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NOTE TO ALL AFP NATIONAL PHILANTHROPY DAY® CHAIRS

AFP’s Public Affairs Department hopes that this National Philanthropy Day® (NPD) Manual is helpful as you begin to develop your program for this year. Much of the material has been gathered from chapters since NPD was created in 1986, and we welcome any comments you may have about this document.

Below are just a few overall comments and notes about NPD and the types of services AFP Global can provide. 
· The logo for NPD remains the picture of a heart made by combining two thumbprints. While chapters aren’t required to use the logo or the tagline (which is “Change the World with a Giving Heart”), AFP Global strongly encourage use of the logo and tagline to better strengthen the NPD brand and public awareness. More information can be found on the AFP website by clicking on “About AFP” and then “National Philanthropy Day.” Then choose the “Chapter Information” link.

· AFP has launched #NPDLove, a global social media outreach and awareness campaign to engage the charitable sector, the philanthropic community, and the public in activities to demonstrate “love of humankind” and highlight how they (or their organization) are helping to change the world. More than 2.5 million people showed support for the campaign and for philanthropy, through active conversations on different social media outlets and through posts, likes, hits, shares and more. AFP continues that program through the NPD website (www.npdlove.com), and more information will be distributed to chapters and NPD chairs later in the year. 
· This year, AFP is launching a new awards program and encourages all chapters to submit their local honorees for the new system, if applicable. You can find more information here: http://awards.afpvote.org/. In 2019, AFP will be seeking nominees for Outstanding Corporation, Foundation, Outstanding Fundraising Professional, Outstanding Young Professional and the CARTER Award for Outstanding Youth in Philanthropy, as well as the Barbara Marion Award for Outstanding Service to AFP and the Charles R. Stephens Awards for Excellence in Diversity. The nomination period will be announced in Spring 2019.
All NPD resources are available on the NPD section of the AFP website (under “About AFP”). Thanks for serving as chair for your chapter’s NPD celebration. AFP staff is ready to assist you should you have any questions, comments or concerns. Please email paffairs@afpglobal.org, and good luck with your event!
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IMPORTANT REMINDERS

· The official date for National Philanthropy Day® (NPD) is Nov. 15, regardless of what day of the week it falls on. Chapters are encouraged to hold their event as close to that date as possible. 

· The term “National Philanthropy Day®” has been trademarked by AFP. Chapters are strongly urged to use the ® notation when spelling out National Philanthropy Day®.  The acronym “NPD” does not require the trademark.  To create the trademark symbol in Microsoft Word™, type in “(r)” – without the quotes – immediately after “Day.” Then hit the space bar, and the program should automatically create the trademark symbol.
· Throughout the year, AFP will be in contact with NPD chairs through email.  In the summer, AFP will provide talking points and fact sheets about giving that chapters can incorporate into their NPD presentations.  
· As you develop your event, AFP Global strongly encourages you to keep us informed about what’s happening.  Please complete the information requested in the NPD Chapter Information Sheet (at the end of this manual) and email it to the AFP Global as soon as possible (paffairs@afpglobal.org). 

· AFP Global is interested in receiving feedback about NPD, this manual and other tips, opinions and comments that chapters would like to share. Please use the form found at the end of this manual to inform AFP of your thoughts on the NPD process, what materials might be helpful and suggestions you have that made your event run more smoothly or become more successful.
· We need your NPD materials. AFP Global is always in need of samples of what chapters are doing for NPD.  Programs, postcards, fliers, press releases, invitations—anything related to your event will be helpful.  We’re in the process of developing a collection of NPD samples to provide inspiration and ideas for chapters.  Please email AFP Global a copy of your materials: paffairs@afpglobal.org; or send to NPD Samples, AFP, 4300 Wilson Blvd., Suite 300, Arlington, VA  22203.
INTRODUCTION/BACKGROUND

Philanthropy is “the love of humankind,” and National Philanthropy Day® (NPD) is the day that thousands of people around the world come together to both (1) put that word into action and (2) recognize the change that word has brought to our communities. 

In short, NPD is a celebration of philanthropy—giving, volunteering and charitable engagement—that highlights the accomplishments, large and small, that philanthropy—and all those involved in the philanthropic process—makes to our society and our world. 

National Philanthropy Day® is both an official day and a grassroots movement. Every year, since 1986 when President Ronald Reagan first proclaimed November 15th as National Philanthropy Day®, communities across the globe have celebrated by hosting events to recognize activities of donors, volunteers, foundations, leaders, corporations, and others engaged in philanthropy. 

In 2012, the nation of Canada officially recognized NPD permanently, setting a new model for other countries to emulate as NPD events have grown to include notable speeches and events held by prominent leaders in the community; educational activities focusing on volunteer engagement, fundraising and other issues; contests involving philanthropy; and luncheons, dinners, volunteering and other events for all to participate.

But NPD is far from just a top-down idea full of formal events. NPD is also a grassroots movement to increase public interest and awareness of the importance of philanthropy, as well as knowledge on giving, volunteering and engagement at the charitable level so people can practice EFFECTIVE philanthropy. 

While many people show interest in giving or getting involved, they often need a little reminder about needs and to be inspired by goals and dreams. NPD spurs action, by not only providing tips and guidance, but ways to connect with causes and each other—so people can be inspired by what others are doing and create their own ideas for philanthropic engagement. 

The Association of Fundraising Professionals (AFP) is founder of the NPD movement and chief supporter and sponsor, though we are honored to work with organizations that support philanthropy and charitable engagement around the world. Since inception in 1960, AFP has inspired change—helping nonprofits and charities and supporting fundraising efforts around the world that have generated more than $1 trillion. AFP’s network raises over $100 billion annually, equivalent to one-third of all charitable giving in North America, with millions more generated around the world. 

While AFP owns the trademark to National Philanthropy Day®, AFP provides access and authorized use of the name and trademark to communities and both organizations and individuals who want to inspire, honor, recognize and celebrate the core principles of philanthropy. National Philanthropy Day® (NPD) is a special day set aside on the fifteenth of November.
 

INTRODUCTION/BACKGROUND (cont.)

NPD was originally conceived of and organized by Douglas Freeman in the 1980s, and the first official events held in 1986. The day provides an opportunity to reflect on the meaning of giving and all that it has made possible. NPD celebrates the endless daily contributions individuals and organizations across the world make to countless causes and missions.  Last year, more than 125 AFP chapters held NPD events and activities across North America.  
Through NPD, participants are able to show appreciation for all that has been accomplished in the name of giving, as well as show that there is still more to do.  It's our chance to step into the spotlight for a brief moment and remind our communities, our society and the world that the spirit of giving is alive and well.  

NPD, which is registered with the Patent and Trademark Office, U.S. Department of Commerce, is coordinated by the Association of Fundraising Professionals. 
We hope your chapter will choose to be active in celebrating this year's NPD, and we encourage you to work with other organizations in your community to promote it. The philanthropic community is strong yet varied, and each individual voice is equally important on this day of recognition and reflection.  

AFP encourages chapters to work with other organizations in establishing and holding NPD celebrations. By involving others, you help spread the word about NPD and get the added benefit of their expertise, contacts and support.  

Chapters should also consider partnering with other chapters in their local area or state/province to increase awareness of NPD.  For example, all of AFP’s chapters in Canada celebrate NPD on the same day and coordinate public relations and awareness activities, including advertising in national and regional papers.

GETTING STARTED

Nearly all chapters choose one member to lead their NPD event and chair the NPD committee, although some chapters use a co-chair system.  In some cases, the NPD chair is the president-elect of the chapter.  In any event, the individual is usually (but not always) a member of the chapter board or executive committee.  

Working with the NPD chair is often a committee of anywhere between three to fifteen individuals.  This is the NPD committee, or the Event or Steering Committee as it is sometimes called. Some chapters only select members to serve on the NPD committee, but many invite other interested representatives from the charitable sector, corporate sector and the general public. 

Selecting NPD committee members from beyond just the chapter membership can be a good way of increasing awareness of the event. It is also an excellent way to identify and cultivate future leadership, Chapters who cosponsor their NPD event with other charitable or community organizations have a number of different representatives on their event committee.

Most chapters have reported that the more people they involve in the planning of the event, the higher the level of interest and participation. New members who have expressed an interest in participating in chapter events are often good candidates for the NPD committee, as it will allow them to “get their feet wet” quickly and meet a number of chapter members. At the same time, having too many individuals on the committee can lead to problems and make it difficult to reach consensus.  

Three other key points stand out as chapters begin to develop their NPD event:

· Planning and organization are crucial.  A timeline is important to develop early in the process so that deadlines can be adhered to.  The committee should hold frequent meetings to update its progress and ensure deadlines are being met.  A good time to hold these meetings are immediately after or before chapter meetings or events.

· Members of the NPD committee should have solid organizational skills and be able to work independently while keeping in close touch with the rest of the committee (this is especially important with smaller chapters where one person may be responsible for a significant portion of the event).

· Document everything, including procedures, decisions, and minutes from meetings.  This will not only be helpful for future NPD committees, but will be important should disagreements arise about who was responsible for what or if there are problems with vendors or sponsors. Some chapters develop job descriptions for each role and create notebooks with tabs for each committee member.  The notebook is passed on from chair to chair every year and contains comments and recommendations from individuals who worked on previous NPD events.

The more you plan ahead of time and document your activities, the easier you will make it for yourself, the committee and the chapter as your NPD events approaches.
TYPES OF ACTIVITIES
NPD is a time for celebration, and many special events can be held in conjunction with NPD.  Here are a few suggestions:

· Organize a contest through your school district for the best poster or essay on the meaning of philanthropy.  Invite the mayor to announce the winners.  Winning posters could be displayed at City Hall or at a local mall during November in celebration of NPD.  During AFP's most recent International Conference on Fundraising, students from local schools were asked to draw pictures representing diversity and giving.  The best pieces of artwork were honored during the conference.  Chapters could set up a similar contest and announce the winners during their NPD event. 

· Chapters can work with local papers, magazines and business journals to create special “Philanthropy” or “National Philanthropy Day®” sections that focus on charity and local NPD award winners and honorees.  Several chapters have teamed up with local media outlets and have created very successful programs.  See page 31 for information about these arrangements.

· Release results of a study detailing the impact of nonprofit organizations upon the local community. Distribute the form to members of the chapter, as well as other participating organizations. Compile the results and announce the results during your event, inviting key VIPs and local government officials.  Contact the AFP Public Affairs Department for more information about an Economic Impact Form.

· Expand the chapter's local awards program beyond just the traditional awards.  Honor outstanding philanthropic achievements by youth and students, or by media outlets (a good way to draw additional media attention).  Chapters might also honor outstanding local fundraising campaigns or charity websites.  

· Plan an awards ceremony to recognize outstanding local or state/provincial leaders in philanthropy. Create a special honor or recognition for local or state/provincial government officials, or even Members of Congress or Parliament, for their support of charitable legislation and initiatives. In an election year, government officials may be especially receptive to this idea.

