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OBJECTIVES

“The best way to predict 
the future is to create it.”
-Abraham Lincoln, sixteenth president, 

United States of America
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2.1 This document is an update to our Strategic Plan and covers the three year period 

March 1, 2016 through February 28, 2019

2.2 This plan will help Sleeping Children to advance its groundbreaking impact realized 

since 1970, as well as its highly effective 100% volunteer-based model. 

Furthermore, the plan honours and builds upon the Dryden family’s dream of 

ensuring that every child in a developing country receives a good night’s sleep, to 

awake each day filled with possibility and hope for a brighter future

2.3 Objectives for three year plan period March 2016 through February 2019:

2.3.1 Distribute 214,000 bedkits to children as follows:

- Mar 2016 through Feb 2017: 66,000 children / bedkits

- Mar 2017 through Feb 2018: 71,000 children / bedkits

- Mar 2018 through Feb 2019: 77,000 children / bedkits

2,000 of these bedkits will be distributed to one or two NEW countries, in addition to 

the nine countries in which Sleeping Children is currently active

These targets represent a scaled growth rate of 6% to 8% per year over the 3 years 

covered by this plan

2.3.2 Recruit and retain 2,000 highly skilled volunteers worldwide to execute the plan

2.3.3 Raise $7.49M to support our planned distribution of 214,000 bedkits, as well as 

additional legacy funds for infrastructure support, operations and overall 

organizational growth.  See Finance Pillar for complete breakdown

2.3.4 Transform Sleeping Children to new leadership / organizational structure based on 

six pillars: Distribution, Donor, Volunteer, Communications, Finance, and 

Operations

2. OBJECTIVES
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DISTRIBUTIONS

“Children are one third of our 
population and all of our future.”

-Select Panel For The Promotion of Child Health
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3.1 Background

Since 1970, we have supported more than 1.5 million children, between the ages of 

6 and 12, in 34 countries (see Exhibit A - Countries Supported to Date), with India 

representing one third of the children helped

3.2 Objectives

3.2.1 Distribute 214,000 bedkits to children as follows:

- Mar 2016 through Feb 2017: 66,000 children / bedkits

- Mar 2017 through Feb 2018: 71,000 children / bedkits

- Mar 2018 through Feb 2019: 77,000 children / bedkits

3.2.2 2,000 of these bedkits will be distributed to one or two new countries, in addition to 

the nine countries in which Sleeping Children is currently active

3.2.3 The Distribution Committee will draft a new policy for triggering the need for new 

distribution countries.  For example, this would occur when donations coming in are 

comfortably in excess of our needs for targeted bedkit distributions to existing 

countries

3.2.4 The Distribution Committee will develop a policy to organize and operate 

distributions in new countries, including recruiting a new OVP and training them in 

our methods

3.2.5 The Distribution Committee will establish a continuous process for review and 

improvement of OVP’s performance in distributions as per D12 policy

3.2.6 The Distribution Committee will work with the Operations Pillar to find ways of 

delivering photographs, distribution newsletters and other items promptly to our 

donors using digital methods.  For future Strategic Planning Periods, we will also 

consider “live streaming” to our donors of distributions of bedkits to our children

3. DISTRIBUTION PILLAR
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3.3 “Market” - Children in developing countries

3.3.1 Children

3.3.1.2 We plan to distribute bedkits (including school supplies) to children aged 6 to 12, 

regardless of gender, family status, ethnicity or religious belief.  These children do 

not have access to any form of safe and comfortable sleeping equipment / bedding, 

school supplies or appropriate clothing to attend school.  The children are selected 

by our qualified and highly regarded global aid partners, who reside in the selected 

region

3.3.1.3 As part of a pilot study to help us open a relationship with the Bill & Melinda Gates 

Foundation (BMGF), we will look at infants via a pilot project in Chennai, once 

funding for this initiative becomes available

3.3.2 Country & Economic Criteria

3.3.2.1 We serve children in developing countries officially identified by the World Bank as 

having a Gross National Income (GNI) per capita of less than US $4,000 per annum

3.3.2.3 We will focus on continuing our support in nine existing countries and pilot new 

countries as determined by our global partners and the Distribution committee.  In 

addition, we will add one or two new countries to our active list

3.3.2.4 In preparation to add new countries, the first pilot project was concluded in 2016.  

Based on this experience, the process for commencement of new country 

distributions was revised and presented to the January 2017 Distribution 

committee.  Further checklists and guidelines will be presented at the Distribution 

committee meeting in May 2017 so that we may move forward with new country 

selection and distribution

3.3.2.5 A sub-committee of the Distribution Committee will prepare a set of criteria for new 

country & OVP selection

3.3.2.6 Risk Management: Security and protection of our volunteers remains paramount at 

Sleeping Children.  Our Distribution process will include pro-active monitoring of 

existing and new countries to ensure the safety of our volunteers and the success 

of our distributions
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3.4 “Product” - Bedkits

3.4.1 Contents: Our core product offering is a bedkit, consisting of the elements set out 

below, unless customization is required to meet specialized cultural and economic 

needs of a particular country:

a. Bedding

b. Mosquito net

c. Clothing and footwear

d. School supplies

e. Bag

3.4.2 “Product” Name: After careful consideration and deliberation during 2016, the 

Board has decided to continue to use the name “Bedkit”

3.4.3 “Product” Pricing: In conjunction with the Donor pillar (see 4.3.8), we will revisit 

the cost of bedkits to determine whether it makes sense to increase our bedkit cost 

from $35 to $40, given that we have the funding to support such an increase and 

there has been a significant devaluation of the Canadian dollar vs. other currencies.  

