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Matt Wasserman

Founder & Principal MPW Strategies 
Fundraising for over 25 years
Art Museum, CU Denver, charter 
school board
Spend time with the family skiing, 
hiking, camping 

www.linkedin.com/in/matthew-wasserman

https://twitter.com/immattwasserman
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www.mpwstrategies.com
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Kaye Taavialma

Former charter school leader 
Secured BEST Grant for $15.5M
Raised > $300K toward match
Chaos Wrangler & Focus Finder

Board & Leader Coaching
Bleacher-Bound Mom & Actor

www.kayescoaching.com
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MPW Strategies Background

• Over 75 years’ fundraising & outreach experience

• Raised hundreds of millions of dollars building and enhancing fundraising 
operations

• Comprehensive suite of fundraising and philanthropic consulting services that 
bolster nonprofits’ ability to meet missions and propel positive change

• Models, approach, and systems to instill newfound expertise and confidence in 
you and your team’s fundraising practices

• Culture and infrastructure enhancements to fulfill goals and mission for the long 
term

• Guidance to each organization’s specific circumstances in a highly engaging, 
hands-on, specifically tailored approach

www.mpwstrategies.com
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Our Clients 

www.mpwstrategies.com
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Agenda

www.mpwstrategies.com

1.The RFMA Story 

2.Making a compelling and well thought out case

3.Motivating and engaging your base

4.Corporate partnerships 

5.Connecting with community philanthropists

The key elements of how school leaders and board members can 

build and launch a sophisticated, and far more effective, fundraising 

program.
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A New Building for RFMA
RFMA history 

The opportunity: win a multi 
million BEST grant for a new 
facility

The challenge:
• Lack of fundraising 

infrastructure 
• No natural donor base
• Non fundraising board

• Building a focused concerted 
effort 
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2. The Vision: Making the Case for Support 
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The Vision: 
Making the 
Case for 
Support 

What is the problem you are solving

What will happen if nothing is done

What is the consequence to society if nothing is done

How does your organization solve the problem

What does the future look like when the problem 
solved

… Join us in solving that problem..

Vision & Case for 
Support: Donors align 
their investment to 
the impact it will 
create
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2. RFMA Case for Support 
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2. The Vision: Making 
the Case for Support 

Tell Your Story . . .  

Appeal to a lot of 
interests

Demonstrate 
opportunity

Directly address 
reader

Change lives

Fear, hope, vision Relieve pain

Goal is clear Right a wrong

What are your top 
500 words about

End injustice

Educate not an 
argument

Add to the world

Enchant, shock, in-
list in cause

Give back

1
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3. Motivating and Engaging Your Base 

1. Create Engaging Personal Experiences

2. Demonstrate Impact 

3. Multi Channel Approach

1
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3. Motivating and Engaging the Base at 

RFMA  

Activities 

• Events / Rallies

• Newsletter/Communication

• Meetings

• Provide Testimonials

• Crowdfunding 

• Digital Engagement  

The RFMA Base

• Parents 

• Teachers 

• Students

• Other 

Stakeholders
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3. Motivating and 
Engaging the Base

How would you 

engage your base? 
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4. Corporate Partnerships 

1. Conduct assessment of potential areas of investment

2. Conduct assessment of benefits

• Recognition

• Connection to audience of parents 

• PR/marketing opportunities

• Creative 

• Develop sponsorship matrix

• Value benefits – or have VPI and distribution

3. Develop year-round or multi year investments 

4. Research potential corporate funders

• Identify corporations that give to similar schools/institutions 

• Look at donors and parents for corporate connections

• LinkedIn connections  

• Understand motivation for giving 
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4. RFMA Corporate Partnerships 

1.Verizon

2.Hispanic Contractors of Colorado

3.JK Industries

4.Wells Fargo
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4. Corporate Partnerships 

•What benefits you could 
offer?

•What programs/areas to 
fund?

•Who are potential leads?
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5. Connecting with Community Philanthropists

Finding the Donors 
1.Research similar 

organizations – similar 

missions

2.Charter school advocates

3.Use data analytic tools

4.Board and volunteers

Connecting with Donors
1.Utilize board members and 

volunteers

2.Tours

3.Events (free) 

4.Digital & Social media 

5.House parties 
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1st quarter 2nd quarter 3rd quarter 4th quarter 1st quarter 2nd quarter 3rd quarter 4th quarter

VISIT VISIT VISIT VISIT

Qualify Cultivate Solicit Close Steward

• Digital/Social

• Email

• Letter

• Call

• Digital/Social

• Email

• Letter

• Call

• Event

• Digital/Social

• Email

• Letter

• Call

• Digital/Social

• Email

• Letter

• Call

• Event

• Digital/Social

• Email

• Letter

• Call

Uninvolved   Exploration PartnershipParticipationKnowledgable

5. Connecting with Community Philanthropists

1
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5. Connecting 
with 
Community 
Philanthropists

• RFMA 

• Research

• Like minded values/passion for school

• Volunteer screening 

• Past donor screening 

• Knock down the door
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5. Connecting with 
Community Philanthropists

How would you identify them?

How would you connect?

21



Reflect on What 
did you learn 

Dream about 
what else would 
you like to learn 

22



Questions

2
3