· Plan a volunteer clean-up day for a local park or downtown area.  Invite local VIPs or government officials to assist.  Many schools now require students to accumulate a certain number of hours of volunteer service before they graduate.  Invite local schools to get involved in the project.

· Develop a videotape using examples of philanthropy in your state/province or local community. The videotape might feature the work of the event's honorees and might be played as part of their introduction. 

TYPES OF ACTIVITIES (cont.)
· Hold an educational conference or Fundraising Day in conjunction with NPD.  Many groups have done this in the past with highly satisfactory results. Chapters may wish to include a Vendor Expo as part of an expanded event.  NPD may become your region’s premiere gathering of fundraising professionals, many of whom will have a keen interest in a range of support services and products.  Exhibitor fees also can increase event revenues.

· Why stop with just a day? A few chapters have experimented with National Philanthropy Week. For example, one year, the AFP Calgary Chapter has a whole week of festivities, beginning with a ceremony honoring six Generosity of Spirit™ award recipients, recognized for their philanthropic deeds in the Calgary community. Other events typically include a Small Business Forum and a National Philanthropy Day® Professionals Forum for senior-level fundraisers. The celebration culminated with a Nov. 14 luncheon that attracts more than 1,000 people.
· One year, the AFP Puerto Rico chapter devised its own very creative way to attract attention and increase awareness about philanthropy. Chapter members created a green ribbon to wear on NPD and helped conduct a media tour that promoted the use of the green ribbons. Also, mimes in the street gave away stickers and ribbons to passersby.

If your chapter holds new, creative or innovative ideas that are not listed here in the manual, please email the AFP Public Affairs Department at paffairs@afpglobal.org and let us know about it.

COMMITTEE RESPONSIBLITIES

The NPD Committee has a lot of work to do.  Typically, the best way to break down responsibilities is to assign one aspect of the NPD event to one person or a group of persons.  In smaller chapters, usually one person becomes NPD Publicity Chair or Sponsorships Chair.  In larger chapters, these individuals become subcommittee chairs of the Publicity Committee or Sponsorship Committee.  Frequently, two to five people serve on these subcommittees.  

Each chair or subcommittees focuses on a specific aspect of the NPD event. The following responsibilities are usually handed out to members of the Steering Committee:

· Publicity – Responsible for publicizing the event both internally (preparing information for the chapter newsletter, and website and other communications vehicles) and externally (the media and other outside organizations).  This member or subcommittee might also work on obtaining a proclamation from the government for the NPD celebration.

· Sponsorships/Underwriting – Responsible for generating corporate support of the NPD celebration, which might range from sponsorship of the entire event to the purchase of special VIP tables.

· Awards – Responsible for determining who will be honored at the NPD celebration.  While chapters are free to honor any appropriate individual or organization, AFP's Awards for Philanthropy currently honor an Outstanding Philanthropist, Volunteer Fundraiser, Corporation, Foundation and Fundraising Executive.  AFP Global encourages chapters to nominate their local award winners for one of these categories.  Awards nomination forms will be available at the end of April on the AFP website. The deadline for most categories is July 15.

· Administration/Registration – Responsible for ticket sales (in coordination with the Sponsorships/Underwriting chair), registration and table assignments for the event.  Usually responsible for event logistics, such as food, schedule and timing of the event, and other matters. These two responsibilities are often separated and given to two different people.
· Printed Materials – Responsible for the creation and purchase of awards, certificates, program, brochure, flier and other materials.  This responsibility is sometimes merged with the Publicity function.  

· Exhibitors – Responsible for soliciting and coordinating vendor presence at event.  This responsibility is sometimes merged with the Sponsorship/Underwriting function. 

Program Committees responsibilities do not have to be divided up this way.  The listing above is simply one common example.  AFP Global is interested in hearing from chapters on how they organize their NPD event committees—send us your structure, committees and other information to paffairs@afpglobal.org 

PLANNING & CELEBRATING NPD

SUGGESTED TIME LINE

April 1


Planning meeting with NPD co-chairs

Recruit NPD committee members

April 15

NPD announcement in chapter newsletter

May 1


NPD Committee Meeting

May 15

Clean up mailing lists; purchase additional mailing lists

Identify possible sites

Confirm nomination process; mail nomination forms

Include nomination information in chapter newsletter

Develop public relations and marketing plans

Discuss education program components

June 1


NPD Committee Meeting

Send out initial letters for proclamations

June 15 

Confirm site, caterer etc...

Finish recruiting NPD committee members

June 30

Possible deadline for local chapter awards nominations

July 1


NPD Committee Meeting

Awards Selection Committee meeting

July 15 

Deadline for award selection

Notify award recipients

Identify and recruit keynote speaker

August 1

NPD Committee Meeting

Obtain special invitation lists from award recipients

Print invitations and return cards

September 1

NPD Committee Meeting

September 15 

Request and secure congratulation letters

Secure complimentary tickets

Identify presenters/introducers

October 1

NPD Committee Meeting

Mail invitations

Finalize arrangements at site

Press releases and press contracts for features

Plan luncheon program

November 1

NPD Committee Meeting

Print NPD Program and name tags

November 15

National Philanthropy Day®
November 30 

Send thank-you letters

Follow-up publicity

PLANNING AN AWARDS EVENT

An NPD awards event is often the biggest event a chapter holds every year.  Not only is such an event an important way to raise the profile of the chapter and increase awareness of charitable giving, it can also bring in substantial revenue.  Thus, it needs to be planned correctly.

Your NPD Committee's plan must encompass all of the logistics of the event: who, what, when, where, how and how much.  Costs should be budgeted for awards, printing, postage, meals, room rental, flowers, professional photographs, video, speaker honoraria, advance media advertisements and whatever else your event requires.

It's important to keep all committee members informed about any activity initiated by the chair that falls within their area of responsibility so that all efforts are coordinated.  It's also important to hold frequent planning meetings to keep your NPD subcommittees on track. Always expect the unexpected: maybe it's not really true that whatever can go wrong will go wrong, but being prepared for that possibility will make all the difference.

Anticipate considerations regarding:

· Parking: cost, space, and proximity. Perhaps include reduced parking cards with the invitations?
· Food: special diets due to religious or health reasons. Offer a request for vegetarian dinners on the RSVP card.

· Service: the flow of food service should be appropriate for the schedule of the event. There is nothing like the sound of a hundred forks being used at the same time to completely drown out a speaker.  

· Facilities: room and tables should be arranged and decorated properly for your event.  

· Seating arrangements: who’s sitting where and how close to the stage. This can be one of the most sensitive issues.

· Speakers: they should be prepared, and the chapter should have a fair idea of what they’re going to say. If they’re not familiar with AFP, send them some information about the organization and your chapter.

· Awards: appropriate and tasteful for the event.  The chapter should be aware of any controversies regarding the winners or the judging process and be prepared to take any necessary actions (it does happen!). 

· Media: are they attending?  Is the appropriate technical equipment available in the facility? The chapter should send out a press release the day after the event if media coverage is not already guaranteed.
· Event production: confirm what format(s) your facility’s technical crew prefers for your audio visual materials prior to investing in video or special presentations. A pre-event walk-through should be scheduled with the event facility’s technical team to ensure the smooth production of your event program and test all sound, lighting, video and other special effects.

SPONSORSHIPS/RAISING MONEY FOR THE EVENT

Your community is probably your best resource in finding funding for your NPD event.  Sources can include individual benefactors, foundations, other charities and for-profit companies. At the very least, most chapters develop sponsorships with print shops and other design firms to cut expenses on printing.  But many chapters have gone beyond these sponsorships and have developed a series of options to raise money for their NPD event.

Sponsorships have become critical to the success of most NPD events. Below are some tips and advice from AFP chapters about generating sponsorships:

Don’t underestimate the value that AFP and its chapters bring to the sponsor. Chapters add a lot of value, especially with regards to the positioning and branding organizations gain from partnering with the largest association of fundraisers in the world that is dedicated to ethical and effective fundraising. In addition to local awareness and publicity that sponsors may receive, AFP IHQ conducts a significant amount of public relations and marketing with regards to NPD. These are benefits that chapters should explain and include in the value of the sponsorships they offer. 

Identify possible sponsors. Know who is in the community, and take a comprehensive inventory of everyone the chapter interacts with or knows in any capacity: vendors, associates, banks, foundations, etc. Some chapters are unsure about contacting previous award winners for money and sponsorships because they do not want to be perceived as rude or ungracious. However, most chapters with successful sponsorship programs have approached previous winners (perhaps not immediately after winning, but a couple of years down the road). 

Offer multi-year sponsorships. AFP IHQ now only offers multi-year sponsorships, and most chapters are moving towards this as well. It can be difficult enough arranging sponsorships, especially with NPD and sponsorship chairs changing annually, without having to go back to sponsors every year to get their support. Multi-year sponsorships ensure consistent support and encourage continued and strong partnerships, while annual sponsorships are often subject to short fluctuations in the economy or other factors. Three years seems to be a standard amount of time, although some chapters and AFP IHQ offer five-year sponsorships. If sponsors are reluctant to commit to multi-year agreements, make sure your one-year pricing option reflects the additional work that will be required. 

The name game. Some chapters use the “AFP Award Name, sponsored by” format. AFP IHQ has moved to a format whereby the sponsor’s name is included in the award (e.g., CARTER Award for Outstanding Youth in Philanthropy). Because the award is given at an association event that already contains sufficient AFP identification and branding, and is always referenced in relation to AFP's own awards programs, including the sponsor’s name is a way to give the sponsor greater value and awareness while not diluting AFP’s own marketing efforts. 

SPONSORSHIPS/RAISING MONEY FOR THE EVENT (cont.)

Conflicts between chapters and members’ organizations approaching the same sponsor. One chapter avoids this problem by identifying its key NPD sponsors at the beginning of the year and informing members of those potential sponsors. Members then can approach them later in the year after NPD. Another way to avoid the problem is to focus on the brand of the event. NPD is not just a chapter event, but a community event celebrating philanthropy that involves every group. NPD does not pit chapters against charities, but rather seeks to be inclusive of everyone. All organizations (for-profit and nonprofit) should get involved because it is the event for celebrating philanthropy in the community. 
In several chapters individual charitable organizations are encouraged to market their own brands during NPD events by purchasing tables; honoring their own volunteer or donor of the year; or making a commitment to always nominate someone affiliated with their organization and host that person regardless of whether they are the final recipient or not. 

Program ads: A few chapters offer the opportunity for organizations to place ads in their NPD program, and several have raised significant revenue this way. These ads are not the typical commercial appeals, but rather are positioned as a way the advertiser can say “thank you” to particular donors, volunteers or the entire community. One chapter refers to their ad program as “Expressions from the Heart.”

