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Our Mission and Vision

Mission Vision
We maximize A connected
the power of community
philanthropy to of passionate
strengthen our philanthropists,
community. strong
nonprofits,
and thriving
residents.
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What is a Community
Foundation?
L. « 900+ community foundations nationwide
o Structure: 501(c)(3)
« National Standards Accreditation
« Giving tools
" 2  Charitable giving funds
.. _aa® el T » Concierge level service
by, N > « Community connections
?1 - o * Partner grantmaking



OCF’s Impact

e Serving: Community, Nonprofits, Donors
« 2,000+ Donor Funds

« $240M in grants processed
in 2024

17,000+ grants
to 3,200 nonprofits

« Capacity building resources to strengthen
the vital community of nonprofits to support
diversified funding streams and sustainability.

)
N

;




Capacity Building Series

* Building Resources

Each session of the Nonprofit Success Series builds upon
the content of the previous session. The goal is to equip
nonprofits to thrive and meet their mission.

OCF 101 Agency Fiscal Grant Writing Sireitaze Mergers Nonprofit
Funding Sponsorship Planning Finances

Omaha Community
Foundation
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“Nonprofit” is a
tax status, not a
business model.

 Sustainable organizations blend
mission, money, and

management.

« Today's goal: expand how we
think about the ways nonprofits
create, deliver, and capture
value.




Defining
Nonprofit
Business Models

A business model describes how an
organization creates, delivers, and
sustains value—for both community
and stakeholders.
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Common Nonprofit Business Models

Grant-Funded Service (traditional charity model)

Membership

Government-Contracted Service



Common Nonprofit Business Models - Continued

Social Enterprise / Earned Income

Collective Impact / Backbone Model

Hybrid or Multi-Revenue Stream




“A strong business model isn’t defined by
where your money comes from; it’s
defined by how consistently your mission
can thrive.”
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The Nonprofit Evolving Landscape

o
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Pressures reshaping nonprofit Opportunities:
business models:
Declining unrestricted giving and competitive Earned revenue strategies

rant fundin : :
& & Strategic partnerships and mergers

Rising costs and workforce pressures

_ Shared services and fiscal sponsorship
Donor and funder expectations for measurable

impact

Cross-sector collaboration and blurred lines
between nonprofit, government, and business m



Value Proposition — What problem are we solving?
For whom?

[

Anatomy of a
Sustainable Model

Revenue Mix — How do funds flow in (grants, fees,
contracts, investments)?

Adapted “Business Model Canvas” for

nonprofits.
Cost Structure — Where do resources go? Are they

flexible or fixed?

m

Infrastructure & Capacity — Systems, people, and
partnerships that sustain operations.

e

Impact Model — How success is measured and
communicated.
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The Evolving Landscape

Pressures reshaping nonprofit business models:

Declining unrestricted giving and competitive grant
funding

Rising costs and workforce pressures

Donor and funder expectations for measurable
Impact

Cross-sector collaboration and blurred lines between
nonprofit, government, and business




Opportunities

« Earned revenue strategies

 Strategic partnerships and
mergers

e Shared services and fiscal
sponsorship

« Technology, data, and
community engagement as
value drivers
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Resources to Access More Information

* Nonprofit Sustainability: JEANNE BELL

Making Strategic Decisions for JAN MASAOK A
Financial Viability by Jeanne SN AU T
Bell, Jan Masaoka, & Steve

Zimmerman NONPROFIT
SUSTAINABILITY

Making Strategic
Decisions For
Financial Viability

“Wisdom, experience, and know-how. Buy, read, and learn from this terrific book!"

and CED, Nonprofit Finance Fund m




Welcome Business Model Panelists

Dr. Carole Patrick, Eric Stueckrath
President & CEO VNA President & CEO

VIld » Assocation” m f COFFEE @™

Q

Miah Sommer
Executive Director



The Business Model Canvas

Key Partners

Wha are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

MOTIYATIONS FOR PARTHERBISFE
Oplamisataon and econoimy

Reduction of risk and Uncertainty

Aequistn of BATICUIT TeSOutCEs A5 SCTLES

Key Activities

What Key Activities do our Vakse Propositions require?
Our Destribution Channels?

Customer Relationships?

Revenue streams?

Designed for:

% | value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

what bundies of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

Key Resources

What Key Resources do our Value Propositions require?
Our Customer
Revenue Streams?

TYRES O BESOURCES
Physical

Intefiectual (brand patents, copyrights, data)
Human
Financal

Designed by:

Customer Relationships @

What type of relationship does each of our
Customer Segments expect us o estabish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business moadel?

How costly are they?

Examss
Persenal assistance
Deccated Parsonal Assistance

Channels N

Though which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which anes work best?

Wreeh anes are most cost efficent?

How are we integrating them with customer routines?

e ) 0 PAILE SR ABOUE BUF EBTBANY'S BFEBLEY And Services?
2 Evasation
e o we help) Customens evakiate our arganiation’s Vile Fropostion?

How o we. mers o purchase specific
& Dedivery

w00 we Clolver 2 Kakue PrOpOSOn (0 CUstomens®
5 After saies

it i Wb (VIO DOBE PRrTRLe CUSIOMOr Sunpant?

Date: Version:

Customer Segments

For wham are we creating value?
WhO are OUr MOS! IMPOrTANnt CusStOmers?

hacks Maviont
N tarint

g etest
owruted
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Cost Structure

What are the most important cests inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

Cost Drmven feanest COSL SIrVCHure, K Drce ¥ailie PROEOSER, MALUM AUTOMADon, BITENSYe OULSOUITNg)

Valow Driven Tocused 0n valie Creation, DrETIUm il propeston)

BAMPLE CRARAGTEMSTICE
Floed Costs isaiaries, rents, utities)

D

Trees
Asbet sade

fee
Satwcription Fees
Lending/Renting/Leasing
Licenzng
Broserage fres
AmetTng

S PRCING
ist Price

Product feature dependent
Customer segment
dependent

Revenue Streams

For what value are our customers really willing to pay?
For what do they currently pay?
Fiow are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

DrRAMIC PEcme
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to Complete a Brief Evaluation of
Please Contact Us with Any Questions:

O

rO_m.

(7)) O_ﬂ.O

2 d 9 &

- 9H e

= 995
M Anuu|m R
Q. | 3 S .m
e o I -

- e e h a. a
© 3
3 = ) hmh 3
(o] © =z = < s
T 56 § 53
= ()] (o) 5 S E mm
583 S 90 i

2 3 o8

© o - /59

o w G = 3¢

[— 0 < EEE



mailto:dasia@omahafoundation.org
mailto:Nathan@omahafoundation.org
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