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Welcome!

Sonya Violette, Major Gifts Officer Kristiana Gingras, Donor Relations Manager
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Who we Are



Agenda
1. The Why Behind the Drive

2. Fueling the Campaign

3. Adapting for Your Center
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Part 1
The Why 
Behind the Drive
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The Why Behind the Drive-

What is Drive to Ride

Drive to Ride is our annual 
online fundraising campaign 
that brings the community 

together to raise critical funds 
for client financial aid, horse 

care, and priority programs at 
The Shea Center. 
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The Why Behind the Drive-

How it Works
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Volunteers

Clients

Staff

1. Post their Shea stories on the 

Drive to Ride website.

2. Share with friends, families, 

and social media.

3. Help raise money for the 

campaign!



The Why Behind the Drive-

Where we Started
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2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

 Annual DTR Income $13,199 $16,687 $61,052 $81,777 $99,857 $119,549 $121,937 $145,666 $166,715 $176,892 $195,979 $268,974 $285,325 $287,748 $345,053 $364,860 $354,314

 Accumulated DTR Income $13,199 $29,886 $90,938 $172,715 $272,572 $392,121 $514,058 $659,724 $826,439 $1,003,3 $1,199,3 $1,468,2 $1,753,6 $2,041,3 $2,386,4 $2,751,2 $3,105,5
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The Why Behind the Drive-

First 10 years (2010-2019) raised $1,003,331

Last 7 years (2020-2026) raised $2,102,253

Total Accumulated Income 

(2010-2026): $3,105,584.00

Drive to Ride History
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The Why Behind the Drive-

The Power of Storytelling
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The Why Behind the Drive-

What Makes a Story Work?

1. From the Heart

2. Personal Experience

3. Impact & Results
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100-150 stories per year



Part 2
Fueling the 
Campaign
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Fueling the Campaign-

Wheel of Success
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Clients – Staff- Volunteers - Donors
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Each component works 
together to form a 
successful campaign.



Fueling the Campaign-

Creating a Timeline
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2. Launch
January

1. Build
October – December

4. Close
March

3. Execute
February



Fueling the Campaign-

Lead Gifts

Who to Solicit?

Board of DirectorsPeers Volunteers

Community Client Parents
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Fueling the Campaign-

Lead Gifts

1. Share the need

2. Include them in the plan

3. Encourage peer to peer asks

4. Recognize them!!

**A note from a client goes a long way!

How to Ask?
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Fueling the Campaign-

Engaging Donors

Donor Information:
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Returning Donors

Goals: Repeat and Increased Giving,
Major Gifts Pipeline 

Trends:

• Volunteers and client families

• Expanded Shea knowledge

• Heard it before

• Pre-campaign stewardship is key

• Interested in prior results

New Donors

Goals: Expand beyond Campaign

Trends:

• Friends and family OF

• Minimal Shea knowledge

• Need basic campaign info

• Follow up is key

• Interested in particular story

• 500-700 donors per DTR campaign
• About 50% new donors each year



Fueling the Campaign-

Website
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Features:

• Support/Read a Story

• Tell Your Shea Story

• Make a Donation

     (general & stories)

• Fundraising Progress

• Social Media Links

• How to Information

Scan QR Code to View Website

https://online.sheacenter.org/dtr/s/


Fueling the Campaign-

Emails & Videos
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How to get the Info out?

Scan QR Code to Watch Video



Fueling the Campaign-

Incentives

Drive to Ride Pin Drive to Ride Socks Kick-Off Week Raffles
Free pin to everyone 

throughout the month
Incentive to write Drive to 

Ride story before February 1st 
One volunteer and one client 

winner every lesson 
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Fueling the Campaign-

Drive to Ride Hoodie Clients & Volunteers Staff Winners
Incentive to raise $1,000 

on your Drive to Ride story
Prizes for most money 
raised and most donors

Prizes for most money raised 
and most stories inspired
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Incentives



Fueling the Campaign-

Social Media
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Fueling the Campaign-

YouTube Ad

Metrics and Results:

• Spend: $2,498.70

• Impressions: 1,642,348

• Views: 94,396

• Website Visits: 26,584

22-KGScan QR Code to Watch Video



Fueling the Campaign-

Merch Table

Benefits:

• $10,000+ in donations

• Highlight client work

• Presence on patio

• Clear out old merch

• Raffles, Business Cards, 

How to Sheets, etc.
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Fueling the Campaign-

Matching Gifts

Have the Power to:

• Leverage lead gifts

• Engage board members

• Garner excitement

• End campaign strong

24-SVScan QR Code to Watch Video



Part 3
Adapting for 
your Center
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How to gettartedAdapting for Your Center-

Building your Campaign

How to Get Started:

• Decide what campaign supports

• Get team/board approval

• Figure out your goal

• Determine the right time frame

• Find a website

• Create collateral
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Who are your right people?

• Loves the mission

• Is not afraid to ask for support

• Board member with influence

• Development staff is key

• Goal driven and positive

Adapting for Your Center-

Staffing
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How to gettartedAdapting for Your Center-

Important Roles:

• Staff Lead

• Logistics Lead

• Board Lead

• Volunteer Lead

• Program Champion
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Staffing



That’s a Wrap on Drive to Ride! 
Any Questions?
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Thank you!
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Want this slideshow emailed to you? 

Please add your name to the list!
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