Phoenix Strategies
Creative Visions:
Rising Higher. Burning Brighter.

Our Mission
At Phoenix
Strategies, plans
that are fresh and
exciting keep us fired
up. But no fire burns
forever, so we make sure our
plans will stand the test of
time. When the fires start to
smolder, we are ready to
transform...just like a
Phoenix.

Phoenix Strategies
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Yoga. Donuts. Tiny dogs.

Abby Kitto
Collateral Coordinator
Southern. Hostess. Dog Mom.

Emily Petrowski
Collateral Coordinator
Guac. Crocs. Awks.

McKenna Carrigan
Graphic Designer
Sassy. Creative. Passionate.

Brandi Dye
Media Coordinator
Loud. Loquacious. Losing it.

Ben Danile
Finance Director
Calm. Casual. Colorado.
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Executive Letter
To Ako, Ivette, and cynthia
It has been an absolute privilege to work with Creative Visions this year. We have not
only been able to learn about your transformative organization, but we’ve also gotten
to know each of you. In an interview, Ivette compared Creative Visions to a “rising
Phoenix.” As we’ve learned, that comparison is more than accurate; when faced with
adversity, your team has been resilient.
We dove into the depths of what Creative Visions believes in and why it was
created. We’ve learned what fires you up, what you’re excited about, and what your
passions are. Phoenix Strategies believes in The Vision. We have the vital blend of
communication insights and zeal for Creative Visions.
We created a plan that will help transform Creative Visions and the great work you
have already been doing. Creative Visions has been maximizing its current resources.
We have chosen to focus on donors and volunteers because they are the pathway to
numerous possibilities and will tap into further success. They will ultimately assist in
building stronger communities.
Our team was deliberate in how we integrated the values of Creative Visions and crafted
sustainable collateral. This plan will guide you in how to effectively communicate to the
community while saving time and money.
We trust our plan will make a difference because you make a difference. We’ve
appreciated your time, generosity, and authentic enthusiasm. Thank you for providing
us with this learning opportunity; we are so excited to see how high you soar and how
bright you burn.
All our best,

Overall Budget 42
Timeline 44
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Appendix 50

Tori Tramp and Phoenix Strategies
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History
Ako Abdul-Samad founded Creative Visions Human Development Institute in 1996 in
an effort to break the cycle of poverty in Des Moines. Motivated by the death of his son
to gun violence, Abdul-Samad created a nonprofit to give individuals the tools they
need to become self-sufficient in order to protect the community from gang violence.
Creative Visions’ mission, as stated on its current website, is, “To develop economically
vulnerable individuals, families, and communities into becoming self-empowered,
self-responsible, and self-sufficient through education and economic empowerment.”

Situational
Analysis
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Throughout its 21 years, Creative Visions has evolved to include educational
partnerships, a free health clinic and, its most popular program, the Sunday Feed.
Another notable program was the Stop the Violence campaign, which sought to remove
guns from the streets of Des Moines in favor of more peaceful communities.
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Structure

Strengths

Leadership within Creative Visions consists of five primary employees. Ako AbdulSamad has been the active CEO of Creative Visions since its founding in 1996. Cynthia
Hunafa is the current COO who plans to retire in December 2018. Ivette Muhammad,
the executive director, works to ensure programs run efficiently at Creative Visions.
Eric Kelly has recently been hired as the administrative assistant to assist with
operations of the organization. Langston Hughes is currently a volunteer who will
be added as the youth program director once there is funding for another fulltime employee. Together Abdul-Samad, Hunafa, Muhamma, and Kelly manage the
organization’s day-to-day operations and make larger decisions.

Abdul-Samad has big plans for Creative Visions and the organization’s growth.
Leveraging these plans with powerful messaging could reach potential participants,
board members, community members, and donors alike, prompting action. Through
continued dialogue with the greater Des Moines community and Creative Visions’
clients, it has been made clear Creative Visions embodies family and passion for service
in all they do. Having the entire staff of Creative Visions, leadership and employees
alike all encompassing the same organizational values helps to build trust and
credibility within and around the organization.

The roles of Creative Visions’ staff and volunteers are constantly evolving depending
on what needs to be done. While Ako Abdul-Samad is the CEO, he does not hesitate to
work alongside fellow employees when tasks need to be completed. This is normal for
many nonprofits but can lead to confusion among employees and volunteers, especially
as needs evolve. To assist with operations, AARP-sponsored employees help with
anything the organization needs. These part-time employees are paid through AARP,
which restricts the number of hours and duties they can perform. The lack of welldefined roles within Creative Visions has the potential to result in difficulty identifying
areas where additional staff could be hired.
Creative Visions also operates with a board of directors. A strong board of directors can
play a positive role within nonprofit organizations. In terms of Creative Visions, there
is room for growth within its board of directors to enhance Creative Visions’ impact
in the Des Moines community. The board of directors is a key player in the structure
of a nonprofit. Research has shown many of the members of the Creative Visions’
board have donated financially in the past, more so than make decisions that affect the
organization.
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Abdul-Samad is highly connected in Des Moines due to his position as a state
representative. He has many personal relationships with donors and has the power
to make Creative Visions extremely visible to the public, as acting CEO of the
organization. Creative Visions currently has positive community partnerships, such
as ISU 4 U and From Pain 2 Power. However, there is untapped potential to build
additional partnerships. Many of the organizations who currently partner with
Creative Visions report they were referred by friends and family members. Through
positive word-of-mouth interactions, Creative Visions has the power to cultivate new
partnerships within the Des Moines community.
Furthermore, Creative Visions intentionally builds a strong presence within local
schools and youth programs, helping at-risk children transform and become confident,
self-sufficient adults. With nine programs offered, Creative Visions supplies a diverse
variety of program options for individuals.
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Weaknesses
Creative Visions is currently operating with four paid employees. This leaves limited
room to develop a robust strategy for reaching new audiences. The shortage of
employees is a large reason why Creative Visions has not been able to fully invest in
its communication strategy. Creative Visions’ website lacks updated information and
can be difficult to navigate. Additionally, its social media presence lacks consistent
messaging across platforms, which is likely the main reason research showed most
clients rely on word of mouth for information. This leaves room for error and could
deter potential donors, volunteers, clients, and community partners. Through research,
it was found that many of these communications problems stem from overextended
employees.
Creative Visions does have several platforms of communication, but lacks a consistent
message. The name “Creative Visions Human Development Institute” is used on
its Facebook page but not in colloquial speech or its branding. This makes brand
recognition confusing for clients. Using the phrase “Human Development Institute”
may feel harsh to some readers and does not evoke the reality of the accepting, open
environment clients experience at Creative Visions.
There is a disconnect between Creative Visions’ vision and mission statements and
the publics they are trying to reach. According to Creative Visions’ website, its vision
is, “To break the chain of poverty and hopelessness within vulnerable communities
by empowering the individuals within them to become prosperous and productive
citizens who contribute to and shape prosperous and productive communities.”
The mission statement on the same site reads, “To develop economically vulnerable
individuals, families, and communities into becoming self-empowered, selfresponsible, and self-sufficient through education and economic empowerment.”
These two statements lack clarity and cloud the understanding of what Creative Visions
does.
The structure of the organization is not well-defined, which means organizational roles
are often ambiguous. This can lead to problems, including a lack of clear expectations
when individuals accept career offers or commit to volunteering. Creative Visions
has an open-door policy, which creates an inviting atmosphere. However, there is no
volunteer documentation or database, which makes it difficult for Creative Visions to
maintain contact with volunteers.

mentioned he had plans to eventually retire as CEO. A communications audit found, of
the 25 news articles mentioning Creative Visions, Abdul-Samad was the feature in 22
of the articles. This may cause confusion between Abdul-Samad and the organization
itself. In addition to Abdul-Samad being the focus of media attention, Creative Visions’
social media pages also feature Abdul-Samad’s posts, opinions and personal political
affiliation. By sharing his content, Creative Visions may appear to primarily endorse his
content, as opposed to creating its own.
As Creative Visions currently operates, the organization may struggle to withstand a
drastic change in leadership, especially when it comes to securing funding. Research
found several donors view their contributions as donations to Abdul-Samad instead of
Creative Visions. This must be addressed before Abdul-Samad retires to ensure funding
continues.
In 2003, Creative Visions experienced a drastic cut to government and grant funding.
This left the organization scrambling to cover budget deficits created by day-to-day
operations. While Creative Visions has loyal donors, a wider donor base would help
prevent budgetary deficits and financial frustration in the future.
Another weakness Creative Visions faces is the lack of involvement from the board of
directors. Creative Visions relies on its board to operate and gain funding, as well as
providing assistance in making important organizational decisions. Unfortunately,
Creative Visions’ board of directors currently lacks involvement in many aspects of
the organization. While board members may give financially, they are not active in
decision making. Research proved the Creative Visions board to be under-involved and
disengaged with the organization. A majority of the board have been members for an
extended period. The lack of enforced bylaws has left the members confused about
what their roles entail, and irregular attendance creates a cycle of under-involvement
because the board members are not present to receive information about activities and
meetings.

