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INTRODUCTION

Message from the Chairperson

On behalf of the Board of Directors of Big Brothers of Greater Vancouver Foundation (BBGVF), |
am very pleased to present this new strategic plan to guide the activities of the organization for
the years from now until 2015. This is the result of many hours of hard work on the part of
Kathi Irvine, Chair of the Strategic Planning Committee and Directors, Dave Stobart and Guyle
Tippe. All three have many years of business and not-for-profit experience that they brought to
bear on the issues the committee discussed.

The committee was very ably assisted by Vivian Smith, President of Liberty Quest Enterprises
Inc., who served as a subject matter expert on fund development in the not-for-profit sector
and our facilitator who guided the many discussions. Valuable staff participation included
Valerie Lambert, Executive Director, Brenda Gehlen, Director of Finance and Administration,
Ashlee Milby, Manager of Marketing and Communications, Jennifer Atkinson, Event Manager
and Tristan Scott, Major Gifts Officer.

The committee began their work with a discussion of the role of the Foundation and the vision,
mission and values that they felt were an appropriate reflection of the important support the
organization provides to Big Brothers of Greater Vancouver. The committee also considered the
recent strategic directives set forth by the Big Brothers of Greater Vancouver Board of Directors.

As a result of these conversations, the new vision adopted by the Board is ‘to ensure that Big
Brothers of Greater Vancouver has the necessary resources to put a mentor in the life of every
child who needs one.” The new mission adopted by the Board is ‘we are a charitable
organization which raises and stewards resources to ensure efficient and long-term sustainable
support for Big Brothers of Greater Vancouver’. One of the key elements of our new vision and
mission statements is the term 'necessary resources’ as this refers to monetary support, along
with equal emphasis on administrative, technical and human resource support.

We endorsed the values of collaboration, integrity, innovation and responsibility, which we will
display in all relationships with our valued funding partners. Our strategic priorities are focused
on three key areas. They are communications, fund development and shared services. This
recognizes the important role of the Foundation in communicating fundraising messages and
providing resources to enable the provision of mentoring programs throughout the Greater
Vancouver area and beyond.

This plan provides direction on the ways in which we will achieve our goals and the key
performance indicators we will use to monitor our effectiveness. | invite you to read this
document and encourage your input to our Board Members and/ or our Executive Director,
Valerie Lambert.

Craig Hewson
Chairperson, Big Brothers of Greater Vancouver Foundation Board
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== == [Vlessage from the Executive Director

The strategic plan of the Big Brothers of Greater Vancouver Foundation is structured to support
the goal of Big Brothers of Greater Vancouver to achieve the ambitious strategic directives
outlined in its 2010 strategic plan. Among other targets, these include the provision of service
to 1500 children annually by 2015. Sourcing and stewarding the necessary resources to support
mentoring programs is a huge challenge and one that the Foundation board takes very
seriously.

During the first meeting of the Strategic Planning Committee, the group agreed that at the end
of this process, the BBGV Foundation would:

Have a sense of focus and be very clear on our direction;

Have achievable and realistic goals that are not just financial in nature;

Be able to describe the partnership between the Executive Director and Board,;

Have a closer tie to the Renew Crew (RCF)/ Clothing Donation board and the Charity staff
and board members, and a sense of how they can be involved in fundraising;

f Understand more clearly what it means for the Foundation board to be “involved” in
fundraising.
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The process met these goals and | believe that the plan that follows gives all parties a clear
picture of the work that needs to be done and how the board and staff will work together to
achieve these goals.

Valerie Lambert
Executive Director, Big Brothers of Greater Vancouver Foundation
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1. ENVIRONMENTAL SCAN

Understanding the environment in which the Big Brothers of Greater Vancouver Foundation
operates was an important aspect of the strategic planning process. The committee issued a survey
to board members and staff to review both internal and external factors that had an impact on the
work being done by the Foundation. The results of the survey sparked lengthy and complex
discussions covering topics ranging from the vision, mission and values to the organizational role of
the Foundation within the Big Brothers of Greater Vancouver medley of agencies.

Conversations following the SWOT (strengths, weaknesses, opportunities, threats) analysis included
staff members, subject matter experts, Foundation board members beyond the committee and
board members from Big Brothers of Greater Vancouver Charity.

