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Inspiring Hope + Confidence in
an Age of Uncertainty

Introduction

Branding + Communications
Advancement Efforts
Financial Modeling

Closing Discussion



Background

Ol Liberal Arts degree
Masters degree in plant ecology

02 Landscape-scale conservation
Systems-level thinking
Evidence-based approach

03 Nested conservation plans, work plans + goals
Non-profit management + organizational development
Multi-year approach to budgeting, fundraising + financial management

> |Landscape-scale conservation requires multi-year approach



Our Story

Adventure OT — Ignite the Spark!

Streamlined committees

Overhauled + upgraded financial management
Updated branding + enhanced communications
Expanded level of community engagement



Organization Life Cycle

Maturity Decline

Growth Crisis

Start-Up

Susan Kenny Stevens



Organizational Development

Advancement

overnance

‘ Conservation ’
6




Work Plan

puliy 5

HENANDOAH VALLEY

BOARD WORK PLAN + CALENDAR
Assumptions for Fiscal Year 2025-26: January 1, 2026 — June 31, 2026

Over the past twelve months, the Conservancy has continued to make significant progress on all fronts—land protecti
fundraising, and organizational development. During this time, we faced both significant challenges and opportunities incly
as well as several unexpected large funding awards that resulted in increased capacity. In the first board meeting of th|
another ambitious work plan based on the Conservancy’s newfound growth dynamic.

| expect that by the end of the year, the Conservancy will complete key foundational elements that position us well for th|
brand and organizational structure, staff leads for key organizational functions (e.g. conservation, advancement, finance
major donor program and work planning and multi-year budgeting with the financial model. We plan to work with a
Constructive Advocacy and Dialogue at James Madison University to develop the strategic plan, an accreditation requirem
in the winter, February 7 and March 14.

Given the Conservancy’s increased conservation capacity, we have picked up the pace of land protection efforts through
on track to protect almost 2,000 acres, roughly double our annual average. Now that we have a dedicated staff mem
funding in the Potomac River watershed, we are well positioned to advance land protection efforts in the northern part o
in the James River watershed. Stewardship fellows are enhancing our stewardship capacity to fulfill monitoring respo
portfolio grows.

This year, the Conservancy is investing in our advancement efforts by adding a part-time Communications Manager in fall
with additional collateral with Wallace 360, and working with Pachira Strategies to implement the recently completed ad
spring, we plan to transition to a coordinated regional community engagement strategy bolstered by new board member

Additional highlights include:

Strengthening and developing new partnerships with The Nature Conservancy, Conservation Fund, American Rive
Advancing conservation planning to the next level with partners;
Working with R. Mason & Company to integrate the recently developed financial model into the accounting proc

* Completing updates to human resources policies and procedures.

Additional objectives may surface from board and committee wark.
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Branding + Communications

> Early assessment of readiness

Noteworthy conservation legacy
Talented, open-minded team

Advanced level of conservation planning
Technological innovations

National accreditation

Recent grant awards > $1.75 million

> Fresh, forward-looking identity





















Our Story

Adventure 02 — Direct + Sustain the Growth

Increased financial support > expanded capacity
Developed advancement plan + began implementation

Created dynamic five-year financial model + began integration
Restructured organization, updated bylaws + developed new policies



Unrestricted Giving

$700,000
$635,000

$600,000
$535,000
$500,000
$435,000
$400,000 $390.000
$300,000
$256,784
$206,490

$200,000 $209,837
$100,000 I

$0
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Financial Model



Our Story

Adventure 03 — Scale Up
Strategic Plan 2030

Fundraising: Status Quo > Transformative

> Conservation Plan = Business Plan



Branding + Communications

Katie Wallace | Founder + CEO, Wallace 360



Designing Trust

The Impact of Branding for Land Conservation

Katie Wallace, Founder and CEO



Branding

in Land Conservation



IT'S
WHAT YOU LOOK LIKE (BUT
IT'S WAY MORE THAN A LOGO)
IT’S HOW YOU SOUNDIT'S
WHAT YOU DO AND HOW IT'S
HOW OTHERS EXPERIENCE YOU




IT'S ALL THE WAYS YOU CONNECT
TO THE PEOPLE YOU SERVE



STRONG BRANDS
GO DEEP



Shenandoah Valley Conservancy is a non-

profit land trust dedicated to advancing

conservation priorities in the Shenandoah

Valley and adjacent Blue Ridge Mountains B d P .t'

and Alleghany Highlands by strategically ran OSI Ion
protecting farms, forests, and waterways. HOW YOU DIFFERENTIATE FROM OTHERS

IN THE MARKET
We are focused on protecting the natural

landscapes of our service area with strategic

o
and innovative approaches that consider the B ra n d P ro m Ise

intrinsic connection between our land and

) ) THE TANGIBLE, CONSISTENT EXPERIENCE AND
water, along with the plants, animals and VALUE YOU DELIVER

people they sustain.