Additional general ideas about sponsorships include:
· Invite corporations and local businesses to not only buy and/or sponsor tables, but offer to recognize a special guest of their choosing for his or her charitable work (usually an employee or board member of the company).  This type of “corporate table” program has resulted in large increases in attendance and revenue for some chapters.

· Run a similar table program for charities, associations and other nonprofit organizations.  Offer to recognize one of their guests (often a volunteer or trustee) in a special “honor roll” of philanthropy that can be promoted in your event program, chapter newsletter, website and/or NPD media materials.

· Have the awards that the chapter is presenting during the event be sponsored by organizations in the area. The sponsors would be on stage with chapter leaders and help present the award.  

· If a foundation is interested in sponsoring the event, offer to allow them to announce one or two of their grant awards during the presentations.  This is can be especially exciting if the grant is related to an important community issue.

· Organizations that have relationships with your award winners should be targeted for sponsorships and/or special table packages. Consultants and vendors that serve the nonprofit sector might be interested in purchasing vendor packages that provide them with space to promote their services to your audience.
SPONSORSHIPS/RAISING MONEY FOR THE EVENT (cont.)

· Previous award winners, especially corporations or philanthropists, may be interested in sponsoring your NPD event.  They should always be invited back to your events and briefly recognized, if time permits. This may increase interest in sponsorship opportunities in the future. 

· Many chapters offer educational sessions in conjunction with their NPD celebration and turn the whole event into a mini-conference.  These sessions can be revenue raisers, and chapters can offer vendors a space in the lobby to set up a small exposition and booth area. Usually, this set-up works better if the NPD event is a luncheon, not a dinner event where the proceedings are usually more formal.

· Many chapters have their events sponsored by a local media outlet, typically a newspaper or business journal.  Chapters can receive a lot of free publicity through these types of partnerships. However, the amount of publicity chapters receive, and what chapters have to do as part of the sponsorship deal, can vary greatly. See page 31 for more information.

Samples of sponsorship materials can be found on the AFP website. Click on “About AFP” and then “National Philanthropy Day®.”
Sponsorships are very positive, but we encourage chapters to ensure they’re only entering into agreements and working with organizations that will not tarnish their image and reputation.  If questions arise, NPD chairs should bring the matter to the chapter board.  AFP Global can also provide advice and assistance if necessary.

FINDING UNDERWRITERS FOR YOUR EVENT
One especially appropriate source for NPD funding is your local community foundation. Unlike private foundations, community foundations are actually public charities that offer highly favorable tax incentives for giving.  They aggregate gifts and bequests (mostly from grass-roots donors) and make grants to support projects beneficial to their local region.

In working with community foundations, as with any other funding source, following a few basic rules will improve your chances for success.  Most of the rules apply equally well to working with individual and corporate donors.

1.
Do your homework before submitting a request.  Read all the available information on the community foundation.  Find the foundation's grant-making mandate, sources, and timetable.  Be sure that your organization falls within the geographic area and that NPD falls within the purposes of the foundation.

2.
Know your organization(s) and event.  Be prepared with facts about the programs, budgets, plans, evaluations, and history of NPD and the organizations involved.  Have a clear picture of your planned NPD activities, budget and timetable.

3.
Know the types of grants made by the community foundation.  Community foundations often make grants in a variety of ways (e.g. challenge grants, matching grants).  Don't lose out on funding because you asked only for a direct grant.

4.
View the community foundation as a resource beyond simple grant-making.  Understand what resources the community foundation is already providing to other organizations.  If it is not currently providing services beyond regular grant making, offer suggestions and explore that possibility with the foundation staff.

5.
Develop an ongoing relationship.  Even if you don't get funding the first time, keep the foundation informed of your efforts and awards on behalf of NPD.  If your request is turned down, get specific reasons and explore them with the foundation staff. 

6. Start early!  Community foundations have their own individual styles and procedures.  Be sure to give yourself enough time to meet their deadlines.


PRINTED MATERIALS: INVITATIONS
The materials you print for your chapter’s NPD event are critical for three reasons.  First, they will be the permanent last reminders of your event.  When the memories start to fade, participants can still look at the program or other material.  Second, if individuals aren’t especially familiar with AFP, then their initial perception of your chapter will be based on the invitation and other materials they see about the event. Third, they are a platform for recognizing sponsors, underwriters and award recipients. 
For these reasons, make sure your printed materials are of the highest quality.  Highest quality does not necessarily mean “most expensive” or “most artwork.”  Some striking pieces can be created with a minimum of artwork or artistic flair.

Your printed pieces should absolutely include your chapter logo and the NPD logo. Branding is crucial. NPD is one of your chapter’s biggest events all year, if not the largest. It needs to be associated with your chapter and AFP. If you’re cosponsoring the NPD event with other charities, then obviously it may not be appropriate to have your chapter logo on the materials. But printed materials (especially invitations) that don’t make it crystal clear who’s putting on the event are a missed opportunity (and this has happened before, so always be sure to check!).  

You can (and definitely should) ask a print shop for discounted or free printing for NPD.

Strive for top-quality printed materials to indicate a first-class event.  Arrange with a print shop or other organization to have your printing donated, if possible.  (If donated printing is hard to find, call a high school or college graphic arts/printing department. You might be surprised at the quality, especially with the computer equipment that many schools have available now.)
Invitations should be mailed MONTHS in advance of the event.

Hand-addressed envelopes with real stamps (not a postage machine) will get the most attention on a busy executive's crowded desk.  Or you can ask your members to enclose an invitation with a personal letter. Because there are so many charity events now, two months is probably the minimum at which you should send invitations. 
The invitation can be structured in a variety of ways, but a few items should be clear:

· the purpose of the event (i.e., to honor the listed award winners)

· the date and time

· the place (don't forget to include directions or a simple map)

· the cost (and the percentage of the cost that may be tax deductible)

· a name and telephone number(s) for the RSVP, or a reply card and envelope

· the AFP logo

· the NPD logo

It's nice to mail formal invitations even if the awards ceremony is being held in conjunction with a seminar and has already been mentioned on a brochure.  This indicates that your chapter is committed to honoring the award winners.  And you will be able to reach people who may be interested in honoring the winners but who may not be interested in the seminar.

INVITATIONS (cont.)
Be creative with your invitations and publicity materials.
Some chapters have used portions of a gubernatorial proclamation in their brochures used to advertise NPD luncheons and workshops.  Mention current events and issues that are affecting philanthropy.  For example, in 1998, some chapters used the philanthropy stamp in their promotional material. In 2010, AFP’s 50th anniversary was referenced. And of course, make ample use of the NPD logo.

Publicize the event with more than just the official invitation.

Some chapters mail a postcard to announce the upcoming seminar and/or awards event. This notification can also be incorporated into your newsletter. Special newsletter supplements can also draw attention to your event. And the more the media cover the event, the more free publicity the chapter will get.  Chapters should note that the policy determining reservations, cancellations, and refunds for the ceremony and/or the seminar should be determined in advance and made clear on all promotional materials.
Invite everyone.

Perhaps not everyone, but almost everyone!  Ask all of your chapter members, award honorees, judges and anyone else associated with the event to suggest invitees.  If you are working with other charities, foundations, associations or other groups, ask them for suggestions. Be sure to always invite all previous award winners!

Every member of your chapter should include information about the NPD event in their organization’s own newsletter and website. NPD committees should write up a short blurb about the event and email it to all members so they will have some text for their newsletter and website. All chapter members should invite their own board members too.  

Chapters should also consider inviting government officials (members of Congress or Parliament, the Mayor, members of the City Council, etc.) to the event.  This can be a great way of increasing awareness of the chapter and issues related to fundraising.  An official could issue a proclamation about the NPD event or publicize the event in some other way (mention it in remarks, for instance).  The flip side is that such officials might want a little time to speak at the event.  However, this can be positive if the official is a good speaker and keeps the remarks in the spirit of the event (and most are savvy enough to know this.).  

Leave no stone unturned.

At some point (perhaps a week or two from the event), members of the invitation committee should call invitees who have not responded.  As soon as your guest list begins to fill out, it should be given to the individuals responsible for name tags and table place cards (if you’re using those).

AFP Global is interested in seeing samples of a chapter's NPD invitations.  Please mail or email a copy to AFP/Public Affairs, NPD Chapter Material, 4300 Wilson Blvd., Suite 300, Arlington, VA  22203, paffairs@afpglobal.org. 


PRINTED MATERIALS: PROGRAMS
Printed programs range from simple to elaborate. At its core, a program contains a schedule and brief biographies and photographs of the awardees and other VIPs.  Note that the printed information should not simply restate what is to be said about the award recipient when he/she is introduced. One good way to ensure this is to have the presenter speak with the honoree ahead of time and jot down a few notes, stories, etc.  

Ideally, the program should include materials beyond just the schedule and honoree information.  Remember that many of your guests may not be familiar with NPD, the chapter or AFP.  The program is a good way to explain the significance of NPD, what AFP is, and the work of the chapter in the local community.  If guests take anything with them, it will probably be the program, so think of it as a potential education tool. 

If there is a significant story behind the awards (for example, if they are named after a distinguished person), you may wish to outline the history and the contribution made by the person for whom the award is named. A list of past winners of each award is always a good idea and can help to cultivate past winners as possible sponsors in the future.  

Recognizing each of the judges for the awards is highly recommended, and including the names and titles of the chapter board is also quite popular.  Of course, the names of the NPD committee should also be listed as well. Including the AFP Code of Ethical Principles and Standards, or the Donor Bill of Rights, may be appropriate near the end of the program.  Some chapters include an evaluation form for attendees to help assess the success of the program.

Some chapters allow organizations and companies to take out “advertisements” in the program, highlighting a volunteer, employee, trustee or other leader active in philanthropic programs.  This process has been very successful for some chapters. “Advertisement” space in the event program may also be part of Sponsorship/Underwriting packages.  
FINAL NOTE: The program should be one of the last things that is finalized, and be sure not to print it too early.  There are always sponsors who want to participate at the last moment, and it’s always good to include as many of them as possible in the program.

RECOGNITION ITEMS

Choose an award that can be duplicated year after year so it can be recognized as your organization's award, whether it be a plaque, a framed certificate, a piece of silver or crystal, an original work of art, or something representing your region.  Some groups have named each award after a very distinguished person (often deceased) who has exemplified the award.  Awards can also be related to current and upcoming events (e.g. the philanthropy stamp in 1998). 

If your chapter is looking to cut down on awards costs or searching for new award ideas, you should consider using the AFP Global vendors.  AFP can leverage the business it currently does with these vendors, along with its 30,000 members, and possibly get your chapter a better deal on its awards.  Contact the Public Affairs Department for more information (paffairs@afpglobal.org). AFP and NPD logo merchandise, including various award and certificate items, is available through AFP's Sales Department (call 800/666-FUND).