The following external and internal factors were discussed extensively.

EXTERNAL FACTORS

Current Trends in Fundraising and Philanthropy

1) Within the corporate community there is a growing progression toward philanthropy and
volunteerism, as companies continue to note a link between volunteerism, job satisfaction
and increased productivity. Employees are now recommending charities to support,
designing their giving programs and becoming directly involved with charitable giving.

A strong example of this trend is BC Housing. They are a provincial Crown agency that
oversees housing initiatives and programs across the province. In 2008, BC Housing
employees selected Big Brothers of Greater Vancouver as one of their not-for-profits of
choice through their Community Connection Program. In addition to an annual donation,
BC Housing employees donate their time and talents as In-School Mentors. As a result, BC
Housing employees feel a stronger sense of belonging, team building and overall morale as
a result of their involvement in their community investment process.

2) Relationship-building is becoming more important as online fundraising initiatives allow
organizations to reach global audiences. This makes “loyalty” that much more vital. It's
crucial that we understand who our supporters are and ensure that they feel recognized
and appreciated so that their loyalty to our organization grows.

3) Organizations and donors desire real-time reporting and are less concerned with annual
reports. It's important to inform donors regularly about how their dollars are being utilized
and how the community is being impacted. More than ever before, donors expect greater
accountability from the recipients of their charitable dollars.

Demographics

In the 2007 National Survey of Giving, Volunteering & Participating by Imagine Canada, it was
found that 23 million Canadians donated over $10 billion to charities and not-for-profit
organizations. In BC, 79% of citizens report making a charitable donation, with an average total of
$506 in annual donations.
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== w== 1NiS survey also identified top charitable donors and unlikely charitable donors:

Top Donors Unlikely Donors
f Over 65 years old. 1 Younger British Columbians (18 — 24)
f  University graduates. 1 Less than high school education.
T $100,00 or over in annual household 1 Lower income households.
income.
T Married or common law. 1 Single, never married.
f Pre-school aged children. 1 School aged children.

Economic Environment

Following the global economic downturn in 2009, many not-for-profits were forced to re-evaluate
their funding sources. Although the charitable climate is improving, many individual donors are
being more selective about how they invest their charitable dollars.

In 2009 and 2010, downsizing and lay-offs in the corporate world meant that staff were juggling
multiple tasks and were unable to participate in charitable initiatives as they had in the past.
Competition for donations among not-for-profit organizations is also notable. A good example of
this competition is among pledge-based fundraising campaigns like the Bowl for Big Brothers
Classic.

INTERNAL FACTORS
Organizational Structure

The Big Brothers of Greater Vancouver Foundation leads both fund development initiatives and the
overall administration for all three organizations (Renew Crew/ Clothing Donation, the Charity and
the Foundation). The Finance & Administration team employed by the Foundation and led by
Brenda Gehlen provides the administrative and technical support for all three organizations.
Discussions around this structure played a key role in deepening the awareness of the Foundation
Board and ensured that the strategic priorities developed were inclusive of these shared services. A
graph depicting the Foundation’s organizational structure in relation to the other two organizations
is included in Appendix A.

Diversification of Fundraising Activities

The fundraising focus of the Big Brothers of Greater Vancouver Foundation has changed
significantly in the last three years. Prior to 2009, funds were largely raised through two major
events — The Bowl for Big Brothers Classic and the Whistler Golf Classic — which accounted for
84% of the Foundation’s revenue.

In early 2009, the Title Sponsor for the Whistler Golf Classic determined that they were unable to
continue and the tournament was cancelled indefinitely. Although a new local golf tournament
was initiated, a substantial amount of new funding sources needed to be obtained. The Foundation
also considered the high-cost of event-based fundraising initiatives. These factors, coupled with a
desire to deepen existing funding relationships, led to a transition in fundraising endeavors. In
addition to our fundraising events, we also receive funds through:
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Government/ foundation grants

Corporate donations;

Cause related marketing;

Third party events;

Individual Giving (including Annual & Returning Donors);

Major Gifts;

Planned Giving;

Gifts of Securities;

Legacy Gifts (bequests, life-insurance, endowments, RRSPs/RRIFs, Property, Charitable
Remainder Trusts, Gift Plus Annuities);
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The following graph depicts the change in the Foundation’s fundraising revenue from 2008 (the
final year of the Whistler Golf Classic) to what is forecast for 2011. It's important to note that these
percentages reflect net revenue, but only account for direct fundraising expenses. For example,
they do not include salaries of staff or contractors that are not tied to the specific fundraising
endeavors included in the graphs.’

