





Appendix C

raise an additional $2.4 million to cover the cost of equipping the CORF and building a new
chapel.

Both foundations have combined efforts to launch a $5,000,000 fund raising campaign. The
funds raised will be spent as follows:

- Comprehensive Outpatient Rehab. Facility Equipment $1,900,000

« Construction of New Chapel $ 400,000

- Renovation and Construction of LDRP $1,900,000

- Creation of Endowment for Carondelet St. Mary's Hospital $ 350,000
- Creation of Endowment for Carondelet St. Joseph's Hospital $ 350,000

A Special Financial Appeal

Carondelet Health Care, through the Foundations of the two hospitals, has chosen to launch a
$5,000,000 capital campaign to support construction of the LDRP and purchase necessary
equipment for CORF and the Outpatient Surgical Center.. From June, 1990 through June, 1991,
executives of Carondelet Health Care and the trustees of the foundations have conducted in-
depth planning and study to determine both the necessity and feasibility of conducting a
successful campaign.

The feasibility of raising the money was studied. Detailed meetings and interviews were held
with community, corporate, business, foundation, and government leaders. Much care and
planning went into whether a campaign for Carondelet could succeed. Many obstacles needed to
be overcome including a slowdown in the southern Arizona economy, the competition for
charitable dollars, and the lack of major, capital fund raising experience on the part of Carondelet
Health Care.
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Date:

Name of Organization:

Year Est:

Contact personttitle:

Telephone: Fax:

Email:

Health Care Information
Year

Patient Visits
Unduplicated Visits

Medicare
Medicaid

Patient Mix:

Year

%
%

Year

Non-paying %
Insured/private pay %

Architectural Plans

Project costs are based on what level of architectural plans:

(check one)
Date was/will be
completed (mo./yr.)

LEED certification (if applicable)
Date registered with U.S. Green Buildings Council for
LEED Certification: mo./yr.

Check level of LEED Certification planned:

O Conceptual O Certified
O Schematic O Silver
O Design Development O Gold
O Construction Documents O Platinum
If multiple contracts are involved, please provide a
schedule for each component.
Funds Available (as of April 1, 2007) Project Timetables mo./yr.
Show only formal commitments. General construction contract
was/will be signed:
Private funds (amounts >$1000 only) Project start:
Staff/trustees $ Project completion:
Businesses/Corps. $ Building purchase:
Individuals/Families  $ Land purchase:
Foundations $ Equipment purchase:
Other
$ Regulatory Approvals mo./yr.
Government $ Zoning:
Long-term financing $ Certificate of Need:
Equity $ Historic Preservation:
Other (identify): Environmental Impact:
$ Other (identify):
Other (identify):
$
Fundraising for private gifts
began (date):
Total Funds Available $
Date of formal commitment of
Balance Remaining $ loan issue (date):

Please list all foundations and corporations and detail the status of the request in the appropriate column:

Name of Organization Amount Committed

Amount of Pending Request Amount Targeted

(e.g.) ABC Foundation $125,000

(e.g.) XYZ Corporation

$250,000

Adapted from Kresge Foundation Organizational/Capital Campaign Fact Sheets - www.kresge.org
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Estimated Capital Campaign Expenses: Sample Template

Campaign Length (Number of Years, Dates):

Campaign Goal:

Total Project Cost:

Salaried Personnel

FTE

Annual

# of Years

Total

Executive Director

10%

4

Director of Developme

85%

4

Campaign Associate

50%

3

Subtotal Salaries

Fringe Benefits

26%

Subtotal Salaried Personnel

Consultants

Feasibility Consultant

Capital Campaign Counsel

Subtotal Consultants

Campaign Materials

Design and Printing

w

Postage and Mail Services

Architectural Drawings

Electronic Materials

Subtotal Campaign Materials

Hospitality and Travel

Meetings | \

w

Food and other Hospitality

Travel \

Subtotal Hospitality and Travel

Donor Recognition

Design |

Hard Costs

Subtotal Donor Reco

gnition

Database

Software

Training & Troubleshooting contract

Subtotal Database

Subtotal Campaign Costs

Overhead (office expenses)

10%

TOTAL CAMPAIGN COSTS

Cost of Campaign as percentage of Goal

%

(Note: Usually 12-15% of Campaign Goal)

