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Executive Summary 
 
Mission: To improve lives and build community by engaging individuals and mobilizing 
collective action. 
 
Since its inception, United Way of Newfoundland and Labrador (UWNL) has grown from an 
idea to a reality. Established as United Way of Avalon in 2004, it quickly evolved into a 
provincial organization by 2009. Keeping in line with United Way’s national focus areas, 
United Way of Newfoundland and Labrador partners with agencies and organizations 
province-wide to provide services that strengthen individuals, families, and communities 
within each of these 3 categories: 
 

• From Poverty to Possibility - Moving people out of poverty by meeting basic 
human needs through the provision of food, shelter, jobs, etc. 

• Healthy People, Strong Communities - Improving access and availability of social 
and health-related support services needed to revitalize and strengthen 
neighborhoods and overall community engagement. 

• All that Kids Can Be - Providing youth with access to early literacy and 
development programs, recreational activities, mentors and other opportunities to 
discover and develop their talents and interests as they progress through school and 
into adulthood. 

 
We follow a Statement of Values that are rooted in our priorities to: 

• Demonstrate trust, integrity, respect, inclusivity, and transparency 
• Energize and inspire volunteerism and volunteer leadership 
• Endorse innovation, partnerships, and collective action 
• Provide non-partisan leadership 
• Embrace diversity 

 
Because UWNL does not receive government funding for operational expenses, we rely 
wholly on community support. The organization’s mandate is to raise funds to support the 
delivery of our mission to the community.  
 
The revenue streams focus primarily on: 

• Workplace campaigns 
• Corporate donations 
• Community Event 
• Touton Sliders 
• Annual Raffle 
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Current Situation 
 
The operating costs for UWNL for fiscal year ending March 31, 2022 were $1,544,072 
comprising the following breakdown: 
 

Programs   85.96% 
Administration 5.40% 
Fundraising   8.64% 

 
 
The following chart provides a sense of how other similar charities are fairing with respect 
to operational investment (based on latest available data from CRA): 

 Programs Admin. Fundraising 

United Way Halifax 70% 16% 14% 

United Way PEI 81% 10% 9% 

United Way Saint John 85% 10% 5% 

RMHC Newfoundland & Labrador 60% 13% 27% 

Choices for Youth 85% 15% 0% 

Kids Eat Smart 87% 13% 0% 

Janeway 72% 21% 7% 
 
 
Currently, UWNL is in a stable financial situation with healthy cash balances. Revenue for 
UWNL in 2020 and 2021 came from the following sources: 

 2020 2021 2022 
Workplace Campaign 660,060.84 860,256.04 753,013.59 
Individual Giving 2362.93 4929 21442 
Special Events   101594.50 
Other  $2,029,663  

 
Please note: 2021 revenues were skewed due to Covid-19 relief funding (received prior to 
fiscal year end March 2021) 
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Industry Trends 
 

The AFP Foundation for Philanthropy-Canada released a Biennial Survey: What Canadian 

Donors Want in March 2016 that laid out some clear trends1: 

 

• Canadians continue to express higher confidence in the charitable sector than in 

either the private or public sectors (73%compared to 63%and 62%, respectively). 

However, four in ten Canadians believe that charities overstate the ratio of donor 

dollars allocated directly to programs versus administrative overhead, including one 

in ten who believes charities intentionally mislead the public. Trust in the sector is 

important because the survey indicates that donors are looking for transparency 

and want to support charities that are efficient with their budgets and have a clear 

impact. 

• Two-thirds of Canadians report having made a financial donation in the past 12 

months. This is down four points from 2013 and represents the lowest figure 

reported since 2007 when this question was first posed to respondents. The drop is 

most prevalent among Canadians with middle education and lower household 

incomes. 

• While there were fewer donors in 2015, those who did give gave more money than 

before. Canadians gave an average of $924 in 2015 compared to an average of $726 

in 2013. 

• Donors continue to report contributions to their local community over charities 

with a national or international mission.  Since 2013, donations to organizations 

with a local focus increased from 49 percent to 54 percent, while donations to 

organizations with a national focus declined from 35 percent to 28 percent. 

• More than half of donors say they are “very likely” to make another gift to the 

charity to which they last donated. 

• More than four in ten Canadians proactively pursue information about a cause; the 

rest prefer to be solicited by a charity before giving. These figures are relatively 

unchanged since 2015. When looking for information on charities they support, 

Canadians primarily access it online (a total of 72% on charity website or online) 

and from family, friends and coworkers (32%). 