Figure 1: 2008 Net Foundation Revenue

DO Events (BFBB & WGC) 84%

@ Other Initiatives (Third Party
Events & Cause Related
Marketing) 5%

OMajor Gifts 12%

Figure 2: 2011 Forecasted Net Foundation Revenue

O Events (BFBB & BBGC) 57%

B Other Initiatives (Third Party
Events & Cause Related
Marketing) 8%

O Major Gifts 34%

1 , . . . .
The measurements in these graphs do not include grants. Although these are solicited by Foundation staff, they are directed to the
Charity.
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3. BIG BROTHERS OF GREATER VANCOUVER FOUNDATION:
WHO WE ARE

As part of the planning process, the committee extensively discussed the current structure of the
Foundation, including the different areas of oversight and responsibility outside of fund
development activities. The committee also actively considered the strategic directions set forth by
Big Brothers of Greater Vancouver for the charity from August, 2010 to 2015. These considerations
led to the development of a new vision and mission for the Foundation, as well as updated
organizational values.

OUR VISION
To ensure that Big Brothers of Greater Vancouver has the necessary resources to put a mentor in
the life of every child that needs one.

OUR MISSION
We are the charitable organization that raises and stewards resources to ensure efficient and long
term sustainable support for Big Brothers of Greater Vancouver.

OUR VALUES THAT GUIDE OUR WORK

COLLABORATION
We commit to building respectful and mutually rewarding relationships with all our donors,
sponsors and partners.

INTEGRITY
We demonstrate ethical practices and accountability in all our fundraising and management
activities.

INNOVATION
We value learning, creativity and diversity to engage the support of our funding communities.

RESPONSIBILITY
We demonstrate, through passion and commitment, unwavering support to the mission of our
organization and the stewardship of its resources.
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== == CRITICAL ISSUES

Furthering our understanding of the information uncovered through the SWOT along with the
vision we hold for the future, we identified critical issues from gaps between where we are today
and where we want to be tomorrow. We also identified issues that prevent us from closing the

gaps.

We believe that a critical issue is one that meets at least three of the following criteria:

Is related to a core problem.

Affects the lives of a significant number of people either directly or indirectly.

Can be addressed through the competencies and resources of BBGVF.

Needs to be addressed if BBGVF is to be able to progress in its work.

Builds on the strengths of BBGVF and/or the opportunities available.

Addresses weaknesses in BBGVF and/or assists BBGVF in dealing with threats to its work or
existence.
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With this definition in mind, the Strategic Planning Committee identified the following critical
issues:

Value of
Messaging &
Communication

Board
Engagement &
Understanding

of Role(s)

Understanding
of Charitable
Giving Climate

Staff Operational &
Engagement & Professional
Understanding Development

of Role(s) Planning
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4. PROCESS & RATIONALE

Upon determining the critical issues identified in the previous pages, the committee answered the
following vital questions. The committee’s responses to these questions determined the strategic
priorities and directives that will guide the Foundation in meeting the needs of the community we

serve.
QUESTION ANSWER TACTICS
What can we do to Maintain, 1 Retain key staff by building morale & continuing to
maximize our strengths build & improve the staffing model.
& what is really leverage. f Tie our message & brand to local communities;
important for our develop fundraising collateral materials specific to
current & future work? each Community.
9 Stronger, more urgent messages. Tell compelling
stores more often.
1 Find a tie between urgency for matches and
fundraising.
9 Stay connected to our alumni.
1 Increase both the quality & quantity of our
partnerships.
9 Translate the support of our partners into impact
(i.e. X$ =Y Matches & Z Volunteers)
What do we need to do | Prioritize 9 Hire ‘experts’ for training in fund development
to make use of & trends.
opportunities? optimize. f Respond to recent stories on boys’ education and
at-risk youth by demonstrating how our mentoring
programs have an impact. This could increase our
possibilities for government funding and also
identify donors who are not only interested in
youth, but also those focused on education and/or
youth crime.
What must we build or Remedy 1 Hire ‘experts’ for training in fund development
develop to overcome or exit. trends.
weaknesses or problem
areas?
What can we do to Counter. I Counter donor/ volunteer fatigue by providing an
minimize or neutralize unique model that allows us to stand out.
threats? What is too | Position ourselves with government as a solution to

serious to ignore?

key and emerging issues.
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— 5. STRATEGIC PRIORITIES

These three strategic priorities were determined to address our areas of opportunity, focus on our
identified critical issues and mitigate our risks.

