
 
 

Board of Directors Meeting 
June 30, 2016 

 
Location: WGF Office at Station Square 4pm-7pm 

 
AGENDA 

o Denotes Board/Committee Informational Items for Discussion 
 Denotes Board Vote or Action Needed  

 
 

4:00pm Chair’s Welcome     Candi Castleberry Singleton, Board Chair  
 Board vote to approve the April 25th Board Meeting minutes 

 
 

4:10pm CEO Activities Report    Heather Arnet, CEO 
 

4:30pm 2016-2019 Strategic Plan Presentation  Heather Arnet, CEO and Tara Simmons, Vice President 
o Board  discussion  

 Board vote to approve the April 25th Board Meeting minutes 
 

 
5:30pm Finance Report      Kathy Risko, Treasurer and Tara Simmons, Vice President 

o Presentation of FY 2016-2017 Budget 
 Board vote to approve the FY 2016-2017 Budget 

 
 

6:15pm  Next Steps      Moderated by Candi Castleberry Singleton, Chair 
o What we need to do over the next 6 months to ensure the new strategic plan is successful. 
o Board assignments and responsibilities for the new fiscal year 

 
 

7:00pm Adjourn 
 
 



April 25, 2016 
Minutes 



WGF Board Meeting 
April 25, 2016 
 
Meeting called to order at 4:22 p.m. by Board Vice Chair Suzan Lami 
Members present: 
Heather Arnet, CEO 
Tara Simmons, Vice President 
Blayre Holmes, Program Manager 
Candi Castleberry Singleton, Board Chair (5pm arrival) 
Kathy Risko, Treasurer 
Suzan Lami, Vice Chair 
Lynn Banaszak, Board Member 
Cindy Fernandez-Nixon, Board Member 
Andrea Fitting, Board Member 
Chaton Turner, Esq., Board Member (5pm arrival) 
Roselyn Wilkinson, Board Member 
Marta McClintock-Comeaux 
*Richard Citrin-Strategic Planning Consultant 
*Michael Couch-Strategic Planning Consultant 
 
Members absent: 
Kevin Carter, Board Member 
Kimberly L. Slater-Wood, Board Member 
Keith Whitson, Board Member 
Latasha Wilson-Batch, Board Member 
 
Suzan’s Vice Chair Welcome 
-Welcome to all members 
-Approval of minutes: 
Motion: Andrea motioned to approve minutes from last board meeting on 2/18/16 
Kathy seconded the motion.   
All were in favor.  
Vote: Motion passed and minutes were approved.  
-Suzan discusses the first Nominating and Governance Committee meeting held via phone 
conference on March 24th.   
-Lynn will be taking over Phyllis Silverman’s previous position as Secretary.   
-Suzan suggests a full 2 year term and asks for a motion to nominate. 
Motion: Roselyn motioned to nominate Lynn for a 2 year term as Secretary.   
Kathy seconded the motion. 
All were in favor. 
Vote:  Motion passed for Lynn to take a 2 year term as Secretary. 
  
Kathy’s Finance Report 
-2015 Financial Highlights 
-Spring appeal is going out to individual donors this week 
-First Finance Committee call was held on April 21st to review Q1.  The committee is 
recommending to change the fiscal year.  
-Exploring ideas to honor the memory of Caileigh McDowell, perhaps with a GirlGov scholarship 
Motion: Suzan motioned to move the fiscal calendar to 7/1/16 – 6/30/17 



Lynn seconded the motion. 
All were in favor. 
Vote: Motion passed for the fiscal calendar to be moved to 7/1/16 - 6/30/17  
-Andrea asks about switching payroll to twice a month 
-Susan asks about moving to a monthly payroll 
-Tara will talk to ADP to find out more info 
 
Tara gives Conference Highlights 
-Main overview and stats 
-Programmatic success/Financially didn’t make money. 
-Survey responses very positive 
--Conference comparisons from 2015/2016 
-Only 60 return attendees from last year so she will be sending out a survey to get some 
insights to why that number is so low.  
-Heather questions what types of fundraising we can do next year since the Conference isn’t a 
fundraiser event.  She mentions that last year they used a fundraising consultant to help target 
and reach fundraising goals. 
-Heather and Tara discuss that they will be holding one on one meetings with each individual 
board member to brainstorm fundraising ideas and help create accountability. 
 
 
Strategic Planning Update  
-Kathy discusses the focus groups with the founders. 
-Intro by Richard and Michael 
 
-The 3 objectives for today’s discussion are: 

1. Share findings from surveys and focus groups 
2. Engage in discussion about the feedback and also the advocacy piece (grantmaking and 

programming will be discussed at the May 10 meeting) 
3. They will give their recommendations on moving forward with the plan 

 
-Top responses from the surveys: 

x Fiscal Sustainability 
x Lack of/Future of Grantmaking 
x Branding Issues 
x First we need to create a viable business with a new business model, then we can focus 

on grantmaking and advocacy. 
x Fundraising weakness 
x There are too many advocacy issues to work on 

 
-Their recommendations on moving forward: 

1. The final plan should be a 3 year plan which includes timelines and benchmarks for 
implementation with more specificity in the first year (i.e., an operating plan) 

2. Femisphere could be the overarching vision for the new strategic plan, creating a clear 
strategic vision within which all of our activities and programs can live.  

3. The plan will include a clear set of criteria, which the organization will use to select the 
issues we advocate for. The first use of this plan will be to select one key policy priority 
to be our singular focus for the next three years. The criteria will also be used to identify 



issue areas of which we are “in support of” but for which we will not be leading efforts. 
(Draft criteria is on page 5 of this document) 

4. The entire plan – and organization – should have just a few targeted goals and 
objectives. All activities moving forward should be in service to those simple objectives. 

