
 

 

 

 

 

 

 

 

Operating Plan 
2024 

24 October 2023 



2024 Operating Plan  1 
 
 

Executive Summary  
 

 

For several years now I have been meeting one-on-one with every new employee of our organization. During those 

meetings, we typically share a bit of information about our backgrounds, interests, and family.  

 

I also make a short speech.  

 

The speech is intended to give new teammates a sense of how our Academy’s high-minded core values - integrity 

first, service before self, and excellence in all we do - are lived out in more practical ways in our organization. 

Because we are not the Academy exactly, and we have a unique purpose in support of the institution, it makes 

sense that our “daily living” of these values should be our own. 

 

My speech includes exhortations to respect each of our unique contributions, share bad news quickly, and that 

there is no effective substitute for hard work. These ideas have been useful in shaping our shared commitments as 

one organization. But the truth is, we can do better than my simple speech – we can chart and take hold of the 

kind of Association and Foundation we aim to be. 

 

The year to come will have a lot to do with shaping this culture together. We will be joined (finally) under a single 

employer model beginning January 1st, and we will begin construction on our new office building soon after. As we 

do so, together we will undertake an effort to codify our “daily-lived” values which serve our unique mission, in 

support of the Academy and its overarching core values. 

 

Meanwhile, the year will be full of important “must do’s.” 

 

Our business starts and ends with relationships. These relationships are powered by a sense of purposeful and 

satisfying engagement. Our core opportunities remain reunions, legacy programming, and chapter and affinity 

group support. We must get these right and extend their reach to graduates under the age of 40 if we are to 

remain relevant (and solvent) in the decades to come. Now is the time to focus on our most important 

programming, and to make it excellent in every respect.  

  

The Campaign stretches into its final year in 2024. During this time, we will need to raise significant philanthropic 

investment - at least $35 million - but more importantly, expand our donor participation and with it our sources of 

unrestricted support. Several key projects also remain under-funded, including the Falcon Stadium Renovation 

project, the Tuskegee Airmen Memorial, and the Institute for Future Conflict. 

  

Amidst our high pace of ongoing professional communication with our constituents, we will complete a rebrand 

effort and launch a unified, simplified, and easy to maintain website. We will also produce new audio and video 

series and deepen our investment in social media strategies to reach a broader audience. 

  

Revenue. Whether we knew it or not, we are a business. Despite our strong linkage to the Air Force, we receive no 

annual support from Uncle Sam - everything we do is supported annually by donors, sponsors, customers, and 

members. Without revenue, we don’t pay our employees, we don’t pay our operating expenses and we shut our 
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doors. We fail to achieve our mission. In light of this, we must remain mindful that revenue drives our ability to 

achieve anything we intend to do for the Academy.  

  

As we begin construction on Wecker Hall, our new administration building, we will begin to imagine all that we can 

accomplish on our 24-acre campus, including a renovated Doolittle Hall and an expanded Heritage Trail. We will 

also mark significant progress on several capital projects serving the Academy, including the Falcon Stadium 

Renovation, Madera Cyber Innovation Center, the Tuskegee Airmen Memorial, and the Space Education Center.  

  

Finally, we have an un-dischargeable duty to every donor and member to carefully accept, use, and invest every 

contribution. We call this task stewardship, and each of us has a role in it. Good stewardship means treating those 

resources (contributed time, talent, experience, and dollars) entrusted to us with the utmost care, as though they 

belong to a member of our family or one of our closest friends. And good stewardship demands timely and 

accurate impact reporting on a regular basis. We will continue to focus on and improve in this responsibility – 

perhaps our most important of all.  

 

I’ll keep giving my speech for now, and I look forward to the many good things we will do for our Academy and our 

graduate community, together, in the year to come. 

 

Happy New Year, 
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VISION 
 

To be an Association and Foundation of influence and impact, 
supporting the Academy's enduring mission of developing 

leaders of character for the nation, and providing a lifetime of 
service to the Long Blue Line. 

 
 

 
MISSION 

 
Together, we support the Academy, serve our graduates, and 

preserve the heritage of the institution. 
 
 
 
 
 

STRATEGIC PLAN 2023-2028 
 

https://www.usafa.org/JointStrategicPlan 
 
 

  

https://www.usafa.org/JointStrategicPlan
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Organizational Goals and Actions – 2024 
 

Engagement – Cultivate lifelong relationships and provide valued service to the 
Academy and our graduates 
  

I. Continue Membership for All Graduates initiative with goal of 95% graduate membership for the Class of 
2028 and classes that follow and increase membership throughout the graduate community by 5% in 
2024 with a goal of 85% membership by 2028. 

 
II. Plan and execute programs that increase pride and engagement among graduates, parents, cadets, and 

friends, prioritizing Reunion and 50th Legacy Class program experiences with newly established net 
promoter score. Host reunion planning gathering in early 2024. 

 
III. Formalize cadet engagement in coordination with Academy partners, to educate and inform our role and 

create timeline for execution. 
 
IV. Begin using engagement scoring to track progress no later than April 1st. 
 
V. Formalize First Assignment program and activate and support 6 major metro young alumni networking 

activities. 
 
VI. Grow the number of Long Blue Line Portal users to 10,000. 
 
VII. Create key engagement events including Army Game activities in NYC and AFA Conference presence. 
 
VIII. Develop Ombud’s role for career services to support 500+ graduates in career transition. 
 
IX. Execute first All Academy Awards concept with increased exposure to DG, YAEA, Mid-Career Award and 

other awards. 
 
X. Energize and expand our graduate heritage activities to celebrate our history and to inspire Academy 

supporters. Design the Distinguished Graduate Award Monument, and complete initial design of Heritage 
Trail expansion.  

