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A. Maximize an already Big Offering

· Have clarity on the vision for year-end giving.

· Have clarity on where the church is in relationship to the vision.

· Have clarity on a plan to communicate both the felt need and vision.

· Have a plan to celebrate…not the giving but the spiritual process of following the Lord’s will.

· Understand this calendar year-end is the first step in preparing for the next one.

B. Introduction
· If giving came in evenly 8.3% would come in each month.

· Calendar year-end is a natural time that people are more generous and are open to giving appeals more than any other time of the year.

1. Christmas time and calendar year-end is embedded in our culture to be a time of giving.

2. At calendar year-end many review their giving over the year and make adjustments.

3. At calendar year-end bonuses are received and dividends and capital gains are distributed leading to giving decisions.

4. Most of all, nearly all non-profits are making impassioned appeals based in great felt need. The church needs to put forth a compelling vision that at least equals those appeals.

·  If there is a felt need, a vision to meet that need and a plan to promote that vision calendar year-end giving should be between 15% and 20% of annual giving.

· Churches without a promotion plan generally bring in 10% or less of annual giving. That is above a monthly average but well below likely potential.


C. Laying out the Plan

· Define the need and vision for leadership & staff.

· Define the need and vision for the congregation.

· Layout a plan that covers all Sundays from mid-October throughout December.

· We do not beg for money; we rarely talk about money.

· The plan is to focus on elements of the vision on most Sundays at year-end. One does not need to speak about the vision every Sunday but most Sundays something significant needs to be communicated.

· Focus on the “why” more than the “what” of the vision.

· Most people are motivated to give in support of the “why” of a vision.

· Speak to different categories of donors; a major donor responds much different than a typical donor.

· There are multiple motivations to give, do not get stuck on just one.

· Almost nothing more powerful than stories and/or personal testimonies.

· Involve people in communicating the vision and telling stories.

· Highlight the most motivating aspects of a vision even though those aspects may not represent a large part of the money raised. For example, a 10% commitment to church planting may motivate 90% of the people on some level.

D. Revenue Enhancements

1. No method works all the time, both change and rest are required for donor encouragements.

2. Know where you are, on track or ahead of projections.

3. If far ahead, promote a new vision as to what to do with the surplus…it is never referred to publicly as a surplus but as an additional purpose God is directing.

4. If behind, know clearly the fact and communicate the target with both clarity and confidence in God’s leadership.

5. Know your donors and make a plan that fits your situation and people.

6. Layout a plan to cover 8 to 10 Sundays, be intentional and speak with both conviction and passion.

7. How you say what you say is more important than what you say. How you say it influences people more than the what of what you say.

8. Always display confidence in God to either supply the need or to guide management to do more with less.
  
E. Challenges
· I presided over 33 year-end challenges at a church I served, it was hard coming up with new ideas, it was always work.

· The calendar was never a friend. The goal was to have vision cast October 1 and plan in place by October 15. Sometimes that did not happen until December 1.

· It is harder to be motivated in times of plenty.

· In times of great need, the temptation is to speak about money rather than vision.

· Sometimes success far exceeds the effort or plan and other times it is a great disappointment leading to a path of certain budget cuts.

· It was always hard to motivate staff or contend with “competition” for special feel-good offerings. The need to be strategic is not always popular, or right for that matter. 
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