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I. Annual Development Revenue

Annual fundraising generates more than half of UVLT’s operating
budget -- $700,000 is targeted in fiscal ‘26. The majority of the funds
raised are contributed by individuals and small family foundations
or advised funds. The Development Committee leads the Board'’s
work in fundraising.

Each Board member accepts donor stewardship assignments which
include thanking donors, soliciting gifts, and/or identifying
prospective supporters. UVLT staff manages donor information and
supports the Board’s work to plan and carry out appropriate
solicitation strategies.

UVLT does not have the capacity, nor would it be cost effective to
individualize outreach to each of its more than 800+ contributing
households. Therefore, the annual development plan segments
donors on the basis of their gift amounts ($1000 or more, $500-999,
less than $500) and sets a communications strategy aimed at
maximizing the amount of personalization feasible within each
segment.

A. Leadership Gift Prospects ($1000+)

Maintaining and growing UVLT’s leadership gift pyramid involves
regular review of all donors to identify those whose interests and
capacity indicate potential for increased giving as well as those who
may diminish. New leadership gifts are most likely to come from
individuals already giving at lower levels, so UVLT’s development
report template includes analysis of gifts in the $500-$999 range as
well as those at higher amounts.

1. Board of Trustees
All Board members are expected to contribute what for them is a
leadership gift. Most UVLT Trustees contribute gifts of $1,000 or
more. The Development Committee Chair will meet with and
solicit annual contributions from Trustees, seeking to complete
outreach and receive pledge commitments prior to the end of
summer and the first Board meeting of the fiscal year
(September). Total giving from the Board in FY 2025 was
$158,600 (includes employer matches).

2. Donors of Leadership Gifts in the prior year
Past giving is the best predictor of future giving. The
Development Committee reviews prior year results to identify
those likely to continue, designs a relationship-building
approach for each donor identified as a leadership gift prospect,

Gifts $500+
FY 2025 by Amount
BOT
Number of  (included
Gift gifts/grants in# at
amount left)
$25,000+ 5 2
$10,000-
24,999 5 3
$5,000-
9,999 U &
$1,500-
4,999 e e
$1,000-
1,499 44 !
$500-
999 56 2
Total 170 13
FY 2025 By Source
Number of
gifts/grants
UVLT Trustees 13
Renewing $500 124
or more Donors
Did Not Give 33
$500 or more
in FY 2024
Total 170

$ Total

265,000
191,359

90,101
73,373
44,656

35,017

699,508

$ Total

186,600
467,957

44,951

699,508



assigns responsibilities to Board members and staff, and
monitors results to assure that there is regular appreciative and
informative communication and appropriate solicitation and
acknowledgement.

Fundraising campaigns identify a range of gift amounts, and the
number of gifts expected for each, in order to test the feasibility
of a goal. Each desired gift should be matched by one (or more
than one) anticipated “ask,” such that there is a plan for every
box in a gift “pyramid” and the total of the prospective gifts
validates the goal.

Goals for gift amounts are established by the Development
Committee based on past giving history, information shared by
the donors and knowledge about the donor’s other philanthropy
and philanthropic ability. Some donors are presently giving at a
level that is significant for them, others could and will give more
depending on the relationship that UVLT is able to cultivate and
how we address their interests. A strategy for an individual
donor will involve multiple touch points, long-term as well as
short-term goals, and may include restricted gift opportunities or
solicitation of gifts of conservation easements or land as well as
annual operating support.

Other Leadership Gift prospects

Other potential donors of major gifts include people who
contributed in the past, but did not do so in 2025; people who
have been contributing smaller amounts, but may increase their
contributions as they come to feel closer to UVLT, people who
made project-related gifts in 2025 or prior years and people who
have not been contributors and are introduced to UVLT during
fiscal 2026. Major gifts are usually the result of personal
cultivation and solicitation, although some first-time major gifts
are generated through direct mail. The Development Committee
leads the Board’s role in screening potential major gift
contributors and cultivating leadership gift prospects.
Individuals may be flagged as leadership donor prospects for
multi-year cultivation even though a leadership gift may not be
expected within the current fiscal year.