PRESENTERS

The presenters for the awards are an important part of the program.  Some chapters use VIPs, including members of Congress/Parliament, governors, mayors, and/or local celebrities, such as sports heroes and community leaders.  Some chapters have previous winners present the awards. 

Many chapters report good results when a local TV personality (talk show host, anchor person, reporter, etc.) serves as Master of Ceremonies (MC).  Their poise, comfort in front of a microphone and the audience, the quality of their speaking voice and high profile can add a lot of intangible benefits to the event. Plus, using a TV personality is often helpful in getting local media coverage from the station that the individual works for.

Whomever your chapter decides to use as a presenter, remember that your chapter president and other board members should also be involved in the actual presentation of each award. Keep all award presentations relatively brief and meaningful.  Too much information causes the listener to lose concentration.

If you choose to work with an MC who is not very familiar with AFP and your chapter, consider these points:

· Be prepared to offer an honorarium.

· Provide the MC with a fact sheet on your group, information about the awardees, perhaps a script for the actual presentations, and a time schedule of the entire event.

· A formal agreement as to required duties and payment (if any) should be signed by a representative of your organization and the MC.

· If your MC is coming from out of town, there are other details to consider: hotel accommodations, local transportation, and dinner arrangements.

An awards event usually doesn't require a speaker.  Brief remarks by your president, an MC, or a "celebrity" presenter are sufficient.  But the awardees should be given the opportunity to speak.  You should decide in advance on an appropriate length for acceptance remarks (2-3 minutes) and advise the awardees in writing of the suggested amount of time.  However, it is inevitable that someone will speak longer than suggested, so you should work overruns into the event schedule. 

Some chapters give each honoree a question to answer about philanthropy instead of making an acceptance speech.  The honoree sees the question well-ahead of time and weaves in his or her own personal experiences into the answer.

A short videotape on NPD and/or philanthropy can be a meaningful part of your event.  To cut down on costs, a Powerpoint presentation can also be very powerful and effective. Using student photographers can also reduce expenses.  A few chapters have asked local colleges with communications or media departments to videotape the event.  In one case, the videotape was actually shown on a local “Sunday Focus” program.  

As you plan the length of your ceremony, remember your guests' limitations.  An overly long ceremony will NOT be well received! It is often best to script the program from start to finish with fairly strict times (but of course, give yourself ample extra time as situations beyond your control will always occur!).  In the end, it’s better to keep most of the script short and leave more time for your honorees to speak, as one or two of them will inevitably steal the show.

ON-SITE LOGISTICS

Because every event is different, AFP cannot offer a comprehensive blueprint for making your event a success.  However, the following is a brief checklist to consider as you plan:
1. All guest names should be registered in advance and nametags (if used) should be distributed in an orderly fashion.

2. Have the awards attractively displayed in a central area for all to see.

3. Consider whether there should be music before the event, such as a string quartet or local band.  

4. A reception before the presentation luncheon or dinner gives the guests a chance to mingle and offer their congratulations to the award winners.  In some cases, only certain people might be invited to the reception, perhaps chapter leadership, honorees and others.  In this manner, the reception can be used to ensure that all of the important participants have arrived and are ready.  Chapters can also use such a reception to recognize previous award winners.

4.
Certain members should be assigned to watch for the arrival of the awardees.  The awardees (and any celebrity award presenters) should be greeted with the highest level of hospitality.

5.
The graceful and dramatic entry of head table guests into the room can be a special moment in the program.  Here's how to use an entrance to the best advantage:

Arrange a room near the entrance of the ballroom with enough chairs for the entire head table.  Tape names to each chair in the same order as place cards at the head table.  Just as the reception ends, someone (usually not the banquet chairperson or the president) ushers all the head table guests to the room and asks them to sit in the appropriate spot.  (This should happen as all other guests are finding their seats in the ballroom.)  As soon as all are seated and you have the cue that other guests are almost all seated, the leader asks the head table guests to rise and proceed in order to the ballroom and up to their places at the head table.  You may wish to have music at this point.

When done this way, other guests will usually rise and applaud when the head table proceeds into the ballroom.  (You can suggest to your members that they be prepared to initiate this response.)  This is a dramatic start.  The MC then asks all to be seated.

Other ideas:

· Ask chapter board members to escort each honoree for the event.

· Offer to drive them to the event.

· Show concern about their special guests and where they will sit.

· Give each honoree flowers.

· Show each honoree the set-up and where they will sit.

· Have a program to give them before they get to the table.

FOLLOWING UP AFTER THE EVENT
Whew!  It's the day after NPD, and all the work your committee put into this year's celebration was a great success.  Congratulations!

But there are still a few loose ends before you can pack everything away until next year:

· Sending a congratulatory and thank-you letter to each honoree makes a nice memento.  If your organization videotaped the event or took photos during the event, awardees will certainly appreciate receiving a copy.

· Send thank you notes to everyone who helped you in any way: committee chairs and members; awards judges; special guests who donated their time; elected officials who issued proclamations for NPD; reporters and/or editors who went out of their way to help publicize the event or NPD – in short, anyone who did their job and then some.

· Send out a final press release about the event, the winners and any other item of interest that occurred during the event (including number of people participating).  

· Plan to build on the success of each year's event by preparing a manual for the next year's chair.  Include job descriptions, agendas, timetables, letters, PR materials, committee critiques and recommendations, useful contacts, copies of all printed materials, copies of receipts and agreements, and anything else that will facilitate planning and organizing the next event.

· Pass along your suggestions and comments about NPD to the AFP Global.  We are interested in hearing how we can make your job easier.  Use the feedback form at the back of this manual.

· Let AFP Global know how your event went!  Send photographs and copies of all materials to AFP/NPD Materials (4300 Wilson Blvd., Suite 300, Arlington, VA  22203 or email paffairs@afpglobal.org). AFP might even use your chapter's ideas and documents as examples in the next NPD manual.

THE AWARDS PROCESS

Awards are critical to your NPD event; after all, they are the main reason everyone is getting together: to honor someone in the community with an award.  So make sure your award process runs smoothly and effectively.  

You might want to pattern your awards, criteria, nomination forms, and entry requirements after those presented by AFP at its annual International Conference.  While AFP Global is changing its awards process this year, most of the categories and criteria will remain the same. Following the materials used by AFP Global allows chapters to easily nominate its local winners for the overall awards presented at the International Conference.  The Awards for Philanthropy include the Outstanding Philanthropist, Volunteer Fundraiser, Corporation, Foundation, Fundraising Professional, and Outstanding Youth in Philanthropy. However, many chapters offer other awards, including:

· Outstanding Media Outlet (or Best Nonprofit Media Coverage)

· Outstanding Fundraising Campaign

· Outstanding Community Business Leader

· Outstanding Community Award

Nomination forms for AFP’s awards programs can be found at the AFP awards website: : http://awards.afpvote.org/. 
Different Ways to Honor People

In addition to honoring outstanding young philanthropists, many chapters also look at ways to increase the number of people who are recognized every year. They allow organizations that sponsor tables to designate an employee or volunteer who will be recognized at the event. Others create different types of honors that do not require a judging committee—nominators simply submit names and if the honorees meet a few basic criteria, they will be recognized. 

For example, the AFP Alabama Gulf Coast Chapter created a new honor called the “Award of Merit for Distinguished Charitable Donor.” The award can be given to no more than six recipients each year, and they must be nominated by an AFP member in good standing. The award was designed for those individuals who would not normally be considered as ‘outstanding philanthropist’ or ‘outstanding volunteer fundraiser,’ but have still made substantial gifts over the years and been vocal supporters of the causes they support.
For several years the AFP Silicon Valley Chapter’s awards have included the Distinguished Volunteer Fundraising category, with 30 to 50 honorees annually. The award recognizes the service and leadership of fundraising volunteers, and the chapter presents the awards to the first 50 nominees who meet the criteria. Nonprofit organizations may submit only one nominee for the award, although a group, such as a committee or an auxiliary, may be nominated. All of the honorees are required to appear for a scheduled group photograph session, and each also receives a resolution passed by the California State Assembly.

The inclusion of a Lifetime Achievement Award is a way to supercharge your event.  This special award should probably not be given annually and great care must be taken to insure that any individual being so honored is universally seen as deserving.  Some chapters make the Lifetime Achievement Award a board level decision, separate from their other awards.
THE JUDGING COMMITTEE 
Choose a judging committee of no fewer than five people.  The committee can include foundation executives, corporate executives, advertising/fundraising agency executives, nonprofit executive directors, and/or local celebrities, such as the mayor or a local TV personality.  Here are a few guidelines for the judging process.  

· The panel of judges should be permitted to name more than one recipient in any given year or not to name a recipient in any given year. In practice, however, it is not a good idea to recognize more than one winner as it tends to cheapen the award and cause logistical problems as well (which winner speaks first at the event?).  It is far better practice to choose one and keep the other nominee in mind for next year.

· Nominations should be kept active for two years.  The nominators will appreciate not having to do all the work again, and this policy can help avoid ties.

· Announce and stand firm that the decision of the panel judges shall be final.

· Make sure that everyone on the committee understands the exact criteria upon which to base their judging, as well as the exact process and time commitment required.

· In their awards programs, some chapters use a point system to rate nominations. This method can be very helpful, but the points themselves shouldn’t decide who the winner is. Discussion among the judges is a critical part of analyzing the nominees and determining a winner. Using just a points system may skew results depending on how each judge allocates points. For example, the AFP Awards Committee uses a point system to help identify the top three or four nominees for each awards category. If a nomination is scored high by a majority of the judges, that nomination moves to the “final round.” At that point, discussion takes over, and judges talk about why they graded each nominee as they did and what they found appealing about each nomination. In almost every case, this process ultimately brings out an honoree that the entire committee agrees upon. In the rare case where discussion is deadlocked over two nominees, the points or rankings can be used to help identify a winner.
· Some chapters are opening up their awards process, allowing nominations from individuals beyond the chapter membership and allowing organizations to self-nominate.  Some chapters have reported a significant increase in nominations by following this process.  However, chapters need to ensure that all nominations meet the same high standards.  

THE NOMINATION PROCESS
Set a deadline for submitting nominations and do not accept late entries.

Determine whether you will accept entries by fax, email or solely through the mail. Is a postmark acceptable, or must the nomination be received on or before the day of the deadline? While nomination forms can follow any format, the chapter must find a balance between allowing too much information and supporting material, and not having enough information to make an informed and quality choice.  AFP strongly encourages chapters to use criteria it has developed for its Awards for Philanthropy program (available on the AFP website – www.afpglobal.org – under “About AFP and then “Awards.”).
Your nomination policy should be stated clearly on the nomination forms.

For example, announce that all nomination materials submitted shall remain the property of your chapter. Before nominating individuals, they must be contacted to make certain they will accept an award if chosen and attend the NPD event.  If a last-minute situation occurs that prevents the honoree from appearing, perhaps a video could be made of the individual’s remarks.  But this should be a rare occasion and certainly not advertised.  

