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May 15th, 2025

Meeting Notes 
In Attendance:
· Rob Cherof, Susan Fulginiti, Bill Mulcahy, 
· Stephanie Gordon (board), Jeanine Patten-Coble (President), Leslie Shoffner (Systems and Finance)
· Not in attendance: Diana Sull, Attila Kelemen

	Quick recap

	
	

	The meeting focused on improving Little Pink Houses of Hope's marketing and donor engagement strategies. Discussions centered around refining messaging to effectively communicate the organization's unique value proposition and emotional impact on both participants and donors. The team also explored ways to enhance donor experiences, streamline processes, and create compelling content to support fundraising efforts and expand the organization's reach. 

	
	

	Next steps

	
	

	• Jeanine to send out the 30-second commercial video for feedback. 

	• Jeanine to select and share a few highlight videos from the archive. 

	• Susan to conduct interviews with donors to gather insights on their motivations for giving. 

	• Jeanine, Leslie, Kelly, and Stephanie to brainstorm and develop promise statements for donors and volunteers. 

	• Team to focus on creating messaging that makes donors the "heroes" of Little Pink's story. 

	• Team to develop strategies for communicating the impact of donations on expanding Little Pink's reach to more families. 

	• All team members to share any additional ideas that come up after the meeting. 

	

	

	Summary

	
	

	The team also welcomed Kelly, who was unable to attend the previous meeting. 

	
	

	Kelly Roberts Discusses Little Pink's Impact

	Kelly Roberts, Senior Director of Investor Engagement at the Alamance Chamber, discussed her role in sponsorship recruitment, investor retention, and communication strategies. She shared her personal experience as a 2024 star for Little Pink's annual gala, highlighting the organization's impact on families and the potential for increased support. Stephanie acknowledged Kelly's accomplishments and expressed gratitude for Little Pink's work. 

Stephanie also introduced the operational map, which outlines Little Pink's current projects and initiatives, including a succession planning team and fundraising efforts. She emphasized the importance of collaboration and cross-functional work. 

	
	

	Audience Segmentation and Donor Prioritization

	The team discussed the importance of audience segmentation, focusing on donors, recipients, and other categories. They agreed to start by narrowing down the audience to focus on. The discussion also touched on the need to segment donors further into event, retreat, mission-centric, and general donors. The team also considered the role of in-kind donations and the importance of stewarding general donors. The introduction of Leslie, the systems and finance person, was also made. The team agreed to prioritize the different audiences and consider starting with financial donors. 

	
	

	Distinguishing Users and Givers in Marketing

	Rob proposes distinguishing between "users" (those who attend or receive services) and "givers" (those who donate money or resources) in their marketing approach. He suggests that while users are important, the organization's marketing should primarily target givers. Rob also emphasizes the need for a unified message that sets Little Pink Houses of Hope apart from other charities, highlighting why potential donors should choose this organization. Little agrees with this distinction and asks the group for their perspectives on what makes Little Pink unique based on their audit of the organization's information. Rob then outlines a method for developing a compelling purpose statement by combining the organization's passion with its unique strengths and extraordinary capabilities. 

	
	

	Framing Value Proposition for Emotional Impact

	Rob discussed the importance of understanding the value proposition for both users and donors. He emphasized the need to frame the message in a way that resonates with the audience, focusing on the emotional benefits they receive in return for their contributions. Bill agreed, suggesting that the message should highlight the emotional connection and impact on people's lives. He also stressed the need to simplify the website and remove obstacles to giving, providing a clear path for the donated funds to make a difference. Little noted the challenge of translating the message from participants to donors, and the need to leverage relationships to create the desired emotional response. 

	
	

	Emotional Messaging for Donor Engagement

	The team discussed how to make donors feel like the heroes in their story. They agreed that their messaging to donors should be different from their general purpose, and it should be more emotional. They also discussed the importance of explaining the impact of donations to donors. The team considered attaching emotional content to specific donation amounts to encourage donations. They agreed to work on defining their promise to donors and incorporating emotional content into their messaging. 

	
	

	Effective Communication and Donor Testimonials

	The group discusses the importance of messaging and how to effectively communicate the organization's mission. Jeaninne emphasizes that while they honor those who have passed away, they want to focus on living and serving people at all stages of cancer. Bill agrees, stating that the mission is about helping people live their best lives in challenging circumstances. Kelly suggests incorporating testimonials from caregivers and family members to highlight the broader impact of the retreats. The conversation then shifts to the importance of donor testimonials, with Rob emphasizing the need to understand and communicate what donors gain from giving, such as fulfilling a personal calling. 

	
	

	Emotional Connection in Volunteerism and Donations

	In the meeting, Susan and Jeaninne discussed the emotional reasons behind people volunteering, emphasizing that it's not just about having a free week or wanting a vacation. They highlighted the importance of making an emotional connection with potential givers. Bill suggested conducting an audit of available resources to better understand their gaps and optimize their investment in time. Jeannine mentioned the organization's extensive video and photography archives, but noted a lack of donor-related content. They agreed on the need for more in-depth interviews to understand the motivations and benefits of donors and retreat communities. 

	
	

	Improving Donor Messaging and Fundraising

	The group discusses strategies for improving donor messaging and fundraising efforts. They agree to focus on creating compelling video content that highlights the impact of donations and the need for more support. Little Pink Houses of Hope has many applicants but limited capacity, which presents an opportunity to emphasize the potential impact of donations. The team plans to develop "promise statements" for donors and volunteers, and to conduct interviews with current donors to gather testimonials. They also discuss making the application process easier for both participants and volunteers. The meeting concludes with a plan to work on these initiatives and share ideas for the next steps.
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