Research showed many donors and clients knew of “Ako’s group” but did not recognize
Creative Visions as this organization. In his meeting with the class, Abdul-Samad
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Opportunities

PR Risks

Creative Visions is in a great position to grow. It has the opportunity to develop a
stronger communications plan, improve its relationship with board members and
donors, and enhance the overall organization to best serve the needs of the community.
By strengthening its current partnerships, Creative Visions could then provide
opportunities to more of the underserved populations in Des Moines. This organization
has the power to relieve some of the anxiety surrounding issues related to poverty.

Abdul-Samad shares many personal political opinions, which often transfer over to
Creative Visions’ social media. While this has the potential to connect Creative Visions
with individuals in times of hardship, it may also deter potential clients or supporters
who do not share the same views. Politics can cause fallout. This is something to be
considered when developing a new communications plan.

As Abdul-Samad begins to plan his transition out of leadership, Creative Visions is
ready for an organization-wide rebranding. They could gain support from additional
donors due to improved clarity and increased brand recognition from the rebrand.
Individuals, donors, potential partners, and board members could benefit from a
streamlined, structured, new communications strategy moving forward.

Threats
Creative Visions may experience competition from similar nonprofits who have strong
communication plans. As many nonprofits serve the Des Moines community, it can
be difficult for clients to find the right resources for them. Research showed Creative
Visions is not being recommended consistently by groups such as counselors, law
enforcement officials, and other sources of referral. Scott Law, Director for Campus
Public Safety at Drake University, stated he was unaware of the resources Creative
Visions provides. Two of the nonprofits working with Creative Visions also expressed
the same confusion regarding the resources they offer. This leaves Creative Visions
underutilized.

PR Opportunities
When Creative Visions transforms its communication strategy, it has the opportunity to
improve community awareness and action. This is essential for recruiting volunteers,
obtaining donations, and engaging clients. When Creative Visions’ message reaches
more people, those who need services will be more likely to access them, and those
with a desire to give financially will be more inclined to give.

Additionally, Creative Visions’ reputation for being “Ako’s group” is a significant threat
to the sustainability of this organization. When Abdul-Samad steps down, Creative
Visions may be at risk of losing donors, referrals, and awareness of the organization
which could lead to a decrease in funding and program participation.
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PR Efforts to Date

Key Findings

The bulk of Creative Visions’ public relations efforts to date have focused around
sharing Abdul-Samad’s political posts that primarily consist of highlighting political
messaging and ideologies. By continually sharing Abdul-Samad’s posts on the
organization’s Facebook page, Creative Visions endorses a message that may exclude
potential clients, donors, or volunteers. Creative Visions should focus on creating
original posts rather than sharing content from any Creative Visions’ employees private
accounts. In regards to media attention Creative Visions has received, it tends to have
a focus around Abdul-Samad’s political platform. While he mentions Creative Visions
in these interviews, there can be a disconnect of how the nonprofit stands on its own
outside of Abdul-Samad.

After analyzing the research findings, it is clear Creative Visions’ lack of resources
has limited the effectiveness of its public relations and communication efforts. By
developing a stronger communications strategy, volunteers, donors, and clients will
have more opportunities to engage in programing, volunteering, donating, or seeking
more information. As a result, Creative Visions will expand its reach and impact the
community.
Creative Visions is a compassionate organization that extends help to everyone. Creative
Visions would benefit from an integrated communications strategy providing clear
messages for donors, volunteers, clients, and the community. Clear communication
fosters accessibility, which is necessary for the longevity of nonprofits.
Expanding volunteer outreach will alleviate staff responsibilities. The success of many
programs depends upon having dedicated, consistent volunteers. Increasing online
communications through cohesive messaging has the power to reach new markets
of volunteers. By adding volunteer functions to the website, information regarding
openings and opportunities become more accessible. The volunteer function would
make it easier to collect volunteer information for future contact. Surveyed volunteers
report receiving updates makes them feel valued and want to return to Creative Visions
to contribute to programs.
An obstacle faced during the research process was the limited number of board members
willing to speak with researchers. Involved board members are vital to the success of any
nonprofit. Board development is one of the main areas that would benefit from a strong
communications plan. Having a dedicated board will strengthen the organization and
foster growth.
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Current and potential donors gave valuable information about gathering funding. In our
findings, it was discovered donors have a strong sense of loyalty to Abdul-Samad and
his causes, but seemed to be less aware of Creative Visions itself. Potential donors said
transparency is critical and is an important factor when deciding where to give. Creative
Visions could attract more donors if they communicated clearly about what is needed
and specifics about funding allocation. Donors also reported they enjoy receiving formal
“thank yous” and being kept up to date with organizational achievements. An additional
point that was made by donors was how success stories impacted them positively. Much
of the communication between Creative Visions and donors is communicated through
personal messages from Abdul-Samad. This is problematic because there is no database
of donors, making it impossible to send thank you notes or launch targeted giving
campaigns. Strong, clear, and cohesive communication will help build the external
image of Creative Visions as a nonprofit that is more than just its founder.

17

Primary Publics
The primary publics in our campaign are donors and volunteers. They are the ones
who directly contribute to the success of Creative Visions. Donors are considered to be
those who give to the organization both financially or with in-kind donations while
volunteers are those who give their time to the organization. Without donors and
volunteers, Creative Visions will not have the means to sustain programs.

Target
Publics
Secondary Publics
Clients and board members are essential to Creative Visions’ success and are the
secondary publics of the campaign. Clients are at the heart of why Creative Visions
was founded; without people to serve, Creative Visions is not fulfilling its purpose. The
board members serve as sources of support but are not utilized to their full potential.
In order for the organization to succeed, it’s important for the board to be invested in
Creative Visions’ mission and vision statements.
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Creative Visions
Note that Phoenix Strategies decided to remove “Human Development Institute,” as it
was inconsistently used across communications platforms. Abdul-Samad does not refer
to Creative Visions as “Creative Visions Human Development Institute” in conversation.
For the sake of brand clarity, the agency has opted for the shorter name to improve
brand recognition.

Brand
Clarity
Mission & vision Statement
The mission and vision statements have been amended for the sake of clarity and
accessibility.

Mission Statement: To empower economically
vulnerable individuals, families, and communities
to become responsible and self-sufficient through
education and economic empowerment.
Vision Statement: To break the chains of poverty
and hopelessness within communities by
empowering individuals to become productive and
prosperous.
20
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Key
Messages

Creative
Visions
develops
productive
communities through
education and
economic
empowerment

Creative
Visions is
a nonprofit
organization that
relies on external
support to
build strong
communities
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They have a job readiness program which
has helped develop people professionally
and increase their ability to find a job. We
recorded at least six participants in the job
readiness programs during a two-week
research period.
Ivette is a former program participant.
She benefited from the programs and is
now employed through Creative Visions.
Besides Ivette, there are many others who
have benefited from Creative Visions’ Job
Readiness program.

Creative Visions has received funding from
outside organizations and individuals.
Creative Visions receives funding from the
state of Iowa and Polk County.
The Sunday Feed program relies on
volunteers to assist with preparing and
serving the meals.
Lutheran Services in Iowa provide
volunteer support on a monthly basis to
help the Sunday Feed.
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Objectives

Increase the
number of
Creative Visions
financial supporters
by 10%, as measured by
an increase in the number
of financial supporters
in the donor database
over a one-year
period.

Increase
awareness of
Creative Visions
among economically
vulnerable individuals by
15%, as measured by the
increase in program
participation over a
one-year-period.

Increase
engagement
with active
supporters (donors
and volunteers) by 20
percent as measured by
number of repeat donors
and volunteers over a
two-year period.
24
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Objective One
What we will do:
Increase the number of Creative Visions’ financial supporters by
10 percent, as measured by an increase in the number of financial
supporters in the database over a one-year period.