• Fifteen percent of Canadians on social media say they have donated in response to a 

request posted on social media. More than half are open to receiving social media 

donation requests but note that their proclivity to respond depends on who posts 

the request and the cause the charity represents. 

 
1 https://www.canadahelps.org/en/charity-life/sectornews/afp-foundation-for-philanthropy-canada-releases-
biennial-survey-what-canadian-donors-want/  

https://www.canadahelps.org/en/charity-life/sectornews/afp-foundation-for-philanthropy-canada-releases-biennial-survey-what-canadian-donors-want/
https://www.canadahelps.org/en/charity-life/sectornews/afp-foundation-for-philanthropy-canada-releases-biennial-survey-what-canadian-donors-want/
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• Disease-related and medical charities remain the most popular type of charity, 

although the percentage of donors contributing in this area fell from 54 percent in 

2013 to 42 percent in 2015. The highest share of contributions, 48 percent, was 

made to places of worship, followed by disease and medical charities at 44 percent, 

and children/youth charities at 40 percent. 

• A growing number of donors say it’s important that they receive information on 

how their donation has made a difference (up 6 points from 2013 to 83%) and 

fewer indicate needing some kind of acknowledgement for their donation (38%). 

• The survey indicates that many donors want to support charities that are efficient 

with their budgets and have a clear impact. Of donors who gave in the past 12 

months, 97 percent say the charities to which they gave have a clear purpose and 

mandate; 96 percent say the organization has a strong reputation and 95 percent 

say the organization is successful in fulfilling its mission. 

The Philanthropist also ran an article “A shifting sector: emerging trends for Canada’s 

nonprofits in 2016” in January 2016.  Of particular interest are the following points2: 

• Investment in leadership development and capacity-building - Canadian business 

schools and academic institutions are increasing their course offerings in non-profit 

management and leadership, which will make 2016 an important year for a sector-

driven leadership-development agenda. 

• Increased emphasis on ‘decent work’ and best practices in human resources.  The 

Mowat Centre’s (2015) research report Change Work has prompted important 

dialogue about the importance of” decent work” in the sector, including 

compensation, job security, training, benefits, and pension plans. We will see 

increased attention on human resources best practices for the sector, particularly as 

non-profit organizations are forced to compete with corporate and public sector 

employers when attracting, recruiting, and retaining talented young people. 

• Many non-profit organizations will be exploring creative ways to lower their 

administrative costs and, where appropriate, outsource organizational functions 

like human resources, financial management, fund development, and government 

relations. 

  

 
2 http://thephilanthropist.ca/2016/01/a-shifting-sector-emerging-trends-for-canadas-nonprofits-in-2016/   

http://thephilanthropist.ca/2016/01/a-shifting-sector-emerging-trends-for-canadas-nonprofits-in-2016/
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Strategic Plan 
 
At UWNL, we recognize that our donors, volunteers and community partners are integral to 
helping us achieve our mission to improve lives and build community by engaging 
individuals and mobilizing collective action. The goals outlined in this plan are in keeping 
with this recognition. 
 
In addition, the strategies outlined are aligned with the organization’s broader strategic 
plan for 2022-2025, with the highlighted sections being directly related to revenue 
development. 
 
Overview of strategic priorities for 2022 to 2025: 
 

1. Strengthen community presence through increased visibility and effective 
partnerships. 

a. Increase brand awareness by 25% annually. 
b. Develop a clear marketing and communications plan with a focus on 

community understanding and donor engagement. 
c. Build plan to support smaller organizations throughout our province. 
d. Support the growth of 211 through continued promotion and access to 

sustainable funding.  Launch of marketing campaign September 2022. 
 

2. Build and strengthen investment in community. 
a. Develop strategy to invest and distribute Community Fund grants. 
b. Improve grant application process to increase awareness and accessibility. 

 
3. Develop revenue development strategy to support the growth of annual operating 

revenue. 
a. Assess existing revenue streams and funding sources. 
b. Draft and implement Revenue Development Plan. 
c. Draft and implement Stewardship Plan. 
d. Activate Campaign Management Tram 

 
4. Develop a strategy to ensure organization strength and diversity. 

a. Develop a policy on Inclusion, Diversity, Equity and Accessibility (IDEA) to 
apply to all organizational activities. 

b. Develop and implement a board development and recruitment strategy. 
c. Build a staff recruitment and retention plan. 
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Industry Analysis 
 
Internal Analysis 
UWNL has experienced many obstacles and challenges over the last several years, while 
still moving forward in making an impact throughout our province. In preparing this 
document, we have reflected on both our strengths and challenges. 
 

