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STATE COLLEGE AREA SCHOOL DISTRICT 
Career and Technical Center Program 
 
653 Westerly Parkway • STATE COLLEGE PENNSYLVANIA • 16801 
TELEPHONE:  814-231-4153  
 
 

 
 
 
To: Board of Directors 
 
From:  Bob O’Donnell 
 Randy Brown 
 Paul Olivett 
 
Re: Contracted Fundraising Support Services with Affinity Connection  
 
 
As the district pursues to initiate development and fundraising activities, our initial 
conversations have identified certain resources and functions, which are available in the current 
district complement and operations. Since the nature of these services will be cyclical and 
sporadic in nature, the administration recommends acquiring services from a third party. The 
district used this approach with the “Pave It Forward” brick sidewalk campaign at the Memorial 
Field stadium by engaging with the State College firm, Affinity Connection (“Affinity”). 
 
Attached is a proposed contract for services from Affinity to support the fundraising function 
that will be managed by Paul Olivett who has been hired to serve as the Development Officer for 
the district. 
 
The role of Affinity will be to provide “back shop” services including, but not limited to, 
database management, direct mail services, website design and management, and alumni and 
community relations communications efforts as it relates to development initiatives.  Affinity 
will also be charged with conducting the initial survey of stakeholders that will craft the case 
statement that will be used as the basis for fundraising cultivation, solicitation, and 
stewardship.  
 
As we have discussed previously, the back shop support services are integral to the 
Development Officer’s effort to manage an effective fundraising strategy. The use of a firm like 
Affinity will allow the Development Officer to focus on soliciting contributions in support of 
projects and programs as determined by the district. Affinity’s day-to-day activities will be 
managed by Mr. Olivett in his role. The Development Officer will also work with our Business 
Administrator to initiate an educational foundation in support of the district. 
 
The administration recommends the board approve the attached contract in order to begin in 
earnest the functions necessary to build a successful fundraising operation in support of the 
district.  
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Affinity Connection • 2160 Sandy Drive, Ste. D • State College, PA • 16803 • (814) 237-0481  

www.affinityconnection.com 

Page 2

http://www.affinityconnection.com/


2 
 

2
2 

 

 
 
 
 

Contents 
 

Current situation 

Project Approach 

Integrated Marketing Audit 

Annual Fund Communications 

Investment 

Page 3



3 
 

3
3 

 

Current Situation 
 

State College Area School District is seeking to support Paul Olivett and the new SCASD 
education foundation in establishing a culture of giving among stakeholders through an annual 
fund and development program that ultimately supports development activities for the purpose 
of building affinity with the school district and encourage fundraising opportunities. 

 
This proposal is designed to provide you and your board key research leading to 
recommendations on next steps.   It will solidify a legitimate strategy first; followed by tactical 
suggestions, based on results of research.  Among these goals will be specific and measurable 
fundraising objectives. There is a proven formula and process to setting up an annual fund 
leading to ongoing development. Colleges and universities, private and Catholic schools, and 
many public schools practice this process. 

 
As SCASD continued its building project—and seeks to maintain academic excellence and further 
enhance its curriculum, and offer high-level extracurricular activities in athletics, music, and 
other areas—it must achieve alignment among its key stakeholders on documented goals,  
vision, direction and strategy in order to grow and maintain a supportive, committed donor 
base. The research we recommend leads to alignment that will drive integration of strategy and 
messaging--a critical factor in gaining buy-in and support from donors and the community. A 
frequent, consistent and meaningful communications plan can be built around the key messages 
for each stakeholder group. 

 

Project Approach: Integrated Marketing Audit 
 

In order to develop the most effective development strategy focusing on donors in the State 
College Area School District, Affinity Connection recommends an integrated marketing audit. 
This audit is designed to gain valuable insight into stakeholder perceptions. The audit should be 
closely followed by annual fund communications to serve as the foundation to cultivate the 
community of supporters. 

 
Affinity Connection believes in a research-based approach, which involves a deep-dive 
assessment of areas that are critical to the maximizing investments in marketing, 
communications and development efforts. 

 
• Our goal is to optimize your investment by improving your relationships with 

stakeholder audiences by understanding their points of view and crafting relevant, 
effective messages that move them to action. 

 
• Affinity Connection uses highly personalized consumer marketing techniques to friend- 

raise: building a community of supporters around an organization’s mission. 

Page 4



4 
 

4
4 

 

• Our unique value proposition is in establishing an ongoing dialogue with key internal 
and external stakeholders, including donors and prospective donors, in order to bring to 
light ALL relevant perspectives and to utilize those perspectives for results-driven 
marketing and communications. 

 
• Our efforts and expertise expand the capacity of your current staff and volunteers so 

they can continue to focus on fulfilling State College Area School District’ mission 
through the critical programs and services it provides to the community. 

