
The purpose of this workshop is to help you set personal goals for your 
organization’s Give Big Kern campaign.

We encourage you to think creatively and try something new! This is your chance 
to be risky, all you’ve got on the line is the time you’ve invested. Kern Community 
Foundation is providing most everything else!



Before you set goals, you need to identify who you’re talking to currently and who 
you want to reach. By identifying your different audiences, you can then tailor your 
messaging and goals for each.



Your current audiences are right in front of you. Your Board, current donor, current 
volunteers are all audiences that you will want to talyor messages to for your 
campaign. However, that may just be scratching the surface. 
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Do you have a large number of attendees at your events that could be brought in to 
your donor or volunteer list? Now is a great time to create a message just for them.

Your prospective audience could also be the friends and family of your devoted 
volunteers and staff. Turn your volunteers into fundraisers by telling the how they 
can be even more impactful for the organization. 
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Each audience has a different conduit for communication. They will often have one 
primary and a few conduits that overlap with the other audiences.

Example: Board-
-Board meeting (in person pitch) PRIMARY
-Board “good news” emails. (emails that only go to your board with 
more detail and links to get them started on tasks. 
-Newsletters (meant for the public, but a good reminder to board)

In this example, the newsletter information will go to your board, but will also go to 
your volunteers and clients. That piece will hit everyone, so make sure the action 
associated is something everyone can do. For instance, “Give to us on Give Big 
Kern and share all of our social media posts to help us reach more people.”
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CASA is trying something new with their Give Big Kern campaign – turning current 
volunteers into fundraisers. They will ask volunteers to create a fundraising page on 
their Give Big Kern profile. Their volutneers will be able to tell their personal story 
about why they donate their time to CASA. With this personal platform they can ask 
their constituency to support CASA with donations. 

This strategy is strengthening current relationships and expanding their 
constituency. They are also creating new donors.
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League of Dreams is expanding awareness about Give Big Kern and their own 
nonprofit by partnering with a local business. With the free marketing material 
provided by Kern Community Foundation, this business will have posters up in all 
their locations. 

Since Give Big Kern is a county-wide campaign it is a great opportunity to 
strengthen or initiate a relationship with a business.
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Louis Medina from Community Action Partnership of Kern spoke about knowing the 
language needs of your clients.

Questions to ask yourself:
• What are the special language needs of your clients?
• How do you let clients know you can meet those needs?
• How can you meet those needs?

• Hire a professional translation / interpreting firm?
• Do your translation and interpreting in house?
• Recruit a volunteer to translate?
• Offer services to a fellow professional in exchange for translations?

• Are there local resources or funding opportunities to help you meet those needs?
• Do you have job description to help you hire staff that will meet your clients’ 

language needs?
• Are you creative and culturally sensitive with your translation?
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Kern Community Foundation encourages participating nonprofits to use Give Big 
Kern as an opportunity to strengthen your relationship with your Board. This is a 
time to initiate their giving of dollars if they have not in the past. For those of you 
who do receive monetary donations from your Board, this is a way for them to 
increase their support.

There is no minimum donation amount to qualify for this Challenge. To sign up, just 
complete the form and have your Board donate during Give Big Kern!
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(Brainstorm - Use the Goals and Best Practices Worksheet at the end of these 
slides)

Start by naming 3-5 Audiences that your organization currently has. You can start 
with the easy ones, like you board, but stretch yourself to include those that are not 
already a part of your organization. A humane society might choose dog lovers on 
social media and create a campaign to reach more through Facebook and Twitter. 

Then, list one goal for each audience. You can add more later, but start with just 
one. Board can be 100% participation in Give Big Kern. Volunteers might be, turn a 
certain number of volunteers into fundraisers. 



Give Big Kern’s social media partner this year is Providence Strategic Consulting. 
They’ll be sharing some ideas on best practices and goals for social media!
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Remember: let your supporters know that you’re going live ahead of time



Remember: have a plan! Don’t wing it.



Some ideas on what to do for a Live spot on May 2nd during Give Big Kern!

(To see the Live spot we did on 2/21/2017 during the workshop visit Give Big 
Kern’s Facebook page)
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Be interesting! Compare the top post with the bottom one. Use humor, photos, and 
have a personality!
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Know your audience, learn about your followers. Use the insights tab on your 
Facebook page to see some quick demographics about your fans. Gear your 
messaging and references to the constituency you have on social media.
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Be sure your cover photos conveys what your organization actually does.



Make use of your organization’s hashtag in your cover photo space.



Give Big Kern has lots of free downloadable goodies available in the nonprofit toolkit 
at givebigkern.org. Download and use these for your social media and campaign!













For the brain storm we are going to pull out the worksheet again. 

For each audience and goal, write down a few activities that will need to be done in 
order to achieve your goal. 

Finally, note the reflection/measurement you will look at in order to know if you 
reached your goal. Did you reach 100% participation from your board? If not, was 
the board member that didn’t participate not at the board meeting where you 
pitched it. Then, next year, you’ll want to make extra effort with those not in 
attendance to make sure that they are up to speed and ready to participate. 



Don’t forget to register for Give Big Kern by the end of February!

The deadline to complete your profile page includes your volunteer opportunities.
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Goals and Best Practices  

 February 21, 2017  
 
 
 
 
 

1. Audiences 
What audiences do you want to engage for Give Big Kern? 
An audience can be any group of people who you think  
would be interested in knowing about your organization.  
Think about current audiences and potential audiences. 
Identifying new audiences can be a great way expand your 
community engagement. 
Rank them by importance for your Give Big Kern campaign. 
 

2. Goals 
Now that you’ve identified your audiences, what are your  
goals for Give Big Kern? Think creatively! Try something  
new! This is your opportunity to even take a bit of risk and  
try something different.  
Try you best to be specific as well. Instead of “recruit new 

volunteers” specifically say how many new volunteers you  
would like to reach. 
List your goals by importance for your Give Big Kern campaign. 
 

3. Actions 
Now that you’ve identified your goals, what actions will  
you take to achieve each of them? Will you be using a  
current audience to reach a potential one? Will you assign 
something new to a staff member or volunteer? Will you  
recruit your Board to complete a challenge?  
Break down your goal to make it more manageable. Is it  
to reach 50 new donors? Then have 10 Board members  
invite 5 people to give during Give Big Kern! 
List your primary actions to achieve your goal. 
 

4. Reflect 
You’ve identified your goals and the actions needed to  
achieve them. How will you reflect to measure your success?  
Be sure to have some quantitative (numbers) and qualitative 
(stories) measures that way you can effectively share your 
success! 
 

 



Audience Goal Action Reflection 

    

    

    

    

    

 



 

 

Audience Goal Action Reflection 

Board of Directors 100% Giving 

Add to agenda for March 
Send reminder email after 

meeting 
Send reminder email on 

5/1 

% of Board that actually 
gives on 5/2 

Identify cause of those that 
do not give 

Volunteers 
Have 5 volunteers create a 

fundraising page with 
their personal goal 

Personally ask volunteers 
to fundraise by phone or 
in-person 

Assist in setting up 
fundraising page on Give 
Big Kern platform 

Send reminder email and 
encourage on 5/1 

# of volunteers that 
actually fundraise 

# new donors 
$ raised through 

fundraising pages 

New Volunteers 
Have 25 new volunteers 

pledge hours for 2017 

Ask current volunteers and 
Board members to 
recruit new volunteers 

Put goal and ask in 
newsletter 

Post goal and ask on social 
media 

# of new volunteers that 
pledge hours 

Identify which current 
volunteers and Board 
members were successful 
in asking 
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