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GOAL
Sustain a thriving Wild Center 
by growing awareness of our 
work, driving visitation, and 
generating earned and 
unearned income through 
strategic targeted 
development, membership 
and marketing.



STRATEGY 1
Use designed-for-purpose targeted 
communications and marketing to expand, 
diversify and solidify TWC’s supporting 
constituent groups: visitors, members, 
donors, volunteers and board members.



Objective 1: Broaden awareness of TWC and its mission and 
increase on-site attendance to 102,000 visitors by reaching 
desired audiences through targeted Marketing and 
Communications tactics.

● Tactic 1: Use Traditional Marketing tactics to promote new and 
repeat visitation
RESULT

● Tactic 2: Utilize Digital Marketing to reach specific groups of 
people with customized messaging
RESULT

● Tactic 3: Continue to build travel trade business and cement 
ties with I LOVE NY
RESULT

Objective 2: Enhance public perception of and community 
engagement with The Wild Center's current work through public 
relations and other strategic communications.

● Tactic 1: Work with public relations partners to gain 
placements in strategic publications

● Tactic 2: Enhance image and brand awareness through 
promotion of noteworthy programs, projects and strategic 
partnerships.

Objective 1 Results
● 2024 Attendance: 108,711

○  2024 Goal: 102,000
○ Attendance +11% Y-o-Y
○ Revenue +3% Y-o-Y

● 1.2 mil Pageviews - +7.8% Y-o-Y
● Total Social Media Advertising:

○ 13.2 mil impressions
○ 228,650 link clicks

● Launched “This is Wild” Campaigns for custom audiences
● Group Travel Revenue up 35%
● Branded Raquette River Roll
● USA Today 10Best Award

Objective 2 Results
● 185 articles - 476.36 mil impressions
● RRR Media Kits
● 10 Hosted FAM Trips



STRATEGY 2
Identify, cultivate, solicit and steward 
a broad base of supporters to 
increase fundraising revenue for 
operating, special projects, capital 
needs and endowment.



Objective 1: Clearly communicate TWC's financial needs in 
terms of their mission driven-outcomes.

● Tactic 1: Manage a philanthropic messaging framework 
that enables a consistent, disciplined approach to 
conveying strategically important messages through a 
range of channels and vehicles.

Objective 2: Transition visitors into members and promote a 
year-long experience with an expectation of visiting 
regularly and supporting a mission and organization they 
care about.

● Tactic 1: Membership Program - in 2024 generate $325,000 
in Membership revenue, a 5% increase over 2023 actual

● Tactic 2: Business Partnership - engage and retain over 25 
Business Partners with quarterly workshops

Objective 3: Utilize relationship fundraising approach and 
segmented development appeals to broaden contributed 
income from individuals.

● Tactic 1: Annual Fund Appeal - a series of personalized 
appeals to raise $2,005,300 in general operating support

● Tactic 2: Major Gift Program & Take Five: plan special 
moves management for list of individuals to raise major 
gift support for annual and specific gifts

● Tactic 3: Linda Vaughan Society - encourage planned giving 
with annual event on July 30, 2024 and with LVS feature in 
Otter newsletter

Objective 1: RESULTS
● DM&M worked together on messaging for all our 

initiatives. 

Objective 2: RESULTS
● Met and surpassed 2024 goal. Raised $350,810 in 

membership revenue - a 14% increase over 2023.
● Business Partnership - renewed 9 partners and 

welcomed 9 new partners totaling 18 in 2024 vs. 26 
in 2023.

○  Partnership Dues Comparison (2023-2024)
● 2024 Partnership Dues: $8,200
● 2023 Partnership Dues: $7,320

Objective 3: RESULTS
● Met and surpassed 2024 goal. Raised $2,013,060, a 

5.6% increase over 2023.
● Met with over 75 donors throughout the year
● Hosted the annual Linda Vaughan Society Luncheon 

with 20 attendees, including one new LVS member.



Objective 4: Demonstrate role of TWC as an anchor 
attraction in the local economy by developing, nurturing 
and maintaining good relationships with the business 
community.

● Tactic 1: Grow The Forest Business Partnership Program
● Tactic 2: Eclipse Kick Off Event:
● Tactic 3: Relaunch sponsorships, small business and 

corporate giving initiatives
● Tactic 4: Update Economic Impact Study

Objective 5: Support the Committee on Trustees in the 
identification and stewardship of Board Prospects.

● Tactic 1: Maintain Board Prospect List
● Tactic 2: Coordinate COT board prospect research 

between Development Committee/Team
● Tactic 3: Utilize Take Five stewardship to get to identify 

possible board prospects
● Tactic 4: Board specific event - Trustee Takeover Family 

Night- August 8, 2024

Objective 6: Increase support for operations and special 
projects through foundation and government grants.

● Tactic 1: Research and apply for unrestricted support 
grants (total above under Annual Fund)

● Tactic 2: Research and apply for Restricted support grants
● Tactic 3: Research and apply for Capital Support Grants
● Tactic 4: Manage successful application awards; track 

reports and other deadlines

Objective 4: Results
Sponsorship highlights in 2024: 

● Increase in Wild Lights sponsorship with two new sponsors joining alongside the 9 
returning sponsors from 2023.

○  $3,000 increase in Wild Lights sponsorship revenue from 2023.
○ One returning sponsor upgraded from the Incandescent $500 level in 2023 to 

the Illumination $1,000 level in 2024.
● Increased participation from Business Partners in exciting sponsorship opportunities. 