PRIORITY: COMMUNICATIONS

Informed communications will clearly state our messages to targeted audiences through relevant
and impactful channels in order to meet our financial and philanthropic goals.

STRATEGIC DIRECTIVES

1) Establish consistent branding and calls to action in all fundraising endeavours.

2) Design communications strategies for internal and external audiences while maximising
opportunities as they arise and keep current with changing media.

3) Create learning and education opportunities for all staff and board members in service
of building and strengthening external relationships.

4) Engage and build strong media relationships so we have support in the media to help
communicate our need for funding.

KEY PERFORMANCE INDICATORS
Establish consistent branding and calls to action in all fundraising endeavours.
Year One:

1 Incorporate messaging from the case for support into all fundraising communications. The
marketing and communications plan will be reviewed annually by the Executive Director
once drafted by the manager to ensure the direction is on track.

Longer Term:

1 Evaluate the success of calls to action in communications in years 1 and 2, then establish a

protocol for each funding initiative describing how our cause should be incorporated into

each in the future.

1 Revise the Case for Support annually to reflect the accomplishments and needs of the
charity and, subsequently, how communications need to be altered.

1 Provide the board a branding report at the end of each year including examples of the
collateral used that year, having incorporated current branding and case for support
messaging.
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== w== Design communications strategies for internal and external audiences while maximising

opportunities as they arise and keep current with changing media.
Year One:

1 Create a tracking report for all media impressions (accurate measurement to be
provided) which will be evaluated each year by the marketing and fund
development team cumulatively to consider the direction for the next year.

Longer Term:

1 Provide a marketing and communications report to the management team twice annually
on the plan and results each year.

1 Increase our social media presence by 25% each year (ie: Twitter followers, Facebook fans,
social media advertising impressions, etc.). As social media changes so rapidly, new social
media outlets will be embraced as they establish themselves.

Create learning and education opportunities for all staff and board members in service of building
and strengthening external relationships.

Year One:

1 Develop a bi-monthly communication strategy for the Board and staff to educate them
about current needs and messaging which they can incorporate into their own work for the
Foundation.

Longer Term:

1 Equip the Board and staff with material and messaging relative to their areas of work which
might benefit BBGVF.

Engage and build strong media relationships so we have support in the media to help communicate
our need for funding.

Year One:
1 Secure a strong supportive multileveled partnership with one new media outlet each year,

including complimentary media coverage, the picking up of press releases and public
appearances/ live hits (depending on the nature of the media outlet).

Longer Term:

1 Once strong media relationships are established, create a committee of individuals working
in the media who will support our cause at another level.
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== == PRIORITY: FUND DEVELOPMENT

Fund development will be supported by clear communications and resourced with board members,
fundraising volunteers and staff members, each of whom have orientation and training in order to
support his/her responsibilities.

STRATEGIC DIRECTIVES

1) Establish acceptable benchmarks for costs per dollar raised.

2) Develop leading edge/innovative fundraising relationships, partnerships and alliances.

3) Provide financial resources to allow the charity to support its goal of increased
matches.

4) Write a plan to maximise the relationships between staff and board members to raise
funds.

5) Create learning and education opportunities for all staff and board members in
service of building and strengthening external relationships.

KEY PERFORMANCE INDICATORS:
Establish acceptable benchmarks for costs per dollar raised.

Year One:
1 Determine appropriate formula & benchmarks for measuring cost per dollar raised for Big
Brothers of Greater Vancouver Foundation (BBGVF).

Longer Term:
1 Create and compare acceptable targets based on benchmark for future years.
1 Compare targets from year to year.

Year One:
1

Longer Term:
il
f

Year One:
1

Longer Term:
f
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