 
Richard and Michael then facilitated a discussion with the full board. The board agreed that the 
process was moving forward in a good direction, and the staff was directed to continue working 
with Citrin/Couch Consulting to finalize the strategic plan key goals and objectives to be 
presented to the board at a June 1st conference call.  During that call, the board will then 
discuss and approve the top level goals of the new strategic plan.  Following that meeting the 
staff will develop a detailed 3 year operating plan and corresponding budget for FY 2016-2017.  
The final strategic plan, operating plan, and FY 2016-2017 budget will be presented for approval 
at the June 30th board meeting. 
 

 
 
 
-Meeting adjourned at 7:31 p.m. by Board Chair Candi Castleberry Singleton 
 



2016-2019 
Strategic Plan 



WOMEN AND GIRLS FOUNDATION 

2017 – 2020 Strategic Plan 



JUNE 1 CONFERENCE CALL AGENDA 
MICHAEL COUCH  
y Reviews the Keys to Success and 

Aims of the Strategic Planning Process 
 

HEATHER ARNET 
y Mission, Vison, Values 
y 2017-2020 Strategic Objectives 
y Objective One:  Refine Programmatic and Policy Work 

 
TARA SIMMONS 
y Objective Two:  Differentiate and Communicate Our Work  

More Effectively 
y Objective Three:  Maximize Impact and Increase Sustainability 
y Next Steps 



KEYS TO SUCCESS OF  
THE PLANNING PROCESS 
The success in meeting the planning objectives will be 
measured by the following: 
y A range of stakeholders are engaged in the planning process and support the 

outcomes. 
y The Plan builds off of the organization’s existing strengths and assets. 
y We identify 3 to 4 measurable goals 
y We clearly articulate the mission and vision so that it’s easy to describe what we do. 
y We define our “Region”; clarify on our geographic focus 
y The plan is financially sustainable. 
y What differentiates WGF from other organizations in terms of products and services 

is clarified 
y We clarify the brand and name 
y Staff and board members leave the planning process with a strong sense of 

direction, buy-in and enthusiasm. 
y The Board approves the new Strategic Plan. 



AIMS OF THE PLANNING PROCESS 
y Clarify what differentiates WGF from other organizations 

y Define our primary focus and a clear direction 
y Confirm our value; Identify what will keep people’s interest; what people will 

value and pay for; what’s the “cool” factor 
y Confirm what we advocate/stand for 
y Clarify what we are known for 
y Identify and express the brand 

y Be clear on how we fund something that resonates 
y Clarify where we all (I) can contribute 
y Be more intentional about what we do. 
y Identify something that’s scalable and sustainable 



To achieve equality for women and girls, now and for 
generations to come. 

Our vision is for women and girls in Pennsylvania to have 
equal access, opportunity, and influence in all aspects of 
their public and private lives.  

To realize this vision, the organization’s active work is focused 
on developing the female leaders of tomorrow and advancing 
women’s rights today. 

OUR 
MISSION 

OUR 
VISION 

OUR 
WORK 



OUR VALUES 
WGF considers all initiatives and programs through the lens of five core values: 

We believe that when 
women and girls 

thrive, communities 
prosper. 

Our programs and 
initiatives drive 

statewide solutions to 
the problem of gender 

inequity. 

Engaging men as allies, 
partners, and champions 
for gender equity is vital 

for our mission’s 
success. 

Empowering girls, as 
well as women, is 

central to our mission. 
We engage young 
women as donors, 

activists, and leaders. 

We seek equity for all 
women without 

discrimination on the 
basis of nationality, 

economic status, class, 
ethnicity, race, sexual 
orientation, or marital 

status. 



2017 -2020 STRATEGIC OBJECTIVES 

1 
� REFINE PROGRAMMATIC 

AND POLICY WORK 

2 
� DIFFERENTIATE AND COMMUNICATE 

OUR WORK MORE EFFECTIVELY  

3 
� MAXIMIZE IMPACT AND INCREASE 

SUSTAINABILITY 



REFINE PROGRAMMATIC & POLICY WORK 
y Develop a Decision Making Criteria, which will be utilized consistently to evaluate 

Programming and Policy Decisions 
y Develop accompanying worksheet detailing resources needed and staff responsibilities related to the 

specific project/campaign (especially new project or initiative). 

y Continue with GirlGov and Equal Pay Day programs, as is. 
y Build a timeline of activities related to exploring potential growth models into the 3 year operating plan.  

y Develop financially sustainable models to support grantmaking efforts.  
y Pilot a crowd-funding model (partnering with a technology partner, such as Catapult) to support local 

grantee projects.  
y Establish a special fund (to be named later) to provide small one-time grants ($500 or less), to local women 

and girls, to enable them to pursue opportunities for personal/professional growth opportunities that they 
otherwise would not be able to afford.  

y Continue Crossroads as a fundraising event, but with financial and operational refinements to 
yield higher net proceeds 
y Keep Conference Expenses Under $50K; And Net Revenues Must Be At Least: $50K/annually 
y Explore costs related to year-round activities of mini Crossroads events/workshops and investigate 

potential sponsors to cover costs. 
y Schedule year-round Crossroads programming (providing funding has been secured) 
y Evaluate Crossroads program & revenue performance annually, prior to planning future year’s event(s).  

 

 



REFINE PROGRAMMATIC & POLICY WORK 
y Complete Phase One of Femisphere. 

y Complete the “Phase One” research component. 
y Share results of the research with program investors and WGF Board.  
y Meet with Hillman Foundation staff (and other funding prospects as appropriate) to explore future 

funding opportunities and model for future activities.  

y Serve as a public advocate for women to be placed at the center of development & poverty 
reduction efforts. Develop a two-tier policy advocacy strategy.  
y Using the Decision Making Criteria tool identify Tier One and Tier Two policy issues. 
y Tier One will identify a single public policy focus for the three-year strategic plan. WGF will drive 

activities and advocacy strategies related to this tier one policy. 
y Tier Two will identify critical gender equity issues, which other orgs are “leading” but which WGF 

supports. 
y Articulate detailed list of activities, which WGF will (and will not) engage in related to both tiers. 
y If Tier One goal is achieved prior to the conclusion of this plan, identify a new Tier One goal. 

y Communicate this new policy strategy to stakeholders. 