One especially sensitive issue is whether or not awards can be given posthumously, and what occurs if an honoree or nominee passes away before the event or during the judging process.  While this is rare, it has happened on several occasions. Your awards committee should spend just a couple of minutes developing a policy for this situation.  AFP Global’s awards policy is to not allow posthumous nominations, but it will continue to consider a nominee if he or she passes away after the nomination has been received. Chapters are free to develop whichever policy they feel is most appropriate.

Many groups list previous winners on their nomination forms to provide an idea of the type of person who might be suitable for an award.  This also keeps people from wasting their – and your – time by nominating a past recipient.
The nomination process should be publicized as widely as possible

Nomination forms should be distributed to your chapter members, as well as to members of the philanthropic community. Also send a news release to your local newspaper calling for nominations.  This distribution will probably be your first opportunity to make a body of people aware of NPD.  Your cover letter should reflect your eagerness to get them involved and participating in NPD. Chapters will probably want to make award selections early in the year, since your honorees generate excitement about the event and, as much as possible, should be a crucial element of all marketing and publicity activities leading up to the event.
One packet containing information about all of the awards is very helpful. 

Produce a Nomination Packet that explains the significance of NPD and your chapter's planned celebration in greater detail. Depending on your budget, this packet can be mailed as an initial contact, or only upon request after you have used a brochure or letter to alert interested parties to the awards ceremony.  

SAMPLE JUDGING GUIDELINES

The following are some sample judging guidelines which chapters can use and/or incorporate into their own procedures and policies.  AFP strongly encourages chapters to have judging guidelines and make sure everyone involved in the judging process (including nominators and NPD committee members) understands the process.  Disclosure and transparency are keys to ensuring a smooth judging experience.

Thanks to Lisa Intagliata, CFRE, of the AFP Florida, Southwest Chapter for submitting these sample guidelines.

I.  SELECTION

· Judges are selected by the NPD committee members.  It is advised to poll the AFP Board of Directors for their input and suggestions before opening it up for brainstorming at your NPD committee meeting.
· Assign one person on your NPD committee to be the “judge liaison”.  The judge liaison is responsible for following up with the candidates who the committee feels should be asked to become an NPD judge as well as finalizing the panel of judges. They should clearly explain the duties and responsibilities of an NPD judge, time commitment involved and the overall judging process.  It is strongly recommended that when choosing who your “judge liaison” will be that you choose someone who will NOT be nominating anyone for an NPD award. 

· The judge liaison must go over the criteria for each award and make sure each judge has a clear understanding of what each nomination should contain as well as an understanding for how the “point system” on the application works.
· Select an odd number of judges and have back-ups trained and in place to be ready to fill in for judges who are not able to complete their duties.  

· Secure all judges by May/June (for an NPD event occurring in November).
· Select judges who know the community well and are well known in the community (not necessarily past NPD winners).  Try to select a cross-section of judges who represent diversity in culture, geographic location, background etc.

· A date for the judges meeting will be set once all judges are consulted. Judges will then be given a date, time and location to meet.  It is best if one of the judges offers to host the meeting at their site rather than at the place of business of the judge liaison.  This policy will help in keeping the place “neutral territory” for all involved.

· No AFP member should sit in on the judges meeting.  Instructions should be given out to the judges by the “judge liaison” via mail at least 4 weeks in advance of the judges meeting and followed up by a phone call or e-mail one week prior.  The judge liaison is not permitted to sit in on the judges meeting.

SAMPLE JUDGING GUIDELINES (cont.)

· If a judge is not able to make the judging session, an alternate is to be called in there place.  No judge is allowed to send a “proxy” in their place.  No judge may call in his or her vote either since the judging process brings to light much discussion and the group needs to make their final decisions as a whole.

· No judges are allowed to submit or be any party to a current NPD nomination/application.

· AFP members are not allowed to “lobby” the judges in order to benefit their application/nomination or someone else’s.  If the judges have a question about information contained in a nomination, they are to call the nominator directly.

II.  PREPARING THE JUDGES

· Give nomination forms to the judges via a complete packet at least 3-4 weeks before they met to do the judging.  This allows them ample time to read through the applications and supplemental materials and draft a list of questions (if any) as well as come to the judges meeting prepared with who they feel their top choices are before the group discussion takes place.  
· If the content of a nomination is called into question by a judge, it must be taken before the judges’ panel and discussed.  It is suggested that the nominator be called and asked to clarify any questions a judge or judges have pertaining to the validity of facts or figures represented in the nomination.
· Judges may only select only one winner per category.  No ties are allowed in a category. A decision must be made, even it is the decision not to give an award in a particular category due to lack of nominations or applications not meeting the correct criteria.

· In the event that the judges (as a group) feel a nomination should  have been submitted under another category (for a different award), it is up to the judges to call the nominator and get permission to change the award category in which that candidate was nominated originally.  

III.  RECOGNITION

· Adhere special “Judges” ribbons to judges’ nametags and perhaps invite judges from previous NPD events to attend your event and honor them with a VIP ribbon on their nametag as well.

· Reserve a special “Judges” table at the NPD Event.  

· Read each judges name from the podium during the program the day of your event and ask them to stand as a group and be acknowledged.

· Include the list of judges in your event program booklet and/or in the ad(s) for your NPD event in the newspapers.  Include a brief biography and photo of each judge.



PUBLICIZING YOUR EVENT

THE AWARDS EVENT
As with all aspects of a special event, a strategy for publicity must be thoroughly planned by a committee that meets frequently and is following a carefully constructed timeline.

Here is one timeline for a publicity campaign for a standard awards event.  This should be tailored to fit the individual needs of your chapter and event.  Don't forget to incorporate the deadlines of your chapter's and other organization's newsletter into your final timeline; it's vitally important to publicize events within your own membership!

	Six weeks before nomination deadline

As soon as awardees are determined

One week later

Four weeks before event

Three weeks before event

One week before event

One day before event

The day of the event

After the event
	
	Mail nomination forms.  Send news releases that announce call for nominations.

Send news releases to announce winners.  Send pitch letters to newspaper, television, and radio contacts. Include promotional materials in your chapter newsletter and post award winner profiles on your chapter’s web site and provide this link in all media pitches and releases.Follow up pitch letters with telephone calls.

Finalize your list of target media, and, if possible, computerize.  Send pitch letters for features.

Mail news releases to target media.  Follow up on pitch letters for features.

Mail one-page media advisory to target media.

Follow up with the media by phone.  Call planning editors for broadcast media.   Faxing out the media advisory again is frequently a good idea.

Follow up with selected media by phone again.  Call assignment editors for broadcast media.  Coordinate interviews at the event and provide information, such as a press kit, to news media.

Follow up with the media.  Check to see if they need more information.  Send press kits to those who did not attend.



	
	
	


SEMINARS
When your organization is working to publicize a workshop or seminar along with your awards event, you will need to add a few items to your timeline:

Three months before seminar

Ten weeks before seminar

Two months before seminar

As registrations come in

One month before seminar

One week later




Begin to develop a mailing list of interested seminar attendees.

Mail “Mark Your Calendar" cards to alert people on your mailing list about the upcoming seminar.

Send brochure to people on your mailing list about seminar.  Send information to "community calendars" in newspapers and on radio stations.

Return written confirmation.

If applicable, send pitch letters to target media.

Follow up with telephone calls to media.
NATIONAL PHILANTHROPY DAY®
Here are some public relations items you should add to your NPD time line:

Two months before NPD

Contact radio and television stations about PSAs.

One week later


Follow up with telephone calls.

Three weeks before NPD

Send pitch letters to newspaper editors about writing 





an op-ed or a staff editorial about NPD.

One week later


Follow up on pitch letters.

When sending news releases about NPD, use the awards event timeline as your guide. 
Remember, editors and reporters work on their own timelines. Create an NPD page on your web site and post all pertinent information to ensure that the correct information is available, even when you’re not!


PUBLICIZING NPD AND YOUR EVENT

You should have a public relations strategy in mind as you begin planning your event.  Spreading the word through publicity is an integral part of celebrating NPD.  We want as many people as possible to join in our tribute to the vital role philanthropy plays in our daily lives.

Being clear about the objectives of the public relations campaign will help focus your efforts.

In general, these are the objectives you should be working for:

· To increase public awareness of NPD as a time to say "thank you" to those who give throughout the year.

· To focus public attention on major accomplishments made possible through philanthropic contributions.

· To honor key local individuals and corporations for their philanthropic endeavors.

· To recognize local fundraisers, thanking them for their time, talent, and dedication.

· To increase public awareness of your chapter's public service program.
· To increase the value of your sponsorship proposals by providing a strong cause-marketing partnership and media opportunity

In addition to the methods outlined in this section, there are three other options your chapter should consider in planning your publicity efforts.

· Advertise in a publication that reaches your target audience.  Don’t forget other communications mediums, such as radio, television or email.

· Encourage a local media outlet to develop a special one-time section covering the world of philanthropy and fundraising.  The chapter can help develop story ideas and provide names and leads for advertising in the section.  This is usually done through a sponsorship arrangement (see page 31 for more details).

· Purchase a one-day sponsorship from your local National Public Radio station.  Almost all stations offer the relatively cheap option (a few hundred dollars) of a one-day sponsorship whereby the station will play a message about NPD and the AFP chapter a certain number of times that day. Chapters can work with the station to ensure the message gets played during some of the more popular programs on the station.  Contact the advertising department of your local NPR station for more information.

While these three options focus on buying communications time and messages (i.e. paid media), the rest of the manual focuses on earned media (what chapters can do to get reporters interested in the event and its stories). Following is an overview of the methods your chapter can use with the media to get the word out about NPD and your event.

SPONSORSHIPS WITH MEDIA OUTLETS

Why spend all of your time trying to get reporters to chase your story when you have the media outlet cosponsor your event and sure coverage?  Many chapters have asked the same question and found that the latter option was very attractive for a number of reasons: visibility, increased revenue for the event, and “takeaways” (special newspaper sections) that add value to the NPD event.

Many chapters now work with a local media outlet to develop an annual special section focusing on philanthropy, charitable giving and, of course, your chapter’s NPD event.  Often, this is through a sponsorship arrangement.  Many chapters have been very successful in working with local business journals and magazines on these types of arrangements. The journal produces a special section on philanthropy, containing articles about the chapter’s award winners and other trends and issues in fundraising. Publications can also provide pre-event advertisements, printing, and /or design services to increase the value of their sponsorship of NPD.  In most cases, the chapter helps to sell ad space for the section by providing leads and names or include an ad as a portion of their sponsorship package, and the journal is named as a sponsor (if not the sole sponsor) or media sponsor of the NPD event.

However, what chapters should realize is that most business journals and other media outlets are independently owned, even if they are part of a chain.  As such, each is free to develop its own arrangements.  In some cases, chapters entered into positive arrangements that have been beneficial for both parties.  In other situations, the benefits the chapters have received have been of lower quality, and in a few cases, chapters have even had to pay the journal money if sufficient advertising levels were not reached.