   

Philanthropy – Enhance financial strength and stability to advance the Academy 
and sustain our mission 
  

I. Raise at least $35 million in new cash, pledges, and estate gift intentions with focus on Institute for Future 
Conflict, Falcon Stadium renovation, Wecker Hall, Hotel Polaris, and ongoing operations. 

 
II. Finish $300 million campaign with 7,500 grad donors in final year.   
 
III. Launch revitalized annual giving program with goal to achieve $3 million, focusing on class identity and 

connection. 
 
IV. Raise thirty-five new Polaris Society members making a commitment to the Academy through estate 

planning. 
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V. Create case materials and raise an initial endowment for AOG programs and priorities. 
 

VI. Produce earned revenue from merchandise, sponsorships, and membership dues exceeding $2.5 million. 
 
VII. Enhance volunteerism through LBL Leadership Conference with 100+ attendees; conduct six Harmon 

Dinners. 
 

Stewardship – Responsibly seek and manage gifts time, talent, treasure and 
relationships 
  

I. Achieve milestones for major capital projects including Falcon Stadium renovation, Wecker Hall, the 
Tuskegee Airmen Memorial, and the Forevermore Overlook.   

 
II. Ribbon Cutting for Madera Cyber Innovation Center and Falcon Stadium. 
 
III. Secure enhanced “Special Status” in 2024 NDAA. 
 
IV. Further coordinate and, when possible, combine fundraising efforts with Air Force Academy Athletic 

Corporation (AFAAC), and Academy Research and Development Institute (ARDI). Finalize partnership with 
Falcon Foundation (FF). 

  

Communications – Tell the story of our Academy, our Graduates and our mission 
with our words and actions  
  

I. Finalize case for endowed faculty support at various levels, to include Endowed Chairs. 
 
II. Launch enhanced audio and video features and produce first podcast season. 
 
III. Deliver new shared website and rebranding by end of 2024. 

  

Organizational Excellence – Align our values, our culture and our commitments 
as a team to drive overall effectiveness of our mission 
  

I. In support of the recruitment, development, and retention of top talent, conduct supervisor training and 
compensation survey during 2024. 

 
II. Single employer execution beginning January 1st. 
 
III. Craft operational values statements in support of vision and mission. 
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Alumni Relations and Constituent 
Support 
 
The alumni relations and constituent support team has four lines of effort aimed at connecting with constituents, 
creating awareness, growing pride, and inspiring engagement: membership and sponsorship, alumni services, 
alumni engagement, and events. Our actions in 2024 will continue to align with learnings from the 2022 graduate 
survey, ensuring relevancy and solvency. We will continue to welcome graduates into their association through 
Membership for All Graduates and apply additional focus on our young alumni efforts. We will also ensure our 
graduates, and their families, know they are supported during moments that matter. Finally, we will continually 
invest in our parent and family memberships and grow cadets’ and cadet candidates’ understanding of our 
organization, deepening our relationships with the Air Force Academy and Prep School.    
  
Membership and Sponsorship 
 
The primary functions of the membership and sponsorship department are membership, customer service, 
merchandise, and business development. The membership and sponsorship staff grow memberships for 
graduates, families, and affiliates, provide excellent service, promote Air Force Academy pride with quality 
merchandise, and welcome partners to join our mission through business development opportunities. 
  
Defining Goals:  
  
I. Continue Membership for All Graduates initiative with goal of 95% graduate membership for the Class of 2028 

and classes that follow and increase membership throughout the graduate community by 5% every year with 
a goal of 85% membership by 2028.  

 
II. Retain Family Plan membership rate at 75% or better for the Class of 2028 and classes that follow.  
 
III. Produce earned revenue from merchandise, sponsorships, and membership dues exceeding $2.5 million.  
 
IV. Create a first-class experience for all visitors upon entry into Doolittle Hall and when they call in or email.  
  
Actions:  
  
I. By Quarter 2, partner with marketing and communications to refresh and strategize targeted marketing 

efforts encouraging nonmembers to join their alumni association. Standardize practices of membership opt-in 
tied to use of any membership benefits.  

 
II. By end of January, develop surviving spouse membership and market benefits in tandem with alumni services’ 

Next of Kin program in March Checkpoints. 
 
III. To increase graduate membership and retain families, enhanced benefits will be developed to increase 

membership relevancy (i.e., Webguy support at funerals for surviving spouse members, special access for 
Legacy Parent members, education of Association and Foundation to family members, etc.).     

 
IV. Achieve $900K in merchandise revenue. Refine merchandise strategy by end of Quarter 1 to increase revenue 

leveraging multi-channel (web-based sales, pop-ups, etc.) opportunities and improved marketing efforts with 
marketing and communications partners.    



2024 Operating Plan  7 
 
 

 
V. Implement Shopify upgrade and revamp online merchandise store for improved user experience by May 1.   
 
VI. Develop and execute merchandise marketing strategy leveraging all social channels and platforms in 

partnership with marketing and communications by June 1.  
 
VII. Double True Blue Business program partners and contract a minimum of five preferred sponsors in various 

industries.  
 
VIII. Revamp business development program to include pipeline and conversion goal tracker by January 30. 
 
IX. Create standard operating procedures to provide the best-in-class customer service no later than April 1.  
  
Alumni Services 
 
The primary functions of the alumni services department are heritage, reunions, and enduring alumni programs. 
The alumni services staff support reunions, legacy class programs, next-of-kin support, awards, class ring program, 
tours, heritage preservation, and more. 
  
Defining Goals:  
  
I. Plan and execute programs that increase pride and engagement among graduates, prioritizing reunion and 

legacy class program experiences with newly established net promoter score.    
 
II. Further develop Next of Kin Program in concert with partners including: marketing and communications 

(standardizing compassionate communication), membership and sponsorship (aligning surviving spouse 
benefits), development (Legacy Planning), other Service Academy partners (best practices), and Academy 
partners (Funeral Support). Market the program formally in March Checkpoints.  