 



DIFFERENTIATE AND COMMUNICATE 
OUR WORK MORE EFFECTIVELY 
y Evaluate current & prospective naming and branding options. 

 
y Communicate new Strategic Plan to stakeholders. 

y Develop communication strategy for each key stakeholder group (founders, 
donors, grantees, partners, fellow grantmakers, girls + parents, media, etc..). 

y Update all online presence to reflect new plan. 
 

y Determine resources (Staff + $) needed to develop & implement 
enhanced communication strategy.  
y Identify marketing/communication consultants 
y While developing plan & raising funds, use community partnerships (and 

existing programming) whenever possible to communicate and increase WGF 
visibility. 

 



DIFFERENTIATE AND COMMUNICATE 
OUR WORK MORE EFFECTIVELY 
y Raise funds & secure resources for new communication strategy & plan. 

y Incorporate communication budgetary needs into programmatic fundraising 
efforts. 
 

y Once funds are secured, develop and implement comprehensive 
communication plan. 
y Most important goal of new communication plan: Differentiate & Raise  

profile of WGF. 
y Within plan, identify ways to coordinate communication strategy/messaging  

 

y Train Board and Staff to be experts in communicating WGF’s Unique 
Selling Proposition across programmatic areas & media platforms. 

 



MAXIMIZE IMPACT AND 
INCREASE SUSTAINABILITY 
y Map out Staffing Plan for three years. 

y Include in operational plan a three year budget forecast which maps out how we 
build staff capacity.  
 

y Develop operational succession plan for all staff positions. 
 

y Build a Board with robust networks, talent, giving, and fundraising 
capacity to double our revenues by 2020. 
y Build capacity of current board members. 
y Recruit additional board members from tech sector. 

 

y Recruit additional board members who are enthusiastic (& experienced) 
volunteer fundraisers. 

 



MAXIMIZE IMPACT AND 
INCREASE SUSTAINABILITY 
y Stabilize Finances 

y New Mantra: Raise money, then implement  
y Change fiscal year to July 1 – June 30th 
y Continue to develop diversified revenue model 
y Modify grantmaking model (to be fiscally responsible) 
y Increase net revenue for Crossroads 
y Secure multiple year grants and pledges 
y 100% Board participation in formal give/get policy. 

 

y Adopt a Model to Measure Impact 
 

y Begin next strategic planning process in year 3 

 



NEXT STEPS 

y The final strategic plan, operating plan, and budget drafts 
will be presented to the full board at the June 30th board 
meeting. (These are included in this board packet.) 
 

y The board will make any final changes and approve the  
2017-2020 strategic plan at the June board mtg. 
 

y Summer 2016 implementation begins! 



2016-2019 
Operating 

Plan 



  

Women  and  Girls  Foundation  •  2016-2020 Strategic Plan Activities Roadmap for Goal 1: Refine Programmatic & Policy Work 
 

2016 2016-2017 FY 2017-2018 FY 2019-2019 FY 
Thru June 30 July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June 
 

x Survey past 
attendees 

5 Work with the community to make our region a Femisphere: a complete system where women & girls thrive and their needs are placed at the center of all local economic development & poverty reduction efforts.  

1. GirlGov continues as year-round program training girls to be next generation of leaders 

x Secure Funds  

x If YES: Formalize sponsor 
relationship & begin planning for 
Spring 2017 Crossroads Conference. 

x If NO: Begin alternate corporate 
fundraising efforts for Spring 2017 
Crossroads Conference 

4. Policy advocacy refined & focused on two-tier strategy.  

¾ Phase one research completed & presented to donors/partners 
(A map detailing where single moms in poverty currently reside 
in Agh county in relationship to social services, childcare, 
workforce & transportation)  

¾ Work w/ state partners to 
develop PA grant request to 
Federal DOL for funds to support 
state FMLI development efforts. 

¾ Phase two funding requests 
submitted. Phase two includes 
FMLI campaign. 

¾ If phase two funding secured, 
hire team member to support 
campaign. 

¾  Articulate clear guidelines re: activities WGF will 
engage in related to Tier 1 & Tier 2. 

¾ Proving funding is secured, at this stage of the 
campaign we will increase communications, 
earned & paid media, organizing, & 
government relations efforts. 

¾ Harrisburg Trip 

¾ Girls meet monthly & work on their advocacy campaign for comprehensive sex-ed. 

2. Grantmaking program refined to make grants in more sustainable ways.  
¾ Initiative 1: Crowdfunding Online Grantmaking Platform 

¾ Initiative 2: Establish  special opportunity fund (to be named later) 

x Confirm Vendors & 
Grantees  

x Platform/Website 
Development  

x Secure Startup 
Funds  

x Launch Webpage making funds 
available (& accepting donations too) 

x Year-round fundraising & grantmaking continues   

x August 26: Website Launch 

¾ Identify  two  potential  state  “chapter”  partners. 
¾ Draft  “chapter”  guidelines  &  business  model. 

3. Crossroads Conference refined to be more cost effective.   

¾ Meet w/ exclusive 
Crossroads  
sponsor prospect 

x Conference occurs 
March 2017 Net 
Income at least $50K. 

¾ Formalize Partnership with PA Pathways and Family Values@Work 
¾ Develop timeline and budget for three-year FMLI campaign. 
¾ Submit grant requests to support FMLI campaign. 
¾ Expand statewide coalition & continue to add more partners.  

 

¾ BOD approves Decision Making Criteria  
¾ BOD approves Tier 1 & Tier 2 advocacy issues for 2016-2019  

¾ Communicate new advocacy strategy to all 
stakeholders & publish on website.  