Chapters have a lot to offer media outlets in terms of gaining exposure to the fast-growing charitable sector.  AFP Global has worked with several chapters in getting them better deals with local media outlets by leveraging the power of its 33,000 members. We encourage you to contact AFP before you enter into such an arrangement just so we can review the contract, compare it with others and ensure the arrangement is equitable for both parties. 
Story Ideas

In these sponsorship arrangements with media outlets, charities are often asked to suggest story ideas.  Following is a list of ideas that AFP Global and chapters have used when working with media outlets.

· Award winners

· Youth involved in philanthropy

· Impact of economy (good and bad) on giving

· Technology and giving (especially the Internet, social media and text giving)

· The Donor Bill of Rights (what it means for donors and charities)

· How to give wisely

· Volunteerism (how charities use volunteers; how to be a good volunteer)

· Charity accountability

· Boards (what they do, how to be a good board member)


INITIATING NPD PROCLAMATIONS

Official proclamations by your city’s or state/province’s government leaders are very effective for generating local interest in your event. AFP is asking chapters to be especially pro-active in obtaining as many proclamations as possible recognizing NPD. These proclamations will be used in AFP’s national and international advocacy efforts to show how strong local support is for NPD and for philanthropy overall.
In smaller communities, or when your organization has an existing relationship with elected officials, you may be able to request a proclamation with a single phone call or letter.  In larger cities and states/provinces, you might have to conduct a phone or letter-writing campaign.  If you don’t know how the process works, call the appropriate official’s office and ask to speak to the staff person who handles proclamations.  

In addition to generating local support and interest for your event, a proclamation provides you an opportunity for you to establish contact with elected officials in a positive way, and can help you gain entry at other times when you have other important issues to raise.
This process can be more successful than you might expect.  In past years, some chapters have received gubernatorial proclamations and awards for each local honoree.  All it takes is a phone call and perhaps a short letter of request.

Lobbying for a Proclamation

The most effective way to get a proclamation is to generate grassroots support.  Ask your chapter members and local charities to write to the appropriate official and encourage him/her to issue a proclamation. Emails can be effective in this type of lobbying, but ideally members should mail or fax a letter to the official’s office. Officials get lots of emails; written communications stand out!
To make your letters effective:

· Be brief.

· Include your return address on the letter.

· Make your letters hand-written.

· Use personal or business stationery (postcards should not be used, if possible)

Your letter can be as simple as:
“Dear __________:

National Philanthropy Day® is scheduled for November 15, and I would like it to be recognized on a city/state/provincial level.  As a resident of [city/state/province], I urge you to issue an official proclamation recognizing November 15 as National Philanthropy Day®.
Thank you.”

PROCLAMATIONS (cont.)

Members should also be encouraged to add a line or two about their own organization and how it impacts the local community. Be sure to add that such a proclamation will increase awareness of charitable giving and the positive contributions charities make to the community.  NPD committees should use the chapter newsletter, fax, or email to notify members of the need to contact the mayor, governor or other official.

Don't forget that your state/provincial legislature or City Council can also pass a bill or resolution recognizing NPD.  Using the above guidelines, contact a legislator or council member and ask him or her to introduce a bill or resolution designating November 15 (or whichever date your chapter has chosen) as NPD.

Sample Proclamation Language

Some officials may ask for sample language for a proclamation.  Below are two examples. U.S. information is used, but Canadian chapters can use statistics such as 162,000 incorporated nonprofit organizations, including more than 82,000 registered charities, more than $10 billion in charitable giving by individuals and more than two billion volunteer hours.
SAMPLE NPD PROCLAMATION #1

Greetings:

It gives me great pleasure to extend warmest regards to the members of the [CHAPTER NAME] of the Association of Fundraising Professionals as you gather in [NAME OF CITY] for your annual National Philanthropy Day® celebration on November 15.

In the United States, there are more than one million charities. More than 100 million people provide billions of volunteer hours to countless causes across the country.  Americans annually give more than $375 billion to charities and nonprofit organizations that improve communities everywhere. As you celebrate National Philanthropy Day®, you will recognize those whose dedication and generosity have advanced these efforts. 

I am particular delighted to join with you in congratulating the individuals and organizations being honored today:

[LIST OF HONOREES}

Service to the community is indeed the foundation of our [CITY/STATE/PROVINCE] and nation, and your endeavors demonstrate your commitment to improving the quality of life for the people of [NAME OF STATE/PROVINCE]. 

Best wishes for an enjoyable luncheon and for continued accomplishment in the years ahead.

SIGNATURE OF OFFICIAL

PROCLAMATIONS (cont.)

SAMPLE NPD PROCLAMATION # 2

Whereas, philanthropic organizations are responsible for enhancing the quality of life of people; and

Whereas, philanthropy is a uniquely American tradition and our American nonprofit sector is the model for countries around the world; and

Whereas, voluntary associations formed to address societal needs are an integral part of American society; and 

Whereas, the history of American philanthropy is filled with the names of the earliest Americans, and their efforts spawned universities, free public libraries, home for widows and orphans, and volunteer fire departments, to name a few; and

Whereas, in 2015, Americans contributed more than $375 billion to over one million charities registered with the Internal Revenue Service; and

Whereas, in 2015, Americans contributed more than 16 billion volunteer hours to nonprofit organizations; and

Whereas, America’s nonprofit sector now accounts for 10 percent of the American workforce; and

Whereas, today the nonprofit sector affects nearly every citizen in one way or another, from museums and concerts, school-sponsored day trips, the little leagues and other groups that enrich our youth, to social services agencies that provide food, clothing, housing and training for those less fortunate:

Now, therefore, I, [MAYOR’S NAME], Mayor of the City of [NAME OF CITY], do hereby proclaim November 15, 2017, to be National Philanthropy Day® in [NAME OF CITY], and urge all citizens of [NAME OF CITY] to recognize the tradition of philanthropy as it continues to improve and enhance the lives of all by promoting the common good.

Dated this ____ day of November, 2017.

SIGNATURE OF MAYOR

SAMPLE LETTER

NPD PROCLAMATIONS
Date

The Honorable ___________

Address

Dear _________:

I am writing to request that a (mayoral, gubernatorial, etc.) proclamation or letter of recognition be issued for National Philanthropy Day®, the day set aside to remember and pay tribute to those people active in the philanthropic community.  From donors to volunteers, from large, international nonprofits to the community center in the local neighborhood, each has made an indelible contribution to our communities, our nation, and our world.

National Philanthropy Day® is November 15.  This year, the _______ chapter of the Association of Fundraising Professionals (AFP) is holding an awards luncheon to honor several local philanthropists, donors, and volunteers, including several projects developed by the youth of our community.  A proclamation for National Philanthropy Day® from you would help to memorialize the occasion and bring attention to the important causes that charitable organizations champion.

AFP represents more than 33,000 professional fundraisers in more than 240 chapters throughout the world, working to advance philanthropy through advocacy, research, education, and certification programs.  The Association fosters development and growth of fundraising professionals and promotes high ethical standards in the fundraising profession.  AFP's members are required to abide by and sign annually its Code of Ethical Principles and Standards.  AFP was also instrumental in developing A Donor Bill of Rights and other documents that increase public awareness and confidence in nonprofit, charitable organizations. 

(Chapters should also consider inserting a short paragraph about their work in the local community and the impact of fundraising and giving in the community.)

Thank you for consideration of this request, and I look forward to hearing from you in the near future.  If you have any questions, please contact (name of chapter contact).

Sincerely,

Your Name

MEDIA RELATIONS
It's likely that you will focus your public relations campaign on these targets:

· Websites

· Newspapers

· Area magazines

· Radio talk shows

· Television news shows

In handling media relations, there are seven key strategies.

1. Think like a reporter.  Before going to the media with a story idea, consider these points:

· What is the news value of my story?  Why will readers be interested?

· Is the story idea timely?  Does it fit into a larger news piece?

· Who will be affected -- is there a local angle?  (crucial for local media)

· Are there strong visual components?  (You should "paint" a picture for TV/news photo opportunities.)

· Who can provide background information on the issue?  (Do I have an expert I can offer to the media who can provide a fresh perspective on a news item?)

· Who are other experts (besides my organization's) that I can recommend to provide a balanced perspective?

· Is there an opposing point of view?  (Controversy enhances a news story -- don't be afraid to offer it.)

· Is a trend emerging in this area?  (Provide the big picture.)

· Could this story idea develop into a series of articles or broadcast segments?  (If so, be sure to offer 3-4 different angles for the story for the reporter's consideration.)

· Is this story being covered by anyone else?  (Don't be afraid to offer an "exclusive" with key media--you can always suggest it to other media sources if you're turned down.)

MEDIA RELATIONS (cont.)

2. Use a proactive media relations approach.  Don't wait for the media to come to you.  A pro-active media relations approach mean contacting the media on a regular basis with story ideas and cultivating relationships with key reporters and editors.

Identify relationships that exist among the members of your NPD steering committee and chapter board of directors. Gain approval from your colleagues to expand these relationships to benefit NPD.

You make contacts through news releases, media advisories, pitch letters, phone calls, letters to the editor, editorials and public service announcements – even lunch meetings.  You might even arrange background interviews to discuss your chapter's event or other projects.  But be careful not to deluge reporters with too much information.  Story ideas must appeal to a wide range of readers or viewers.

3. Focus on an objective.  Media relations succeed only when you have a goal.  Keep objectives in mind when considering story angles to pitch to the media.

4. Keep trying.  The same story pitched in a slightly different way to a different reporter may prove more successful.  Many factors, such as the reporter's mood or whether he or she is on a deadline, can influence his or her decision.  Don’t give up simply because one or two reporters haven't shown much interest.

5. Know the media.  Rather than send news releases to city editors or news directors, you can usually generate more media interest by targeting specific reporters who cover stories similar to yours.  Once you find out who these people are, cultivate a relationship.  Suggest a brief get-together over coffee with an organizational spokesperson.  This allows you to introduce yourself to the reporter, while positioning your spokesperson as a valuable news source.

6. Build credibility over time.  Getting the media to pay attention to you is a process that takes time, effort, determination, and most important, a strategic public relations program.  Know your goals.  Keep in touch with your media on a regular basis.  Earn the right to help brainstorm story ideas and development.

7. Use technology.  Reporters love email because they can get information at any time but have the luxury of reading it whenever they want.  Often the best way to approach reporters you haven't had any contact with is to email them some initial information.  Tell them that you'll follow up with them in a couple of days or ask if there's a good time to call them.  If they're especially interested, they might even follow up on their own.

A website is another good source of information that reporters love to use.  If your chapter has a website or is using the area provided at the AFP website (www.afpglobal.org) make sure that all of your NPD information is easily available there. Build an NPD page to hold all pertinent promotional information and media kits so reporters can easily access your information.  Include this site address on all printed and emailed media materials.
Following are some tools you can use when publicizing NPD and your celebration of NPD.