 
III. Execute first All Academy Awards concept with increased exposure to DG, YAEA, Mid-Career Award, and other 

awards.  
 
IV. Energize and expand our graduate heritage activities to celebrate our history and to inspire Academy 

supporters. 
 
V. Formalize cadet engagement in coordination with Academy partners, to educate and inform our role and 

create timeline for execution.  
   
Actions:  
  
I. Revamp reunion planning to a “two-year ahead” cycle and host reunion planning gathering in early 2024.  
 
II. By Quarter 2, increase graduate interaction and formalize the legacy class program in partnership with the 

Academy and market with the alumni community. Build Cadet Wing (cadets, AOCs, and AMT) education and 
awareness of the program, increasing and standardizing connection opportunities.  

 
III. In early 2024, establish working group to develop, execute, and maintain world class Next of Kin program.  
 
IV. Partner with events to deliver first All Academy Awards concept, increasing awareness, pride, and celebration 

of extraordinary alumni efforts beyond the Academy.  
 
 



2024 Operating Plan  8 
 
 

V. Align heritage efforts (including pedestals, plaques, pavers, etc.) in accordance with the new design of the 
Distinguished Graduate Award Monument and initial design of Heritage Trail expansion.   

 
VI. Conduct comprehensive review and revision of policies governing heritage and history by Quarter 1. Propose 

recommendations and draft policies for issues not currently addressed.  
 
VII. Complete archival activities for all artifacts currently on display/in storage by Quarter 3; plan for inclusion on 

future website.  
 
VIII. Work with marketing and communications to update current Class History pages by Quarter 3.  
 
IX. Communicate, at least quarterly, with Group Commanders to continue to develop trusting and positive 

relationships with AOCs/AMTs, seeking partnership with Commandant training and education efforts.  
   
Alumni Engagement  
 
The primary function of the alumni engagement department is to promote awareness, deepen pride, inspire 
participation, and boost engagement. The alumni engagement staff support groups including Chapters, Affinity 
Groups, Class Advisory Senators, and Young Alumni. They are responsible for promoting group engagement 
through virtual and in-person experiences.  
 
Defining Goals:  
  
I. Increase young alumni awareness of, and engagement with, our association. Support young alumni through 

various programs. 
 
II. Support graduates during career transition.   
 
III. Increase participation in Long Blue Line Portal with 2,500 new users each year and a total of 10K active users 

by the end of the year.  
 
IV. Provide tools for the alumni community that help inform, improve communication, boost transparency, and 

bring graduates together.  
 
V. Inspire participation in events and programs, and measure effectiveness. Utilize Long Blue Line events and 

virtual experiences to enhance volunteerism and community support. 
 
Actions:  
  
I. Formalize First Assignment program by February 1. Activate and support 6 major metro young alumni 

networking activities. 
 
II. In order to support career transition, develop Ombud’s role by Quarter 2 to support 500+ graduates in career 

transition.  
 
III. Successfully roll-out Long Blue Line Portal as updated tool for one-stop-shop engagement and connection.  
 
IV. By Quarter 3, partner with the Class Advisory Senate Executive Committee to update their roles, 

responsibilities, and operating plan.  
 
V. Formally establish entrepreneur affinity group by Quarter 2. 
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VI. Complete engagement scoring system by Quarter 1 that tracks graduate connection to maintain a continuous 
pulse on graduate needs. Begin scoring engagement at Firstie Departure/Young Alumni Conference 2024.  

 

VII. Grow participation to 100+ in Long Blue Line Leadership Conference by increasing Academy insight and 
informational opportunities and facilitating greater interaction with other leaders. Host four grads helping 
grads webinars in 2024.  

 
VIII. Create key engagement events surrounding the AFA Conference in September and the Army Game in 

November. 
   
Events 
 
The primary function of the events department is to deliver best-in-class events and activities that promote and 
support the mission of the Association and Foundation. The events teams partners with teammates across the 
organization to execute successful event strategy for signature events, not limited to: Awards Dinners; Honorary 
Membership Recognition; FamFest and In-processing; Next of Kin; Long Blue Line Weekend; reunions and other 
events (tailgates/suite, etc.).  
 
Defining Goals:  
  
I. Support signature events with proactive and thorough planning. 
 
II. Collaborate with and support event planning efforts for other Association and Foundation constituent groups, 

not limited to chapters, affinity groups, gift officers, sponsors, and members. 
 
III. Cultivate Association and Foundation brand awareness through events, leveraging professionally created and 

visually stimulating event registrations.  
 
Actions:  
   
I. To ensure the success of events hosted in Doolittle Hall, complete contract negotiations with key event 

partners that support Doolittle Hall events (I.e., equipment rental, food, beverage, cleaning service, 
decorations, supplies, etc.) by February 15. 

 
II. Execute ribbon cuttings for Madera Cyber Innovation Center and Falcon Stadium. 
 
III. Conduct six Harmon Dinner events and partner with alumni relations teammates to facilitate broader alumni 

experiences in those areas (I.e., Young Alumni Networking) as applicable.  
 
IV. Provide guidance and support to graduate programs and external engagement such as reunions, WebGuy, 

membership, young alumni, chapters, affinity groups, facilities (Doolittle), and technical/AV related event 
elements, including Cvent expertise and support for registration pages.   

 
V. Standardize collaborative messaging and enhance experience for In-processing/Parent’s Weekend/Graduation 

events to educate, deepen relationships, and encourage giving.  
 
VI. By April 1, complete registrations template creation in partnership with marketing and communications, 

including, but not limited to, Long Blue Line Socials, Falcon Nation, USAFA Connect, Harmon Dinners, 
Groundbreakings/Ribbon Cuttings, and Young Alumni events. Templates should enhance our organizational 
brand, be visually stimulating, and inspire action. 