 
 

Benefits of Completing an Integrated Marketing Audit 

• Revealing areas of common goals, vision, perceptions, and beliefs across all 
stakeholder groups, including school board, staff, parents, faculty in academic program 
areas, athletic teams, activities committees, PTAs, etc. 

 
• Gathering donor points of view around key issues, like current fundraising channels 

 
• Obtaining an accounting of current opportunities for giving and donor points of contact 

(alumni association, community foundation, athletics boosters, activities support, etc.) 
 

• Collecting best practices for school district educational foundation fundraising 
 

• Building of a master database tied to each stakeholder group and areas of interest for 
development 

 
• Identifying specific and measurable fundraising outcomes and expectations for short- 

term projects, including high school projects not covered in the original budget 
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Stakeholder Groups 
 

Board of Directors and 
Administration 

 
 
 

Community Residents 
 
 
 
 
 

 
Current 

Sponsors/Donors 

Businesses  
 

Vendors 

EITC Prospects 

 
 
 

Alumni 
Volunteers Alumni 

Association 
 
 
 

Parents 
Booster Clubs PTAs 

 
 
 
 

Faculty and staff, including 
Various Academic 

Areas 

retirees Coaches 

 
 
 

Community Foundation  
Donors 

Page 6



6 
 

6
6 

 

Project Plan: Integrated Marketing Audit 
 

Main objective 
Deliver a strategic point of view that can be translated into measurable action items for 
developing and executing an annual fund and development program aimed ultimately at 
growing State College Area School District’s community of support. 

 
Supplemental goals: 

• Create a dialogue with State College Area School District internal and external 
stakeholders to identify gaps or inconsistencies in perceptions about the organization, 
and to uncover and prioritize fundraising goals and strategic objectives. 

 
• Gain the perspective needed to create a captivating story and audience-specific points 

of emphasis that will become the basis for a branding and marketing communications 
strategy that lays the foundation for successful development. 

 
• Collect data that will pinpoint the most effective points of interaction between State 

College Area School District and its key stakeholders in addition to identifying untapped 
areas of opportunity to reach those audiences. 

 
• Initiate an analysis of the State College Area School District’s database to identify areas 

of opportunity for increasing the robustness and usefulness of the data you capture and 
store. 

 
The Process 

 
1. Identification of all key stakeholder groups 
2. Strategic evaluation of existing databases tied to those groups 
3. Survey and personal interviews with all key stakeholder groups, including booster 

organizations, activities committees, various academic departments, etc. by email, 
direct mail and telephone, depending on available data (includes up to 25 personal 
telephone interviews; mileage billed for in-person interviews as requested) 

4. Review of the current internal and external networks used to develop current 
communications and fundraising 

5. Assessment of all print and online marketing, public relations, and collateral materials 
directed to your audiences within the last 12-24 months; research on school district 
educational foundation best practices 

 
Affinity Connection will conduct weekly calls to review progress as the project kicks off and 
advances. 

 
Deliverables of Integrated Marketing Audit 

1. Annual fund and development communications plan 
a. Detailed strategic plan for a 12-24 month timeframe 
b. Recommendations on staffing, execution and tactics 
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2. Database analysis recommendations 
a. Suggestions for capturing and maximizing data on key stakeholder groups for more 

effective direct response marketing 
b. Identification of potential brand ambassadors who can personally champion your 

mission or specific elements of your fundraising and development program 
c. Data analysis and responses from key stakeholder surveys and interviews 

 
3. Key message development 

a. Identification of common themes, inconsistencies and other critical findings from 
survey/interviews 

b. Development of audience-specific message points for use across marketing and 
communications program 

c. Presentation of rough concepts and treatments for annual fund and other priority 
development projects 

 
Timeline for Process & Deliverables: September 29-December 15 
Stakeholder identification and database analysis 
Survey development and deployment 
Personal interviews with select stakeholders 
Marketing assessment 
Final plan development 
Presentation of findings 

 

Preliminary Annual Fund Recommendations 
 
 

Dedicated Website for Development 
• Complete needs assessment based on key stakeholders tied to web usage, goals for 

website 
• Develop site outline for layout and content areas 
• Review and select a design template 
• Create and compile content, including copy and images 
• Complete set-up for secure online giving for one-time gifts and recurring gifts 
• Create monthly email template and 12-month editorial calendar for updates and 

monthly email marketing 
• Email launch and monthly eletter development 
• Includes Google Analytics tools 
• Includes administrator capabilities for content posting and report generation 

Monthly Web Maintenance and Email Newsletters 
• Designed to cultivate donors, built on key messages 
• Completion of creative brief 
• Development of project outline and email newsletter content and layout template 
• Copywriting and procurement and packaging of content 
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• Personalized messaging, including individual recipients’ current contact information 
with prompt to update 