Strengths & Opportunities: 
• Committed and engaged Board of Directors and staff team 
• 18-year history of impact in the local community resulting in strong 

relationships with Community Fund recipients and partners 
• Network of chapters across the region and nationally to call on for support 
• Groundwork for broader communication has been laid – social media strategy 

being built, website update underway, annual report redeveloped, new collateral 
designed for workplace campaign, local launch video being developed) 

• Development of a more robust annual fund in recent years with a focus on 
growing and diversifying our donor base 

 
Challenges: 

• Recent turnover in Executive Director of 13 years; replacement ED on maternity 
leave from 2021 – 2022; Interim executive director during that time. 

• Donor database, Donation Tracker, has been used to minimal outcomes, 
primarily focused on receipting and some reporting.  Proactive segmentation 
and targeting of donors are a missed opportunity.   

• Majority of fundraising activities are transactional (special events) or 
reactionary versus relationship fundraising.  Challenge of implementing own 
fundraising initiatives while honoring our original intent to support local 
charities, not compete against them for raising dollars in an already small 
market.  

 
External Analysis 

• Competition - We are competing for funding with other organizations such as 
Dollar a Day, Janeway, Choices for Youth, Gathering Place, Stella’s Circle, etc… 

• Political 
▪ Recent change in provincial leadership in 2020, with secondary 

election in 2021.   
▪ No existing provincial government support, need to build and 

maintain government relationships in the province. 
• Positioning 

▪ Some donors believe that we keep large admin fees and/or send our 
dollars out of province 

▪ Lack of public understanding about what we do as an organization 
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▪ Lack of awareness throughout the province to effectively garner 
regional support 

▪ Need for high profile volunteer leadership to assist with major 
fundraising 



 

9 
 

 

Goals, Strategies and Tactics 

 
Goal 1: Develop Revenue Development strategy for revenue growth and donor retention. 

Tactics Performance Indicators Staff Lead 

(staff/volunteers 

to assist) 

Timeline Notes 

(budget implications, 

etc…) 

Create Revenue Development 

(RD) Plan to outline the 

currently state of the 

organization and potential for 

growth 

• Research revenue development plans 

including those from other UWs and 

organizations 

• Draft RD Plan 

• Review RD Plan with Campaign 

Coordinator and put into action 

Executive 

Director & 

Director of 

Development 

and Donor 

Engagement 

September 

2022 

 

Create Stewardship Plan to 

highlight the opportunities for 

donor engagement and 

retention 

• Research stewardship plans including 

those from other UWs and organizations 

• Draft Stewardship Plan 

• Review RD Plan with Campaign 

Coordinator and put into action 

Executive 

Director and 

Director of 

Development and 

Donor 

Engagement 

December 

2022 

 

 
Goal 2: Secure ~$370,000 annually to support the continued operation of 211 NL 

Tactics Performance Indicators Staff Lead 

(staff/volunteers 

to assist) 

Timeline Notes 

(budget implications, 

etc…) 

 Secure operational revenue 

for continued operation of 211 
• Build 211 NL Case for Support 

• Secure meetings with Gov. of NL 

Executive 

Director 

March 2023  

Raise profile of 211 NL in 

community 
• Build relationships with community 

partners to raise profile and increase call 

volume 

• Garner letters of support 

Executive 

Director 

March 2023  
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Goal 3: Build a Leadership Donor Recognition Program to retain, encourage and grow leadership giving. 

Tactics Performance Indicators Staff Lead 

(staff/volunteers 

to assist) 

Timeline Notes 

(budget implications, 

etc…) 

Build a leadership program to 

recognize individuals who 

give $1,200 or more annually 

• Research leadership recognition 

programs within UW network 

• Work with Communications Officer to 

develop collateral for leadership giving, 

including webpage dedicated to leadership and 

recognition in annual report 

• Work with Campaign Leads to 

communicate leadership opportunities with 

workplace 

Director of 

Development and 

Donor 

Engagement along 

with Executive 

Director  

March 2023  

Steward potential leadership 

donors 
• Review historical data of individual 

donors to develop accurate list of those within 

$250 of leadership giving level  

• Connect with each individual prior to 

start of new campaign year to thank them of 

past giving and notify them of what it would 

mean to be a leadership donor 

Director of 

Development and 

Donor 

Engagement  

August 2023  

Steward individual leader 

donors contact 
• Review historical data of individual 

donors to develop accurate list of current 

leadership donors 

• Connect with each individual prior to 

start of new campaign year to thank them and 

notify them of what it means to be a leadership 

donor 

• Build ongoing recognition of leadership 

donors into Stewardship Plan 

Director of 

Development and 

Donor 

Engagement  

March 2025 This is an ongoing 

process 
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Goal 4: Reintroduce a Campaign Management Team to support Revenue Development 
Tactics Performance Indicators Staff Lead 