 
  



2024 Operating Plan  10 
 
 

Development and Stewardship 
 
With the campaign entering the final 12 months, the development team must strategically increase overall activity, 
focusing on areas that will have the most impact on our campaign goals and priorities. We have the unique 
opportunity to leverage urgency and must do so intentionally.  
 
The major and principal gifts team must continue to press on the tempo of cultivation, proposal delivery, and 
closing. Over the lifetime of the campaign, the team has successfully raised over $275M, which has led to our 
increased campaign goal, but with one year remaining, substantial fundraising remains for key campaign priorities.  
 
The annual and class giving team must find new and creative ways to buck industry trends and increase overall and 
graduate donor counts while simultaneously driving more unrestricted revenue. Participation is a key campaign 
outcome and will be front and center in the final 12 months of the campaign.  
 
Major and Principal Gifts 
 
The primary function of the development staff is to initiate personal interaction with potential and existing 
principal, major, corporate, foundation, and planned giving donors. Every day, development staff should be in 
contact with donors (by mail, phone, email, virtually, and in-person) and strategically planning future contacts.  
The team must remain focused on activity that will lead to visits, proposals, and gifts.   
 
The final year of any campaign poses a challenge as many of the anticipated large gifts are closed. However, it also 
provides an opportunity to use the pending campaign conclusion to drive activity, particularly closing. This will put 
pressure on the team to increase overall activity and proposal delivery early in the year that could result in a gift 
prior to December 2024.  
 
Defining Goals: 

 

I. As part of the overall $35 million fundraising goal, raise $32.15 million in new cash, pledges, and estate gifts 

allocated to the following pillars:  

• $1.5 million in new cash and pledges designated for the Founding Director Fund.  

• $30.65 million in new cash and pledges designated towards Academy, AOG, and Foundation 

projects. The top priorities for funding are the Institute for Future Conflict, the Falcon Stadium 

renovation, Wecker Hall, and Hotel Polaris.   

• $1.0 million in new cash and pledges from corporate and foundation partners (included in the 

$30.65 million above). 

 

II. Add 35 or more new households to the Polaris Society. 

 

III. Deliver 175 major gift proposals for an aggregate of $75 million. This is inclusive of executive leadership 

solicitations. 

 

IV. Identify $500,000 in challenge and/or matching gifts for 1Day1USAFA.   

 

V. With the needs for specific operating activities established and fundraising goals outlined in Quarter 4 2023, 

begin fundraising for organizational priorities such as Checkpoints or Next of Kin.  
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VI. Close gifts from top prosects identified from class projects. 

 

VII. Cultivate new and existing prospects through targeted donor engagement events. 

 

Actions: 

 

I. In December 2023-January 2024, each development officer will review their existing proposal pipeline and 

build out anticipated proposal activity for 2024. Further, each officer will develop their tentative travel 

schedule for the first two quarters of the year.  

 

II. Complete 900 significant contacts with major gift prospects. Maintain personal contact with 800 major gift 

prospects with an estimated gift capacity of $50,000 or more. Focus will be on the remaining funding 

priorities. 

 

III. By the end of the year, complete both the Wecker Hall and Falcon Stadium fundraising.  

 

IV. Using the board nomination process as a guide, and in collaboration with prospect management, identify 10 

Founding Director prospects under the age of 55.  

 

V. Use key volunteers including the executive vice chairman, CEO, members of the Board, and Academy senior 

staff and faculty, to share Academy, Foundation, and campaign priorities with our graduates, parents, and 

friends.  

 

VI. Partner with marketing and communications team to produce appropriate collateral materials needed to 

showcase campaign fundraising priorities and initiatives. Emphasis on the Institute for Future Conflict and 

Falcon Stadium in 2024. 

 

VII. Partner with marketing and communications team to produce case for endowed faculty support at various 

levels, to include endowed chairs. 

 

VIII. Further coordinate and, when possible, combine fundraising efforts with Air Force Academy Athletic 

Corporation (AFAAC), and Academy Research and Development Institute (ARDI). Finalize partnership with 

Falcon Foundation (FF). 

 

IX. Partner with the class giving and prospect management teams to identify and eventually close gifts from 3-5 

top prospects for each class project. 

 

X. Partner with donor relations, events, and marketing and communications teams to plan and execute targeted 

donor engagement events quarterly that identify and cultivate new and existing prospects as well as help 

close campaign gifts. This includes six Harmon Dinners. 
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Annual and Class Giving 

 

The primary role of the annual and class giving team is to build a strong donor pipeline in order to increase donor 

engagement and donor growth, as well as to provide critical annual support for the Foundation and key Academy 

initiatives.  

 

Defining Goals: 
 

I. As part of the overall $35 million fundraising goal, raise $4.6 million in gifts and commitments allocated to the 

following strategic pillars. 

• $3 million in new gifts and commitments to the Air Force Academy Fund.  

• $2.2 million in received gifts to the Air Force Academy Fund. 

• $1.6 million in new gifts and commitments for class reunion projects.   

 

II. Increase participation from alumni, parents, and friends. 

• Reach 7,500 alumni donors and 2,500 parent and friend donors. 

• Retain 85% of 2023 graduate donors (~4,250) and 75% of 2023 parent and friend donors 

(~2,200). 

• Secure contributions from 1,650 previous, but not 2023 (SYBUNTS), graduate donors. 

• Secure gifts from 2,250 first-time donors and 550 first-time parent donors and 300 first-time 

friend donors. 

• Secure 900 class reunion project gifts. 

• Secure 250 gifts from the Class of 2024 through the Firstie Gift Program.  

• Establish method for measuring graduate participation in the campaign (beyond giving). 

 

III. Review and reenergize Sabre Society. Increase graduate Sabre Society members to 1,495, including 100 young 

alumni. Increase parent Sabre Society membership to 500. 