 
¾ Tier 1: Lead advocacy efforts to establish a state 

paid family leave fund accessible to all families.  
This will include working with state & national 
partners to develop, drive, and implement 
communications, outreach, and legislative campaign 
strategies necessary to achieve this BIG goal. 

¾ Tier 2: Support advocacy efforts, led by others, related to issues specific to gender equity in the following 
ways: letters or signatures of support; attendance at hearings, rallies, press conferences, coalition meetings; 
forwarding emails/social media posts to WGF members. 

¾ Equal Pay Day 

x Post-Conference 
analysis conducted to 
gauge program 
effectiveness. 

Key Assumptions: 
 
- No programmatic 
activity or expansion 
will occur without first 
securing the required 
funds. 
 
- No programmatic 
activity will be entered 
into without first 
utilizing the decision 
making criteria to 
determine whether this 
is a mission minded 
and business minded 
activity. 
 
- A resource allocation 
worksheet will be 
developed to quantify 
the resources 
necessary for any 
potential 
programmatic activity. 
This worksheet will 
provide management a 
tool to support quality 
decision making re: 
resource allocation. 
 
- Analytic tools will be 
developed to gauge the 
effectiveness of every 
WGF program. 
Analytics will be 
utilized to measure (& 
report to the board) on 
the programmatic, 
mission minded, and 
financial net impacts 
of each program.  
 
-RE: Advocacy, if Tier 
One goal is achieved 
prior to the conclusion 
of this plan, identify a 
new Tier One goal. 
 
 

¾ If funding is secured,  incorporate  one  or  two  new  “chapters”  into  GirlGov 

¾ Submit at least two grant requests to national 
partners re: GirlGov 

x Depending on results of 
Crossroads post-
conference analysis 
determine whether to 
continue with this 
program.  x Smaller year-round Crossroads 

mini-events will be explored as 
a potential programmatic 
element & revenue source. If 
decision is made to pursue this 
strategy then a few mini events 
will occur this year.  

¾ Harrisburg Trip 

x Crowdfunding Grantmaking Pilot In Action 
x Conduct Post-Pilot Analysis of 

Crowdfunding Platform & Based on 
results determine next steps.  

¾ Submit at least two grant requests to national 
partners re: GirlGov 

¾ If  funding  is  secured,  continue  to  incorporate  new  “chapters”  into  GirlGov 

¾ Harrisburg Trip 

x Conduct Analysis of all 2016-2019 
grantmaking efforts and use results to 
determine grantmaking models moving 
forward.   

x If decision is made to continue w/ conference, 
event occurs March 2018. Net Income for 
Crossroads at least $100K (this could include 
mini-events). 

x Post-Conference 
analysis conducted to 
gauge program 
effectiveness of large 
event (& mini events if 
they occur). 

x Depending on results of 
Crossroads analysis 
determine whether to 
continue with this 
program.  

x Smaller year-round 
Crossroads mini-events will 
be explored as a potential 
programmatic element & 
revenue source. If decision is 
made to pursue this strategy 
then a few mini events will 
occur this year.  

x  

x Post-Conference 
analysis conducted to 
gauge program 
effectiveness of large 
event (& mini events if 
they occur). 

x  

x If decision is made to continue w/ conference, 
event occurs March 2019. Net Income for 
Crossroads at least $100K (this could include 
mini-events). 

¾ Equal Pay Day ¾ Equal Pay Day 

¾ Explore development of a 
2017 EPD toolbox for 
local businesses & 
champions (available via 
website) as potential 
revenue & communication 
tool.  

 

¾ If EPD toolbox idea was implemented in 2017, 
analyze impacts & results. If results are positive plan 
to implement for 2018 rally.  

 

¾ If EPD toolbox idea was implemented in 2018, 
analyze impacts & results. If results are positive plan 
to implement for 2019 rally.  

 

¾ Proving funding is secured, the FMLI 
campaign will be in full gear with active 
communications, earned & paid media, 
organizing, & government relations efforts. 

¾ If phase two funding secured, 
new team member is in place 
and activities are in process.  

¾ If phase two funding is 
secured, more details will be 
added to this plan articulating 
lots of exciting activities!  

¾ If phase two funding is 
secured, more details will be 
added to this plan articulating 
lots of exciting activities!  

¾ If phase two funding is 
secured, more details will be 
added to this plan articulating 
lots of exciting activities!  

¾ If phase two funding is 
secured, more details will be 
added to this plan articulating 
lots of exciting activities!  

¾ Proving funding is secured, the FMLI 
campaign will be in full gear with active 
communications, earned & paid media, 
organizing, & government relations efforts. 

¾ Begin to evaluate whether Tier One strategy 
will remain the same beyond 2020 or if a new 
Tier One strategy will be identified.  

 



  

Women and Girls Foundation • 2016-2020 Strategic Plan Activities Roadmap for Goal 2: Differentiate & Communicate Our Work More Effectively 
 

2016 2016-2017 FY 2017-2018 FY 2018-2019 FY 
Thru June 30 July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June 

 

1. Determine and develop resources & implement enhanced communication strategy. Goal: to Differentiate & Raise Profile of WGF  

! Proving funding is secured; begin implementation of two-year 
marketing/communications plan. The plan will include a timeline of activities 
touching on all forms of pr, marketing, and communication. The plan will 
include earned & paid media, pr, online, social media, and any and all other 
communication efforts.   

Key Assumptions: 
 
- We will consider 
every programming 
opportunity and WGF 
event as a cross-
promotional 
opportunity to promote 
WGF and raise 
awareness of our other 
programs. 
 
- Whenever possible 
we will utilize each 
WGF program to help 
promote each of the 
other programs.  
 
- We will leverage 
community events and 
collaborations as 
communication 
vehicles. 
 
- We will not be able 
to engage a paid 
marketing/branding 
consultant, or purchase 
any media unless 
funds are raised to 
support these 
additional expenses.  
 