Objective
One

Why it is important:

Increasing the number of new individual donors will give Creative Visions a wider
reach when seeking funding. By creating an expanded network of individual donors,
Creative Visions will be better protected against deficits caused by unforeseen financial
circumstances based on policy changes and donor preferences. When Abdul-Samad
leaves Creative Visions, the organization runs the risk of donors leaving with him. An
increase in donors will ensure that the organization fosters relationships with donors
so Creative Visions can continue to evolve and withstand future changes, such as
Abdul-Samad’s retirement.

How we will do this:
Strategy 1

Develop a donor1 communications plan to monitor and maintain contact information.

Tactics

1. Donor Database - Update database of individual donors as donations are received,
including donor names, email and mailing addresses, phone numbers, occupations,
size of donation, and connection to Creative Visions. Information such as donor
names, address, and size of donation will be collected through the website. This
information will be found on physical checks that Creative Visions receives and
also captured on the website when donations are made via PayPal. Maintaining
this database on a spreadsheet will allow the organization to reach donors for
invitations, continued financial asks, and thank you notes. Research shows donors
appreciate being formally thanked for their gifts. The spreadsheet is an alternative
to more expensive paid software, yet it offers the same functionality. This is a much
more affordable, efficient option that requires little time.
2. Website Giving Page - Apply a more user-friendly giving function to the website.
Updated functionality and accessibility for donors on the website will lower barriers
to giving. Part of the updated functionality includes replacing GuideStar with
1
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For this purpose, donors are those who give financially or in-kind, to the organization.
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PayPal, which is a trustworthy money transfer site to the general public. PayPal
has over 200 million active users and also has lower transaction fees than its
competitors. The fee is 2.9% of the transaction plus $.30 per transaction. GuideStar,
plus their processing company Kimbia receives 3.99% plus $.99 of each transaction.
The improved donation function enables donors to find information about giving,
and Creative Visions receives a larger percentage of each gift.

Strategy 2

Utilize social media to communicate with current and potential donors regarding
organization needs and to prompt giving.

Tactics

1. Facebook - Utilize Facebook as a platform to communicate with publics. Facebook
can be utilized to promote necessary transparency, recruit volunteers, and make
financial asks. Transparency allows donors and potential donors to see how Creative
Visions uses funding and will entice donors to give to the organization’s mission
and vision. Due to inactivity on both Twitter and YouTube, Creative Visions’ time
is best spent updating Facebook, as it will have the widest reach. Because the team
members at Creative Visions have limited time, Phoenix Strategies wanted to make
sure energy is focused on the most effective platform.
2. Giving Tuesday - Giving Tuesday is a global giving campaign powered by social
media that leads up to the Tuesday after Thanksgiving to support nonprofits. Utilize
the Giving Tuesday toolkit, which gives a detailed 50-day social media timeline
to reach new donors. The Giving Tuesday toolkit also provides new resources for
Creative Visions. It enables Creative Visions to reach new donors who are looking to
give to additional organizations.

Strategy 3

Encourage other organizations to financially support Creative Visions by applying for
grants.

Tactics

2. Grants - Apply for potential grant opportunities according to the guide created by
Phoenix Strategies (Found in appendix). An extensive list of grant opportunities
throughout Iowa can be found on this website: https://inrc.law.uiowa.edu/grants.
The application process requires annual budget information and a write-up detailing
how these funds would be used if they were to be awarded.

How we will measure success:

When a new person, or organization, donates, their information will be entered into At
the end of each fiscal year, calculate the total number of financial supporters and then
subtract the financial supporters who were not first-time supporters. That will then
give the numbers to plug into the equation to find the number of new donors who were
added during the period.
Equation: Percent of new donors = [(Number of total current donors - number of old
donors) / number of old donors] x 100

How much it will cost:
Tactic

Unit Cost

Number of Units

Pursue
potential
grants
Giving
Campaign

$15.00

5

Total Cost

Details

Salaried Time

Use potential grant
list

$75.00

Boosting Facebook
posts along with
Giving Tuesday

Objective 1 Total Cost: $75.00

1. Grant List - Utilize the list of available corporate grant opportunities. The grant list
will be updated via Google Drive. This list of grant opportunities are grants that
Phoenix Strategies researched and feel they align with Creative Visions’ mission and
vision. This list includes both national and local organizations and can be updated
based on grant availability and the stages of the application process. The list contains
$1,771,900 worth of grant funding.
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Objective two
What we will do:
Increase awareness of Creative Visions among economically
vulnerable individuals12 by 15 percent, as measured by the increase
in program participants over a one-year period.

Objective
Two

Why it is important:

Creative Visions offers programs that help many individuals in the community.
However, there are still many individuals who could benefit from the services the
organization provides but are unaware these services exist. By increasing awareness of
Creative Visions’ programs, potential clients can learn about the available resources.
Increasing awareness will correlate with increasing engagement in the programs, and
the increased client participation will prompt more donors to give because donors will
feel their dollars have a wider influence for good.

How we will do this:
Strategy 1

Develop a robust external communications plan to increase engagement with Creative
Visions’ services and partnerships.

Tactics

1. Social Media / Brand Guidelines - Follow the social media and brand guidelines
provided by Phoenix Strategies to ensure consistent communication in all
messaging. When used in conjunction with the style guide, the social media and
brand guidelines will clarify Creative Visions’ mission, vision, and services and
improve readability and accessibility of all communication. Improved clarity makes
it easier for donors to give because they understand the purpose of the organization.
2. Content Calendar -Posting according to the provided content calendar will improve
Creative Visions’ social media presence and increase engagement with audiences.
The content calendar covers the first nine months of Facebook posts. This includes
evergreen content and content from other campaigns. The content will attract
potential donors whose beliefs align with Creative Visions’ mission. After using
these posts and publishing content online for nine months, Creative Visions will be
comfortable and utilize the social media guidelines to create their own content.
2
Individuals and families with low incomes living in high-risk areas around cities, because
they can't afford to live in safer and more expensive places as defined by United Nations International
Strategy for Disaster Relief
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3. Digital Press Sheet - Send the digital press sheet to local, state, and national media
outlets in order to control the messaging surrounding Creative Visions. The digital
press sheet will include quick facts about Creative Visions, such as the updated
mission and vision statement, contact information, and notable statistics. These facts
will also ensure that Creative Visions is portrayed accurately. Send when asked for
information or when Creative Visions has a press release. Utilize the media contacts
provided for widest reach.
4. Press Releases - Share organizational updates through news outlets to ensure
current and potential donors are aware of how their money will make an impact.
This is an opportunity to share new programs and other investments in the
organization. In addition to resonating with donors, press releases have the potential
to reach future or current clients, and potential or current volunteers. Press release
examples and a template are to be utilized to ensure consistent communication.
These releases can be sent via mail or email, depending on the preference of the
news outlet

Strategy 2

Implement a communications plan that focuses on outreach to places where
economically vulnerable individuals are already seeking resources.

Tactics

1. Des Moines Schools - Utilize the Des Moines Schools contact list to deliver to the Des
Moines Schools a proposal of partnership. Partnerships will help Creative Visions’
programs generate awareness and engagement with programs in the Des Moines
schools. The schools and Creative Visions will both benefit from these partnerships.
This will increase engagement with Creative Visions and give schools the power to
refer their students to these services. By making students and parents aware of these
programs through print materials available via the guidance counselor, Creative
Visions will further address its mission to end gang involvement and transform
youth into responsible, productive adults.
2. Brochures - Provide schools that choose to partner with Creative Visions brochures
promoting the organization’s programs. School counselors can distribute brochures
to students who could benefit from Creative Visions’ programs. These resources will
increase engagement with services offered by Creative Visions. More than 60 percent
of the teachers working at the middle schools and high schools closest to Creative
Visions expressed gang involvement as a significant issue. These schools cited afterschool programs as a key deterrent to gang involvement.The programs offered by
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Creative Visions can work to reduce gang involvement by keeping students involved
in something that fosters belonging.Provide brochure to current partners and to
distribute at the Des Moines Police Department to connect community members
with Creative Visions’ resources. Last semester’s research showed many community
partners are aware of the need for services, but are unsure of where to refer people
to receive these services. This could clear up some of the confusion and direct more
clients to Creative Visions.
3. Partners - Provide brochures to current partners such as Broadlawns and ISU 4 U.
Also distribute brochures to the Des Moines Police Department in order to connect
community members with Creative Visions’ resources. Last semester’s research
showed many community organizations are aware of the need for services, but are
unsure of where to refer people to receive these services. This could clear up some of
the confusion and direct more clients to Creative Visions.