 
Actions: 

 

I. In Quarter 1, implement a revamped annual giving strategy that focuses on class identity, peer-to-peer 

education, cultivation and solicitation, and class competition to increase both graduate giving participation 

and year-over-year graduate giving. We will identify and recruit class advocates and build a structure for peer-

to-peer outreach, emphasize user-generated content from graduates, utilize bi-monthly class participation 

and dollars-raised reporting, and class-based giving challenges.  

 

II. Collaborate with the major and principal gifts team to help raise $3 million in new cash and pledges for the Air 

Force Academy Fund. Work with gift officers to identify opportunities to secure leadership annual giving-level 

gifts. 

 
III. 1Day1USAFA will again serve as a day in which philanthropy is the primary topic at the Academy. We will build 

upon the success in 2023 to strengthen the voice of the Foundation, amplify the stories of impact made by 

donors, and foster a deeper connection with the Foundation and Academy.   
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IV. Loyal supporters serve as the foundation of annual giving. Overall growth cannot be achieved if this group 

continues to decline. The team will improve retention rates among donors by working with stewardship to 

establish a post-gift journey unique to the constituent/fund that elicits a repeat gift in subsequent years.  

 

V. In Quarter 1, begin to implement a 46-month Firstie Gift Program with current cadets that begins with 

awareness and education of the role of the Association and Foundation and impact of private support and 

culminates with a donation.  

 

VI. Young alumni represent the largest population for potential for growth in annual and class reunion giving. A 

tailored strategy will be developed and then deployed in Quarter 1 to interact, engage, and increase 

participation in conjunction with the revamped class identity-based annual giving strategy. This will include a 

bi-annual premium gift solicitation campaign and increased promotion and communication around Sabre 

Society Young Alum discount.  

 

VII. While parents do not represent the largest constituent group, they may be the most engaged, albeit for a 

short period of time. Beginning in Quarter 1, our parent strategy will evolve to prioritize their participation, 

most notably around multi-year Sabre Society membership.   

 

VIII. Leverage new Sabre Society giving tiers to drive increased Air Force Academy Fund revenue, harness the 

passion of current cadet parents, and provide an approachable entry point for young alumni.  

 

IX. By Quarter 1, the team will implement a comprehensive upgrade and win-back strategy, specifically around 

Sabre Society membership, to include monthly anniversary solicitations and quarterly Sabre Society 

solicitations across email, direct mail and Legends, increased solicitations and education and impact 

storytelling tied to Academy and Association and Foundation tentpole events and milestones, and 

personalized outreach based on giving history and capacity.  

 

X. Identify ways to make donating easier, including event registration tip-in and donation add-on’s to AOG Store 

purchases. 

 

XI. To establish new revenue streams, develop and implement new sponsorship opportunities tied to 

philanthropy by Quarter 2.  

 

XII. In partnership with alumni engagement and major and principal gifts, develop the NextGen program in 

earnest. Begin by hosting quarterly in-person and/or virtual engagement and networking opportunities.   

 

XIII. By Quarter 1, establish a cadence and process for having 9-12 class reunion projects active at various phases 

each year (4-5 class reunion projects in silent/public fundraising phases, 3-4 class reunion projects in silent 

fundraising phases and 2-3 class reunion projects in initial phases).  

 

XIV. Enhance partnerships with affinity groups and alumni chapters to raise funds specific to their projects and 

needs. 

 

XV. Legends will be utilized not only for traditional solicitations around fundraising campaigns but also for 

engagement efforts around Academy events/milestones (ex. reunions, Parents Weekend, legacy class events, 
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etc.) and additional information gathering (ex. anecdotal feedback from young alums and legacy parents). 

Legends will surpass $400,000 in gross revenue.  

 

Donor Relations 

The donor relations team is responsible for three critical stewardship reporting deliverables: end-of-year giving 

summaries, the annual report, and stewardship reports. We have worked diligently to establish and deliver 

accurate and timely reporting on the impact of donor’s gifts. As we continue to refine and improve our reporting 

processes, we must also look to the next step in our donor relations and stewardship work. As we complete the 

Defining our Future campaign and move into a transitionary period, we must build upon our reporting and grow 

the donor experience to match our fundraising success.  

Defining Goals:  
 
I. Consistently deliver gift acknowledgements within 48 hours of gift posting.  

 
II. Refine process for annual stewardship reports. 
 
III. Execute donor recognition for key campaign projects including the Madera Cyber Innovation Center, Falcon 

Stadium, and Wecker Hall.  
 
IV. Collaborate with major and principal gift team to establish individual stewardship plans for our Top 50 

campaign donors.  
 
V. Establish and finalize internal donor matrix to illustrate what donors receive based on level of giving and giving 

societies. 
 
Actions:  
 
I. Partner with gift processing to review and refine process to ensure gift acknowledgements are completed and 

delivered within 48 hours of a gift posting.  
 
II. Work with gift funds management and finance to establish a new methodology to create annual stewardship 

reports by Quarter 1. An accurate and streamlined process is a must.  
 
III. Partner with wide range of internal and external constituents to establish approved design, cost-efficient and 

accurate manufacturing, and timely installation of donor recognition for Madera Cyber Innovation Building, 
Falcon Stadium, and Wecker Hall.  

 
IV. Based on development officer guidance, create personalized stewardship plans by Quarter 2 for the Top 50 

campaign donors. All plans to be recorded in RE with actionable steps.  
 
V. By the end of Quarter 2, build out internal donor matrix to showcase all touchpoints at each giving level to 

include communications, reporting, mail, email, experiential, etc.  
 
Prospect Management, Research, and Analysis 

 

Achieving the overarching development goals is only possible when done in collaboration with operations support, 

which ideally function as an equal partner and collaborator with frontline fundraising counterparts. Prospect 

research and management is one key area of support operations and is designed to support both operations 
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partners in data analytics, gift processing, stewardship and donor relations, events, and others, as well as 

maintaining a high-touch partnership with development officers and annual and class giving teams. 

