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A quorum was present. 
 
Doug White opened the meeting. Introductions were made. 
 
Russell Davis did a devotional. We must reflect on what we have 
accomplished at Glisson through prayer, discussion, reflection, and 
creativity. We must celebrate this time. 
 
Director’s Report      Russell Davis 
It was a great summer. The staff was great and provided opportunities, 
growth, gifts and graces, and healing to campers throughout the summer. 
The LIT program worked well, although we still have some growing to do. 
Day camp program is running strong. 
 
There will be a Camp Leader Conference at Lake Junaluska on February 
1-4. The Board is encouraged to participate. 
 
Presentation by Capital Campaign Firms 
I. COXE, CURRY and ASSOCIATES: 
John O’Kane, Lisa Maulding and Susan Berkowitz 
The background of this company is non-profit. They were established in 
1954 in Metro Atlanta/North Georgia. The company provides a full service 
campaign so camp will be able to concentrate on camp business.  
 
Research shows the “sweet spot” of the donor – in this economy people 
are being selective with donations.  They match corporate donors to the 
client. 
 
Board reviewed three examples from camp campaigns they have done. 
Folders contain DVD, charts and brochures. This can be up-scaled or 
down-scaled as the Board requests. 
 



They will keep all members on the “same page” so that the information is 
all the same and it is accurate. Campaign Director will oversee the whole 
project. The Campaign Manager is paid by the hour depending on the 
need (i.e. address envelopes; do invitations) 
 
Implementation: This will not be an endowment campaign. People today 
want to see results of their donation within twelve months. People know 
about Camp Glisson but not about the Master Plan. People will want to 
know that the completed project will increase the number of campers. 
 
Questions: 
1. Share an example of where a feasibility study was done and did not 

lead to a campaign. 
Response: When the time wasn’t right, when there were no 
supporters in the area and when too many organizations had the 
same mission. 

 
2. According to the proposal, when the campaign begins to take 

direction, when does the research begin? 
Response: Donor list is available for area. If a donor is not on our list 
there is an additional cost to research. 

 
3. What is the cost? 

Response: $10,000-$20,000 – this depends on how much has to be 
written, revisions, printing, etc. The brochures can be as little as $2.00 
each if organization provides photographs does writing, etc. 

 
4. In the feasibility study, why do you do approximately 22 interviews 

when other companies use 45? 
Response: We are in the community and other companies come in 
from outside the area. They do more interviews because they have 
to learn about the community as well. The client provides the 
individuals that are involved with the camp. 

 
5. How many feasibility studies have Coxe, Curry and Associates done in 

this area over the past year? 
Response: 12-15 

 
6. What do people question? 

Response: People want to know “why now?” They want to see a 
realistic goal and they don’t want to do multi-year donations. They 
want to know what is absolute in what has to be done, what is a 
need and what is a want. Strategic cultivation of clients is done due 



to the economy.  Initial document should be general so donor can 
have input into final document. 

 
7. What does the average camp campaign make? 

Response: 6-8 million 
 
8. What are the assets of the foundations? 

Response: 2008-2009 donations were down but they are making an 
upward trend in 2010 

 
9. Where does Coxe, Curry and Associates end and volunteers begin? 

We need clear expectations 
Response: Agendas, action items, and meetings can be done by 
volunteers. What they don’t have time to do can be handled 
through company. It is to the camp’s advantage to do the 
“specialization”. The feasibility study should take 3-4 months. 

 
 
II. CARGILL and ASSOCIATES 
Steve Baston 
Cargill is an international firm that began 33 years ago. The Georgia 
office is in Albany. The main office is in Fort Worth, Texas. The company 
has a church side and an institution side so campaigns are delegated to 
the correct side. The fee quoted is the final fee regardless of what may 
be added on later. 
 
They prescribe to the AFP code of Ethical Principles. These standards are 
in place for non-profit organizations. The Board will be trained on this if 
they request the company to do so. 
 
Donors are more sophisticated today. They request the Master Plan and 
financial information about the organization. 
 
The feasibility study will include the interviews of 40-45 people. They can 
interview up to 60 people with no additional cost.  Camp 
Glisson would schedule the interviews 
 
Their research department uses an online service that has 3-5 thousand 
names. A calendar will be developed with specific deadlines. Persons will 
be looked at for a potential level of support, an estate planning gift or a 
one time gift. 
 
Vision groups would be held in peoples’ homes. This is not a solicitation. It 
would be comprised of six couples. They would be asked to give the 



names of 10 people they felt would be interested in learning about the 
campaign. Local pastors could be asked for names of large donors. 
 
The report would be 80-120 pages and shared at a follow-up meeting. 
There will be a 12 week timeline for the pre-campaign. 
 
The company feels that because they are not from the local community 
they are more objective and are only working with your organization. 
 
Campaign contract (includes feasibility study): $196,100  
$9,000 per month which includes travel. There is an 8 month minimum. 
 
Questions: 
1. Who leads the campaign for Cargill? 

Response: Steve Baston 
 
2. Are there research people? 

Response: Will do publications, videos, research, writing, analysis 
 
3. Do you have a list of camps that you have done in the past 1-3 years? 

Response: North Indiana, Sunscape, Alderscape, W Texas Boys 
Ranch 

 
4. Are you responsible for more than one campaign? 

Response: Two at a time 
 
5. What type of research is provided on major donors? 

Response: On-line services. We do not bring donors – feel it is 
unethical. We will ask people from former campaigns through a 
newsletter we send out. 

 
6. Cost of marketing materials? 

Response: Computer generated – draft form for interviews so the 
people can be included. The biggest cost is the folders for the 
actual campaign materials. Cost: $5,000-$30,000 

 
7. What is the advantage of more interviews? 

Response: We are more comprehensive. 
 



 
Board Discussion of Proposals: 
The Board reviewed information presented by the two companies. Based 
on the discussion the following resolution was placed on the table by Lee  
Highsmith and seconded by Joni Skogman. 
 
Board Resolution: 

Motion was made to accept Coxe, Curry and Associates for the feasibility 
study pending a reference check by selected Board members and to 
empower the Executive Committee to negotiate a cap on the expenses. 

VOTE: 12:0  One abstained 

Russell gave the closing prayer. Doug White adjourned the meeting. 
 
 
 
Respectfully submitted 
Lorna M. Marchiolo 