Guidance for
major gift solicitation

o |tis preferable for the actual

“asking” to happen in face-to-
face communication where donor
interests can be discussed,
questions are answered and
Trustees and/or staff describe
the impacts of the programs we
are asking them to support. Not
every donor is available or can
meet in person. It's most
important to arrange the
solicitation with the donor’s
needs and interests in mind.

e A menu of talking points is

provided to Trustees to select
from and tailor for individual
communications. What donors
most value is authenticity. A
solicitor does not need to know
the answer to every question.
Your involvement in fundraising
demonstrates to the donor how
committed you and other UVLT
Trustees are; that you personally
are “walking the talk.”

Board members should be
encouraged to share and discuss
their fundraising experiences:
what questions donors have
asked, what tools they have
found helpful, what they have
learned from donors.

There can’t be too many thank
you messages! Staff will provide
formal acknowledgement for tax
purposes. Board solicitors should
express their personal gratitude
by email, phone or written notes.

Share information with staff so
that UVLT is up to date about
what is happening in the lives of
our supporters and can
personalize communication
appropriately.



Donor prospects for whom a cultivation/solicitation assignment has been made will NOT receive direct mail
Solicitations or renewal notices unless that approach is chosen as part of an individualized strategy.
BOARD/STAFF outreach will be the ONLY solicitation these people receive.'lt is very important that Board
members communicate with the Development Committee Chair and/or staff if they do not expect to carry

out their assignments.

B. Supporting Gifts (< $500)

Direct mail, social media and other “mass communications” tools are
used to engage and solicit prospective donors of less than $500
(except for those flagged for a personalized strategy as described
above). The Development Committee reviews the general content
approach and schedule for solicitation of supporting gifts and
recruits Trustees to make thank you calls. UVLT staff manages the
mailings and tracks response trends, costs and list performance.

1. Donor retention
Renewal letters and other contacts occur throughout the year
based on the timing of the donor’s last gift. Communication
should express appreciation for the impacts of prior gifts,
demonstrate the relevance of UVLT’s accomplishments to the
donor’s interests and values, and offer opportunities for closer
engagement with UVLT’s mission and programs. Board members
make thank you calls to all donors for whom we have phone
numbers; new donors are identified on the call lists.

Up to four renewal requests are sent by mail beginning a month
before the anniversary of the last gift and continuing in
subsequent months. Renewal requests are also made online for
donors who have provided email addresses.

Each year, some of the prior year donors contribute more and
become major gift prospects. Others leave the Upper Valley, or
have changed personal circumstances or interests and their
giving lapses. UVLT aims for a retention rate of 70% or higher
from its supporting gift contributors'. To expand the base of
UVLT supporters requires a focused effort on recruiting new
donors to replace those lost.

" National statistics on giving to small and medium-sized NGO'’s indicates that retention
rates have fallen below 45% on average. The lowest retention rates are among first-time
donors. Fundraisers refer to first-time renewals as “golden gifts” because retention rates
are significantly higher for those who have given twice or more.
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Best Practices for donor
Retention

Thank donors immediately

Share impact stories and report on
outcomes

Qutreach with personal touches like
phone calls and handwritten notes

Pay attention to
communications/giving channels
donor uses and communicate
relevant information indicating you
are listening

Offer recurring gift options to engage
donors in convenient, ongoing giving
Develop a special, welcoming
approach for first-time donors

To increase the number of supporting
gift donors by 10%, UVLT would need
206 “new gifts” if the retention rate for Fy
2025 supporting gifts is 70%. The
retention rate for supporting gifts in FY
2024 was 70%.

Supporting # g
Gifts Donors
FY 2025 516 64,577
FY 2026 Goal
a. Retained
(70%) 361 45,125
b. “New” 206 25,750
2026 Total 567 70,875

*FY 2025 average supporting gift
amount = $125



Donors of restricted gifts and lapsed donors

The most productive source of potential “new” donors for the
current fiscal year is those who have given previously: lapsed
donors who have given two or three years ago and/or those who
have made restricted gifts to special projects. Twice a year - at
calendar year-end and fiscal year-end - UVLT “mines” its contact
database, and appeals are sent to these people. Text of the appeal
is segmented to the greatest extent practicable, based on what is
known about the donor’s interests and past support of UVLT.