- Analytic tools will be 
developed to gauge the 
effectiveness of WGF 
communication 
efforts. Analytics will 
be utilized to measure 
(& report to the board) 
on the programmatic, 
mission minded, and 
financial net impacts 
of our communication 
efforts.  
 

! Develop & implement communication strategy for each key stakeholder 
group (founders, donors, grantees, partners, fellow grantmakers, girls 
+ parents, media, etc..). All stakeholders are communicated with by 
beginning of Q2. 

3. Communicate New Strategic Plan to Stakeholders 

! September Board meeting – board led discussion (led by 
Andrea Fitting) focused on pros/cons to keeping/changing 
our name/brand. The board makes a definitive decision.  

! Board works to raise funds necessary to support the 
additional staff (or consultant) resources needed to 
improve WGF communication efforts & impacts.  

! Staff will incorporate communication budgetary 
needs into programmatic fundraising efforts.  

! Update all online presence to reflect new plan. 
! Ensure new communication plan (discussed below) includes year-

round activities to inform & engage all stakeholder groups. 
! Utilize partner opportunities (like “Just Films” series at Chatham 

University) to raise awareness of WGF & WGF new plan priorities. 
 

! Decide whether it will be most effective to 
hire an internal person or a consultant or 
outside firm to manage communication efforts. 

! If funds available hire communications associate (or 
agency/consultant) to provide communication 
support (including pr, online, social media, etc..). 
This includes the development of a two-year 
communications plan including paid & earned media.  

 

2. Engage the Board Fully in Communication Efforts.  

! Board works to raise funds necessary to support two-
year marketing plan.  

! Staff will incorporate marketing budgetary needs into 
programmatic fundraising efforts.  

! Identify ways to coordinate communication 
strategy/messaging across programmatic areas. 

! Develop & Implement plan to communicate impacts of “Year One” of 
the strategic plan in action to all stakeholder groups. 

! Update all online presence to reflect these impacts.  
 

! Develop & Implement plan to communicate impacts of “Year Two” of the 
strategic plan in action to all stakeholder groups. 

! Begin to engage stakeholders in pre-planning for 2020 strategic planning 
process.  

! Update all online presence to reflect these impacts.  
 ! Continue to keep all stakeholder groups informed & engaged. Utilize 

the BOD members as Ambassadors to lead these efforts. 
! Continue to keep all stakeholder groups informed & engaged. Utilize 

the BOD members as Ambassadors to lead these efforts. 

! If decision is made to change the name, this 
will require significant staff, board, and 
financial resources (to be raised & expended).   

! If decision is made to change the name, this 
will be incorporated into the two-year 
marketing/communication plan process 
detailed below.  

! Conduct analysis to measure 
impact of communication 
efforts.  

! December Board meeting – board led discussion (led by 
board member TBD) training our board to give the best, most 
energetic, engaging, touching “elevator pitch” about WGF 
ever! Preparing them to be champions for WGF throughout 
the united way/holiday/giving season.  

! Train Board and Staff to be experts in communicating WGF’s 
Unique Selling Proposition across programmatic areas & media 
platforms.  

! Board working throughout the year to raise funds & secure 
resources needed for new communication strategy & plan.  

! Each fall, there is a board session focused on telling our story. Board and 
Staff should be experts in communicating WGF’s Unique Selling 
Proposition to all audiences.  

! Board working throughout the year to raise funds & secure resources 
needed to implement new communication strategy & plan.  

! Each fall, there is a board session focused on telling our story. Board and 
Staff should be experts in communicating WGF’s Unique Selling 
Proposition to all audiences.  

! Board working throughout the year to raise funds & secure resources 
needed to implement new communication strategy & plan.  

! Proving funding is secured; continue implementation of two-year 
marketing/communications plan. The plan will include a timeline of activities 
touching on all forms of pr, marketing, and communication. The plan will 
include earned & paid media, pr, online, social media, and any and all other 
communication efforts.   



  

Women and Girls Foundation • 2016-2020 Strategic Plan Activities Roadmap for Goal 3: Maximize Impact & Increase Sustainability 
 

2016 2016-2017 FY 2017-2018 FY 2018-2019 FY 
Thru June 30 July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June July – Sept Oct – Dec Jan – Mar Apr – June 

 

3. Map Out Staffing Plan for Three Years incorporating Succession Plans for all Positions.  
! Update Job Descriptions for Current Staff. 
! Set Staff Annual Goals to New Strategic Plan. 
! Develop three-year plan for adding staff. 
! Raise funds needed to hire additional staff.  
! Staff as of July 1, FT=3, PT=1 (+ interns) 

Key Assumptions: 
 
- New Mantra: Raise 
the funds, then 
implement.  
 
- Board Focus will be 
on raising the funds 
necessary to achieve 
our programmatic & 
mission minded goals.  
 
- We will continue to 
develop a diversified 
revenue model and 
explore new 
opportunities for 
sustainable revenue. 
 
- 100% of the Board 
and Staff will be 
actively involved in 
fundraising efforts. 
 
- Whenever possible 
we will ask our 
supporters to consider 
making multiple year 
commitments to 
support WGF. This 
will help the 
organization build 
sustainability & 
strengthen our ability 
to draft future years’ 
budgets grounded in 
financial realities. 
 
- Analytics will be 
utilized to measure (& 
report to the board & 
our community) the 
programmatic, mission 
minded, and financial 
net impacts of WGF.  
 

! Change fiscal year to July 1 – June 30th 

1. Stabilize Finances 

2. Build a Board with robust networks, talent, giving, & fundraising capacity to double our revenues by 2020 

! Each fall, there is a board session focused on 
telling our story. This session will train board & 
staff to be experts in communicating WGF’s 
Unique Selling Proposition to all audiences.  

! Board Development Committee established to 
train, engage, & hold board members accountable 
in reaching WGF’s fundraising goals. ! Board working throughout the year to raise funds & secure resources 

needed to implement new communication strategy & plan.  