© Capital Incubator - http://www.capitalincubator.org/
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SAMPLE Phased Sources & Uses of Funds (with insured tax-exempt bonds)
Phase |: Predevelopment/Start Capital Campaign - January 2002-February 2005
Phase II: Closing of Tax-Exempt Bond Issuance - February 2005
Phase IlI: Construction - March 2005-May 2006
Phase IV: Move-In and End Capital Campaign - June 2006 1/02--2/05 2/05 3/05--5/06 6/06
Total Phase | Phase Il Phase IlI Phase IV
SOURCES OF FUNDS
INTERIM LOANS:
Predevelopment Loan 400,000 400,000
Bridge Loan against Capital Campaign 500,000 500,000
Subtotal Loans 900,000 400,000 500,000 - -
PERMANENT FUNDING:
Organizational Equity 250,000 150,000 100,000
Capital Campaign 1,750,000 162,832 1,087,168 500,000
Tax Exempt Bonds 8,000,000 8,000,000
Subtotal Permanent Funding 10,000,000 312,832 9,087,168 100,000 500,000
TOTAL SOURCES WITH LOANS 10,900,000 712,832 9,587,168 100,000 500,000
USES OF FUNDS
LAND
Land Cost 419,877 25,000 394,877
Taxes 14,421 14,421
Off site improvements 11,800 11,800
Subtotal Land 446,098 25,000 421,098 - -
PREDEVELOPMENT
Architectural Contract 443,675 393,675 50,000
Survey and Engineering 3,139 3,139
Appraisal Costs 9,418 9,418
Interest: Predevelopment loan 24,000 24,000
Legal/Broker/Title Fees 3,924 3,924
Evironmental and Soils Reports 10,595 10,595
Interior Design Costs 25,443 25,443
Subtotal Predevelopment 520,194 470,194 - 50,000 -
NEW CONSTRUCTION
Site Work 138,281 138,281
Structures 4,316,095 4,316,095
General Requirements 356,350 356,350
Contractor Overhead 133,631 133,631
Contractor Profit 133,631 133,631
Subtotal New Construction Costs 5,077,988 - - 5,077,988 -
Construction Contingency 10% 507,799 507,799
Subtotal New Construction 5,585,787 - - 5,585,787 -
CONSTRUCTION RELATED
Construction insurance 98,102 98,102
Permits and Fees 68,672 68,672
Construction testing 25,507 25,507
Developer fee 220,000 220,000
Construction manager 21,190 21,190
Subtotal Construction Related 433,471 - - 433,471 -
FINANCING COSTS
Costs of Issuance 354,500 354,500
Lender Certification and Inspection fee 32,000 32,000
Upfront Insurance premium 533,718 533,718
Subtotal Financing Costs 920,218 - 920,218 - -
OTHER
Furniture, fixtures & equipment 301,480 301,480
Moving costs 15,000 15,000
Capital Campaign Costs 312,175 156,088 156,088
Soft cost contingency 35,000 11,550 11,550 11,900
Subtotal Other 663,655 167,638 11,550 469,468 15,000
TOTAL USES 8,569,423 662,832 1,352,866 @ 6,538,725 15,000
FUNDED RESERVES
Debt Service Reserve Fund 605,577 605,577
Capitalized Interest (20 months) 800,000 800,000
Repairs/Maintenance Reserves 25,000 25,000
Subtotal Funded Reserves 1,430,577 - 1,405,577 - 25,000
TOTAL USES WITH FUNDED RESERVES 10,000,000 662,832 2,758,443 | 6,538,725 40,000
LOAN REPAYMENTS
Predevelopment Loan 400,000 50,000 350,000
Bridge loan against capital campaign receipts 500,000 500,000
Subtotal Loan Repayments\ 900,000 50,000 350,000 - 500,000
TOTAL USES WITH LOAN REPAYMENTS 10,900,000 712,832 3,108,443 | 6,538,725 540,000
SURPLUS/(DEFICIT) - - 6,478,725 | (6,438,725)  (40,000)
\
Starting cash - - - 6,478,725 40,000
Ending cash - - 6,478,725 40,000 0
© Capital Incubator (http://www.capitalincubator.org/)
The development of this was funded by the
Community Clinics Initiative, a joint  project of
the Tides Foundation and The California Endowment.
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MARIA GITIN & ASSOCIATES
PO, Box 216 « CaniTora, CA 95010-0216 - 531.763.6983 « msgitin@got.net « www.mariagitin.com
Communications Materials and Policy Checklist
Maria Gitin, CFRE
Priority campaign materials

1. Comprehensive case statement with talking points
2. Proposal templates for foundation grants and corporate giving programs

3. Fundraising brochure and remittance envelope with giving & recognition levels

4. Website with donation information if support systems are available

Fundraising Policies

We recommend taking an inventory of current policies and prioritizing ones needed as
part of the Campaign Plan. Consultants can provide models and orientation towards use,
however human resources and legal advisors should review prior to adoption.