 

Defining goals: 

 

I. Optimize portfolio size and composition for all development officers, focusing on pipeline development, 

accurate and timely moves management, to maximize activity and solicitations.  

 

II. With 12 months remaining in the campaign, concurrently partner with development officers to ensure 

maximum activity levels while beginning to build the pipeline that will sustain post-campaign activity. Identify 

at least 100 new major gift prospects, including NextGen prospects, through proactive research.  

 

III. Provide timely and accurate inputs and updates in CRM database, regular communication and meetings about 

activity, and active participation. Provide timely and accurate outputs to teammates. 

 

Actions: 

 

I. Through quarterly (January, April, July, October) portfolio and pipeline reviews and regular bi-monthly 
meetings with development officers, set clear priorities and encourage smaller, more strategic portfolios.   

 
II. Work Towards a universal Portfolio breakdown as follows: 

• Number of Assigned Prospects in the Status: Assigned – Qualified; maximum 30% 
• Number of Assigned Prospects in the Status: Assigned – Cultivation; maximum 40% 
• Number of Assigned Prospects in the Status: Assigned – Solicitation; maximum 30% 
• Number of Assigned Prospects in the Status: Assigned – Stewardship / Permanent Stewardship; 

remaining % 
 
III. Proactively identify new, unassigned donors utilizing research tools, news alerts, and relationship mapping to 

support pipeline growth, and communicate regularly with major gift officers around leads. 
 
IV. Use data from the new wealth screening to identify and target new prospects.  
 
V. Support development team leadership through monthly meetings around top donor and top prospects and 

communicate wealth events or other information that could impact donor strategy for high net-worth 
individuals, corporations, and foundations. Lead quarterly portfolio reviews to help ensure the maximum 
number of donors are solicited and closed ahead of the end of the campaign.  

 
VI. In partnership with database team, IT, and others, ensure that donor data is as accurate as possible and 

reflects standard operating procedures around gift processing, event and stewardship outreach, and others, 
through regular meetings with the internal partners and stakeholders as well as ongoing coordination around 
special projects. 

 
VII. In partnership with data analytics and by the end of Quarter 2, create and maintain streamlined products and 

processes that ease the department’s time and functionality, when it comes to ongoing and continual 
processes. 

 
VIII. Ensure donor information from visits and other outreach is retained and updated as appropriate in donor 

database, and work proactively with partners in gift processing and others to conduct regular data clean-up 
activities. 
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IX. Create donor profiles and event briefing documents ahead of all major donor meetings, including both 

individual and larger meetings such as Harmon Dinners, to optimize donor events for cultivation and 
solicitation follow-up.  
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Marketing and Communications 
 

In 2024, we will ensure all communications and touchpoints are unified in voice, aligned to brand and mission, 

sophisticated in look and feel, and tailored to the audience. We will continue to work closely with all divisions to 

drive and support success in increasing awareness and engagement, achieving philanthropy and campaign goals, 

deepening pride, and broadening participation. We will be engaged strategic communications partners with our 

USAFA colleagues. We will bring best-practice marketing and communications to advance the organization’s 

mission and our engagement, philanthropy, stewardship, communications, and organizational excellence 

strategies and continue to develop processes and procedures necessary to sustain excellence, efficiency, and 

stellar results.  

 

In 2023, we said we would plan and launch a single website for the AOG and Foundation – a big-ticket project 

requiring a branding and marketing firm to work with us. This project, while approved, did not have a budget in 

2023, and thus did not move forward. However, in 2024, with sufficient budget, we plan to hire a firm to work with 

us and key stakeholders in the organization to develop a new brand for our Association and Foundation and launch 

a new website. It will be a primary focus. 

 
Creative and Brand  
 
The creative and brand department encompasses brand management and design. The team drives projects that 
the marketing and communications division is responsible for (e.g., Checkpoints), while also providing brand and 
design services across the entire organization. 
 
Defining Goals: 
 
I. Enhance and safeguard the brand and reputation of the AOG and Foundation, including through the 

development of a new brand for the U.S. Air Force Academy Association and Foundation and the launch of a 

single website to replace the current two websites.  

 
II. Have one brand with a vision that builds a bridge connecting our past, present, and future. 
 
III. Continuous improvement efforts for every creative and design project the department manages. 
 
Actions: 
 
I. Hire a firm and execute the 12-18-month process of developing and launching a new brand for the U.S. Air 

Force Academy Association and Foundation. The brand will connect our past, present, and future, articulate 
our “why,” and communicate a clear value proposition for engagement and participation. It will provide the 
tools to scale a unified look, feel and experience across all we do. Work with the selected brand firm to ensure 
success across the multi-phase 12-18-month process – discovery, development, and implementation. 

 
II. As a signature deliverable of the rebrand project, develop and launch a new website that is modern, is a hub 

of our digital strategy, adds value to our work, and replaces the existing Association and Foundation websites. 
 
III. Continue to introduce new touches – fonts, photography, engaging graphics – to publications to optimize the 

experience and have a cohesive look and feel. 
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IV. Bring strong and engaged partnership to the Checkpoints team to ensure the magazine is visually engaging 

and on-brand. 
 
V. By March 31, implement processes and ensure everyone on the team is fully onboarded with the project 

management system. 
 
Digital Engagement 
 
The digital engagement department is staffed by one employee who collaborates across the division on email 
marketing and communications, social media, and paid campaigns. 
 
Defining Goals: 
 
I. Bring a cohesive, one-voice approach across all digital channels as we move toward a unifying brand. 
 
II. Tailor our email communications to the audience we desire to engage and activate. 
 
III. Tailor our social media content to the platform and its audience. 
 
Actions: 
 
I. As part of the rebrand effort, create recommendations to condense social media focus to one account per site 

across the timeline of the rebrand implementation. Operationalize once approved. 
 
