
wake up your

FUNDRAISING

design 



DESIGN IS 

persuasion  

The truth is a good designer can save your  

organization and make your organization money. 

Nonprofit organizations don’t always see the forest 

through the trees when it comes to design. The proof is 

in the success of your fundraising campaigns. If you’re 

not satisfied with your answers to the questions posed in 

this booklet, call us at 845-266-3852—we can help you 

Wake Up Your Fundraising Image!  



EVALUATE YOUR BRAND

 Do your marketing materials form a recognizable brand?

 Do people comment on your business card?

 Is your brand better than competitor organizations?

 Do you have a Style Guide outlining acceptable brand usage?

• Fair representation 
• Better healthcare 

• Stronger education
• Affordable housing
• Efficient transportation

 • Business
development

APRIL 1, 2020 
IS CENSUS DAY

Visit your local library to 
get reliable information 
on the 2020 Census and 
how it impacts you. 

It’s important  
that EVERYBODY  
IN WESTCHESTER  
is counted!  

Everybody

Counts!

westchesterlibraries.org

MAMARONECK PUBLIC LIBRARY
136 Prospect Ave, Mamaroneck 

2nd and 4th Monday of each month 
10 am - 1 pm

(YORKTOWN) JOHN C. HART MEMORIAL 
LIBRARY

1130 Main St, Shrub Oak 
10 am - 1 pm

(YONKERS) GRINTON I. WILL LIBRARY
1500 Central Park Ave, Yonkers 

10 am - 1 pm

SOMERS PUBLIC LIBRARY
Route 139, Reis Park, Somers 

10 am - 1 pm

(TARRYTOWN) WARNER PUBLIC LIBRARY
121 N Broadway, Tarrytown 

10 am - 1 pm

(YONKERS) GRINTON I. WILL LIBRARY
1500 Central Park Ave, Yonkers 

10 am - 1 pm

(PEEKSKILL) FIELD LIBRARY
4 Nelson Ave, Peekskill 

1st and 2nd Thursday each month 
10 am - 1 pm

PORT CHESTER-RYE BROOK PUBLIC LIBRARY
1 Haseco Ave, Port Chester 

1st and 3rd Thursday each month 
11 am - 2 pm

(ARMONK) NORTH WHITE PLAINS BRANCH 
LIBRARY

10 Clove Rd, White Plains, NY 10603 
2nd and 4th Thursday each month 

11 am - 2 pm

OSSINING PUBLIC LIBRARY
53 Croton Ave, Ossining 

3rd, 4th, and 5th Thursday each month 
1:30 pm - 3:30 pm

NEW ROCHELLE PUBLIC LIBRARY
1 Library Plaza, New Rochelle 

10 am - 1 pm

M
O

N
D

AY
TU

ES
D

AY
W

ED
N

ES
D

AY
TH

U
RS

D
AY

FR
ID

AY

Whether you’re about to enroll in Medicare or are a current Medicare 
recipient, you can get FREE help with your benefits and coverage 
questions. Just go to a Senior Benefits Individual Counseling Services site 
at the nearest library; no appointment is necessary.  

Meet with trained counselors to get more information about: 
• Medicare Part A hospital coverage
• Medicare Part B medical and outpatient services
• Medicare Part D prescription drug coverage
• Medicare Advantage Plans, Medigaps
• Medicare Savings Plans, Extra Help
• EPIC (a state pharmaceutical program for seniors)
• Related benefits and programs for seniors and caregivers

Senior Benefits Individual Counseling Services (SBICS) are library-based individual counseling services that help 
community members navigate Medicare and related senior-directed benefits. This free walk-in service is delivered 
year-round by peer-counselors who have volunteered with the Westchester Seniors Out Speaking program. For a 
full list of counseling locations and times, and a calendar of workshops go to westchesterlibraries.org/sbics.

Westchester Seniors Out Speaking (WSOS) is a peer-volunteer information and counseling program of the 
Westchester Library System. Throughout the year, our trained WSOS volunteers deliver free educational 
workshops and staff SBIC counseling sites. Find out more at westchesterlibraries.org.

