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June 12,2025
Meeting Notes

In Attendance:

· Rob Cherof, Susan Fulginiti, Attila Kelemen, 
· Stephanie Gordon (board), Jeanine Patten-Coble (President), Kat Palman (executive assistant)
· Not in attendance: Kelly Roberts, Bill Mulcahy, Diana Sull


Quick recap
The team discussed audience mapping and donor messaging strategies, with Attila presenting a framework for understanding donor perspectives and communication channels. They explored plans for qualitative interviews with current donors and interested non-givers to gather insights about motivations and barriers to giving, while also discussing strategies for engaging potential donors and foundation partners. The conversation ended with logistics planning for upcoming fundraising outreach, scheduling coordination between team members, and discussions about supply distribution for various events.
Next steps
1.  Susan & Rob: Begin conducting donor interviews in early July after Susan returns
1. Jeanine & Attila: Work together on the audience mapping document and complete it by July 4th, including predicted barriers for comparison with interview findings
1. Jeanine: Send 3 additional names of interested non-givers from different locations to Susan and Rob for interviews
1. Susan & Rob: Coordinate and share potential interview time slots for July
1. Little: Set up a shared calendar system for interview scheduling
Summary
Donor Messaging Strategy Review
The team discussed audience mapping and donor messaging strategy, with Attila presenting a framework for understanding donor perspectives and communication channels. Stephanie and Jeanine noted that while they excel at messaging about recipients and their work, they need to improve their donor ask strategy. The meeting included an introduction of Kat, Jeanine's executive assistant, who was attending to observe. Susan and Rob shared personal updates about their recent meetings and potential future retreat attendance.
Donor Audience Analysis Framework
Attila presented a framework for analyzing audience segments, focusing on current and prospective donors, with emphasis on understanding their demographics, geographic distribution, awareness levels, and engagement barriers. The team discussed the importance of measuring value-creating behaviors and agreed to create a structured discussion guide for interviews with donors. Little confirmed that much of the information already exists in their database, and the framework will help inform future decisions about marketing channels and messaging strategies.
Donor Engagement and Awareness Strategies
The team discussed audience awareness and engagement strategies, with Rob emphasizing that most people are not aware of their organization and focusing on converting existing donors and those who care about breast cancer as a more cost-effective approach. They outlined plans for qualitative interviews with current donors to identify motivations and barriers, with Susan and Rob planning to conduct one-on-one interviews to uncover "drivers" and specific knowledge that could help in messaging and engagement. Little provided context about their current donor base, noting they receive 13,500 to 15,000 individual donations per year, highlighting the small percentage of the overall  potential audience that currently supports the organization.
Volunteer Donations: Motivations and Barriers
The group discussed the distinction between volunteers and financial donors, with Jeanine highlighting that not all volunteers contribute financially, even though they may have the means to do so. Rob and Susan agreed that while it's challenging to argue with the idea of getting more volunteers to donate, it's important not to pressure those who volunteer but don't donate. Jeanine clarified that the goal isn't to require all volunteers to be financial donors, but to understand why some affluent volunteers who have the means to donate choose not to, as this information could help overcome barriers to giving.
Qualitative Interviews for Donor Insights
The group discussed conducting qualitative in-depth interviews with "interested non-givers" to gain insights, with Little agreeing to provide three such individuals from different locations. Rob emphasized that these interviews are not meant for quantitative analysis but rather for gathering valuable qualitative data. Attila suggested using the insights gained to develop objection handling strategies, similar to those used in sales enablement, which could be beneficial for both the team and the board of directors.
Donor Engagement and Foundation Partnerships
The team discussed strategies for engaging with potential donors and foundation partners. Little explained the relationship with Fishing for a Cure, a foundation that raises money and donates to various causes, including their organization. Susan clarified her understanding of foundation partnerships, distinguishing between corporate foundations and direct corporate donations. Rob suggested creating a tailored welcome page and messaging for potential donors, emphasizing relational aspects and personalized communication. The group agreed that capturing and leveraging foundation support requires significant relational effort and strategic online presence.
Fundraising Outreach Planning Discussion
The team discussed plans to start fundraising outreach in early July, with Susan confirming they would contact donors for 30-45 minute conversations. Little mentioned they would send additional donor lists, and Susan agreed to resend a letter that Little hadn't received. The group explored the "choreography of asking" for donations, with Rob and Attila emphasizing the importance of timing and relationship building, while Jeanine noted this was a common challenge with the board.
Audience Mapping and Strategy Planning
The team discussed an audience mapping document that Attila and Jeanine will work on together, aiming to complete it by July 4th for review by Susan and Rob. They agreed to include barriers and expectations from subgroups, with Jeanine planning to compare their perceptions against actual interview findings. The group confirmed that while the sequence of milestones remains unchanged, the duration of the information gathering phase might need adjustment. They decided that brand strategy discussions would follow after the audience mapping and interview information is gathered, with the next meeting focused on messaging and storytelling.
Shared Calendar for Scheduling Calls
Jeanine discusses the logistics of scheduling calls with Susan and Rob. She proposes creating a shared calendar for them to manage appointments, which will be included in an email to potential participants. Susan agrees to coordinate with Rob to determine suitable evening time slots in July, avoiding weekends. Jeanine plans to provide context about Susan and Rob in the email and will use a generic calendar to streamline the scheduling process.
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