Strategy 3

Rebranding Creative Visions to better align the organization’s communications with its
mission statement, vision statement, and values.

Tactics

1. Website - Launch a new website with consistent branding that clearly
communicates program information to clients, donors, and volunteers. The website
will prompt individuals to donate and learn about Creative Visions’ history, or find
the correct program to meet their individual needs. A premium membership is
included in the budget in order for the website to function as designed.
2. Design - Create cohesively branded templates for newsletters, letterhead, note cards,
brochures, and other print elements so individuals can recognize Creative Visions’
brand. Research showed that in order to be successful, Creative Visions needs to
differentiate itself from other nonprofit organizations, Phoenix Strategies hopes
to do this through polished, consistent branding on both internal and external
deliverables for Creative Visions.
3. Style Guide - Utilize a comprehensive style guide to ensure consistent branding,
grammar, and content across communication platforms. This includes a clear,
concise description of Creative Visions’ mission and vision statements so clients,
volunteers, and donors understand the purpose of the organization. It will also
implement organization-first messaging. Historically, Creative Visions has not
had uniform branding. Implementing style guidelines will give the organization
a recognizable brand. Consistent style among branded materials boosts brand
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recognition among target audiences, therefore making them more familiar with the
organization’s programs and mission.

How we will measure success:

Keep the check-in sheet by the door and have individuals sign in when they come for
events. This will include name, email, home address and what event they are attending
at Creative Visions. This check-in system will make it possible to track the total number
of people who are coming for different events and monitor attendance over time.
Names and personal information of program participants will be kept confidential
and will be contacted through bi-monthly newsletters. The sign in system is to
gather numbers and gauge program participation. To evaluate the success of Phoenix
Strategies second objective, the total number of new donors will be subtracted from
the number of participants from the same time last year. This will then be divided by
the number of previous participants, which will be divided by the initial number of
participants, giving you the percentage of increase when multiplied by 100.
Equation: Percentage of increase = [(Most recent number of program participants initial number of program participants) / initial number of program participants ] x 100

How much it will cost:
Tactic

Unit Cost

Number of Units

Total Cost

Details

Social Media
Posting

$15.00

1

$15.00

Boosting Post on
Facebook

Digital Press
Sheet

$0.00

Digital

$0.00

On website

School Letter

$0.00

18

$0.00

Info
Brochures

$0.61

900

$549.00

Print in House, Mail
to 18 Local Schools
OfficeMax, 20 per
school

Website
Registration

$14.00

12

$168.00

Wix Annal Cost

Business
Cards

$18.00

250

$18.00

OfficeMax

Letterhead

$0.36

250

$89.99

Office Max

Objective 2 Total Cost: $839.99
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Objective three
What we will do:
Increase engagement with active supporters 3 by 20 percent as
measured by number of repeat donors and volunteers over a twoyear period.

Objective
Three

Why it is important:

This objective is designed to keep donors and volunteers engaged. Upon conducting
research, it was discovered that many donors and volunteers stop engaging with
nonprofits because they feel as though their voices are not being heard. This objective
will keep active supporters in the loop regarding decisions being made in the
organization, the impact that Creative Visions has on the community, and ultimately
open up opportunities for further communication with supporters. Along with
increasing communication, these tactics will increase donations and hours individuals
spend volunteering at Creative Visions.

How we will do this:
Strategy 1

Develop a communications plan that targets donors and volunteers with the intention
of developing relationships with individuals who consistently give time, talent,
funding, or goods to Creative Visions.

Tactics

1. Intern - Hiring a part-time intern, compensated in school credit, would be beneficial
for Creative Visions and the intern involved. The intern would be responsible for
building the bi-monthly newsletter, managing Creative Visions’ Facebook account,
writing press releases, and other tasks as assigned, relieving some of the staff’s
workload so they can focus on working with clients. The job description is in the
Intern Guide. In addition to the benefits that Creative Visions’ team would receive,
the intern would also gain tremendous real-world experience that may not be given
at a corporation. Creative Visions has several options when recruiting an intern.
It could hire a young adult who participates in the programs, particularly the Job
Readiness program. Selecting a client for the position expands upon the existing
Job Readiness program and reinforces organizational values. Creative Visions also
has the opportunity to reach out to students at Drake University. Contacts at the
University are Mary Edrington (mary.edrington@drake.edu) and Kelly Bruhn (kelly.
bruhn@drake.edu). Edrington and Bruhn connect students with internships and
would be ideal contacts for Drake University students.
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Current donors and volunteers
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2. Newsletter - Produce newsletter every two months in order to promote
organizational transparency and prompt people to give. Transparency and makes
room for a clear call to action. In order to generate the call to action, we suggest
focusing each newsletter on a specific program or a short-term goal that the
organization is working toward. This is an effective way to tap into motivational
factors because it keeps donors informed about how the organization uses
their money and shares ways lives are impacted by Creative Visions’ work. It
is a consistent communication tool to keep Creative Visions in donors’ minds
throughout the year and enables the organization to make more financial asks.
Utilize the donor database mentioned in Objective One for contact information.
3. Volunteer Event - Volunteer appreciation efforts should be increased in order to
promote a culture of engaged, passionate volunteers. The best time to start new
volunteer appreciation efforts is during Volunteer Appreciation Week. Provide
a catered luncheon by Price Chopper hosted at Creative Visions to celebrate.
Follow the event plan found in the appendix for best results. Research shows that
volunteers are more likely to give their time repeatedly if they feel like a part of a
community. Intentionally appreciating volunteers will make them more likely to
continue to volunteer, and is mindful of the overall budget.
4. #CreativeVisionsIs - Begin a social media campaign called “Creative Visions
Is…”. This campaign will invite program participants, donors, volunteers, board
members and staff to share what Creative Visions means to them. This will affirm
Creative Visions’ mission and vision. Include an ask in the newsletter for campaign
participation. #CreativeVisionsIs…” will show potential donors the positive impact
Creative Visions has on individuals. This fosters transparency about the impact
funding and volunteers can make. The campaign will be accomplished with a
labeled box placed next to the sign-in sheets at Creative Visions. This box will have
paper slips next to it with the statement “Creative Visions is…” with room to write
about what Creative Visions means to that client, volunteer, donor, or guest. Sharing
the sentiments on social media will engage the community. One active donor
expressed, “if something moves me, I will find out how to give.”
5. Volunteer Database - Utilize a volunteer database to record volunteers in order
to more efficiently meet the needs of the organization. By having a consistent
place to record volunteer information, Creative Visions will be able to consistently
communicate with volunteers about open shifts, news, or to thank them for their
work.

Strategy 2

Engage in donor relations in order to increase the number of repeat donors.

Tactics

1. Donor Fundraising Event - Create a donor event, or use the Creative Visions
Anniversary Event, as a fundraising event. When sending invitations to this
fundraising event, refer to the donor database for contact information. Consider
offering each donor invited a plus one as a way to engage with more potential
donors. Hold a raffle during the event to raise additional funds. This event would
be a ticketed luncheon catered by the Des Moines Embassy Club, held at the Des
Moines Botanical Gardens. Not only will the event serve the purpose of thanking the
donors, but the event will provide financial returns through fundraising efforts such
as a raffle.

Strategy 3

Create a plan to improve board relations and board productivity to benefit Creative
Visions.

Tactics

1. Board Bylaws - Establish clear board bylaws and expectations. An engaged board
can help organization thrive. We found most boards have a set of bylaws in place to
keep members accountable and engaged with the organization. Explain to the board
the importance of new structure and generate two-way communication, so their
thoughts are heard. Having clear bylaws ensures the people who choose to be on the
board are actively involved with Creative Visions.