Notably, three Business Partners joined as sponsors for the TEDxTupper Lake.
Objective 5: Results

● The Committee of Trustees identified 1 new Advisory Board member to begin in 2025. 
● Seven new board prospects were added to the prospect list, one who came from a 

Take 5 volunteer
Objective 6: Results

● 41 grant applications were submitted 
● 24 applications were awarded totaling $3,797,684
● Award decisions are pending for

○ A $1,000,000 capital funding request for the Net-Zero Convening Center, 
submitted to Senators Schumer and Gillibrand as part of FY2025 
Congressionally Directed Spending

○ A $250,000 request to AmeriCorps for the living allowance for 10 Members in 
2025-2026 

● 7 grants totaling $107,987 were awarded through partnerships with Phipps 
Conservancy, Paul Smith’s, Gulf of Maine Research Institute, Adirondack Climate 
Outreach and Resilience Network (ACORN), the University of Utah and the High Desert 
Museum. 



Objective 7: Plan and implement the quiet phase of a major 
comprehensive Capital Campaign. Hold for Board decision.

● Tactic 1: Utilize the feasibility study, convening center 
business plan and other data to develop a campaign plan

● Tactic 2: Determine priority projects to be included in 
campaign

● Tactic 3: Recruit a campaign committee to assist the 
co-chairs leading the campaign

● Tactic 4: Research 100+ identified top campaign prospects 
for cultivation.

Objective 8: Increase Earned Revenue through events and 
other activities designed to build relationships with 
constituents.

● Tactic 1: Eclipse Programming and Special Friendraising - 
Collaborate with community partners to plan and 
implement a 3-day Eclipse event at The Wild Center and a 
special community fundraiser to celebrate the Total 
Eclipse in Tupper Lake.

● Tactic 2: Expand External Rentals and raise $60,000 in 
external event revenue.

Objective 7: Results
● The Board of Trustees voted to move forward with a 

Capital Campaign
● Board Co-Chairs and a campaign cabinet have been 

established. Their first kick-off meeting will be on 
January 30th, prior to the January board meeting. 

● 39 Executive Summaries completed

Objective 8: Results
● Successfully executed and supported a 3-day 

celebration of the Eclipse, through marketing and 
sponsorship efforts. 

● Partnered with seven local organizations with a Total 
Eclipse Kick-off Event and Auction. 

○ TWC raised about $14,100 at the kick-off event.
● EXTERNAL RENTALS 

○ Generated $49,473 in revenue
○ Hosted a total of 25 Events including partnered 

events, external rentals, and donated spaces.
○ Successfully hosted annual and recurring 

events such as The Food Justice Summit and 
Adirondack Explorer’s panel discussions.

○ Further supported community engagement by 
donating our space for Adirondack Authors 
Night, Adirondack North Country Association 
Meetings and the Tupper Arts Board Meeting.



STRATEGY 3
Strengthen community support, provide 
an auxiliary workforce and cultivate new 
relationships by recruiting, training and 
retaining a diverse cohort of active 
volunteers, including board members.



Objective 1: Grow the Volunteer Program. Engage and 
retain 175 active volunteers, and implement a new teen 
volunteer program.

● Tactic 1: Collaborate with Rochester University Masters 
Program Students to digitally enhance the volunteer 
program. - Final handoff by the end of May 2024.

● Tactic 2: Use new digital presence to help recruit for a 
new teen volunteer program - Online promotion on the 
website and signage around museum inside and out 
with QR codes to scan and pull up applications.

● Tactic 3: Manage and update volunteer web pages 
regularly - Update as needed when additional 
opportunities and volunteer news arises.

● Tactic 4: Plan and host a Volunteer thank you event. - 
Thank you event on July 11, 2024

● Tactic 5: Work interdepartmentally to identify and post 
volunteer work opportunities

Objective 2: Encourage more Trustees and Advisory Board 
members to expand their volunteer activities to work with 
programming and relationship building.

● Tactic 1: Development Committee - Maintain 
face-to-face interactions with our closest supporters at 
development events, such as Patron Circle Cocktail 
party on August 15, 2024.

● Tactic 2: Take Five - Identify and refresh Take 5 lists and 
encourage more Board volunteers to participate.

     Objective 1: Results 
● 5 U of R students successfully updated our volunteer website, signage, 

digital content for the website  and handed off to us in May 2024.
● We received 111 new applications (15 teens from our local HS). 96 

actively volunteered during the summer, 15 of these being year round 
volunteers who continue to volunteer this winter along with our long 
time year round volunteers.

● Volunteer Recognition Brunch was held on July 11, 2024 where we 
recognized all 5, 10, 15 and 20+year  volunteers that were missed 
during Covid.

● A new request will go out to department heads by 4/30/2025 for a list of 
volunteer opportunities for the coming season.

● Objective met and surpassed to increase our active volunteer list. Our 
total Active volunteer list is at 242 this includes Trustees, Advisory 
Board and Emeritus..

● In 2024 our volunteers did a total of 3,740.50 hours for a wage value of 
$125,269.35.    

                  Objective 2: Results
● Development Committee Board and Advisory Board members attended 

summer events, such as the Patron Circle Cocktail Reception and the 
NYC Climate Week reception to steward and cultivate new and existing 
relationships. 

● Through the Take 5 initiative, 16 Board and Advisory Board members 
actively participated, raising $143,459.00

● NEW: Take 1 “Holiday Card Program” - Four non Take Five participating 
Board Members participated in reaching out to six prospects with this 
program. 



CREDITS: This presentation template was created by 
Slidesgo, and includes icons by Flaticon, and 

infographics & images by Freepik 

Thanks!

https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