NEWS RELEASES

A news release is a short announcement (usually no more than one or two pages) sent to the media.  The purpose of a news release is to interest an editor in writing an article about your event or some aspect of your event.  If used to announce an event, it should be sent about three weeks in advance.

As you compile your media list, include specific reporters, planning editors (television), city editors (newspapers), news directors (radio), and if applicable, any "calendar" or "society" sections in your newspaper(s) or on radio stations, websites and blogs.
News releases are usually written in a journalistic style, and are occasionally printed exactly as written (although an editor or reporter will usually rework the release or choose to focus on only one angle of the story).

Here is a news release "formula":

· The lead paragraph should contain the most basic and most important information: who, what, where, when, why, and how.

· The lead paragraph should also contain the news peg -- that is, the reason for this news release. The lead paragraph should answer the question: What's the news?

· The body of the news release contains the supporting information, the information that explains why this news is interesting to others.  You may use quotations and/or biographical information to support your news.

· You may wish to conclude your news release with a statement of explanation about AFP.  Though statements like this are rarely printed, they help the editor or reporter understand the news release more fully.  Below is AFP's current paragraph it uses at the end of media releases:

Since 1960, the Association of Fundraising Professionals (AFP) has inspired global change—helping nonprofits and charities and supporting fundraising efforts that have generated more than $1 trillion.  AFP advances effective and ethical philanthropy by providing advocacy, research, education, mentoring, collaboration and technology opportunities for the world’s largest network of professional fundraisers. AFP’s more than 33,000 members raise more than $115 billion annually, equivalent to more than one-third of charitable giving in North America, with millions more generated around the world. For more information, go to www.afpglobal.org.
Chapters can integrate this paragraph into their own release and include information about their own membership and activities.

When writing your news release, you should:

· Keep your language simple.

· Avoid professional jargon.

· Keep your sentences and paragraphs short and crisp.

· Rely on action verbs.

NEWS RELEASES (cont.)

When you are ready to mail your press release to your list of target editors and reporters, you should follow this format or a close variation:

1.
Be sure use your chapter letterhead.  If you do not have letterhead, be sure to include your chapter's name and address at the top of the page.

2.
The date of the release should be at the top of the page, usually on the right side.

3.
The name and phone number of a person to be contacted for additional information should be given; again, usually on the top right side.  Include the area code and day and evening phone numbers.

4.
A release time may be typed in capital letters.  For example, FOR IMMEDIATE RELEASE (which indicates that the information may be published immediately) or FOR RELEASE ON NOVEMBER 15, 10 A.M. (which indicates you do not want the news publicized until that time).

5.
The headline should be in capital letters under the release time.

6.
At the end of the release, center “# # #” or “30” several lines below the last line of the text to indicate the conclusion.

See page 46 for the type of formatting that AFP uses when writing a media release.

RELEASE TIPS
Often the most difficult aspect of writing a news release is determining the actual news angle of the story.  If you are stuck, the best solution is to have a brainstorming session with your committee members.  Here are a few tips to think about when writing the release.

· In the eyes of a reporter or editor, the news is not necessarily NPD, but the events or people associated with it.  Be sure to mention NPD and its importance, but the focus should be philanthropy and the importance of charitable giving in the local community.  
· Human-interest stories (e.g. the rise to success of a prominent philanthropist) can be very successful in catching a reporter's attention.  However, be careful of basing a story simply on how much a person gave.  Lots of people give significant amounts of money, and reporters have become somewhat jaded because of the increase in the number of very large donations (such as Bill Gates’ and Ted Turners’ billion dollar contributions.)  Why and how a person gives, and a demonstration of the impact of the gift, is often more interesting to a reporter than how much.  

· Work in a parallel theme or slant that may give the reporter an idea for possible stories.  Include a few figures about giving statistics.  Briefly discuss government downsizing and how private philanthropy will be more important than ever.  Talk about the rise of the Internet fundraising or planned giving.  Just a sentence or two can convey your theme (remember, you’re writing a release, not a story).  Quotes can be very effective.

· Always mention the participation of local government officials or other well-known celebrities. Also note if official proclamations have been issued in honor of NPD.  If officials are involved, it might be possible to get a quote from them for your release. If this happens, his or her office will probably want to see the release before it is distributed.

Other possible ideas include:

· Announce a call for nominations for philanthropic awards within the community.

· Have any significant projects, grants or contributions occurred recently?  

· Are you honoring someone who is well known in the community? They may have their own list of media contacts.


MEDIA ADVISORIES
Media advisories are one-page bulletins that tell the media about special events, news conferences or opportunities for special interviews.  Because the goal of the media advisory is to secure a media interview or coverage of a special event, all information about the event or interview opportunity should be provided at a glance.

To grab the editor's/reporter's attention, use an interesting headline. Since a good photo opportunity will help determine whether a newspaper or television station will send a reporter to cover the event, stress the visual strength of the event whenever possible.

Typically, a media release is sent before the event (anywhere from three days to two weeks or longer, depending upon the type of event). A media advisory is distributed much closer to the event, usually on the day before or the day of an event. Advisories should be sent to any reporter or organization that has expressed interest in the event, but can also go to other media as well.  Sometimes schedules free up at the last minute, allowing reporters to cover events at the last second.

The format for a media advisory is listed below.  Remember to be complete, accurate and concise.

SUBJECT:  Use an interesting headline to grab the editor's attention.  Stress if there will be good photo opportunities at the event.

WHO:  List key spokespersons and any prominent people who will be attending or who could provide an interview.

WHAT:  Explain the event, news conference, or interview opportunity in concise terms (one sentence).

WHEN:  Clearly indicate the date and time of the event.  Underline this information to highlight it.

WHERE:  Give details of the event's location, including special information, such as parking or directions.

BACKGROUND:  Give a short summary of the reason for the event, offering any statistics or recent news that adds to the news value.

CONTACT:  Include a contact person, an alternate, an address, and a day and evening phone number.

Note:  Be sure to use your chapter letterhead.

An example of a media advisory can be found on page 47.


PITCH LETTERS (EMAILS)
When you glance through a newspaper or watch a newscast, you're likely to see a feature story on a new product, someone's personal achievement or an in-depth look at a current issue. Many of these stories originated from a persuasive "pitch letter" and effective follow-up. Of course, pitch letters are almost always emails these days.
A pitch letter suggests a story idea to a news editor or reporter.  The goal is to get them to interview your chapter leadership or a person your organization is honoring. Writing an effective pitch letter can be difficult and takes practice, and such letters frequently need to be tailored for each specific reporter or organization.  Therefore, chapters should write pitch letters only for the one or two major media outlets they particularly want to cover the event.  

An effective pitch letter should include:

· A creative, gripping first sentence about the subject that grabs the reader's attention, making him or her want to read on.

· Information that briefly and creatively describes the story you are suggesting, including statistics and figures to support your ideas.

· A statement that suggests an interview with your spokesperson for further information.

· A closing statement that you are available to answer further questions or provide more information.  You should also mention that you will be following up within a week to determine if they are interested in an interview.

Tips to remember when writing a pitch letter:

· Be creative.

· Make sure you've written the letter with your particular media in mind.  Personalize the letter, and address it to a particular person, not a title.

· Follow up within the stated time.

· Be prepared to pitch your story idea verbally when you follow up.  Often the person to whom you sent the letter will not have received it.

· Be ready to suggest an alternative story idea if the first idea is rejected.  

Releases, Advisories and Pitch Letters

If you’re going to write all three types of media communications, ideally start with a media release distributed to all outlets in your community approximately three weeks before the event.  One week later, follow up to major outlets with a pitch letter and a phone call. A day or two before the event, send the advisory to all outlets, even those that have expressed no interest.


TELEPHONE CALLS
Typically, you will call the media to suggest a news story that cannot be pitched in writing because of time factors, and to follow up on an email, release or media advisory that you sent a few days earlier.  Either way, your objective is to secure a commitment from the reporters or editors you call to cover your cause.  How do you handle the call?  What do you say?

Follow these guidelines:

1. Prepare for the call in advance.  The media may not have had time to read your letter or release, so be prepared to sell the idea by phone.

2. When you call, ask for the appropriate person.  Explain who you are, immediately ask if they are on deadline, and if so, ask what would be a good time to call back.

3. Explain what you are calling about.  Keep it short and to the point.

4. Assess their interest.  Here are some replies and appropriate responses:

“I vaguely remember receiving that, tell me what it was about…” or “I haven't had time to read it.  Quickly summarize what you want."  Briefly explain the event and subject and reason for the letter or advisory and offer the opportunity for them to interview appropriate spokespersons.  Position your organization's spokesperson as an authority on the subject.  “Our director, Joe Smith, has worked with volunteers of all ages for more than 30 years and can give you an in-depth look at philanthropy and the growing trend of volunteerism."

“I read the advisory, but I'm not sure whether or not we can do anything with it."  Reply by asking if they've ever covered this story before; point out that you thought the public might be interested in this angle, etc.  Try to move them off the fence to your side.

"I'm not interested."  If possible, politely try to find out why they aren't.  Often, time and/or staffing may be the reason.  They may be interested in the story at some other time or on a different aspect of the issue. This could open the door for future coverage, but don't push it.  Ask if they know of anyone else at the station or paper who might be interested.  If not, thank them for their time.

5. In general, don't use the phone to initiate contact unless time constraints demand it.  Use email to begin the conversation.  


LETTERS TO THE EDITOR AND EDITORIALS

A letter to the editor is an opportunity to express praise or criticism for an article or editorial or otherwise comment on a story you may have read.  Depending on the newspaper's editorial policy, you can write a letter to inform the public about a particular issue such as NPD.  

Writing an op-ed piece provides another opportunity to appear on the editorial page.  This is an effective way to address important issues or comment on developments in the news, such as the growing trend of volunteerism, the good deeds philanthropy enables, or the contributions made to good causes in your community during the past year.

Unlike a news release, the focus is strictly on the subject or issue, not the organization itself.  Giving the organization a reference (such as, “As the local director of [ORGANIZATION], I know of the many service programs made possible through private and corporate contributions") is usually sufficient.  Review the op-ed page of the newspaper for a better sense of how to write an editorial.

The main things to remember are:

· Keep it short: no more than two pages (rare), and preferably no longer than one.

· Write clearly and simply.

· Provide a main point near the beginning of your piece.  Use the information in the body of the article to support your point.

· Wrap up your op-ed with a conclusion that ties together your main point and your supporting evidence.

With enough background information, you can persuade the editorial page staff to publish a staff-written editorial. AFP Global can offer guidance in writing letters to the editor.
PUBLICITY/MEDIA RELATIONS -- CONCLUSION

In summary, the objective of media relations is to establish your chapter as a news source and resource.  The key is to ask, how can I be of use to the media?  Think like a reporter and you’ll be on the right track.