Fund Development Policies may include:

Authority for Fund Development (who can raise funds, how, what channels?)
Management of Fund Raising Activity

Public Solicitation procedures

Gift Acceptance policies

Gift Processing procedures

Gift Acknowledgement procedures

Honors and Recognition policy

Corporate Contributions policy (including types of corporations not allowed to
contribute)

Other Financial Policies may include:

Budget Policies (some groups for example have a zero based budget policy, or a no-
deficit policy)

Contract and Grants Administration
Accounting policies and procedures including legal responsibilities for reporting
Planned Giving program policies

Investment and Endowment policy

This material IS copyright and may only be reprinted with
Maria Gitin & Associates' name an website included.
www.mariagitin.com


Desiree Rose
Typewritten Text
This material is copyright and may only be reprinted with
Maria Gitin & Associates' name an website included. 
www.mariagitin.com


Appendix |

MAR:%ﬁITIN

ASSOCIATES

Donor Expectations: Preparing the Organization for Philanthropy

Philanthropists from private foundations, individuals and corporations have different
expectations and needs than funders of government contracts or payers of fees for
service, membership and admissions. Successful fund development rests almost entirely
on three elements in this priority order:

1. Values Match. The donor/funder believes in the cause/need and the way the
organization meets needs and matches donors values.

2. Relationships. Donors seek identification and affiliation with the organization,
through individual staff, board members, community leaders and other
donors/funders.

3. Strategies. Each funder/donor group has different interests, requirements and
preferred methods of solicitation. Strategics and materials must be tailored
appropriately.

Community and Private Foundations expect:
> Applications for funding that demonstrate understanding of the purpose of
the project and document how it fits within funder criteria,
> (rant applications that meet guidelines, timelines, formats and standards
with all elements in their specific required formats.
» Transparency, accountability, timely reports on use of funds and requests
for any changes in use.
» Documented evidence of outcomes, often by external evaluation
consultants
» Grant developers will attend grant application workshops, ask questions,
stay in contact before, during and afier the grant and respond to requests
for revisions promptly.

Corporate and Business Contributors / Sponsors Expect:
» Evidence that the organization knows their business, giving interests and
capacities, guidelines and deadlines
> Concise, professional presentation of a case for support that indicates how
and why their involvement is important
» Significant, public professional quality market exposure and recognition

Major Donors expect:
» Quick, accurate and timely information, attractively and clearly presented
» An approach that demonstrates that the solicitor understands them, their
needs, interests and capacities
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Easy access to top leaders

Opportunity to network with peers, people they respect and want to build
relationships with

Interactive experiences, “high touch” /connection with an organization
Behind the scenes, ‘insider’ information

Appropriate recognition and generally, more recognition at higher giving
levels

Knowing and hearing from peers that the group they give to is well run,
respected

Annual reports and access to quality audits from a respected regional firm
Control over acknowledgement, use of their name and how often they are
contacted and in what form

Community Donors expect:

'Y ¥V VVYVVY

Integrity, good reputation ‘on the street” and in the media

To see where their money goes, direct impacts

Access to agency leaders with accurate and timely information
Opportunities to volunteer and meet other people they like and respect
Collaborative spirit and actions that ‘entarge the pie’, bring more funds to
the community

Culturally appropriate, enjoyable, affordable ways to participate in
fundraising

To be valued, appreciated and thanked in ways that are meaningful

Internet Donors expect:

=
=
>
3
»

Accurate, timely and personally tailored information
Ability to opt in or out of various mailings and services
Easy to use and guaranteed privacy donation options
Immediate, personalized acknowledgement and receipts
Frequent updates, changes in messages and images

