact it
has had for her family and children living on her block...”
You’ve done your homework and have targeted a part of your work the prospect is likely to consider
supporting. You’ve engaged the prospect’s brain (hunger, community, neighborhood data; garden
productivity data) and the prospect’s heart (the impact on Mrs. Johnson and neighborhood kids.)

Don’t Forget Hands!
Hands are a useful way to think about your affiliate. Your prospective partners can be directly involved
in improving your community. Hands are a great symbol for how you collaborate with others to clean,
green, and beautify your hometown.
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A Handy Reference
Stories and Persuasion
https://hbr.org/2014/10/why-your-brain-loves-good-storytelling

Inspiration
“Reason leads to conclusions. Emotion leads to action.” Kevin Roberts
“People don’t want more information. They are up to their eyeballs in information. They want faith–faith
in you, your goals, your success, in the story you tell.” -Annette Simmons
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Involve the
People: Your
Extended
Fundraising
Team
As a Keep America Beautiful affiliate leader, you have a lot on your plate.
It’s important to not go it alone, particularly with fundraising and resource development! While you may
ultimately be responsible for getting money in the door, it doesn’t mean you have to generate every
lead, foster every relationship, have every meeting, or be the primary person in your organization that
manages the relationship with an investor.
You can involve lots of people in every step of the fundamentals of fundraising.
Prospecting
Prospecting is intentional time spent in identifying people, companies, foundations, and government
agencies that have an affinity for your mission. Find out to what extent they can contribute, and if you
can get access to them. If so, you are on your way!
Cultivation
Cultivation is most often a series of steps to introduce your affiliate to a prospect, with the intent of
securing financial support. In successfully moving a prospect to a donor, the cultivation process must
reveal more deeply the prospect’s interests, and how they relate to your work. Cultivation also works
toward deepening the prospect’s knowledge and engagement in your work.
Asking
If you’ve done your prospecting and cultivation well, your request for support will flow naturally from
the relationship you’ve developed. The ask at this point won’t be just based in your interest, but the
prospect’s too!
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Stewardship
Stewardship is:
o Active, intentional sustaining of the relationship you’ve developed with your donor.
o Authentic engagement, ensuring your donor feels connected to your affiliate, routinely.
o Activities including meetings, personal notes, invitations to events and experiences, and more.
Who can be part of your fundraising team?

Your Board
In a nonprofit setting, a board is typically charged with governance, and is entrusted with your affiliate’s
financial well-being. In addition to providing their financial support, members can play important roles in
helping bring more money to your mission. It impresses prospects when volunteer board members are
part of the relationship you develop with them. Also, remember every board member probably has one
or many connections, increasing your ability to keep your pipeline of prospects healthy. You probably will
find a few board members even will enjoy asking people for money.

Your Leader
If you aren’t the executive director of your affiliate, involve your chief executive in fundraising. It
demonstrates the respect you have for your prospect or donor to include your executive. If you are
the paid executive, consider engaging a board leader that is well-respected by your prospect/donor. If
you are in a city agency, consider having your top elected official, such as a mayor, be alongside you or
cheerleading for the impact an investment in your affiliate has in your community.

Your Donors and Investors
If your affiliate has a donor that loves what you do, and is willing to get involved in fundraising, don’t let
that opportunity pass you by! Take the donor with you as you cultivate a prospect, or ask your engaged
donor if she/he would be willing to host a coffee or meeting of people who share the donor’s interests
to hear your affiliate’s story. If you sit in government, what opportunities are there to have your agency
director ask another to co-invest in your activities?
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Your Volunteers
You may have a volunteer who’d love to help you raise money. Have your volunteer share why she/he is
involved in a testimonial to post on your website or social media. This will also deepen your volunteer’s
commitment to your affiliate, and who knows where that can lead!

Your Colleagues
Sometimes a colleague is better suited to share details about your affiliate than you or may have a
perfect personality fit with a prospect or donor. When you set up that person for success, you succeed
too.

Your Elected Officials
Your governor, mayor, parish jury president, or town manager carries a lot of influence and you provide
that person a lot of value through your affiliate. Ask them to speak at a fundraising event, invite
stakeholders to your event, sign a letter, or lead a charge on an important new or established campaign.
Many prospects and donors love to be close to an elected leader with whom they share priorities.

Inspiration
“Alone we can do so little; together we can do so much.” Helen Keller

38 | 2020 Affiliate Capacity Building Toolkit

