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1. Introduction

The Prospective Plan

· Effectively utilize our campaign leadership in canvassing private support.

· Prepare rationale base upon the assessment of the business community and communicate this in print, and in person.

· Present the case in face to face presentations.

· Solicit and secure the financial support from the top 100+ companies, associations and businesses.

· Request support from multiple sectors and include these groups as a substantive part of all future plans.

· Solicit leading foundations, which have demonstrated a giving pattern in economic development and quality of life improvement.

· As needed, maintain communication with the media and community groups to build an ever-widening base for additional public/private support.
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2. Campaign Preparation Phase

· Campaign Co-Chairs

These community leaders will provide the leadership to propel the EDA Campaign to a successful attainment of at least $1.1 million in public/private funding.

· Role of the Co-Chairs and Campaign Advisory Council

The major responsibilities and duties of these leaders will include:

· Work with the other members of the campaign advisory council and campaign staff to ensure the ultimate success of the campaign and realization of the funding goal.

· Publicly endorse on appropriate occasions, the campaign’s goals, substance and strategy.

· Assist in identifying and rating the willingness and investment potential of potential program investors.

· Agree to use the names and titles on campaign stationary and other campaign materials.

· Assist with the solicitations of lead investors, especially those individuals, companies and foundations with whom the leaders possess a particular relationship of contact.

· Make a substantial investment, which represents their interest in and commitment to the success of this campaign.  This pledge will motivate and inspire others to invest in the future of St. Clair County.

3. Finalize the Rationale for Support

Three key elements underpin this challenging effort: positioning St. Clair County as a competitive area, the economic impact of revenues connected to the companies that locate in St. Clair County, and the direct and indirect job opportunities that will continue to develop as this program continues to mature and countywide cooperation is fostered.

The final rationale for support should clearly explain:

· Financial Impact:

· Revitalization of the county as a whole

· Economic Development impact from countywide growth

· Annual economic impact of new job creation

· Organizational Impact:

· Operating budget and projections/benchmarks

· New EDA staff personnel

4. Finalize and Produce Campaign Materials

The ST. Clair County EDA campaign will require effective communication materials which will serve as their sales and marketing tools.  These materials will assist the campaign director and leaders to:

· Educate prospective investors with regard to the rationale for support.

· Stimulate discussions about the economic impact of this regional effort.

· Create a climate for giving during the solicitation phase.

The following campaign materials will be necessary to present the rationale for support.

The Campaign Brochure – A visionary piece which communicates the potential impact and action plan of the St. Clair County EDA.

· The Rationale for Support

· The Reasons to Invest

· Components and Priorities

· Campaign Leadership

The brochure will be used in several ways:

· As a tool on the solicitation call in answering questions and in highlighting the benefits of a well-focused countywide plan.

· As a “leave-behind” informational piece designed to assist in the decision to invest in the new program.

5. Identify and Rate the Campaign Prospects

Leadership investments will set the pace for the campaign and be an example for others to follow.  A key task of campaign preparation is the management of the prospect evaluation process.

· Screen all potential constituent groups in order to attain a “top 50” list of major individual, corporate and foundation investor prospects.

· Rate those prospects according to financial capacity and propensity to invest in this campaign.

Campaign leadership, in conjunction with the campaign director, will analyze the financial potential of each business sector through an extensive and comprehensive screening and rating process.  This process will include:

· 100+ of the county’s leading businesses;

· Development of goals and ratings by sector;

· Referrals and input from the campaign cabinet and investors in the campaign,

· Detailed research and rating on an additional 50-75 campaign prospects.  Final rating will be determined by the prospects affiliation or interest in this project, financial capacity, history of giving, etc.

Top 25 Prospect Strategy

The focus on prospect solicitation calls during the leadership phase (60 days) will be on the to 25-50 prospects across the listing of industry sectors.

Begin planning for campaign Kick-Off Event

· Location of Kick-Off Function

· Date and Time of Kick-Off Function

· Development and approval of invitation list.

· Identify and secure a Keynote Speaker

· Develop invitation letter and collateral event materials

· Follow-up letter to those who did not attend

· Develop media strategy

CAMPAIGN SOLICITATION PHASE

Solicitation Strategies:

One-on-one solicitation calls will be the primary method utilized in achieving the financial goals of the campaign.  These goals include individual calls on each of the top corporations, small businesses, foundations and public sector officials throughout St. Clair County.  There will be special emphasis on soliciting businesses, which are front-line beneficiaries of the implementation of an enhanced economic development program.

Other Solicitation Strategies:

Many strategies will be utilized to maximize the contributions from prospects.  They will include regular telephone follow-up, customized contacts by letter, and personal visits by campaign staff and/or leaders.  Periodic investor/prospect gatherings will be planned with campaign leaders.  Other events for prospective investors may include, but not limited to:

· Events relating to campaign progress/leadership gifts/ attainment of benchmarks.

· The location of new companies within St. Clair County.

· Corporate and Individual Support

It is important to recognize that 80% or more of the investment in any campaign will result from the top 50-75 solicitation calls.  The campaign will offer pledges over a 5-year period, but will work with investors and the Board on an as needed basis to expedite the pledge period.

The method of solicitation would include, but not limited to:

· Approaching the highest ranking official in the top 100+ local businesses in or doing business in St. Clair County.

· Flowing from this solicitation should follow the support of a myriad of companies, associations and businesses that will take their signal from leading businesses throughout St. Clair County.  It is important to establish a leadership position in each business sector to serve as a guidepost for other firms within that sector. A total pool of 100-150 prospective investors is to be determined by the prospect evaluation process.