Medicare Questions? 
Meet people who know 

the answers! 

For more information, call 914-231-3260 or email SBICS@wlsmail.org.

Every aspect of your marketing communications should reflect your 

organization’s mission and support other print- and web-based marketing. 

Your logo sets the tone. Additional components—website, business cards, 

brochures, newsletters, reports, presentations—should have a distinct 

design but work together as a family. 

RECOGNITION INCREASES 
ENGAGEMENTbranding 



EVALUATE YOUR GALA / EVENT MATERIALS

 How profitiable are your main events?

 Do you keep your email and mailing lists up to date? 

 Do you make sponsorship benefits easy to understand? 

 Do you create give-aways?

Eye-catching design can make a big impact on attendance. 

Star speakers don’t hurt! Recognize sponsors on printed event 

materials, your website event page, and on the day of with a 

sponsor board and/or in projection. 

bookmark

take-away

EARLY SAVE THE DATES 
IMPROVE ATTENDANCEevents



EVALUATE YOUR ANNUAL APPEAL

 Is the writing sincere?

 Have you evaluated the response from previous years?

 Did you convey the importance of donations?

 Have you presented your plans for the coming year?

Consider what your donors respond to best. A simple letter can be 

very effective—particularly if main donor base is seniors. For others, a 

letter will get lost in the flurry of annual appeals. Show off your year’s 

accomplishments in a way that inspires a deeper sense of connection, 

understanding and confidence in your organization.

IT COSTS LESS TO INSPIRE A 
FORMER DONOR THAN TO 
ATTRACT A NEW ONE.  

appeal 

command 

attention  

in the mailbox



EVALUATE YOUR ANNUAL REPORT

 Do you have eye-catching visuals? 

 Is there a central theme based on successes and changes?

 Are you using the annual report as a fundraising tool?

 Is text brief and mission-focused?

Develop a theme based on the significant achievements you want to 

highlight from the previous year. People are more likely to read reports 

that have minimal text and compelling visuals—photos, callouts, charts, 

graphcs, etc. Recognize the year’s donors—everyone looks for their 

name. Keep connected with donors by sending a a newsletter mid-year.

IDEAL PLACE FOR 
INFOGRAPHICSreport

insert a 

remittance 

envelope in 

center



FOCUS ON 
IMPACT NOT 
BUILDING

Successful capital campaign materials highlight the benefits your 

organization brings to the community, not the features of the programs 

offered — the people you serve, the environment you protect, etc. Tell 

your story with captivating visuals, testimonials from people involved 

at all levels with your organization explaining why they think you’re 

making a difference. 

capital campaign 

Food IS LIFE

Helping to elevate American 
Cuisine to the ranks of  the 
great culinary traditions of  
the world represents a con-
tinuum of  thought leader-
ship at the CIA that today 
anticipates enormous future 
transformations on the horizons 
for American food and social 
identity.

In 2050, less than 40 years from 
now and very much within 
the career timeframe of  our 
current graduates, the U.S. 
Census Bureau forecasts that 
white Americans will be in the 
minority. By then, Hispanics 
and Asians together, with their 
non-European food cultures, 
will comprise more than one-
third of  the population. Once 
again the CIA is leading the 
way in preparing our indus-
try in anticipation of  these 
dramatic changes in taste 
and menu preferences—not 
to mention the workforce. 
And as a vital part of  this, 
we’ll integrate the best of  these 
changes into an inspiring, 
unfolding new American narra-
tive of  culinary innovation and 
cultural renewal.

United States and around the 
world further connect us to 
pivotal food cultures from Asia 
to the Mediterranean and 
Latin America.

Latin Flavors, American 
Kitchens, now in its fourth 
year at our new San Antonio, 
Texas campus functions as 
a kind of  Carnegie Hall of  
Latin cuisines, bringing in 
top urban chefs and village 
cooks from Oaxaca, Mexico 
to Lima, Peru and the Carib-
bean. The CIA’s new 30-week 
Latin Cuisines Certificate 
Program deepens this com-
mitment to make these rich 
culinary traditions more acces-
sible to aspiring culinarians.