(staff/volunteers 

to assist) 

Timeline Notes 

(budget implications, 

etc…) 

Recruit 3-5 Campaign 

Management Team (CMT) 

Members 

• Build prospect list of 8-10 potential 

committee members 

• Ensure board representation on 

committee   

Director of 

Development 

and Engagement, 

supported by 

Executive 

Director 

June 2023  

Set 4-6 annual meetings with 

the committee 
• Review terms of reference and ensure 

they are up to date 

• Ensure that set of expectations and 

execution of recruitment is structured and 

achievable for members 

Director of 

Development 

and Donor 

Engagement  

June 2023  

Set goal of 3-5 new workplace 

introductions from CMT 

members (1 – 2 per committee 

member) 

• Build prospect list to review at each 

meeting 

• Schedule regular follow ups with 

individual team members to ensure meetings 

are moving forward 

• Attend meeting with CMT members, as 

needed 

Director of 

Development 

and Donor 

Engagement 

March 2025 This is an ongoing 

target 
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Our Commitment to Our Donors 
 
UWNL commits to adopting a Revenue Development Plan that reflects the Donor Bill of 
Rights (as noted in Appendix A) and in this effort, staff, Board members and revenue 
development volunteers will receive a copy of the Donor Bill of Rights as part of their 
orientation.  

 

For Future Consideration 
 

• Monthly Donor Campaign 
• Planned Giving Campaign 
• Gift Acceptance Policy  
• Touton Sliders – potential to raise $15,000 (currently nets $5,000) 

o Create proper sponsorship package 
▪ Bag Sponsor - $2,500 
▪ Kitchen Sponsor - $1,000 
▪ In Kind Sponsorship – minimum value for logo recognition $250 

o Increase cost from $12 to $15 
o Add 50/50 raffle 
o Add “Make at Home Kit” option 

• Increased sponsorship and profile of Songs of the City 
• Add revenue component to Tampon Tuesday 
• Third Party Fundraising Kit 
• Tap/Kiosk donation at store front(s) 
• Local Love Campaign – encourage support of local businesses, kick back to 

Community Fund 
• Karma Classes 
• Brewery Passport  
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Appendix A: The Donor Bill of Rights 
 

The Donor Bill of Rights was created by the Association of Fundraising Professionals (AFP), the 

Association for Healthcare Philanthropy (AHP), the Council for Advancement and Support of 

Education (CASE), and the Giving Institute: Leading Consultants to Non-Profits. It has been 

endorsed by numerous organizations. 

 

The Donor Bill of Rights 

 

Philanthropy is based on voluntary action for the common good. It is a tradition of giving and 

sharing that is primary to the quality of life. To assure that philanthropy merits the respect 

and trust of the general public, and that donors and prospective donors can have full 

confidence in the not-for-profit organizations and causes they are asked to support, we declare 

that all donors have these rights: 

 

I. To be informed of the organization's mission, of the way the organization intends to use 

donated resources, and of its capacity to use donations effectively for their intended purposes.  

 

II. To be informed of the identity of those serving on the organization's governing board, and 

to expect the board to exercise prudent judgment in its stewardship responsibilities. 

 

III. To have access to the organization's most recent financial statements.  

 

IV. To be assured their gifts will be used for the purposes for which they were given.  

 

V. To receive appropriate acknowledgement and recognition. 

 

VI. To be assured that information about their donation is handled with respect and with 

confidentiality to the extent provided by law. 

 

VII. To expect that all relationships with individuals representing organizations of interest to 

the donor will be professional in nature. 

 

VIII. To be informed whether those seeking donations are volunteers, employees of the 

organization or hired solicitors. 

 

IX. To have the opportunity for their names to be deleted from mailing lists that an 

organization may intend to share. 

 

X. To feel free to ask questions when making a donation and to receive prompt, truthful and 

forthright answers. 

 