How we will measure success:

Utilize the donor database to record when donations are received, similarly to Objective
1. There is also a tab to record volunteer information which should be collected after
the volunteer has donated time. Then track the percent of new donors and volunteers
over the one year of time to see how many new people gave compared to previous
years. By plugging the numbers from the database into the equation, it will give you the
percent of new donors over that period of time.
Equation: Percent of new donors = [(Number of total current donors - number of old
donors) / number of old donors] x 100
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How much it will cost:

How much it will bring in:

Tactic

Unit Cost

Number of Units

Total Cost

Details

Newsletter

$0.85

300

$207.00

OfficeMax

Envelopes

$0.03

1,000

$39.20

Standard

Stamps

$0.49

600

$294.00

USPS

Volunteer
Event
Drinks

FREE

75

$0.00

Pepsi Donation

Food

$2.67

75

$200.00

Invitations

$0.60

100

$60.00

Price Chopper: Sub Tray
3@36, Fruit/Veggie Tray
Office Max

Gift Card
Rewards
Reusable
Table Cover
Anniversary
Event
Food

$10.00

3

$30.00

$6.99

5

$34.95

$18.00

150

$2,700.00

Invitation

$0.36

250

$90.00

Des Moines Embassy
Club
OfficeMax

1

$1,800.00

Botanical Garden
2-Year Renewable
License
Event Gifts
4imprint

Venue
Raffle
License
Ridgeview
Notebook Set

$75.00

2

$75.00

$1.73

150

$259.50

Value
Grocery Tote
Thank you
Notes

$1.47

150

$220.50

$0.64

300

$192.00

Tactic
Anniversary
Event
Tickets
Purchased

Cost Per
Ticket
$50.00

Number of Guests

Total Revenue

Details

150

$7,500.00

Potential Revenue
Earned from Tickets
Sold at Donor
Fundraiser

Objective 3 Total Revenue: $7,500.00*
* Does not include revenue from sponsorship or raffle

Chick-Fil-A, Starbucks,
Mars Cafe, Drake Diner
Party City

Event Gifts
4imprint
Office Max

Objective 3 Total Cost: $6,277.15
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Overall Budget
How much this entire plan will cost:

Overall
Budget

Phoenix Strategies carefully created this budget to cover all the tactics suggested in our
plan for one year. Please note that many of the recommended tactics are designed to
increase support for Creative Visions through donations and volunteer participation. By
investing in the tactics of this plan, Creative Visions opens itself up to a huge return on
that investment, as it will see an increase in donor numbers and frequency, as well as
an increase in volunteer recruitment and retention.
The money raised at Creative Visions’ anniversary celebration will cover the budget for
promotional materials, the volunteer luncheon and other activities. The raffle, ticket
sales and donations at the event will be only the beginning, as the tactics designed by
Phoenix Strategies will increase donor action throughout the entire year.

Objective
Objective 1
Objective 2
Objective 3
Total Overall Budget

42

Cost
$75.00
$839.99
$6,277.15
$7,192.14
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June
Project

Elements

Board bylaws sent to members Copies of the bylaws to be
voted on during the next
meeting

Timeline

Person Responsible
Chief Executive Officer

Social media campaign launch

First posting, refer to
social media content
calendar (Ongoing)

Administrative Assistant

Website launch

Website (on Wix link),
checklist provided

Chief Operations Officer

Secure Catering and Venue for
Donor Event

Get park event permits
for events/Send out
RSVPs
Update Social Media to reflect New website link on site,
new branding
new branding elements
for cover and profile
photos

Administrative Assistant

Input donor information into
databases

Administrative Assistant

Input donor information
into databases

Intern supervised
by COO Alternative:
Administrative Assistant

July
Project
Begin
#CreativeVisionsIs
Campaign
Start grant list

Mail Newsletter
Promote Donor Event
on Facebook and Mail
invites
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Elements

Person Responsible

Ask via Facebook, utilize box
Intern supervised by COO
provided to collect and post
Alternative:
responses according to the social Administrative Assistant
media schedule
Update list given, noting grants
Chief Executive Officer
applied for and new grants that
are pertinent to the organization
Template Provided
Chief Operations Officer
Content calendar and mailed
Intern supervised by COO
invitations on letterhead provided
Alternative:
(mailed invites for donors and
Administrative Assistant
financial partners)
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June

August

Project

Elements

Board bylaws sent to members Copies of the bylaws to be
voted on during the next
meeting

Person Responsible
Chief Executive Officer

Social media campaign launch

First posting, refer to
social media content
calendar (Ongoing)

Administrative Assistant

Website launch

Website (on Wix link),
checklist provided

Chief Operations Officer

Secure Venue for Donor Event

Des Moines Botanical
Garden

Administrative Assistant

Update Social Media to reflect New website link on site,
new branding
new branding elements
for cover and profile
photos

Intern supervised
by COO Alternative:
Administrative Assistant

Input donor information into
databases

Administrative Assistant

Input donor information
into databases

July
Project
Begin
#CreativeVisionsIs
Campaign
Start grant list

Mail Newsletter
Promote Donor Event
on Facebook and Mail
invites
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Project
Print materials sent to schools

Elements
School handout

Person Responsible
Administrative Assistant,
Signed by CEO

Social Media for Donor Event

Check Social Media
Calendar

Administrative Assistant

September
Project
Send Thank You notes from
event

Elements
Letterhead and/or
stationary

Person Responsible
Administrative Assistant,
Signed by CEO

Print materials to community
organizations

Handouts provided

Administrative Assistant,
Signed by CEO

Secure food for Donor Event

Confirm RSVPs two
weeks before event

Administrative Assistant

Project
Plan Giving Campaign

Elements
Note social media plan

Person Responsible
Administrative Assistant,
COO

Start implementing social
media giving campaign

Aligned with
givingtuesday.org

Intern supervised by COO
Alternative: Administrative
Assistant

Mail Newsletter

Template provided

Chief Opperations Officer

Send invitations for Donor
Event

Invitation provided

Administrative Assistant

October
Elements

Person Responsible

Ask via Facebook, utilize box
Intern supervised by COO
provided to collect and post
Alternative:
responses according to the social Administrative Assistant
media schedule
Update list given, noting grants
Chief Executive Officer
applied for and new grants that
are pertinent to the organization
Template Provided
Chief Operations Officer
Content calendar and mailed
Intern supervised by COO
invitations on letterhead provided
Alternative:
(mailed invites for donors and
Administrative Assistant
financial partners)
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November

March

Project
CV Anniversary Donor Event

Elements
Set-up in morning

Person Responsible
Administrative Assistant

Giving Campaign

Aligned with Giving
Tuesday

Chief Opperations Officer,
Intern

December

Project
Social Media Reminder to
RSVP for Volunteer Luncheon

Elements
Social Media Guide

Person Responsible
Intern supervised by COO
Alternative: Administrative
Assistant

Project
Volunteer Luncheon Event

Elements
Invite template for
event

Person Responsible
Administrative Assistant,
CEO

Mail Newsletter

Template provided

Chief Opperations Officer

Elements
See evaluation
methods and begin
strategically planning
for the following year.

Person Responsible
All

April

Project
Begin applying for grants

Elements
Grant list provided

Person Responsible
CEO

Newsletter With Annual
Report

Template provided

Chief Opperations Officer

Holiday giving social media
post

See content calendar

Intern supervised by COO
Alternative: Administrative
Assistant

January

May

Project
New Year Pledge Post/Email

Elements
See content calendar
and email template

Person Responsible
COO, Intern, Administrative
Assistant

Mail Newsletter

Template provided

Chief Opperations Officer

Project
Prepare invites for volunteer
luncheon

Elements
See print materials

Person Responsible
Administrative Assistant

Set-up catering (food & drink)
for volunteer luncheon

Contacts provided

Administrative Assistant

Project
Evaluations of Objectives

February
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Donor Database

Objective 1
Strategy 1
Tactic 1

Website (giving Page)

Objective 1
Strategy 1
Tactic 2

This database can be found on the Flashdrive and in the Creative Visions Google Drive.
While you may not be able to fill in all of the fields, it is important to obtain as much
inpormation from the donor in order to maintain a relationship with them .

The following information is recomended in the database:
Name
Address
Email
Phone number
Occupation
Workplace-Matching Gift program
Date of donation
Donation amount
How donation was made
Campaign (Annual Appeal, Fund the Mission, etc.)
Connection to Creative Visions
Notes
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Giving Tuesday

Objective 1
Strategy 2
Tactic 2

PDFs of the 50 Day Campaign Timeline, Communications Toolkit, and Social Media
Tool can be found on the Flashdrive and in the Creative Visions Google Drive.
Visit https://www.givingtuesday.org/organizations#block--the-complete-toolkit for the
full toolkit with case studies, proclamation resources, press release template, and FAQ.
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Grant List
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Objective 1
Strategy 3
Tactic 1
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Grants

Objective 1
Strategy 3
Tactic 2

Step 1: Agree on the Problem

Describe the Impact of the Problem

Start by identifying a need. What problem or issue in your community can be improved
or changed with the grant money and a good effort? You may feel that there is a need
to clean up a polluted river. But unless there is general agreement in the community
on the need for your project, it may be difficult to get a grant to fix it—and even more
difficult to complete the project.