With the economic and 
cultural rise of  Asia, the CIA’s 
new campus in Singapore 
provides a timely platform for 
education in Asian culinary 
studies and cultural exchange 
between Asian and American 
culinary professionals. 

For much of  the post–WWII 
era, French cuisine dominated 
our concepts of  excellence in 
professional cooking in the 
United States. Thirty years 
ago, the CIA launched the 
groundbreaking American 
Bounty Restaurant at the 
CIA’s main campus in New 
York, which, together with 
the work of  a small handful 
of  other visionary chefs at the 
time, upended that paradigm 
and substantially fueled what 
came to be known as the 
American food revolution. 

cultural exchange using food 
and cooking as the delicious 
medium. 

The CIA’s annual Worlds 
of  Flavor® International 
Conference & Festival is 
widely acknowledged as the 
most influential professional 
forum on world cuisines and 
flavor trends in the United 
States. Now in its 15th year, 
this conference has showcased 
the talents of  hundreds of  
the world’s top chefs, market 
cooks, street food vendors, and 
cookbook authors from Eu-
rope and the Mediterranean, 
Asia, Latin America, Africa 
and across the United States. 

Our Menu Research and 
Flavor Discovery Initia-
tive has funded faculty field 
research trips to rural Mexico, 
Brazil and Peru to bring back 
insights on authentic Latin fla-

vors and culinary techniques. 

Our annual Flavor Summit, 
co-presented by Food Arts 
magazine, investigates how 
traditional flavors are being 
successfully translated by 
talented chefs in the restaurant 
and hotel sectors. 

Our Bachelor’s Degree 
Program emphasizes the 
study of  regional histories and 
cultures to provide context to 
their culinary learning, and 
students have options to travel 
to China, Spain, France, and 
Italy to directly expose them 
to this cultural diversity. The 
college’s network of  43,000 
alumni working across the 

With our sense of  the world 
shrinking and world cuisines 
and cultures being quite lit-
erally at our finger tips thanks 
to technology, the people and 
foods of  Asia, the Mediter-
ranean, Latin America, 
and Africa are as accessible 
today as those of  Europe or 
America. As a result, an influx 
of  world flavors is transform-
ing American appetites—and 
American menus. With ben-
eficiaries as diverse as campus 
dining, company cafeterias, 
neighborhood restaurants and 
global, multi-unit foodservice 
companies, the CIA is a leader 
in researching, document-
ing and educating culinary 
professionals about the gold 

standards of  these global 
culinary traditions.

Food and the sharing of  
food can bring us together 
in ways that both emphasize 
our common humanity and 
celebrate our differences. 
Through the development of  
our campuses, curricula, study 
abroad programs, conferences 
and research, the CIA fosters 

A 
 s a pioneer of  the American food experience—and through the  
 college’s highly regarded international conferences, research, new 

media and publishing, and globally focused curriculum—the CIA honors  
our culinary heritage and our rich culture of  ethnic diversity, while also  
embracing the flavors of  world cultures and innovation.

This is photo caption copy this is 
photo caption copy this is photo 
caption copy. 

World Cuisines & Cultures
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Student Garden  Project On The Grow

24

meal celebrating the region’s 
abundant harvest, with a 
menu using ingredients from 
local farmers and purveyors. 
Since New York State’s 
Farm-to-Fork initiative was 
announced at the CIA by 
then-Senator Hillary Rod-
ham Clinton in 2006, the 
college has been a leader in 
the farm-to-fork movement. 
The CIA spends more than 
$500,000 a year on products 
and produce from two dozen 
Hudson Valley farms. 

This is photo caption copy this is photo caption copy this is photo caption copy. 

Composting pro-
gram = collabora-
tion + student inge-
nuity + community 
outreach
The members of  the Stu-
dent Garden Project 
have establish a composting 
program that makes use of  the vegetable scraps generated in the teaching and restaurant 
kitchens. 