! Secure exclusive sponsor of Crossroads Conference (2-3 year commitment) 
! Develop Crossroads Budget to Net at least $50K in 2017 
! Incorporate multiple-year request in proposals to all supporters. 

! Modify grantmaking model (to be 
fiscally responsible) 

! 100% Board participation in formal give/get policy 
! 50% of Board has made multiple year pledge to 

WGF by December 2016.  

! Contract fundraising 
consultant focused on 
increasing individual and 
corporate donations. 
This includes drafting  
(& implementation)     
of detailed annual 
fundraising plan. 

! Outcome: $50K from new individual 
donors and $50K from new corporate 
supporters by end of fiscal year. 

! Research & Submit requests 
to at least 2 national funding 
prospects. 

! Research & Submit requests 
to at least 2 national funding 
prospects. 

! Outcome: Awarded at 
least one grant by a 
national foundation by 
December 31, 2017. 

! Nominating 
Committee identifying 
and cultivating new 
prospective board 
members (with focus 
on fundraising 
capacity, tech sector, 
new network capacity, 
gender diversity). 

! WGF BOD Give/Get 
policy revised & 
formally adopted. 

! Audit of fiscal year 2016-2017 
presented to board. Continue 
track record of positive fiscal 
audits. 

! Audit of fiscal year 2017-2018 
presented to board. Continue 
track record of positive fiscal 
audits. 

! Begin new fiscal year with pledges 
(payments to be received in this 
year) totaling at least $250K 

! Begin new fiscal year with pledges 
(to be received in this new year) 
totaling at least 50% of annual 
budget. 

 
 

! At Q2 Board Meeting elect 7 
new Board Members. 

! At Q1 Board Meeting fill any 
existing board vacancies. 

! At Q2 Board Meeting elect 7 
new Board Members. 

! Board Development Activity occurring once a quarter 
(managed by Board Development Committee).  

! Board Chair, CEO, & Board Development Committee 
working towards 100% Board participation in 
give/get & 100% board participation in multi-year 
pledge program.  

 
4. Investigate/Pursue New Revenue Opportunities & Fundraising Ideas 
 

! Depending on available funds, staff should be FT=5, PT=1 (+interns) 
! Succession plans are in place articulating how each staff position is “backed up” in 

case of emergency or staff departure.    
! Staff performance is being evaluated related to strategic plan performance.  
! Staff development and retention is a priority, with investments in professional 

development and the development of retirement benefits program. 

 
5. Adopt a model to measure (and communicate) impact.  
 

! Staff researching and applying for new grants from new local and national 
foundations. 

! Fundraising Consultant contracted to work with BOD & CEO to increase 
individual donor & corporate supporters.  

! Board Members attending “100 Women Who Care” to enter 
WGF into the hat & champion our cause.  

! Explore Inauguration &/or Seneca Falls Fundraising Trip Ideas. 
! Throughout the year the board leads and manages several donor 

cultivation and mini-fundraising events and new ideas.   

! Analytic tools will be developed to gauge the effectiveness of every WGF program.  

! Analytics will be reported to the board annually re: the programmatic, 
mission minded, and financial net impacts of each core program.  

 

! WGF Communication plan will be focused on communicating impacts of our 
work to our community and to our supporters.   

! Analytic tools will continue to be used to measure and communicate impact, 
to the board and to our supporters. 

! As we prepare to begin a new strategic planning process, we will use the 
analytic results we have gathered throughout the last two years to measure 
impact and diagnose strategies that were (and were not) successful.  

! Depending on available funds, staff should be FT=5, PT=1 (+interns) 
! Succession plans are in place articulating how each staff position is “backed up” in 

case of emergency or staff departure.    
! Staff performance is being evaluated related to strategic plan performance.  
! Staff development and retention is a priority, with investments in professional 

development and the development of retirement benefits program. 

! Board working throughout the year to raise funds & secure resources 
needed to implement new communication strategy & plan.  

! At Q1 Board Meeting fill any 
existing board vacancies. 

! At Q2 Board Meeting elect 7 
new Board Members. 

! Board Development Activity occurring once a quarter 
(managed by Board Development Committee).  

! Board Chair, CEO, & Board Development Committee 
working towards 100% Board participation in 
give/get & 100% board participation in multi-year 
pledge program.  

! Outcome: Grants 
receivables annually 
exceed $350K. 

! Outcome: Individual 
donations annually exceed 
$350K. 

! Outcome: Event income 
exceeds $150K 

! By conclusion of this fiscal year, 
WGF annual income nears $1MM. 

! WGF enters into new fiscal year 
with at least 50% of annual 
income already pledged.  

! Outcome: Grants 
receivables annually close 
to $500K. 

! Outcome: Individual 
donations annually exceed 
$350K. 

! Outcome: Event income 
exceeds $150K 



Finance 
Report 



The Finance Committee met via phone on Tuesday, June 21st.  In attendance were Kathy Risko (Treasurer), 
Roselyn Wilkinson, Keith Whitson, Tara Simmons, and Heather Arnet.  Kevin Carter was absent from the 
call. 
 
During the call we reviewed the proposed FY 2016-2017 budget and the narrative provided below.  
 
At the recommendation of the finance committee, the staff has created a financial history document, also 
included in the June 30th board packet, to give new board members some perspective of how this proposed 
budget relates to past years’ financial activity. 
 

***** 
 
Enclosed you will find an excel spreadsheet presenting our proposed budget forecast for Fiscal Year July 1, 
2016-June 30, 2017. This version has in depth detail (displaying salary details and expense details within 
specific project areas). The budget forecast document the full board will see would have some of these line 
items compressed. Historically, we have shown details to the finance and executive committees, and 
provided more “top line” item perspective for the board.  
 