TRUST & CREDIBILITY
EMOTIONAL CONNECTION
DIFFERENTIATION
UNIVERSAL APPEAL

RECOGNITION &

UNDERSTANDING OF
MISSION/VISION/VALUES

DONOR CULTIVATION
& RETENTION

What do strong brands achieve?



Designing Trust for an Evolving Brand



An Evolving Organization

1990 2012
® &

® 9
2001 2024


















Beyond
Branding

The new brand quickly communicated that change
was underway, created immediate trust in the new
leadership, reinvigorated giving and meaningful
support, building confidence for new growth.

IMPROVED CREDIBILITY &
REPUTATION

INCREASED DONOR
RECOGNITION, TRUST & RETENTION

BROADENED REACH & APPEAL

And this was just the
beginning...



Branding + Communications



Advancement

Tim Plant | Founder + CEO, Pachira Strategies



Countering National Trends

October 16, 2025

“But here’s what’s bizarre about the nonprofit
sector: It's the only field where being unknown is
acceptable. Startup businesses are told to spend up to
30 percent of revenue on marketing. ... Politicians hire
communications teams before they’ve even
confirmed their policy platform. But suggest that a
nonprofit invest in brand development and suddenly
you’re accused of stealing from shelter puppies.

The result is a sectoral divide in which for-profits don’t
think twice about launching fancy branding campaigns
while nonprofits are expected to survive on Canva
templates and guilt. Nearly 40 percent of nonprofits
have no advertising budget at all, and those that do
spend a median of just 0.12 percent of their total
expenses on advertising.”



JANUARY 2025

Advancement &

Fundraising

Analysis

Where SVC stood at the start of the
engagement — the baseline Pachira

Strategies was brought in to address.

Leadership transitions disrupted fundraising momentum and consistency,
which weakened long-term donor relationships.

84% of donations fell below the $500 major donor threshold — small gifts
dominating the mix.

No multi-year pledges committed, limiting revenue predictability.

Acquisition and renewal rates declining despite a loyal long-term donor
base.

Early sign of potential: a seven-figure donation in 2023 showed major
donors respond to vision.



Unrestricted Giving
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Finding Our Donors



Advancement Planning Opportunity

Grant Funding Secured

SVC secured dedicated grant
funding to develop a multi-
year advancement plan and
financial forecasting model.
Infrastructure funding is
possible — but limited.

Full Leadership Buy-In

Board and staff leadership
committed to all planning
phases: interviews, data
analysis, and day-long planning
sessions.

Active Committee

The advancement committee
actively participated in plan
review stages — the planis a
standing agenda item every
month.




Key Objectives of the Three-Year Plan

Major Donor Program

Establish gifts of $10,000+ that create
transformational impact for conservation work.

Planned Giving Outreach

Build long-term sustainability through estate
gifts and other legacy contributions.

Staff Resourcing Plan

Enhance the Executive Director's capacity to
focus on major donor cultivation and
solicitation.

Institutional Giving

Support specific projects, events, and high-
visibility activities through meaningful
institutional partnerships.

Investment Gift Opportunities

Identify gifts that accelerate growth without
impacting annual fundraising goals.



Our Upwards Trajectory
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Countering National Trends

$592.5B

TOTAL CHARITABLE GIVING IN 2024
Record high — but the story is more complicated.

4.5%

DROP IN GIVERS IN 2024 ALONE
5 consecutive years of decline in donor count.

20M

GIVING HOUSEHOLDS LOST SINCE 2000

The headline numbers for philanthropy can seem healthy — total charitable giving
reached a new record in 2024.

However, that figure masks a dangerous concentration in who is giving. For five
consecutive years, the total number of Americans giving to charity has declined —
dropping 4.5% in 2024 alone.

Two-thirds of American households donated to charity in 2000. That number has
fallen to about half — a loss of roughly 20 million giving households.

These missing donors aren't billionaires. If the very wealthy are still giving — even
giving more — their dollars are replacing the contributions of teachers, nurses,
small-business owners, and retirees: the grassroots base.



Fall 2025 Digital Ad Campaign

Objective:

Generate new subscriptions to the
Conservancy’s monthly e-blast to
generate awareness of the
organization's work and eventually
expand its base of donors.

Ad strategy:

Reach residents of the Conservancy’s
service area and those with interest in
the Valley from other relevant markets
with compelling ad content that
succinctly conveys what the
organization does and drives them to
sign up with an easy call to action.






Static Ad A (Working Lands):
Leads: 800

Cost per Lead: $4.66
Lead Rate: 0.71%

Static Ad B (Skyline):
Leads: 126

Cost per Lead: $6.13
Lead Rate: 0.58%

Insights &
Observations

The Working Lands ad outperformed the Skyline

ad by a large margin, driving 86% of all
subscribers at the lowest CPL showing farmland
and headwaters imagery and messaging
resonates most with the Conservancy’s audience.




Fall 2025 Digital Ad Campaign

Purpose

Grow the Conservancy’s monthly e-blast list to expand
future donor pool.

Audience

The Conservancy’s 11-county region +
target metro areas of Richmond
and Washington, D.C.

