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Description of Practice: 

Building a campaign budget can be an onerous task but without an approved multi-year 

budget forecast, which is reaffirmed during each year’s annual budget approval 

process, a campaign can be chaotic and demoralizing for the staff. This practice will 

cover working with the stakeholders to build this forecast, as well as a checklist of things 

to consider.  A budget can be started at any time but the first formal request should be 

prepared after the Campaign Internal Assessment. (link to other BP)  

 

Prospective Users of Practice: 

• Advancement Budget Manager 

• Advancement Service Managers 

• Other Budget Managers 

• Advancement Administration 

• Institution Management 
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Issue Addressed: 

• How to identify budget stakeholders. 

• How to work with stakeholders while developing a budget and during the 

campaign. 

• What are the budget elements to be considered? 

• What does flexibility mean? 

 

Desired Outcome: 

The best scenario is that the Advancement Budget Manager (hopefully a member of 

Advancement Services) has an approved budget to work with, that there is some 

flexibility in the budget, and that any expenditures outside of the approved budget are 

discussed with the Advancement Budget Manager and the head of Advancement. 

Process: 

Most importantly the Advancement Budget Manager should first identify stakeholders in 

the budget approval loop.  This may be the organization’s CEO, the CFO, the head of 

Advancement, Advancement Managers, and campaign consultants.  The appropriate 

person among them should set the stage explaining that a campaign is expensive but 

the funding is directly related to the amount raised in the campaign (the goal).  

Information and education pertaining to ROI studies, including the CASE AIMS project, 

may be useful.  (see reference below) The Advancement Budget manager should be 

ready with a current cost of fundraising and the yearly amount raised to justify any 

request.  Stakeholders should be aware that the campaign  ROI will fluctuate during the 

campaign and likely be lower in the beginning because getting staffing and 

infrastructure enhancements approve in the beginning is critical. Revenue (gifts) will 

come in all during the campaign possibly making the ROI higher in the middle of the 

campaign. 

Also, they should be aware that part of the campaign may include the expensive 

business of donor acquisition that would prepare new donors for the possibility for 

solicitation at the end of the campaign or during the next campaign.  Plus, never ever 

allow for budget cuts during a campaign of after a campaign to recurring budget items 

(e.g. additional staffing, promotions, etc.)  Only one-time budget items (see list) should 

be cut.  The argument is, again, your yearly fundraising totals are tied to your recurring 

budget and a drop in revenue could cause reduced services or programs within the 

institution. 



 

 

Most institutions budget on a yearly cycle.  But when budgeting for a multi-year 

campaign, there needs to be awareness of future expenses and an approval 

mechanism for future spending.  Campaign planning for a multi-year campaign cannot 

be supported properly with a yearly request of funds. Therefore, a full budget should be 

drafted for the full campaign period including campaign closing celebrations with the 

understanding that opportunities may arise that require flexibility in the budget. Private 

institutions may be able to set aside funds for future years of the campaign.  

Inevitably, additional budget requests will be made when opportunities arise.  

Contingency Funds are not popular with budget directors. The header “Cultivation and 

Recognition Activities” might hold some funds.   

You may or may not be asked to justify each item.  Have written justifications with each 

request.  When presenting budget requests, start with the big picture – including why 

the institution needs a campaign. Include realistic goals per area, any institution-wide 

comparisons, and the status and successes from previous budget requests.   End with a 

“win” for the parties involved. 

A list of items to be considered in your budget request is in the links at the bottom of this 
practice.   
 

 
AASP Recommendation: 

1. Understand the budget approval process.   

2. Explain throughout the institution the principals of campaign budgeting (see 

above).  

3. Allow advancement managers to submit budget requests.  

4. Develop a comprehensive campaign budget with justifications for each item and 

prioritize with the head of fundraising.  

5. Know your cost of fundraising and your yearly fundraising totals. 

6. Develop an accepted method of reporting expenditures.  

7. Establish procedures for additional budget requests.   

8. Stick to the spending plan. 

Sample Policies & Procedures:  

List of Budget Items for Consideration (Word document) 

House, Ann L. "Advancement Costs and ROI."  Advancement Services: Enhancing 

Fundraising Success.  Ed. John H. Taylor. Washington, DC: CASE, 2016.  53-56.  Print. 