It is important to note that this document is a forecast. As Mildred Morrison, a former Treasurer of the 
Board often said, “The budget is a guide. It gives us a clear way to set fiscal goals, measure performance, 
and make course corrections as needed along the way.” The Finance Committee will review the budget 
forecast draft at its June 21 meeting. Then the revised document (incorporating your changes and 
feedback) will be presented o the Executive Committee and the compressed version will go to the full board 
for review and approval. Then the staff will report to the Finance Committee and to the Board, quarterly, on 
performance towards goals.   
 
At this point in our life cycle, we have very little pledged income committed into the upcoming year.  In 
2012, in honor of our twelfth anniversary, we solicited multiple-year pledges from donors and supporters. 
Many of these pledges were three-year pledges and so last year was the last year we had any 
pledged/committed income of note going into the next fiscal year.  
 
This is not necessarily a bad thing, as any income that would have been pledged in the past would have also 
been “booked” in the past. Now, going into our new year, most of the funds we will raise will indeed be 
“new” and will be booked as new income in the new fiscal year. So from a bookkeeping standpoint that is a 
positive outcome. However, it does mean that this document is indeed a forecast. The revenue numbers 
were developed based on past giving trends. In addition, revenue projections were developed taking into 
account current conversations with institutional donors (re: grants WGF will be applying to in the new 
year) and with our board (re: cultivating increased activity in individual donor investors).  
 
As you will see, the total annual revenues and expenses for this budget forecast are each approximately 
$800,000. This would bring us back to where the organization was in 2011. Up until 2011, our annual 
budget averaged around $700,000 a year. At that time we had five full-time and one part-time staff 
members and a robust board of directors actively engaged in fundraising efforts.  Because WGF is so young, 
our first “non-founder” board was elected in 2008. And because of our six-year term limit, many dedicated 
board members rotated off of the board in 2014. We also suffered from the unexpected loss of three of our 
beloved board members. 
 
And so, the organization has experienced a time of constriction in the past few years – our board became 
much smaller, revenues declined, and as a result, staff members were let go (or morphed to part-time) to 
adjust expenses to meet revenues. Over the last two years, specifically, we have worked intentionally to 
grow the board and staff back to where they need to be in order for WGF to be a healthy and sustainable 
organization. Our new strategic plan will give all of our fundraising efforts a tremendous boost, with the 



addition of clarity, focus, and exciting opportunities to have a huge impact in making our world a better 
place for women, girls, and their families.  
 
This budget reflects potential growth in both revenue and expense projections. Any growth in expenses is 
directly related and reliant, upon a specific new revenue prospect. So for example, we would like to bring 
on communications and programming staff, and those staff line items would be reliant on WGF first 
securing grant support for those programs with these additional staff costs built in to those grant budgets.  
 
Likewise, we have added a line item for a fundraising consultant who would focus on working with the 
board and staff to significantly grow our individual donor (and corporate donor) base. This consultant will 
be contracted at $4K/month, but each month s/he will have a goal of at least $15K in new revenue from 
new donors. The consultant will need to continue to meet (and exceed) these goals in order for the contract 
to continue into the next month. In this way, we will know that we will be not just covering our costs for 
this line item, but also using this line item to generate the additional revenues needed to sustain our 
growth model.  
 
We look forward to walking you through this document during our phone meeting and welcome your 
suggestions and questions. Together we will create a year where great things happen for WGF and for 
women and girls! 
 
 



THE WOMEN AND GIRLS FOUNDATION
Budget DRAFT July 2016 thru June 2017

2016-2017 TOTAL
Income

Accounts Receivable
Pledges (Individual) 6,000.00

4000 · Contributions - Individual 255,000.00
4200 · Grants 350,000.00
4400 · Corporate Sponsorship 75,000.00
4700 · Crossroads Conference Income

4710 · Attendees 20,000.00
4740 · Corporate Sponsorship 100,000.00

Total Income 806,000.00

Expense
5000 · Salary/Compensation 355,542.00
5030 · Medical Reimbursement 2,100.00
5200 · Payroll Taxes 23,000.00
5230 · Health Insurance 11,100.00
5231 · Section 125 Fees 200.00
5260 · Workers Compensation 1,200.00
5320 · Equipment Lease 3,000.00
5410 · Rent 43,225.00
5510 · Office Supplies 4,000.00
5515 · Telephone & DSL Service 6,960.00
5520 · Cell/Data Plans 1,500.00
5530 · Printing & Reproduction 4,000.00
5540 · Postage & Delivery 2,000.00
5650 · Communications 12,400.00
5700 · Parking Lease 4,500.00
5710 · Travel 0.00
5720 · Meals & Entertainment 2,000.00
5740 · Parking & Mileage 2,200.00
5750 · Conferences & Seminars 1,000.00
5800 · Crossroads Conference 0.00

5801 · Postage & Mailing 150.00
5802 · Printing 1,000.00
5803 · Catering 8,000.00
5807 · Promotional 8,000.00
5809 · Supplies 2,000.00
5811 · Contract Labor 15,000.00
5815 · AV 6,500.00
5819 · App/Website 7,950.00
5822 · Honorariums 1,200.00

6040 · Accounting Fees 11,000.00
6041 · Audit Fees 3,900.00
6045 · Payroll Processing 2,500.00
6050 · Human Relations 720.00
6070 · IT Services 1,600.00
6071 · Systems & Software 8,000.00
6072 · Web Hosting & Design 1,600.00
6220 · Membership Dues 1,675.00
6320 · Liability Insurance 187.00
6330 · D & O Insurance 939.00
6340 · Business Owners Insurance 575.00
6510 · Bank Service Charges 6,000.00
6830 GirlGov
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2016-2017 TOTAL
Monthly Meetings 10,000.00
App 3,900.00
Graduation (hotel & supplies) 7,000.00
Harrisburg Buses 5,000.00
Harrisburg Hotel 40,000.00
Harrisburg Legislator Dinner 5,000.00
7030  GirlGov Grant Awards 12,000.00
Equipment 3,000.00
College counseling conference 2,000.00