Maria Gitin, Certified Fund Raising Executive www.marigitin.com

© 2004

This material is copyright and may only be reprinfed with
Maria Gitin & Associates' name and wehsite Included.,

www.marlagitin.com




Prospect Worksheet

Natural Constituents: Current funders, current and former staff and board, former clients,
alumni, vendors and others touched by vour institution in a personal way

Possible Constituents: Businesses, civic, ethnic, faith based groups, donors to similar causes

Remote Constituents: People with no current connection to but with known interest in your kind
of health clinics and a history of philanthropy

Remofe
Constituents

Possible
Constituents

Natural
Constituents

nis material is copyright and may only be reprinted with
laria Gitin & Associates’ name and website included.
ww.marlagitin.com
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Capital Campaign Gift Charis

The format for these fwo Gift Charts are adapted from The Kresge Foundation's required Giff Charts. They are both
excellent tools to track the progress of your campaign and fo use in proposals and reporis fo donors.

Name of Organization
Date of Report

Scale of Gifts by Size Range

Number of Progpects and Tolal Campaign {  Gifis Recefved Including Formal Whitfen Baftance of Prospects and Balance of
Dollar Goals Pledges Dolfars fo Ralse

Gift Ranges Number Dolfars Number Dollars Number Dollars
$300,000 or greater. 0 0
$100,000 - 299,999 ¢ 0
$50,000 - 99,999 0 0
| $25,000 - 49,999 0 0
$10,000 - 24,959 0 0
$5,000 - 9,999 0 0
! $1,000 - 4,999 G 0
$500 - 999 0 0
l Less than §500 0 ¢
1_ 0 0
(Government Sources 0 0
tong Term Debt Financing ! 0
Organization's Funds 0 0
TOTALS 0 0 0 0 0| 0

Gifts by Source

Number of Prospects and Total Campaign | Giffs Received including Fermal Wriffen Bafarice of Prospects and Balance of
Dolfar Goals Pledges Dollars fo Raise

Donor Category Numbsr Doffars Number Doltars Number Doltars

Trustees {0 0
Staff 0 0
Corporations 0 0
Individuals 0 ¢
Foundations 1 0
Government 0 0
Long Term Debt Financing 0 0
Organizafion's Funds 0 G
Bequests 0 0
Other: - 0 0
Other: 0 0
TOTALS 0 0 0 0| 0 i

The Tota!_s; of theA._S.‘caIe of Gifts by Size Range and the Gifts by Source should equate.

The development of this tool was funded by the
Communlty Clinics [nitiative, o joint project of the
Tides Foundation and The California Endowment.

Adapted by Capital Incubator from The Kresge Foundation Gift Charts
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MODEL CAPITAL CAMPAIGN GIFT CHARTS
TRADITIONAL CAMPAIGN  $3,000,000 Goal
Advance Campaign Range # of Gifts # of ProspectsAmount
Lead Gift 300,000 & over 1 4 300,600
Strategic Gifis 250,000 & over 2 8 500,000
100,000 & over 3 12 300,000
Major Gifts 50,000 & over 6 18 300,000
25,000 & over 18 36 450,000
10,000 & over 40 80 450,000
2,250,000
Community-Wide Campaign
Named Campaign 10,000 & under 25-30 100+ 250,000
General Gifts 1,000 & under 500 500-1000 500,000
750,000
. Total $3,000,000
Tead Gift Public fonding or foundations, people with strong identification with project

and capacity to give, desire for permanent and significant commemoration.

Strategic Gifts Individuals, corporations and foundations that traditionally support this type
of project in this range, Have a positive relationship with the institution and
cause.

Major Gifts  Individuals, businesses and smaller foundations that can be cultivated.

Named Gifts *Naming opportunities for this range may be in the form of a donor wall,
tiles or plaques whereas larger gifts permit naming of rooms, features, areas
and gardens. Gifts generally solicited in person, smaller ones by mail or
telephone and at events. ‘

General Individuals contacted through mail, phone, special events, media and mass
appeal fund drives, online solicitation and special events.