• Effective targeting and segmentation 
• Tracking and reporting tools 
• Dependable email delivery 
• Produced on a professionally designed template 
• Website updates 

 
Printed Newsletters  

• Four-page, four-color, self-mailer newsletter with 1/3 mailing panel 
• Enclosed remittance envelope 
• Project management from initiation through distribution 
• Content development : 

o Complete creative brief and project outline, including article priority list, key 
points of each article, word counts, photograph list and mock-up layout, to 
ensure goals will be met through content development 

o Secure, develop and copyedit all content with use of custom images 
o Ensure that content supports solicitation efforts (showcasing how donations are 

used, profiling donors and volunteers, acknowledging current donors and 
addressing lapsed donors) 

• Encourage contact information updates 
• Secure all accompanying photographs 
• Professional layout in newsletter template (facilitating two rounds of revisions) 
• Proofing and print production 

 
Annual Fund Appeal Letters  

• One-to-one personalization to recipients based on stakeholder relationship (i.e., alumni, 
business donors, community members, etc.) 

• One-sided, two-color, #9 remittance envelope and #10 mailing envelope 
• Full project management from initiation through distribution 
• Message development and copy writing 
• Customized with logo, photos, and additional information, such as event dates, website 

address or other information 
• Database manipulation for personalization and segmentation 
• Proofing and print production management 

Database Management 
• Secure storage of all records 
• Ongoing updates of contact information and gift information 
• Pledge and gift tracking 
• Contact management for prospect calls, meetings and follow-up 
• Quarterly Flash Report providing an overview of your database statistics, annual giving 

results, top donors, and project history 
• Two standard reports available per month, at your request, chosen from the following: 

Page 9



9 
 

99 
 

o All member contact information (including lost and deceased members, if needed) 
o Donor & Gift Listings 
o Current Year Honor Roll 
o Giving Trend Analysis 

• Extensive reporting and data imports are available for additional fees. 
• SCASD maintains ownership of its data at all times; data is not sold, traded, or shared, and is used 

only for projects under this contract. 
 

Campaign Support Materials 
A refined case statement, project overview, project list, budget, naming opportunities, gift levels, giving 
pyramid, student/parent/faculty/coach testimonials, methods of giving, leadership bios, and pledge forms, 
delivered through: 

• Campaign branded stationery package 
• 4-8 page campaign brochure 
• Introduction and solicitation letters 
• Event invitations 

 

Additional Services, as Requested 
 

Identifying Naming Rights and EITC opportunities; tasks may include but are not limited to, at the stated 
additional rate: 

• Project selection for program approval 
• Prospect list development 
• Marketing and outreach to prospects 
• Managing application process 
• Follow-up, acknowledgement, stewardship into New Year 
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Fee for Service 
 
 

Project Cost  
   
Integrated Marketing Audit Project fee: payable in 4 installments, first 
installment due upon signing 

 
$20,000.00 

 
 

   

   

Annual Fund and Campaign fees, not including printing and postage * Fee  

Includes the following:   
Monthly Website Maintenance & Email Newsletters $350.00  
Design Appeal Letters $1,175.00  
Design Printed Newsletters $1,250.00  
Design Branded Stationary Package $750.00  
Design Campaign Brochure (Silent Phase) $2,500.00  
Design Campaign Brochure (Public Phase - follows revisions/additions) $1,500.00  
Meetings, correspondence, and additional services Rate  
Database Maintenance & Reporting    $375.00      
   
   
   
   
Set Up/Development Fees   
Database Set Up $500.00  
Website Development & Set Up $2,500.00  
   
Special eblasts available $125.00  
   
   
*subject to change based on volume and time allocated   

 
 
 
 

Additional Charges 
All postage, printing, and shipping, plus travel, including mileage, and other expenses incurred 
by Affinity Connection staff members, which are mutually agreed upon, will be the responsibility 
of State College Area School District administration and will be invoiced through Affinity 
Connection. All travel must first be approved by State College Area School District 
administration; likewise, printing and postage estimates for each mailing will be provided for 
your approval. 
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Approval 
 
 
 
 
 
 

The authorized signatories below, on behalf of their respective organizations, agree to the pricing and other 
terms outlined herein and accept the timeline and process for deliverables. State College Area School District 
has the right to cancel the contract without cost, penalty or liability during the 10 days following the date 
which this contract is executed. Either party may choose not to renew the contract or terminate the contract 
with 30 days’ notice. All work and data and research collected are fully the property and owned by the 
State College School District. All information will be kept confidential. 

 
 
 

State Collège Area School District 
Board President 

 

SIGNATURE  DATE  
 
 

 
 
 
 

Affinity Connection, Inc. 
 

SIGNATURE  DATE  
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