Equal Pay Day 2,500.00
6840 Femisphere 40,000.00
6820 Policy & Advocacy 30,000.00
7000 · Grantmaking 35,000.00
7100 · Donor Gifts 950.00
7130- Strategic Planning 10,000.00
7110 · Board Meeting Expense 500.00

Total Expense 775,273.00

NET 30,727.00

 Page 2 of 2 For Internal Use Only / Refer to Executive Summary



Narrative(to(Accompany(Year1to1Year(Comparable(Data(
(
Several(finance(and(executive(committee(members(requested(that(in(addition(to(the(budget(draft(
for(fiscal(year(201612017,(that(we(also(provide(the(board(with(some(historical(background(in(the(
form(of(a(“year1to1year”(comparable(document.(Enclosed(you(will(find(an(excel(spreadsheet(
presenting(top(line(totals(for(annual(income(and(expenses(for(the(last(six(years.((
(
For(the(last(six(years:(

o Average(Total(Annual(Income:($815K((
! $615K(in(New(Donations((

• $247K(from(individuals;($181K(grants;($108K(from(corporations(
! $200K(payments(on(pledges(made(in(past(years(

o Average(Total(Annual(Expenses:($644K(
(
In(comparison,(for(fiscal(year(201612017,(we(have(presented(the(following(goals:(
(

o (Total(Annual(Income:($806K((
! $615K(in(New(Donations((

• $255K(from(individuals;($350K(grants;($175K(from(corporations(
! $6K(payments(on(pledges(made(in(past(years(

o Total(Annual(Expenses:($775K(
(
When(you(review(the(comparable(spreadsheet(you(will(notice(that(every(three(years(we(experience(
a(spike(in(income.(This(can(be(seen(on(this(spreadsheet(in(2013,(though(this(was(also(the(case(in(
2009(and(2005.(Why?(Every(three(years((since(2005)(we(have(completed(a(new(three1year(strategic(
plan(and(then(utilized(that(plan(to(set(direction(for(the(organization(and(secure(multiple1year(
pledges(from(individual(donors(and(foundations.((
(
In(2005,(we(cultivated(multiple(year(pledges(to(be(paid(in(2006,(2007,(2008(
In(2009,(we(cultivated(multiple(year(pledges(to(be(paid(in(2010,(2011,(2012(
In(2013,(we(cultivated(multiple(year(pledges(to(be(paid(in(2014,(2015,(2016(
(
Per(the(IRS(and(best(practice(nonprofit(bookkeeping(practices,(pledges(are(booked(–(in(their(
entirety(–(in(the(year(they(were(pledged.(That(creates(a(spike(of(income(in(those(years,(though(in(
actuality(the(cash(from(these(donations(is(then(received(over(the(course(of(several(years.((
(
On(average,(we(receive(about($200K(a(year(of(payments(on(past(pledges.(However,(for(FY(20161
2017(we(only(have($6K(in(remaining(outstanding(pledges.(So,(nearly(all(of(our(donation(activity(will(
be(“new”(this(year.((
(
We(will(utilize(our(new(strategic(plan(to(activate(our(board(to(join(staff(in(engaging(in(conversations(
about(the(new(plan.(We(will(be(asking(all(of(our(supporters((individuals,(foundations,(and(
corporations(when(possible)(to(make(multiple(year(pledges(to(support(the(implementation(of(the(
three1year(plan.((
(
As(you(will(see,(for(201612017(we(are(proposing:(

o an(aggressive(fundraising(campaign(led(by(board(and(staff(
o a(strategy(to(secure(new(multiple1year(pledges(from(all(constituencies(
o efforts(to(staff(back(“up”(to(a(size(that(can(sustain(and(grow(the(organization(
o a(tiered(approach(to(expenses,(matching(new(expenses(with(new(income(



WGF Year-to-Year Budget Comparison

Category 2010 Annual Total 2011 Annual Total 2012 Annual Total 2013 Annual Total 2014 Annual Total 2015 Annual Total 2016 6 Month Budget

Contributed Income

    Individual Donations - Total 247,578.99$                      194,053.43$                      216,642.47$                      553,343.29$                      125,892.52$                      146,702.82$                      24,000.00$                        

Grants 107,025.00$                      215,250.00$                      179,750.00$                      110,250.00$                      267,200.00$                      210,552.25$                      $55,000.00

Corporate Sponsorships (Non-Event) 30,000.00$                        2,500.00$                          12,500.00$                        $0.00

Events Women in Media Women Greening Pgh Celebrating woMEN Global Impact 1st Crossroads 2nd Crossroads

    Attendees 26,135.00$                        57,950.00$                        73,477.35$                        96,747.00$                        4,500.00$                          33,975.00$                        27,000.00$                        

    Special Events Donations 2,180.00$                          2,000.00$                          

    Corporate Sponsorships 79,500.00$                        125,400.00$                      137,500.00$                      68,500.00$                        57,000.00$                        95,050.00$                        88,000.00$                        

Contributed Services 28,756.76$                        1,500.00$                          

Programming Revenue - Film 71,025.00$                        53,308.00$                        28,500.00$                        10,400.18$                        

Misc. Income 1,550.00$                          723.11$                             983.77$                             16,724.04$                        1,194.09$                          2,049.07$                          

   Total New Income 461,788.99$                      622,133.30$                      679,378.59$                      930,372.33$                      486,786.61$                      513,409.32$                      196,000.00$                      

Pledge Payments Received

    Pledges booked in previous years 149,933.52 218,499.92 175,844.30 294,112.11 247,493.13 107,138.16 150,000.00

Total 611,722.51$                      840,633.22$                      855,222.89$                      1,224,484.44$                   734,279.74$                      620,547.48$                      346,000.00$                      

Expenses

    Expense total (actual) 472,211.83$                     667,086.83$                     763,616.04$                     811,302.68$                     471,673.98$                     679,580.60$                     432,254.00$                     

Number of staff at Jan. 1st 5 6 5 3 2 4 3
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