Total New Subscribers

Cost per Lead

Welcome Email Open Rate

Welcome Email Click Rate

Insights &
Observations

*  The campaign delivered efficient list growth
with 928 new subscribers at a strong $4.84
CPL, well within benchmarks for nonprofit lead
generation.

*  Welcome email engagement was excellent,
with a 58.6% open rate and 10.9% click rate
indicating the new audience is genuinely
interested, not low-quality or accidental leads.

*  Early behavior signals are promising; new
subscribers clicked through to events,
newsroom posts, conservation strategy, and
even the donate page, indicating strong
curiosity about the Conservancy’s work.

*  The combined performance suggests the
audience responding to these ads is a high-
match future donor pool, as they show
immediate interest in learning more about the
Conservancy.



Insights &
Observations

Washington DC Metro

SVC Service Area New Subscribers DC Metro emerged as a promising long-term
growth and donor-acquisition market,
generating a large volume of subscribers at a

Cost per Lead CPL comparable to the Conservancy's home
region. This suggests a significant pool of
people outside the Valley who still feel
connected to its landscapes and are receptive
to conservation messaging.

New Subscribers

Cost per Lead

Richmond generated fewer leads at a higher
CPL but still proved valuable for expanded
awareness, confirming that outreach outside
the service area can attract new audiences
even if at more cost.

Richmond Metro

New Subscribers

Cost per Lead




Changes Since the Rebranding & Strategy

2X

AVERAGE GIFT SIZE
VS. prior 3-year average

Average gift size doubled
over the prior three-year

average after implementing
the advancement strategy.

Secured funding to support ongoing plan
implementation.

Accelerated hiring of a part-time fundraising
& communications associate.

Shifting toward programmatic and general
operating support — away from position-
specific proposals.

Gifts under S500 have remained stable.



Advancement

Discussion



Finance

Rob Mason | Managing Partner, R. Mason & Company



FINANCIAL DISCIPLINES & STRATEGY

Building the Financial
Foundation for Bold
Conservation

Rob Mason
Managing Partner, R. Mason & Company



O1 GENESIS OF ENGAGEMENT

How R. Mason & Company and SVC Connected

The Connection

Brought together through shared networks
committed to conservation excellence, R.
Mason & Company recognized SVC's ambitious
vision — and the opportunity to build a financial

framework worthy of that ambition.

The Mission Alignment

SVC's mission — to protect the most important
and vulnerable landscapes — demanded financial
clarity that matched its conservation aspirations.

A strong foundation was essential.




02 THE FINANCIAL FOUNDATION

Why Financial Discipline Is Everything

Garbage In,
Garbage Out

Inaccurate, untimely, unorganized
data produces unreliable forecasts.
Every strategic decision
downstream depends on the
integrity of the numbers at the

source.

Discipline

Discipline Enables
Confidence

When the financials are accurate,
timely and well organized,
assumption bands narrow
dramatically — giving leadership

the clarity to act decisively.

— Confidence — Boldness — Impact

Confidence Enables
Boldness

Boards and stakeholders don't
fund uncertainty. Financial
precision is what transforms "we

think we can" into "we know we



O3 RESTRICTED FUND ACCOUNTING
Navigating Complexity to Enable Clarity

@ Unrestricted Funds

Flexible resources for general operations and strategic

priorities

Board-Desighated Funds

Internally earmarked for specific initiatives — self-imposed

discipline

@ Restricted Funds

Donor-imposed constraints requiring precise tracking and

compliance

Broad vs. Narrow Assumptions
Precision in categorization drives model reliability



04 THE POWER OF SYNERGY

Results Greater Than the Sum of the Partners

Financial Branding &
Disciplines Marketing

Fundraising
Strategy

Accurate, timely organized data _ _ _
_ A compelling story that resonates Targeted campaigns built on

leads to precise forecasts, _ o _
with donors and stakeholders credibility and clarity

and narrow assumption bands

The Feed-Forward Effect

When financial clarity informs the brand story, and the brand story empowers

fundraising, each discipline amplifies the others. Confidence builds on confidence.



O5 STRATEGIC CONFIDENCE & BOLD EXECUTION

When all three disciplines operate at an elite level,
boldness isn't risky — it's responsible.

Strategic Land Acquisitions Multi-Year Campaign Planning

Confidently pursue high-value conservation targets

_ _ _ ) Launch ambitious fundraising campaigns backed by
knowing the financials will support the

) models that demonstrate long-term sustainability.
commitment.

Stewardship at Scale Build Multi-Generational Impact

Fund endowed stewardship programs with the Execute milestones that protect landscapes for

precision donors require and the impact generations — because the foundation made it

communities deserve. possible.




FINANCIAL DISCIPLINES & STRATEGY

Discussion

"Impact is possible through a strong foundation."

Rob Mason
Managing Partner, R. Mason & Company



Conclusion

Peter Hujik | Executive Director, Shenandoah Valley Conservancy
Katie Wallace | Founder + CEO, Wallace 360

Tim Plant | Founder + CEO, Pachira Strategies

Rob Mason | Managing Partner, R. Mason & Company



Discussion



Thank You
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