
Development 
communications 

Colleen Shaddox 

Quicksilver Communication 



Three overlapping targets 
 

 

• Legislators and voters 

• Individual donors 

• Corporations and foundations 



Legislators and voters 
• Legislators work for the public. So broad outreach – 

usually through the press – can influence them. 

 

 

 

 



Legislators and voters 
• The EVERYBODY strategy 

 

• Show that your work benefits all members of the 

public – not just the kids you defend. 

 



The EVERYBODY 
strategy 

 

• Encouraging high school graduation 

 

 

• Preventing crime 

 



The EVERYBODY 
strategy 

• High school graduation 

 

 

The deeper a youth goes into the juvenile justice 

system, the less chance there is that s/he will 

graduate.  

  

Any educational advocacy you do for your clients is 

extremely important and needs to be highlighted. 

 



The EVERYBODY 
strategy 

• Preventing youth crime 

 

• We know that the punitive deep end of the system is 
associated with more recidivism. 

 

• Getting kids access to the right rehabilitative services is 
good for public safety. 

 

• There’s good research showing that kids who experience 
procedural fairness gain respect for the law.* 

 
*Carol A. Schubert et al., “Perceptions of Institutional Experience and Community 
Outcomes for Serious Adolescent Offenders,” Criminal Justice and Behavior 39, no. 1 
(2012): 71-93. 

 



Legislators and voters 
• Help legislators feel a connection to your clients. 

Some might want to visit the legislature or testify. Or 

you might give out awards to supportive legislators, 

and ask clients to present them. 

 

 



Individual donors 
• Most donors direct the majority of their charitable 

giving to their favorite non-profit. 

 

• How do you get to be their number-one?* 

 

oFeeling of connection 

oBelief in your cause 
 

* http://www.networkforgood.com/nonprofitblog/what-motivates-donors-two-

new-studies-say/  
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Feeling Connection 
 



Feeling connection 
• Don’t just get in touch when you need money. 

 

• There should be some kind of thoughtful update at 

least quarterly – electronic is fine.  

 

• You can engage far more often on social media. 

 

• “You” is the pronoun of choice. “You helped make 

Lucille’s story possible with your support.” 

 

 

 



Belief in your cause 
• Don’t take anything for granted. Tell them WHY it 

matters that every kid get great representation. 

• Use stories to illustrate this. And tell them like stories – 

not briefs.  

• Remember: Lots of organizations help 

disadvantaged kids. What differentiates you 

 

• “CITY has many fine organizations devoted to 

helping kids like Brian, but he cannot benefit from 

any of them if he is locked in detention.” 

 



Belief in your cause 
• Be the solution; fight resignation  

 

• Don’t just tell donors that kids are getting 

railroaded.  

 

• Show them how your work leads to better 

outcomes. 

 



Corporations and 
foundations 

• They don’t give – they invest. 

 

• They want to see specific, measurable outcomes. 

 

• Use the EVERYBODY strategy to expand the range 

of foundations you can apply to: civil rights, 

education, community development, and so on. 



Last thought: 
ASK! 

• Don’t be afraid to ask for money. 

 

• It’s true that the main focus of most mailings won’t 

be fundraising – but it’s still fine to put in a short ask 

for support in everything you send.  

 

• And every non-profit needs to do an annual appeal 

where the central business is asking for money. 

 