Personalization of appeals increases the response rate. Board
and staff add handwritten notes to appeal letters. Board
members may be asked to screen the mailing list to identify
donor prospects for phone calls or email outreach.

New donors:

People who have contributed time as volunteers receive
information about UVLT’s mission and giving opportunities in
their orientation and via annual appeals. For some, volunteerism
is a path to financial contributions; for others, the gift of service
will be how they participate. Communication to UVLT volunteers
must be nuanced to avoid express financial expectations that
would undermine UVLT’s welcoming message and deter
volunteerism.

Those who attend UVLT events and programs are donor
prospects. Best practices for event logistics and on-site
assignments are detailed elsewhere in UVLT’s Operating Plan.
Follow-up to attendees should be prompt and personal; their
contact information is added to UVLT’s database to be included
in future appeals, which will be segmented and personalized to
the extent practicable.

Other prospective donors who will receive personalized
outreach include new owners of conserved land, abutters of
newly conserved land, new contacts of Trustees and staff, and
members of local conservation commissions.

Purchased mailing lists and town taxpayer lists (“grandlists”)
provide the greatest number of prospects, but the lowest rate of
return, because most of the recipients have little to no
knowledge or experience with UVLT. Mailing list brokers offer
lists of “qualified prospects” based on demographic information
and interests, such as what magazines a person reads, what zip
code they live in or what purchases they have made. Direct mail
to a town list will likely (but not always) have a higher response
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Acquisition Mailings
* Nationally, acquisition mailings

typically generate a response rate of
5% 10 2.5%.

e A mailing sent to 5000 recipients with

a 2.5% response rate would generate
125 new gifts.

Generating a high response rate in an
acquisition mailing is more important
than receiving a high average gift,
since the whole point of an acquisition
mailing is to acquire donors.

Immediate response and
personalizing communication to new
donors quickly/effectively is crucial.
The more donors you acquire, the
more donors you can appeal to in
coming months, leading to higher
revenue over time — if they stick with
you.

UVLT was unable to purchase a
mailing list for use in 2025. We fell
short of our goals for new member
recruitment and will be searching for
an alternative in 2026.



if it refers to a local story or includes a message from a local
person. Board members assist in procuring and filtering local
lists. After our longtime non-profit mailing list broker ceased
operations in 2024, UVLT was unable to purchase a mailing list
for use in 2025. We fell short of our goals for new member
recruitment and will be searching for an alternative in 2026.

C. Unrestricted Grants

UVLT receives a small (but financially significant) number of
unrestricted grants from organizations that employ a formal
submission, review and reporting process. UVLT staff write grant
applications and manage relations with foundations and agencies
that provide grants for annual operating support. In addition, staff
identifies and pursues grants appropriate for conservation projects
and strategic initiatives, as well as capital improvements such as
technology upgrades. For the purpose of this fundraising plan, gifts
from family foundations and trusts that do not announce dates and
grant-making criteria are treated as major gifts, as they tend to be
directed by individual donors making personal decisions.

Because the number of unrestricted grants is small, it is simplest to
track progress toward the annual fundraising goal by including
grants with other fundraising prospects assigned to staff. For

development reporting purposes (the “pyramid”), unrestricted grant

revenues are reported and segmented based on their amounts: as
pledges when they are awarded and gifts when they are received.

D. Corporate Support

1. Unrestricted corporate giving
Unrestricted gifts from businesses have historically been
generated primarily through personal relations with business
owners, much like individual giving. Solicitation for corporate
donations occurs throughout the year and contacts for renewal
are scheduled based on knowledge of the business owners’
interests and the timing of the last gift. Requests for
contributions of $500 or more are usually made face-to-face and
the solicitation will likely provide the donor an opportunity to
make a contribution from the business or personally (or both).

Because the number of corporate gifts is small, it is simplest to
track progress toward the annual fundraising goal by including

them with other fundraising prospect assignments and reporting

on the pyramid with other gifts.