II. Collaborate with the data and IT teams to integrate into our email marketing and communications more 

behavioral, visual, geographic, and preferred content based on the audience. 
 
III. Create and implement a digital plan for 1Day1USAFA and any other concerted campaigns focused on donor 

participation.  
 
IV. Increase our audience on all social media platforms by 5% in 2024, thereby increasing our reach (currently at 

99.7K followers across all social media platforms).  
 
V. Use the tools at our disposal (e.g., Sprout Social, Emma, Google Analytics) to evaluate data related to digital 

engagement, impressions, and reach across all platforms to consistently refine and update practices and 
strategies for tailoring our approach with audiences across all generations.  

 
Foundation and Campaign Communications  
 

The foundation and campaign communications department drives communications strategy and activities in 
service to the Defining Our Future comprehensive campaign and the Air Force Academy Foundation. 
 
Defining Goals: 
 
I. Drive communications strategy and activities in service to the Defining Our Future comprehensive campaign 

and the Air Force Academy Foundation. 
 
II. Collaborate to deliver effective communications across our publications and across major gift fundraising, gift 

planning, annual and class giving, and donor relations and stewardship activities.  
 
III. Bring engaged support to the project and participation goals of the campaign in the final year. 
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Actions:  
 

I. Create communications plans for all areas of development to maintain final-year campaign messaging for gift 
planning, annual giving, stewardship, and corporate and foundation relations.  

 
II. In the final 12 months of the Defining Our Future comprehensive campaign, ensure our development 

communications department brings visibility to key campaign priorities requiring funding to achieve goals, 
such as the Institute for Future Conflict, Falcon Stadium, the Tuskegee Airmen Memorial, and Hotel Polaris. 
Partner with the development division to create helpful collateral.  

 
III. Create and deliver four issues of Leading Edge to key donor audiences, highlighting priorities of the final year 

of the campaign.  
 

IV. Celebrate the successful completion of the Defining Our Future campaign, including through the planning and 
implementation of all campaign-close materials to include newsletters, annual report, publications, and 
others. 

 
Strategic Communications and Publications 
 
The strategic communications and publications department drives strategy and activities in service to alumni 
communications, member communications, publications, and, as needed, issues management. The team shares 
the story of the Academy and our graduates in diverse, imaginative, and effective ways.  
 
Defining Goals: 
 
I. Drive communications strategy and activities in service to alumni engagement and communications, member 

communications, publications, and, as needed, issues management. 
  
II. Ensure Checkpoints magazine continues to shine as the Academy’s flagship alumni publication. 
 
III. Broaden the ways we engage, inform, tell stories, and activate audiences through the introduction of new 

channels. 
 
IV. Maintain readiness for successfully navigating crises and adverse developments and ensuring graduates and 

all key stakeholders have accurate, timely information. 
 
Actions: 
 
I. Partner with the alumni engagement and constituent support team to plan and conduct a survey of cadets, 

parents, and families to inform the way forward with communications, programming, and services. Explore 
opportunities to wrap the survey in the rebrand effort. 

 
II. Support multimedia production projects across the organization, such as campaign project videos, the annual 

member stakeholder meeting, the podcast operation and others, to ensure a stellar audience experience. 
 
III. To enhance efforts to engage, increase awareness among, and build connections with graduates, provide 

ongoing refreshed roadshow resources (talking points, slides, briefings, etc.) for board director and senior staff 
travel as well as for in-person and virtual events.  

 
IV. Using our newly developed Strategic Communications and Brand Management Plan, coordinate production 

and messaging of communications to external audiences to ensure mission alignment, consistency of voice, 
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branding, editorial guidelines, and synchronized scheduling. Coordinate greater cross-promotion throughout 

all communication channels. 

 

V. Continue to refine Checkpoints by focusing on enhancing visual engagement, improving the digital experience, 

refining the magazine’s structure, and delivering an immersive brand experience.  

 

VI. Collaborate with the business administration and alumni relations divisions to create and promote a 

Checkpoints print subscription option for non-legacy association members by Quarter 2. 

 

VII. As a benefit of joining the Association for new members, enhance the Checkpoints digital experience with the 

development of the new website.  

 

VIII. In partnership with the alumni engagement team, achieve readiness for implementing an annual “Gone But 

Not Forgotten” publication for graduates lost in 2024 for publication in Quarter 1 2025.  

 

IX. Drive a coordinated effort throughout the year to promote the new Long Blue Line Portal as a benefit of 

association membership. 

 

X. As a key component of our digital engagement and emerging “on-demand” content strategy, launch a podcast 

operation by Quarter 1, starting with a conversation series focused on leaders of character.  

 

XI. At the conclusion of season one of the podcast conversation series, evaluate next steps to include adding 

programming, implementing a monetization strategy (advertising), and/or other adjustments as needed. 

 

XII. Continue to stay up to date and current on crisis communications and reputation management practices, 

which may inform updates to our crisis communications plan in 2024.  
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Business Administration 
 

The business administration team will focus on strategically working to assist the rest of the organization by 

providing enhanced financial accuracy and reporting, continuous support with single employer transition, strategic 

technology partnership, developing a remarkable grantmaking process, and developing a process to ensure the 

integrity of our data.  

 

Finance  

 

The primary responsibilities of the finance department are to accurately and timely record all financial transactions 

in the financial accounting software, and to generate timely and accurate reports to facilitate the efficient financial 

management decision-making. 

 

Defining Goals: 

 

I. Enhance financial acumen and reporting across the organization.  

 

II. Simplify and add clarity to the user experience in the purchasing and accounts payable process.  

 

III. Continue developing combined financial budgeting and reporting objectives and efficiencies. 

 

Actions: 

 

I. Develop a process for tracking, reviewing, and reporting on pledges and write offs by April 30.  

 
II. Continually review opportunities for areas where additional reporting could be used to enhance our ability as 

an organization to make strategic decisions.  
 