Be sure to give the media good stories. That's how you build strong media relations and keep them coming back. To do this, thoroughly research the issue (e.g., philanthropy) you choose to publicize. Find out how your chapter can add to the stories being developed by the media.  Always provide complete, accurate, and concise information.

Finally, a few guidelines to keep your public relations efforts headed in the right direction:

· Until you have a solid reporter on a first name basis, it's best to pitch a story in writing via email, not over the phone.  If you have breaking news, you can use the phone.

· Never exaggerate a story.

· Respect the media's deadlines.

· Return calls from the media promptly.

· Don't demand approval for stories written about your chapter.  Offer to review material if appropriate (and this will rarely happen), but never demand to see the story before it is printed.

· Always respect reporters and tell the truth.

· Call reporters to suggest interviews, provide further information or determine whether they'll attend a special event, but avoid calling reporters and editors simply to find out if your news release will be used.  Unlike paid advertising, use of publicity materials is entirely their decision.

SAMPLE PRESS RELEASE

Date

For Immediate Release

Chapter Contact

Phone Number


Association of Fundraising Professionals

 To Honor Local Donors and Volunteers

Or

Local Charitable Fundraisers to Honor (Specific Name or Organization)

Anywhere, VA -- Bob Smith and Jane Doe will be the key honorees at the 2017 Anywhere Philanthropy Awards Dinner, sponsored by the Association of Fundraising Professionals (AFP) Anywhere Chapter.  The awards dinner will take place on November 15 at the Anywhere Hotel and is part of National Philanthropy Day®, celebrated by over 125 AFP chapters across the United States, Canada and Mexico.

“National Philanthropy Day® is the day we recognize and pay tribute to the contributions that philanthropy -- and philanthropists -- have made to our great city and our nation," noted Tom Green, President of the Anywhere Chapter.  “With the federal government downsizing, charities have to rely more and more on individual contributions.  Our honorees tonight have made the commitment to support philanthropy in Anywhere and keep the spirit of civic betterment alive and strong."

Bob Smith, the recipient of the Lifetime Philanthropy Award, has spent over thirty years working with education and literacy programs for disadvantaged youth.  He founded the Anywhere Reads Program and currently chairs the Anywhere Literacy Council.  Jane Doe, who will receive the Outstanding Philanthropist Award, has been a strong supporter of the Anywhere Charities Alliance for the past decade.  She was recently noted by the Governor for her work on housing programs.

* * *

The Association of Fundraising Professionals (AFP) represents 33,000 fundraisers in more than 240 chapters throughout the world, working to advance philanthropy through advocacy, research, education, and certification programs.  The Association fosters development and growth of fundraising professionals and promotes high ethical standards in the fundraising profession.  The AFP Anywhere Chapter represents more than XXXX charitable fundraisers in the local area.  


# # #

SAMPLE MEDIA ADVISORY

Date

For Immediate Release

Chapter Contact

Phone Number

Media Advisory -- Photo and Interview Opportunity

Local Philanthropists, Volunteers to Be Honored

By Association of Fundraising Professionals

What:
With the help of the Honorable Janet Brown, Mayor of Anywhere, the Association of Fundraising Professionals Anywhere Chapter will honor Bob Smith and Jane Doe for their outstanding commitment to philanthropy during its National Philanthropy Day® Luncheon Celebration.  In addition, the fourth grade class of Anywhere Elementary will be honored for their work in a local volunteer effort.

Who:
The following individuals will be attending the National Philanthropy Day® Luncheon:

· The Honorable Janet Brown, Mayor of Anywhere;

· Bob Smith, President of Anywhere Industries, to receive the Lifetime Philanthropy Award;

· Jane Doe, Chair of the Anywhere Charities Alliance, to receive the Outstanding Philanthropist Award; and

· Mary Jones, Principal of Anywhere Elementary, and the fourth grade class of Anywhere Elementary

When:

12:00 - 2:00 p.m., November 15, 2017 (National Philanthropy Day®)
Where:
Anywhere Hotel, Grand Ballroom, 3rd Floor, 100 Main Street, Anywhere, VA, (555) 555 - 5555

Visuals:
Mayor, Awards, Anywhere Elementary 4th Grade Class

* * *

The Association of Fundraising Professionals (AFP) represents 33,000 fundraisers in more than 240 chapters throughout the world, working to advance philanthropy through advocacy, research, education, and certification programs.  The Association fosters development and growth of fundraising professionals and promotes high ethical standards in the fundraising profession.  The AFP Anywhere Chapter represents more than XXXX charitable fundraisers in the local area.  


# # #

DATES IN PHILANTHROPY
	1630
John Winthrop preaches A Model of 
Christian Charity" to Puritans bound for 
New England

1638
John Harvard bequeaths library and half of his estate to newly founded school at Cambridge, Mass.

1715-
Elihu Yale sends gifts to Collegiate 

  18
School of Connecticut (chartered 1701); 
school changes name to Yale College.

1729
First orphan home in present boundaries of United States established in Ursaline Convent, New Orleans

1751-
Dr. Thomas Bond, assisted by Benjamin     52
Franklin and others, founds Pennsylvania 
Hospital, the first general hospital in the 
United States.

1790
Death of Benjamin Franklin; his will established Franklin Funds in Boston and Philadelphia to lend money to young married artificers of good character."

1817 
Thomas Hopkins Galludet establishes in Hartford, Conn., America's first free school for the deaf.

1825
Founding of New York House of Refuge, first reformatory for juveniles.

1861 
U.S. Sanitary Commission, forerunner of American Red Cross, organized.

1881 
Booker T. Washington organizes Tuskegee Institute for Negroes in Tuskegee, Ala.

1889
John D. Rockefeller gives $600,000 to help found new University of Chicago.

1910
Boy Scouts of America founded (Campfire Girls, 1910; Girl Scouts, 1912).


	    
	1913 
American Cancer Society founded.

1919 
Death of Andrew Carnegie; contributions total $350 million.

1927
Restoration of Williamsburg, Va., financed by John D. Rockefeller, begins.

1931
President's Organization for Unemployment Relief conducts publicity campaign for local fund appeals.

1937
Congress accepts Andrew Mellon's offer to give art collection and National Gallery building in D.C. to public.

1946
John D. Rockefeller, Jr., gives 17 acres of downtown Manhattan land as site for United Nations headquarters.

1955
Salk vaccine against paralytic polio climaxes 17 years of work by National Foundation for Infantile Paralysis.

1961
Peace Corps established by the U.S. government, providing volunteers to needy countries.

1966 
Jerry Lewis begins annual Muscular Dystrophy Association telethons, marking the arrival of major media as an effective fundraising technique.

1985 
Bob Geldof organizes Live Aid, a music extravaganza which raises $40 million for international hunger relief.

1986
First National Philanthropy Day® 

1997
Ted Turner makes one billion dollar gift to the United Nations.

1998
United States Postage Stamp honoring philanthropy is issued.



	
	
	


QUOTES ON PHILANTHROPY
It is more blessed to give than to receive.

(Acts 20:35)

Think of giving not only as a duty but as a privilege.

(John D. Rockefeller)

The best and most beautiful things in the world cannot be seen or even touched.

They must be felt with the heart.

(Helen Keller)

No one is useless in this world who lightens the burdens of another.

(Charles Dickens)

To keep a lamp burning, we have to keep putting oil in it.

(Mother Teresa)

Do what you can, with what you have, where you are.

(Theodore Roosevelt)

Love sought is good, but given unsought is better.

(William Shakespeare)

It is every man's obligation to put back into the world 

at least the equivalent of what he takes out of it.

(Albert Einstein)

A man wrapped up in himself makes a very small bundle.

(Benjamin Franklin)

They who give have all the things.  They who withhold have nothing.

(Hindu Proverb)
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NPD Chapter Event Information

Please detail information about your chapter's NPD celebration and activities. (Please make additional copies if needed.)
Any information supplied will be placed on AFP's Website.  Please submit as early as possible.
Chapter Name:
____________________________________________________________
Event Title/Type of Event:
______________________________________________________
Date of Event:
____________________________________________________________

Location of Event:
____________________________________________________________
____________________________________________________________

Educational Tracks:
____________________________________________________________




____________________________________________________________




____________________________________________________________

 
____________________________________________________________

Other Information:
____________________________________________________________




____________________________________________________________

Contact Name:
____________________________________________________________

Phone:

_______________________
Email:______________________________

Note:  Email addresses will be listed on the AFP website so chapters can receive messages and inquiries about their NPD event.  The listed address does not have to be the contact person's email address.

Please email this information to paffairs@afpglobal.org. You can use the same email address if you have any questions.
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   NPD Chapter Feedback Form

AFP is interested in getting your feedback about NPD and specific ideas, hints, tips and advice your chapter has on putting on a successful NPD event.  AFP will use the information to prepare for next year's NPD.

What is your overall impression of the NPD Manual?
________________________________

____________________________________________________________________________________

Are there additional topics that the Manual needs to address?  If so, what?
___________________

____________________________________________________________________________________

Other comments about the Manual?
____________________________________________________

____________________________________________________________________________________

AFP is interested in getting examples of what chapters do for certain aspects of their NPD celebration:

· Program Committees -- How does your chapter divide up the NPD responsibilities?  What sort of committees and subcommittees are formed?

· Underwriting -- How does your chapter generate support for its NPD celebration?  

· Public Relations -- What strategy and tactics have paid off for your chapter in creating publicity for its NPD celebration?

· Special Activities -- Are there any special events or activities that your chapter sets up or performs in connection with its NPD celebration

· Other Hints, Tips -- Any other words of advice your chapter would like to pass along.

____________________________________________________________________________________

____________________________________________________________________________________

____________________________________________________________________________________

____________________________________________________________________________________

____________________________________________________________________________________

____________________________________________________________________________________

If you have resources, documents or other materials that you’d like to share with AFP, please send copies of these items to the AFP Global, AFP/NPD Materials, 4300 Wilson Blvd., Suite 300, Arlington, VA  22203. Email information and comments to paffairs@afpglobal.org. 

FOR MORE INFORMATION

Don’t forget: logos, online versions of the NPD Manual, sample ads that can be placed in local media outlets and other items (including fact sheets and talking points when they are released later this year) are all available at the AFP website (www.afpglobal.org). At the AFP homepage, click on “About AFP” and then “National Philanthropy Day” at the bottom of the page.
Good luck with your event, and if you have any questions, contact the AFP Public Affairs Department at (800) 666-3863 or paffairs@afpglobal.org. We look forward to hearing about your chapter’s tremendously successful NPD celebration!

� The AFP Board has voted to make November 15 the permanent date of National Philanthropy Day™. Although AFP recognizes that some chapters need to use an alternate date(s) to host their event, it encourages chapters to hold events in November to maximize branding efforts.
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