Expected Grant Submissions FY 2025

Source

VHCB
Organizational
Grant

Couch Family
Foundation
Brundage
Foundation

Total

Due Amount

September 45,500

(multi 15,000

year)

October 4,000
64,500



2. Corporate sponsorship and underwriting
UVLT’s Development Committee has identified a range of
possible strategies for increasing corporate engagement in
UVLT’s mission, including re-invigorating sponsorship and
underwriting opportunities, an adopt-a-preserve program, and
Board outreach to business owners. During fiscal 2026, these
may be pursued as opportunities arise, if staff and Board have
capacity. The objective of underwriting and sponsorship is to
bring in new revenue for activities and programs within UVLT’s
existing workplan. A longer term goal for the Development
Committee is to broadly engage the business community and
increase UVLT’s visibility through partnerships, gifts, and
endorsements from area businesses.

E. Annual Fund Calendar

All Trustees are asked to give or pledge in early fall, prior to the
commencement of donor outreach. Trustees are leaders. Their gifts
and pledges begin to fill the pyramid and create momentum for the
annual fund. During summer months, staff and Development
Committee members review donor records and prepare strategy.
Also during this time, staff manages production of the Annual Report
so that it is available for hand delivery at fall donor meetings.

About two-thirds of UVLT’s major gift revenue is received in the first
half of the fiscal year, as many donors plan their giving around
calendar-year and tax-related deadlines. During October and
November, the Development Committee’s focus is on donor
communication and solicitation and supporting Board members with
solicitation assignments.

Several leadership donors make their gifts in late March and a
handful normally give in late June. UVLT’s annual cultivation and
solicitation patterns tend to follow and respect donors’ preferred
giving cycles. When large gifts are anticipated later in the year, UVLT
may seek the donors’ pledge of support to show progress on the
donor pyramid.



II. Planned Giving Outreach

Planned gifts are the single most important area of long-term growth
and support for UVLT and work to promote this form of giving is
essential. Focus on the annual budget should not overshadow this
aspect of fundraising performance. Though there are not dollar
amounts to track and report, growth in the number of known legacy
commitments and members of the Swan Bedrock Society should be
prioritized by the Development Committee.

Promoting planned giving is a long-term strategy. Outreach
featuring stories and testimonials from donors will encourage
UVLT’s loyal supporters to make gifts through their estate planning
documents, through IRA or insurance designations or life income
arrangements.

In fiscal 2026 UVLT will continue to contract with Freewill, a will-
writing portal, as well as print and social media channels to increase
awareness and build participation in the Swan Bedrock Society. Two
standalone mailings and emails are planned; legacy giving themes
will be included in print newsletters and monthly e-newsletters; the
Swan Bedrock Society will be recognized and promoted in the
Annual Report.

The Development Committee Chair will include planned giving in
discussions with Board members about their leadership support and
there will be time devoted to this topic at one or more Board
meetings each fiscal year.



III. Marketing Communications

Marketing communications refers to the use of different marketing
channels and tools in combination to communicate a persuasive
message to a desired market. For-profit entities use marketing
communications to increase sales or services. Nonprofit

marketing communication comprises the activities, touchpoints and
messages that build an NGO’s brand, increase brand awareness and
motivate target audiences to take actions that advance the NGO’s
mission. Marketing channels include advertising, direct mail, social
media, events and sponsorships, press releases, etc.

Every dimension of UVLT’s work - its track record and past
interactions, recent acquisitions, programs and partnerships as well
as statements about our vision and direction - contribute to the way
UVLT is perceived. UVLT’s Strategic Communications Plan identifies
key audiences and messages that UVLT will express. Greater
visibility and public awareness of UVLT’s mission and
accomplishments will create a climate in which UVLT fundraising is
more likely to be successful.

In fiscal ‘26, UVLT has budgeted to bring content generation,
curation and placement in-house after several years of using a
contractor. With this part time position, we will implement a
promotions/advertising calendar. The primary delivery vehicle is
likely to be Daybreak, the online news aggregator. Also, posts in local
listservs and content shared with print media and other online news
sources will be more frequent and coordinated.

Marketing communications can support fundraising but it is not
fundraising. UVLT’s outreach and communications framework
includes activities designed specifically toward donors (invite-only
parties, fundraising mailings, etc.) as well as promotion of
educational and recreational events to which donors may receive
personal invitations as a component of an individualized “donor
stewardship strategy.” The UVLT Development Plan involves
building on donor interests and engagement to successfully ask for
their financial support and developing closer relations with existing
donors to increase philanthropy.