CIAGarden Society 
Assist at Harvest 
Dinner
The Garden Society student 
clubs assisted at the second 
annual Hudson Valley Harvest Dinner. CIA faculty and 
alumni prepared a five-course 

Students, faculty and staff 
at CIA California campus 
have cultivated deep roots in 
sustainable practices and local agriculture by establishing 
a Student Garden Project. 
Through this project they 
support sustainable culinary 
practices on campus, and 
build awareness of  the chal-
lenges and opportunities for 
environmental stewardship in the food service industry. 
Garden activities include:
• Develop prepared foods for the market
• Provide opportunity for 

experiential learning
• Connect with local farmers
• Learn about organic 

gardening and sustainable 
practices

Steve Ells ’90  
Founder/CEO of   
Chipotle Mexican Grill

Founder and CEO of  Chipo-
tle Mexican Grill, CIA alum-
nus Steve Ells has unlocked 
the secret to a successful and 
sustainable business model 
with his “Food with Integrity” initiative. From humanely 
raised beef  to hormone-free 
sour cream, Steve incorpo-
rates high-quality ingredients into his menu because, as he 
says, “they ultimately result 
in better-tasting food.” The 
transformation to a more 
ethical menu occurred gradu-
ally as his business grew. The 
effect is not only more flavor-
ful food, but greater customer loyalty and increased sales in 
his 560-plus unit operation.

“My time at The Culinary 
Institute of  America provided 
a great foundation when I 
was starting my career and 
taught me many lessons that 
are still valuable today,” Steve 
explains. “In many ways I 
was lucky. Not everyone has 
the resources or support they 
need to help realized their 
dreams.”

This is photo caption copy this is photo caption copy this is photo caption copy. This is photo caption copy this is photo caption copy this is photo caption copy. 
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Sustainability &
 Food Ethics

EVALUATE YOUR CAPITAL CAMPAIGN

 Did you include a real success story? 

 Have you made an emtional connection?

 Are materials focused on how the new building will  

benefit the community vs the building itself?



EVALUATE YOUR WEBSITE

 Are you proud to share your 

website?

 Have you redesigned your  

site within the past five years? 

 Are there clear calls-to-action on 

site pages?

 Is the site easy to navigate?

 Have you thanked your 

sponsors?

 Do links to third parties like 

DonorPerfect or Eventbrite open  

in a new browser tab or window?

 Do you post new content regularly?

 Does your site show up in organic 

searches?

 Is the site responsive for smart 

phones and tablets?

 Do you monitor site traffic activity?

Your website is your organization’s most essential marketing tool. It is 

where potential clients will verify your credibility and colleagues will direct 

referrals. Make sure information is easily accessed and concise; visuals are 

crisp and eye-catching; a clear Call to Action is displayed; the site appears 

in organic searches and content can be managed by staff. 

IF YOU DON’T ASK, 
THEY WON’T GIVE. website 

prominent 

donate button



clear call- 

to-action

easy to 

navigate

works well 

on phones



A well-designed logo should be a visual representation of your 

organization’s mission and work ethic. As the core of your brand, 

the logo should inspire the look for all marketing materials. Increase 

recognition for organizational foundation or legacy society by 

developing a complementary logo design.

MISSION-DRIVEN,  
BRAND-ALIGNEDlogo 

EVALUATE YOUR LOGO

 Is it easily recognizable?

 Does it reflect your organization’s personality?

 How does it compare with competitive organizations?

 Do you have versions in color, b&w and white?

distinct 

legacy 

brand



wake up your 

fundraising image!

At Full Deck Design, we create compelling 

communications that result in increased engagement.  

We ask a lot of questions. We dig deep to get to the root  

of who you are and what you do. Inspired by your answers,  

we shine light on your unique value. We use the power  

of clean, uncluttered design to shape a consistent visual 

personality. We are creative, hard-working and have a  

history of successful projects to share with you.



Certified New York State  

Woman-Owned Business

fulldeckdesign.com


