
Most nonprofits, sooner or later, are confronted with the question:  “At what point do we 
undertake a major expansion plan, be it a capital campaign, a new initiative/program, or 
a sustainability campaign?”  Here is a list of indicators that taken together, suggest that 
the time is right: !!

1. The organization has a hard won and loyal group of supporters.  This group does 
not have to be large, just continuously present and devoted to the organization 
and its mission.  !!

2. There is a need for the organization to expand its offerings to the community/
constituency.  The community/constituency is asking for “more” and there is an 
obvious “hole” that can be filled through expanded capacity and services. !!

3. The organization has a track record of successfully executing on its stated 
mission.  The track record doesn’t have to be long, just long enough to evidence 
its ability to perform. !!

4. The organization has demonstrated financial responsibility.  It doesn’t matter 
what the numbers are, large or small, just that they reflect an ability to balance 
obligations (program, overhead) with resources. As well, the financial 
infrastructure has “best practices” in place to steward new gifts and expanded 
programming. !!

5. The staff is of a size and experience to handle a complex/expanded undertaking 
without negatively impacting the ability to execute on the services already in 
place.!!

6. The organization has a loyal, hardworking, and enthusiastic board of directors 
each of whom is willing to serve as evangelicals for the expansion plan. !!

7. The organization has buy-in from constituents (grantees, donors, government 
agencies) demonstrating that “successful execution” to date is not just in the 
minds of staff but has been confirmed by others.  The volume of endorsements 
need not be large, just heartfelt. !!

8. The organization is willing to experiment with new or amended structures and 
processes when necessary. There exists a willingness to reform and reshape as 
circumstance requires.  !!

9. The organization can make the case for use of funds contributed over an 
extended period of time. The case for support must tie continuing sources of 
funds to all uses of new funds.  The case (or study) must be made clearly, be 
evidence-based, and presented with due regard to good marketing principles (not 
ornate but not back of the envelope either).   !!



In addition to the indicators listed above, there are two questions that should be 
answered before any major expansion campaign is undertaken.  !!

1. Is there one person who is irreplaceable in the organization, without whom the 
mission would not be served?  (If so, building infrastructure may be the right 
approach - not expansion). !!

2. Is there any other organization, either complementary or competitive, serving the 
community in the same or similar capacity?  (If so, a campaign for additional 
support may not be the best course of action.  Rather, a discussion of merger 
may be in order.  Many nonprofits duplicate each other’s good works and it is 
often the case that opportunities for deeper impact through merger exceed 
opportunities for deeper impact through expansion).  !!
Merger can be a tough call for some organizations as it contemplates that there 
may ultimately be one executive director where there are now two, amongst 
other potential redundancies.  If the case for expansion is robust, this is not an 
issue.  But there are cases when merger allows for expanded services, greater 
impact, and a larger aggregate budget savings for services rendered.  If merger 
and not expansion is called for, then organizational ego and self-interest will 
need to be subordinated to the best interest of the community/constituency.!!!
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