Investigate Possible Causes of the Problem

For a proposal to receive funding, the grant maker must be convinced that funding
your program will have a positive and measurable effect on your community.

Involve All Stakeholders

To develop a successful proposal, it's important to involve all of the stakeholders. A
stakeholder is anyone affected by, or with an interest in, the project. For example,
stakeholders in a river clean-up project include citizens in your community affected
by the pollution, the party or parties responsible for the problem, anyone that will be
involved in the cleanup, businesses, government, and other entities that will help pay
for the cleanup, and government agencies that regulate pollution and water quality.
Seek involvement from the organizations you already partner with, and consider
forming new relationships with like-minded groups. A diverse group is good, since the
levels of participation will vary among partners.
Plan a meeting of stakeholders at a convenient time and an acceptable place. Be
prepared for disagreement among the stakeholders—remember that your goal is to
try and achieve a consensus of opinion. Consider bringing in professional facilitation
if your group is larger than a handful of people or if you are unsure of your ability to
manage differences between groups.

Define the Problem or Situation

Involve stakeholders in developing a clear, concise description of the problem or
situation. More than one meeting may be necessary to arrive at a consensus that
satisfies most of the stakeholders. The effort will be worth it. Once people agree on the
problem, the rest of the work flows more smoothly.
When describing the problem, avoid using subjective terms like "ugly" or "outrageous."
Instead, using the most current information available and, giving credit to the source,
describe the problem objectively. Avoid attributing blame.
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Use the same clear, objective language to describe the problem's impact, both in social
and economic costs. It is a shame if pollution in a river harms wildlife, but it's more
compelling to show that people can no longer fish or swim in the river because of
pollution. Show how the situation has changed the way people live.

Even if the cause(s) of the problem appear obvious to you, seek formal agreement from
as many stakeholders as possible on the cause(s). The amount of detailed evidence
you will need to present to a grant-making agency will vary. If a formal investigation
into the causes has not been conducted, consider forming a committee to conduct
or oversee an investigation and a follow-up report. Bring in outside or neutral
investigators or experts to bolster your credibility. And even if there is agreement on
the cause of the problem, you may still need an investigation to formally document
the cause and to quantify as many factors as you can, depending on the grant's
requirements.
When describing the problem, avoid technical terms and jargon wherever possible.
Instead, use layman's terms. All stakeholders should clearly understand what is being
said.

Step 2: Describe What You Hope to Achieve

You've described a problem and identified the most likely causes. Now you need to
focus on the solution or desired outcome of your proposed activity. What will occur
as a result of your project? How will a situation improve? If the problem is a polluted
river, will people be able to swim in the river again? Will they be able to eat the fish?

Measuring Success in Outputs and Outcomes

Be careful not to confuse these terms. Outputs are measures of a program's activities;
outcomes are changes that result from the activities. Outputs matter because they lead
to outcomes. Note that in our example, an output might be an increase in the size of a
stream-side vegetative buffer. An outcome might be the resulting increase in the oyster
harvest that occurs because the buffer stops pollutants from reaching the river. Also
realize that a funder may specify a different way to measure success.
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Identify the Key Outcomes

Some projects will have a long list of outcomes. Here are some possible outcomes
resulting from a river clean up:
• People will be able to swim in the river.
• People will be able to fish and eat their catch.
• Boating on the river will be more popular.
• A clean river will create momentum for a riverfront revival.
Work with your stakeholders to develop a consensus on two or three primary
outcomes.

Set Realistic and Achievable Outcomes

Your projected outcomes must be realistic. Some pollution will always exist within the
river. Reducing the pollutants to an acceptable level in one year or even five years might
be impossible. Consult with experts—local ones are fine—and determine what is realistic
for your situation. If the river cleanup will take ten years, say so. Failing to meet goals
will make getting additional funding in the future more difficult. It is far better to
promise less and exceed your goals than to over-promise and under-deliver. However,
don't seriously underestimate what can be achieved. Promise too little, and the project
may not appear cost-effective.

Measure and Record the Result of Your Work

State what measurements you hope to achieve and when you hope to achieve them. If
you are going to reduce pollutants in a river, to what level will they be reduced? Use
specific numbers or a range. (For example, a pollutant will be decreased by 15 to 20
parts per million, or ppm).
If you cannot measure or count an output, do not include it. Perhaps your stakeholders
agreed on the following key objective: People will be able to fish and eat their catch.
You can make this objective measurable and observable by stating it this way:
"Pollutants in the river will decrease by 15-20 ppm. At this level, people will be able to
eat from the river at least once a week."

Focus on End Results

Always keep in mind your goal(s). Every activity should be evaluated on how it helps to
achieve the ultimate goal(s).
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Step 3: Design Your Program

Now that you know where you are and where you want to go, your next step is
determining the best path to get there. The best path is not always the shortest,
quickest, easiest, or cheapest.
So, how do you decide the best path for your project?

Get Expert Opinions

Grant makers, both governmental and private, often have experts on staff who can help
you. When contacting a funding source, explain that while you might be asking them
for funds in the future, for now you're interested in their expertise.

Research What Others Have Done

There is no need to reinvent the wheel. Try to find organizations that have developed
projects similar to yours. Look at the failures as closely as the successes. Knowing what
does not work is often more valuable than knowing what does.
You may also get information from the popular press and from professional journals—
one exists for just about every topic you can imagine. Search the Internet and contact
professional associations. If you are near a college or university, find out if a faculty
member or researcher has studied the problem. But don't just read about what others
have done. Learn about projects firsthand by visiting the project site. If a visit isn't
possible, contact those involved in similar projects by phone, email, or letter.

Get "Buy In" From Stakeholders

Whatever solution you choose, it's essential that all key stakeholders agree fully on
the plan. This is often referred to as "buying in" and is often critical to your success.
You may never get 100 percent agreement, but you want to prevent overwhelming
opposition. People are most likely to support a project they helped create.
Ask your stakeholders to show support through letters of support and commitment.
Letters of support state that the person or organization agrees with what you want to
do and will not oppose you. More valuable are letters of commitment that specify how
the person or organization will assist you. The assistance may include contributions of
time, money, labor, space, supplies, materials, and other necessities.
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Social Media Brand Guidelines

Objective 2
Strategy 1
Tactic 1

Clearly Describe Your Solution

With your key stakeholders' and experts' assistance, clearly describe your solution.
What will be done, and by whom? If your project is technical, you may want two
versions: one expressed in technical terms and the other in lay terms. It is important
that both technical experts and the general public understand your plan.
A clear description of how you plan to achieve your desired outcomes, with a timeline
and detailed work plan, can be a great help in obtaining funding and getting a broader
range of stakeholder support.
Source: https://www.arc.gov/funding/howtowriteagrantproposal.asp
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Content Calendar
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Objective 2
Strategy 1
Tactic 2
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Ako Abdul-Samad Birthday Sample Post

Happy New Year Sample Post
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Digital Press Sheet

Objective 2
Strategy 1
Tactic 3

1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

Media Contact Sheet
Newspaper:

Des Moines Register

Linh Ta
Communities Reporter
(515) 284-8065
lta@dmreg.com
Kelly McGowan
News Assistant
(515) 284-8057
kmcgowan@dmreg.com
Carol Hunter
Executive Editor
(515) 284-8545
chunter@dmreg.com

KJMC - 89.3 FM
(515) 279-1811

iHeartMedia

Business Line: (515) 280-1350
Fax Line: (515) 280-3011

Joel Mccrea
General Manager
(515) 245-8900
Address: 2141 Grand Ave
Des Moines, IA 50312

KDRA-LP - 94.1 FM

KCCI 8 News

KIOA - 93.9 FM

drakebroadcasting@gmail.com

KGGO - 94.9 FM

Chad Taylor
Program Director
(515) 331-9200 ext.251
Doug Bailey
Assistant Program Director
(515) 331-9200 ext. 229

Broadcast Tevelvision:
Main Phone:
(515) 247-8888
Mailing Address:
KCCI 888 9th St.
Des Moines, IA 50309

WHO TV Channel 13 News

news@iowapublicradio.org
(515) 725-1725

Font Desk: (515) 331-9200

Main Phone: (515) 242-3500
Newsline: (515) 282-1313
Mailing Address:
WHO-HD 1208 Grand Ave.
Des Moines, IA 50309