Traditional campaigns begin with the lead gift, gift of land or building, or with prospect jor a
challenge grant for 30% or more of the goal. Advance Gifts, usually 50%+ of the goal, are secured
before public announcement of the campaign.

his material is copyright ond may only be reprinted with
Aaria Gitin & Associates’ name and website Included.
rww.martagitin.com




Chart for Small Population or Non-Traditional Regional Campaign

CONTEMPORARY CAMPAIGN GIFT CHART - $3,000,000 Goal

$3,000,000 Goal

Advance Gift Range # of Gifts # of Prospects Total
Lead Gift 300,000 & over 3 9 300,000
Strategic Gifts 250,000-299,000 4 8 1,000,000
100,000-249,000 3 9 300,0000
' (2,200,000)
Major Gifts 50,000 & over 3 12 150,000
25,000 & over 10 40 400,000
10,000 & over 10 40 100,000
(650,000}
Community Campaign
Named Campaign® Under 10,000 10 100 + 150,000
Community Gifts Under 1,000 500 2000 100,000
: (150,000)
Total $3,000,000

Lead Gifts Same sources, although more likely to be foundation and public funding
rather than individuals. May require multiple asks or grants rather than pledges.

Strategic Gifts Often secured in advance of public campaign. Individuals, smaller
foundation grants, individuals who like to invest in community. Tt is essential to offer
significant naming opportunities along with a solid business plan including the entire project
budget which is likely to include loans or other financing.

The remaining categories are the same as in a traditional campaign. The biggest difference is
that there needs to be more lead money and from more sources. Confidence in success will
build after the lead gifts are secured, equaling 30% of goal. In some communities, the
campaign may need to be announced before lead gifts are secured, in order to atfract lead

donors.

This information is based on material from the University of Indiana Fund Raising School and the experience
of Maria Gitin, Certified Fundraising Executive (CFRE), Maria Gitin & Associates © 2003
wWww.mariagitin.com
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Sample Press Re[ease

FOR IMMEDIATE RELEASE _ CONTACT: Name
Friday, October 14, 2005 : Phone #

Highland Hospital Kicks off $10 Million Capital Campaign

Rochester, NY - Highland Hospital announced today a five-year $10 million capitat campaign to better
serve the Rochester community by expanding and renovating its Emergency Department. The Capital
Campaign will also enable Highland to upgrade patient floors and invest in new innovative equipment
throughout the hospital. So far, $5.4 mitlion has been raised toward the capital campaign.

Highland’'s Emergency Department, last updated in 1975, is the fastest growing emergency department in
the region. It has experlenced a significant growth in patient visits of more than 67 percent over the past
six years. Last year, more than 27,000 patients visited Highland’s emergency department. Construction is
expected to begin in 2006 and be completed by 2008.

Virginia Cornyn, co-chair of the Highland Hospital Capital Campaign, says the Capital Campaign is vital
for Highland Hospital to continue serving patients in the Rochester comemunity.

“Highland has demonstrated a strong financial performance for six consecutive years. We are very
pleased with Highland’s overall performance. However, it is not enough to fund the additional
improvements we need to make to continue to accommedate the growing patient velume. The Capital
Campaign will provide us with the funds to make the necessary equipment and facility upgrades that are
needed at Highland,” Cornyn said.

Hightand’s Capital Campaign is off to a great start thanks to a $3 million dollar grant from New York State.
The money was secured earlier this year for the Highland Emergency Department expansion project by
New York State Senator Joe Robach and Assemblywoman Susan John.

All of the new design features of the Emergency Department are focused on providing efficient, high
quality care to patients. Highlights of the new Emergency Department include:

- Expanding the ED from 7,000 square feat to 16,751 square feet.

- Renovating 14,842 square feet of the hospital.

. New construction of 1,909 square feet.

- Expanding from 18 beds to 25 beds.

The new design of the Emergency Department includes a central nursing station, new, state-of-the-art
information system, a trauma room, gynecological room, decontamination room, a treat-and-release area
and a private family room.

John Hilmi, M.D., medical director of the Emergency Department, says all of these improvements will help
patient flow and reduce wait times.

“Central workstations for staff will move them closer to their patients and new, innovative technology will
allow us to monitor the status of test results from the lab. These new enhancements will greatly improve
the delfivery of emergency medicine and help save lives,” Dr. Hiimi said.

For more than 115 years, Highland Hospital has provided innovative, high quality patient care for the
Rochester community. Today, Highland is a 261-licensed acute care bed facility known for its
comprehensive women'’s services, nationally ranked geriatrics program, the Evarts Joint Center, regional
leading gastric bypass program and extensive network of primary care physicians.

For more media inquiries, contact John Turner at {contact information).

it

From University of Rochester Medical Center, http:!lwww.urmc.rochester.edu/pr/news/story.cfm?id=9‘l4