III. Research database feed options into Raisers Edge and Financial Edge to determine whether we should find a 

new solution or if we can have multiple databases feed into the system to allow us to simply and improve the 
process for which information gets into our system.  

 
IV. Research and implement a new expense management system for the reporting of expense reports and 

develop a combined travel and expense policy by April 30.  
 
V. Design a combined process for accounts payable with an emphasis on internal controls and adding clarity for 

the entire organization on approval authority and contract management by April 30. 
 
People and Culture  

 

The HR department ensures that the payroll system, performance appraisals, and employee benefit programs are 

being maintained, reviewed, and improved as needed to best support the organization. 

 

Defining Goals: 

 



2024 Operating Plan  22 
 
 

I. Lead the transition to the single employer model. Monitor the transition to ensure it is fluid for employees. 

 

II. Enhance the culture across the organization.  

 

Actions: 

 

I. Select vendor and complete comprehensive job description and compensation review including recommended 

adjustments by July 31. 

 

II. Complete employment engagement survey to monitor single employer project June 30, and develop an action 

plan, as necessary. 

 

III. By the end of Quarter 3, develop and implement a change management and culture training program that 

embraces a culture of feedback and accountability.  

 

IV. Define the values of the organization in Quarter 1. 

 

Gift Funds Management  

 

The primary function of gift funds management is to provide meaningful, up-to-date, and timely information to 

USAFA and team members to ensure that cash gifts and gifts-in-kind to the Academy and other Academy related 

organizations achieve the highest level of impact and outcomes for donors. 

 

Defining Goals: 

 

I. Create a sustainable and professional grant making program. 

 

Actions:  

 

I. Finalize policies and processes for gifts, grants, volunteer service agreements, and distributions by July 31.  

 

II. Educate key stakeholders on policies within the organization and at the Academy and supporting Foundations. 

 

III. Provide proactive forecasting for annual distributions and requests. 

 

IV. Educate the team on processes to ensure continuity within the program. 

 

Gift Administration and Data Integrity 

 

The gift administration and data integrity department is responsible for interfacing with the database to enter and 

process gifts as well as updating constituent data.  

 

Defining Goals: 

 

I. Develop a process to review and enhance the accuracy of our data.  
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II. Execute initiatives to expand membership constituent data collection.  

 

Actions:  

 

I. Review process to prepare and deliver all pledge reminders monthly in tandem with data analytics. Combine 

reminders for donors with more than one pledge with the same due date. 

 

II. Together with finance and development, develop a regular cadence and process for the reviewing of dated 

pledges by March 31.  

 

III. Establish a schedule to provide basic training for existing employees and carry this process into the onboarding 

of new staff by March 31.  

 

IV. Research and develop a plan to update missing information in Raisers Edge by July 31.  

 
Information Technology 
 
The primary responsibility of the IT department is to assist the organization in making strategic technology 
decisions and providing technical support to the entire team.  
 
Defining Goals:  
 
I. Support organizational efforts by providing high quality technical support, systems and tools, training, and 

customer service. 
 
Actions: 
 
I. Create project teams for new initiatives to explore requirements, timeline, and cost to allow informed 

decision-making.  
 
II. Alongside the senior leadership team, develop a priority plan for technology projects by April 30.  
 
III. Work with a third party to implement a company-wide IT training system to improve company security and 

technology knowledge. 
 
IV. Work with RTA Architects and senior leadership to facilitate IT design and implementation for Wecker Hall. 
 
V. Work with marketing and communications to implement a new unified website for the combined 

organizations.  
 
VI. Work with a third-party provider to understand PCI Compliance requirements by April 30. 
 
VII. Continue to implement IT recommendations brought up by the 2022 IT Audit. 
 
VIII. Implement Shopify POS and Ecommerce by May 1. 
 
IX. Educate IT staff in appropriate technology to increase operational knowledge and capabilities. 
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Facilities 
 
The role of the facilities team is to provide support, tools, and service to all departments to ensure all facets of the 
building are functional and efficient. 
 
Defining Goals:  
 
I. Maintain Doolittle Hall and its surrounding acreage and buildings as a premier location for graduates, families, 

and visitors in a professional and inviting way. 
 
II. Provide support and resources for Wecker Hall build.  
 
Actions: 
 
I. Create an 18-month building roadmap for Doolittle Hall and surrounding land by March 31.  
 
II. Work with project manager and RTA to assist with Wecker Hall build needs.  
 
Project Management  

The role of project management is to manage Academy capital projects with increased effectiveness and efficiency 

and work with various stakeholders to ensure projects remain on track, on budget, and that relevant details are 

shared with the necessary people. 

 

Defining Goals: 

 
I. Manage active projects and proactively plan for new projects to ensure quality, timeliness, and budget 

accuracy in accordance with donor intent.  
 

Actions: 

 
I. In collaboration with the CEO and CFO, identify and foster key relationship development opportunities at 

USAFA.  
 
II. Support the ongoing efforts to secure enhanced “Special Status” in 2024 NDAA. 
 
III. Monitor construction of Wecker Hall with substantial completion by the end of the year. 
 
IV. Begin work on Tuskegee Airmen Memorial by Summer 2024.  
 
V. Complete Heritage Trail Development plan including design of challenge, recognition, and memorial themes 

and completing construction of the Distinguished Graduate Award Monument. 
 
VI. Ensure completion of the Forevermore Overlook project by March 2024. 
 
VII. Continue to monitor and ensure ongoing projects are on track: Falcon Stadium, Madera Cyber Innovation 

Center, Hotel Polaris, and Hosmer Visitors Center.   
 

 