KHKI - 97.3 FM

Chad Taylor
Program Director
(515) 331-9200 ext.251

CW Iowa Live

KDPS - 88.1 FM

Radio:

Iowa Public Radio

Stephen Winzenburg
(515) 263-2997
swinzenburg@grandview.edu

KURE - 88.5 FM

Public Serivce Announcements:
news@kure885.org
Other Inquiries:
publicrelations@kure885.org

Main Phone: (515) 457-9645
New Line: (515) 457-1026
news@weareiowa.com

Doug Bailey
Assistant Program Director
(515) 331-9200 ext. 229
Font Desk: (515) 331-9200

KWDM - 88.7 FM
(515) 267 - 8870
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Objective 2
Strategy 1
Tactic 4

Press Releases

1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

For Immediate Release
April 2018

For more information, Contact
Creative Visions
(515) 244-4003
ADD RELEVANT TITLE

Des Moines, Iowa-This paragraph should give an idea of what the release
is about. What happened? Where did it happen? How does it affect Creative Visions?
Get at least one quote for this paragraph. Tell the story of how someone was personally affected by the story being told.
###
(leave this, it is your boiler plate) Creative Visions strives to empower economically vulnerable individuals, families, and communities to become
responsible and self-sufficient through education and economic empowerment.

For more information, Contact:
Creative Visions
(515) 244-4003

For Immediate Release

TENT COMMUNITY NEAR HOMELESS SHELTER EVICTED
Des Moines, Iowa- A community of homeless individuals resided in a tent community
outside of the YMCA Supportive Housing since November of 2016. In March of 2018, the
city evicted all of the individuals who called the tent community their home. Many reside
there because of the “90 Day Rule,” which states after 90 days, an individual must vacate
their bed in the facility, often leaving them with nowhere to go. Many of those individuals
have turned to the tent community.
Creative Visions delivers meals regularly to the tent community and provides
resources to its residents. The eviction of the tent community is a prime example of why
Creative Visions exists: to be there for people when often no one else is.
De’shawn Stuart, who resided in the tent community for short time said, “The
Creative Visions people would bring down little boxes of food that acted like little
lifesavers. Their niceness was what made it special and the food was always good. Their
smiles kept my heart warm and the food kept my belly full. “
###
Creative Visions, based Des Moines, Iowa, strives to empower economically vulnerable
individuals, families, and communities to become responsible and self-sufficient through
education and economic empowerment.
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des Moines Schools

Objective 2
Strategy 2
Tactic 1

Objective 2
Strategy 2
Tactic 2

Brochure

1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

Dear (ENTER COUNSELOR NAME),
My name is (CURRENT CREATIVE VISIONS CEO) and I am the current CEO of
Creative Visions.
Each year we work with more than 100 individuals in the Des Moines area to
provide opportunities to become productive and prosperous individuals.
We believe that you share our belief that all families deserve the opportunity
to become empowered and successful community members. We are seeking
partnerships with local schools to provide relevant services and programs to children
and young adults.
Our existing programs include:
• Free health clinic
• Food pantry
• Violence prevention
• Sunday Feed
• Traffic safety

"To break the chains
of poverty and
hopelessness within
communities by
empowering
individuals to
become productive
and prosperous"

CONTACT US
1343 13th St. Des Moines, IA 50314
(515) 244-4003
http://cvonline.us/

BECOME
A VISIONARY

For more information on our programs, please visit our website http://cvonline.us/
If this sounds like a good fit for your school, we would love to send you more
information about Creative Visions and the programs we offer. We also have some
materials that you can distribute to students who could benefit from our programs.
We look forward to speaking with you and beginning a partnership to help make
the Des Moines community a better place. Please contact us at 515-244-4003 or
creativevisionsia@gmail.com.
Sincerely,

(SIGNATURE)
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Partners

Objective 2
Strategy 2
Tactic 3

Elementary Schools
King Elementary

Nyla Mowery - School Counselor
515-242-8417
nyla.mowery@dmschools.org
1849 Forest Ave, Des Moines, IA 50314

Moulton Elementary

Dustin Ibarra - Counselor
515-242-8427
dustin.ibarra@dmschools.org
1541 8th St, Des Moines, IA 50314

Monroe Elementary

Carmen Collison - Counselor
carmen.collison@dmschools.org
Dawn Coppinger - Counselor
dawn.coppinger@dmschools.org
2250 30th St, Des Moines, IA 50310

Findley Elementary

Jaclyn Dehner - School Counselor
jaclyn.dehner@dmschools.org
3025 Oxford St, Des Moines, IA 50313

Edmunds Elementary

Taylor Moore - Counselor
taylor.moore@dmschools.org
950 15th St, Des Moines, IA 50314

Carver Community School

Victoria Hollister - Counselor
515-242-8418
victoria.hollister@dmschools.org
705 E University Ave #100, Des Moines, IA 50316
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Capital View Elementary

Harding Middle School

Mary Brannen - Counselor
515-242-8402
mary.brannen@dmschools.org
320 E 16th St, Des Moines, IA 50316

Damon Holland - Counselor
damon.holland@dmschools.org
Erin Cavazas - Counselor
erin.KrugerCavazas@dmschools.org
203 E Euclid Ave, Des Moines, IA 50313

Cattell Elementary School

Hiatt Middle School

Mallory DeLacy - Guidance Counselor
515-242-8403
mallory.delacy@dmschools.org
3101 E 12th St, Des Moines, IA 50316

Walnut Street School

Katelyn Schmerbach - Counselor
katelyn.schmerbach@dmschools.org
901 Walnut St, Des Moines, IA 50309

The Downtown School

Dawn Coppinger - Counselor
dawn.coppinger@dmschools.org
1800 Grand Ave, Des Moines, IA 50309

Hubbell Elementary

Jacob Burke - Behavior Coach/ Activities Coordinator
jacob.burke@dmschools.org
1214 E 15th St, Des Moines, IA 50316

Gateway Secondary School

Steven Carnahan - Counselor
steven.carnahan@dmschools.org
1800 Grand Ave, Des Moines, IA 50309

High Schools
North High School

Mrs. Charikov - Counselor
515-242-8157
julie.charikov@dmschools.org

Shay Maxwell - Counselor
515-242-8414
800 42nd St, Des Moines, IA 50312

Mr. Griggs - Counselor
515-242-8276
trent.griggs@dmschools.org

Middle Schools

 rs. Negrete Reinders - Counselor
M
515-242-7231
laura.negretereinders@dmschools.org

Callanan Middle

Debra Isenhart - Counselor
515-242-4329
debra.isenhart@dmschools.org
3010 Center St, Des Moines, IA 50312
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Ms. Martzahl - Counselor
515-242-7220
loretta.martzahl@dmschools.org
501 Holcomb Ave, Des Moines, IA 50313
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Website
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Tactic 1

East High School

Lauren Brandt-Erickson -School Counselor
515-242-8178
Lauren.brandterickson@dmschools.org
Ashlee Duimstra - School Counselor
515-242-7784
ashlee.duimstra@dmschools.org
Jana McClelland - School Counselor
515-242-7761
jana.mcclelland@dmschools.org
Karin Mills - School Counselor
515-242-7767
karin.mills@dmschools.org
Linda Rossow - Counselor
515-242-8179
linda.rossow@dmschools.org
815 E 13th St, Des Moines, IA 50316

Roosevelt High School

Lluvie Aguirre - Counselor
515-242-7281
lluvia.aguirre@dmschools.org
4419 Center St, Des Moines, IA 50312

Police Department
Des Moines Police Department
25 E 1st St, Des Moines, IA 50309
515-283-4811
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Design

1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

Creative Visions Letterhead
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Creative Visions Business Cards
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Style Guide
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Creative Visions Notecards
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Intern
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Newsletter

106

Objective 3
Strategy 1
Tactic 2

107

Volunteer Event

Objective 3
Strategy 1
Tactic 3

Volunteer Event Breakdown

Name: Creative Visions Volunteer Appreciation Event
Location: Creative Visions
Date: Saturday April 13th, 2019 (Volunteer Appreciation Week)
Time: 12-2 p.m.
Plan for 75 people

Timeline

February 4th
Use volunteer database to find number of volunteers from the past year
Print out the invitations needed for the number of volunteers (in the future update the
information on the invite)
February 11th
Apply to the Pepsi donation to get drinks for the event
Obtain gift cards from restaurants (Chick-Fil-A, Starbucks, Subway) to give away to top
volunteers
Volunteer Event Invitation

February 13th
Mail out the invitations and record RSVPs as they come in to get a head count
March 13th
Post on Social Media reminder to RSVP to Volunteer Appreciation Luncheon
Order food online from Price Chopper
Sub Sandwich trays serve 36 so a max of 3 would be needed
Fruit and Veggie trays serve around 30 so as a side. 2-3 trays would likely be needed
Pick up reusable table cloths from Party City
April 13th- Day of Event
10:00 AM: Pick up food from Price Chopper the morning of the event
11:00 AM: Set up tables and food
12:00PM: Greet and thank volunteers, give a quick thank you speech during lunch and
give away gift cards
2:00PM: Tear down/clean up
April 20th
Send handwritten thank you notes
June
Report on event in next bi-monthly newsletter using photos and copy from the event
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Volunteer Database

Objective 3
Strategy 1
Tactic 5

This database can be found on the Flashdrive and in the Creative Visions Google Drive.
While you may not be able to fill in all of the fields, it is important to obtain as much
inpormation from the donor in order to maintain a relationship with them.