· An executive summary of the plan will be shared with these prospects outlining the thrust of this effort and requesting a personal appointment to discuss this new program.

· Personal solicitation will be the major vehicle used to secure investments.  Solicitation will be managed and conducted by the campaign director.

· Particular emphasis will be placed upon those local businesses, which will benefit most from a successful economic development program.

Community Phase – Smaller Businesses and Individuals

The Prospects- To broaden the donor base and to increase understanding and support for the program, a large group of smaller businesses and corporations will be solicited.  Although this group does not have the financial capacity of the top prospects, this general phase will fill the important role of expanding ownership in this countywide endeavor.

The Strategy – Because these prospects might not be direct beneficiaries of the program, they will require more intense direct mail and telemarketing techniques to gain personal interviews.  Each prospect will receive a personal letter from the campaign leadership briefly outlining the details and importance of the new program and requesting a twenty- minute appointment.  The letter will be followed by telephone attempts from campaign staff to secure a personal interview.  This letter will detail 

The need for support at a minimum level, so in the event an appointment is not needed, sufficient information will be enclosed to promote investing without a visit, i.e. pledge form specific level of giving, etc.

Foundations

We anticipate requesting financial support from local foundations.  Historically, foundations have not generally been financial supporters of campaigns for operating funds, however there is an opportunity to secure special projects funding. 

6. Public Relations

While St. Clair County EDA related publicity will be generated during the earlier phases of this program’s development, the need for a pro-active public information campaign will continue. Our main goal is building an ever-widening base of support for the EDA and its new economic development initiatives.  Public relations activities could include:

· Holding periodic meetings to gather opinions and input;

· Identify further constituencies on which to build continued support

· Brief newspaper editorial boards, communicate with TV and radio;

· Holding periodic news conferences;

· Design press release program to announce major developments;

· Fully implement an Investor Relations program;

· Assemble names of high profile supporters, which can be used in letters, advertising, etc.

· Design direct mail program for key audiences/groups;

· Develop a series of events to commemorate announcements/successes of the campaign and ongoing program.

CONCLUSION

The success of any major campaign depends on the following important factors:

· LEADERSHIP – a dedicated group of volunteers who are committed to the ultimate success of the campaign.

· RATIONALE FOR SUPPORT – a compelling case which motivates and inspires prospects to invest in the program.

· CAMPAIGN MANAGEMENT – a professional sales oriented approach which, effectively communicates the need and instills confidence in the program.

APPENDIX A

CAMPAIGN PREPARATION ACTION LIST

· Review logistics, support and campaign with Board Leadership

· Begin development of sector listings

· Develop “draft” campaign brochure

· Identify/recruit campaign leadership

· Identify/recruit sector chairs

· Rate & Screen prospects

· Develop pre-approach letter

· Develop proposal letter, confirmation letter & pledge form

· Reach agreement about in-kind investment opportunities.

· Develop pledge tracking system

· Secure in-kind hotel rooms

· Identify the top 25 solicitation calls

· Develop scripts for each business sector

APPENDIX B

COMPLETE SOLICITATION PROCESS

Outlined below is an example of the typical process surrounding a solicitation call.  The entire system is designed to stress the importance of a financial investment and to keep our request as a top priority with the potential investor.  The goal is to bring the investor to closure as quickly as possible.

Pre-Approach Letter – This letter is sent to every company we have targeted for a solicitation call one or two weeks prior to our attempt to schedule a meeting.  It is designed to prepare and soften the individual in an effort to make it easier to schedule an appointment.

Pre-Call Background Information -  Prior to each call, the individual and company that you are meeting with need to be fully researched in an effort to know as much as possible about each prospect in terms of interests, giving history, clients, standing in the community, etc.

Proposal Letter – This is a standard proposal letter that can be used as the “boilerplate” for the majority of solicitation calls.  Obviously, each letter needs to be tailored to each individual meeting.  In addition, this letter will most likely change and evolve with the campaign.  This letter should be mailed out within 24 hours of the solicitation call.

Call Report – During a meeting with a potential investor, take detailed notes, which should be dictated into a call report and filed.  Someone completely unfamiliar with the call should be able to review the call report and feel like they were there and are capable of making a follow up telephone call.

Follow-up Letter – It is crucial that the individual being solicited for investment continue to hear from both the campaign director and campaign leadership in an effort to keep our request at the top of their priority list and bring them to rapid closure.  The first and second follow up letters should come from campaign leadership and be sent out under their signatures.  The first follow-up letter should be sent a week to 10 days after the solicitation call and original proposal letter.  The second follow up letter should be sent 2 weeks after the first follow up letter.

Special Follow-Ups – Certain individuals will necessitate special follow up letters due to special relationships or circumstances surrounding the call.

Phone Call Follow-Up – Depending on your meeting, it is generally appropriate to call the prospect on the phone 10 - 14 days after the solicitation call to inquire whether a decision to invest has been made or if there is any further information that is needed.

Acknowledgement/Confirmation Letter – A letter from the campaign leadership is sent to the new investor immediately upon receiving written commitment of their investment.  This could be in the form of their letter or a signed and completed pledge form.  Documentation in the form of a formal letter or signed pledge form is required to include the new investor on the committed list.

Thank you letter – A thank you letter from the CEO/President or Executive Director as well as from the Chairman is appropriate upon receipt of their check.
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