The following information is recomended in the database:
Name
Address
Email
Phone number
Volunteer since
Volunteer Interests
Date of last volunteer
Number of times volunteered

Pepsi Donation Form
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Donor Fundraising Event
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Donor Fundraising Event Breakdown
Name: Creative Visions Anniversary Fundraising Event
Location: Greater Des Moines Botanical Garden
Date: November 1, 2018
Time: 10:00 a.m. - 5:00 p.m.
Venue: Greater Des Moines Botanical Garden
515-323-6290
Room will be reserved from 10:00 a.m. - 5:00 p.m.
Catering: Des Moines Embassy Club
515-244-2582
Contact catering two months before scheduled event
Plan for 150 people

Day-of Event Schedule

10:00: Set-up event venue
11:00: Doors open for networking and mingling
12:30: Lunch is served
1:00: Speaker
1:25: Fund the Mission
1:45: Thank You’s
2:00: Event concludes
2:10: Clean-up begins

Broad Timeline

June 2018
Call to reserve venue
July 2018
Reserve a speaker or MC for the event
• This can be a newscaster or community personality that would draw people 		
in to the event. They will act as the MC for the event and run the Fund the Mission
component of the event.
• Also reserve a participant who can give their powerful success story. This will
provide plenty of time to write and rehearse their 3 minute speech at the event.
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August 2018
Begin contacting sponsors
September 2018
Call to reserve catering
Send invitations 6 weeks before event
• People who should be invited: current donors, prospective donors, community
partners, prospective community partners, and community and government
leaders.
• Limit invitations to participants to those who will be speaking in the program.
Participants and volunteers will have their own appreciation event they can attend.
The focus of this event is to raise money and to cultivate donors for Creative Visions.
October 2018
Confirm RSVP count to the caterer 2 weeks before event
November 2018
Event takes place November 1
Send thank you notes one week after event
Include event information in the next bi-monthly newsletter

Fund the Mission

The Fund the Mission’s goal is to share the mission and goals of Creative Visions to the
community and give them the opportunity to support this mission. It will also help
build a larger donor base.
During the Fund the Mission, it is important to highlight a specific program or project.
Donors tend to be more receptive towards funding some specific project over general
operations as it makes them feel connected.
When developing giving levels for the ask, it is important to consider the audience. The
following giving levels could be used: $5,000, $2,500, $1,000, $500, $250, $50, $25
(start from the highest level and work down). If able, it is recommended to connect
the levels to a Creative Visions program. For example, $5,000 could provide six laptops
for those in the job readiness program or a gift of $50 could provide someone with
interview clothes.
Whichever level is started on, there should be a “plant” in the audience. A plant is
someone who has pre-committed to giving at the top level. This way, when the top ask
is made, there is someone in the audience who can spark the giving momentum.
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Raffle

It is critical to obtain a raffle license and adhering to all the Iowa regulations of running
a raffle to avoid any state violations and penalties.
The link to the application can be found here: https://dia.iowa.gov/sites/default/files/
documents/2016/10/twoyearqualifiedorganization.pdf
Typically, events have one raffle package for every three people present.
When asking for items, a good place to start is to search “Donation requests Des
Moines Iowa”. This will provide links to all the organizations with online donation
request forms. When looking for other items to ask for, think about sports teams, the
performance arts, golf courses, restaurants, businesses you personally frequent or are
in the area, etc.

Potential Donors
Ankeny

Complete Nutrition
Fresh Fit Meals
Staples
Starbucks (on Delaware)
Envision Salon
Worn
Buffalo Wild Wings (on Delaware)
Edible Arrangements
Great Clips
West National Bank
Walmart
Fareway
Target
Pure Salon (on Delaware)
Little Caesars
Sun Tan City (on Ankeny Boulevard)
Reset (on Ankeny Boulevard)
Dunkin’ Donuts
Treasure House
Papa Murphies
Tropical Smoothie
Rosati Family Pizza
Z’maricks
Memorybound
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Sportclips
Fletchers

Jordan Creek Mall

Starbucks
Bravo
PF Changs
Greenberg’s Jewelers
Chick-Fil-A
Joe’s Crab Shack
Helzberg Diamonds
Barnes & Noble
Younkers
Pretzelmaker
Build-a-Bear

Des Moines/Clive/West Des Moines

Hy-Vee corporate
Mama Lacona’s
Lifetime Fitness
Sisters (Valley Junction)
Momere (Valley Junction)
Maxie’s
Walmart – assistant manager Mark in Grimes gave $$$
Val Lanes
Iowa Energy
iCubs
The Other Place
Flipped Co. (Valley Junction)
Snookies Malt Shop
McDonalds
Red Lobster
Ingersoll Wine & Spirits
Waterfront
–University Ave, West Des Moines, IA, Clocktower Sq Shopping Center
Pinot’s Palette
Plaza Lanes
Flix Brewhouse
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Dear XXXXXX
Creative Visions was established in 1996 to break the cycle of poverty in Des Moines by giving
individuals the tools they need to become self-sufficient in order to protect the community from gang
violence.
To ensure Creative Visions is able to expanded its efforts to include programs to help stabilize family
units and empower communities, we are hosting our 4th Annual Anniversary Celebration: Become a
Visionary on Thursday, November 1, 2018 at the Des Moines Botanical Garden. Today, Creative Visions
has given thousands of individuals the tools to build stronger lives, families, and communities through
its core services.
The success of this event truly depends on YOU! We invite you to join us and become involved by
becoming an Event Sponsor. A list of sponsorships is enclosed as well as information on how you can
support Creative Visions with a donation for the raffle.
Your gift will be used as part of our raffle. To learn more about Creative Visions please visit our website
at www.cvonline.us.
Thank you for supporting this exciting community event and our mission. Together we are impacting
young people’s lives and improving our community.
Sincerely,

Eric Kelly
Administrative Assistant

1343 13th Street

*

Des Moines, IA 50304

*

515-244-4003

Dontation Request Letter
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*

www.cvonlne.us

Donatation/Sponsorship Levels Form
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1343 13th St
Des Moines, IA 50314
515.244.4003
cvonline.us

DATE

John and Jane Doe
XXXX
Des Moines, IA 50311
Dear John and Jane
Thank you for being such a long-standing supporter of Creative Visions. This letter serves to document your combined giving total of $XXXX for 2018. As you know, your support has a direct
impact on the lives of the people we serve and helps us continue to include programs which help
stabilize family units and empower communities.
This letter confirms Creative Visions did not provide goods or services to you in exchange for this
gift. Please retain this letter to substantiate your contribution for tax purposes.
We could not do what we do without community partners like you! Thank you again for your continued support of Creative Visions. Together, with your support, we are making a real difference in
our community by giving individuals the tools they need to become self-sufficient.
Thank you again for sharing in our vision.
Sincerely,
Eric Kelly
Administrative Assistant

Thank you letter/receipt
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Board Bylaws
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Prospective New Board Members
Keenan Crow
Deputy Director at OneIowa
Phone: 515-288-4019 x209
E-mail: keenan@oneiowa.org
Nate Monson
Executive Director at Iowa Safe Schools Phone: 515-471-8024
E-mail: nate.monson@iowasafeschools.org
Daniel Zeno
Policy Counsel at ACLU of Iowa Phone: 515-243-3988
E-mail: daniel.zeno@aclu-ia.org
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Phoenix Strategies
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