At some future date (perhaps the next Strategic Planning Period) we may need to 

consider different bedkit prices for different countries

3.4.4 Optimum number of bedkits per distribution trip: After further investigation by the 

Distribution committee, it has been concluded that the optimum bedkit distribution 

size per trip is 5,000 bedkits

3.5 Manufacturing and Distribution

3.5.1 To support our growth objectives, ensure excellent quality control, and continue to 

reduce Sleeping Children’s carbon footprint worldwide, the following initiatives were 

launched in 2016:

a. New policy for Overseas Manufacturing Partners

b. New bedkit quality control

c. New policy for bedkit relevance and evolution

d. New partnership process and procedures

e. Distribution effectiveness and efficiencies (existing and new countries and 

OVP’s partners)
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DONORS

"The potential possibilities of any child are 
the most intriguing and stimulating in all 

creation." 
-Ray L. Wilbur, third president of Stanford University 
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4.1 Objectives

4.1.1 Raise $7.49M in new donations during the three year plan period to fund our 

214,000 bedkit distribution objective

4.1.2 Work closely with our Communications team so that we focus our energy and time 

in communicating with the priority target markets to optimize donations and meet 

our plan period donation objectives as per section 4.1.1

4.1.3 Accountable for vision, leadership and implementation of French language donors 

and volunteers for Sleeping Children

4.1.4 Find appropriate volunteers to fill the positions already defined in order to populate 

our already defined Donor Pillar structure

4.1.5 Create a distinct Corporate Committee within the Donor Pillar

4.1.6 Develop a leadership structure for ensuring Sleep Day as an annual event

4.1.7 Review and take action quarterly and annually on Donor source targets vs. actual 

results

4.1.8 Donor Pillar will work closely with the Distribution Pillar to revisit a possible increase 

in the bedkit cost from $35 to $40 (see 3.4.3 in Distribution Pillar section)

4.1.9 Identify a local Rotary Club willing and able to act as our mentor in discovering 

ways to maximize our overseas partnerships with Rotarians
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4.2 Donor Retention and Acquisition

To retain our existing donor base and acquire new donors, it is important that we 

engage them at a visceral level, appealing to their desire to be a part of something 

bigger than themselves. We are all about creating meaningful relationships that are 

inspiring, engaging, valuable, fun and simple

The following highlights our strategic focus for each stakeholder group. The 

common elements are:

a. Collaborating to advance the overall health and well being of children in 

developing countries

b. Story told through a child’s journey (and relevant stakeholder impact stories)

c. Showcase existing stories of support / involvement

d. Highlight the “need”

e. Validation by third-party experts

f. Transparency in our financial reporting verifying that 100% of bedkit donations 

go to bedkit items

4.3 Donor “Markets”: The following represents our target markets for donations in 

priority order

4.3.1 General Public: Personal heart-centered value, directly impacting a child’s life

4.3.2 Associations and Clubs: Together, we champion the cause and positively impact 

the need

-

4.3.3 Institutions (e.g. schools)

4.3.4 Estate Donations: By establishing long term relationships with our individual 

donors, we will open the door to this donation opportunity from estates and 

foundations of deceased donors
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4.3.5 Corporate: Collaborating to positively “impact the need”. Demonstrating immense 

value to the organization, its employees and those they serve

4.3.6 High Net-Worth Individuals: Co-creating solutions and impact. Make it personal.  

Something they can champion among their peers

4.3.7 Foundations:  Family and corporate foundations with philanthropic goals.

4.4 Our overriding “marketing” strategy with our Donors is ”Relationship Building & 

Maintaining”

4.5 We have three main methods of reaching Donors

a. Face-to-face

b. Mail / hard copy

c. Digital

We need to move from face-to-face and mail / hard copy to more digital interfaces 

(internet, social media, etc) with our existing and new donor base.  This will be the 

key strategic action step for the Donor pillar, working closely with the 

Communications pillar, going forward
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VOLUNTEERS

“Volunteers don't get paid, 
not because they're worthless, 
but because they're priceless”

-Sherry Anderson
13



5.1 Background

The Volunteer pillar was created as a result of Sleeping Children’s strategic 

planning process

5.2 Objectives

5.2.1 Secure and retain 2,000 skilled volunteers worldwide to execute Strategic Plan

5.2.2 Establish Talent Pool Committee to recruit, motivate and correctly place the 

volunteers needed to accomplish the tasks required for successful implementation 

of this Strategic Plan, while at the same time ensuring that our volunteers are given 

opportunities that match their own preferences and skills

5.2.3 Put in place a set of Volunteer Guidelines & Procedures to make our organization a 

leader in volunteer education / training, engagement, and retention

5.2.4 Establish a Skills Gap Analysis for key volunteer roles, including Board, head office, 

Pinehurst Club Committee and Crisis Committee

5.2.5 Establish a Volunteer Recruitment and Retention Plan to support our growing 

market expansion and relevant skill sets

5.2.6 Establish a Board Succession and Recruitment Plan to ensure the smooth 

transition and knowledge transfer of outgoing members, fill critical roles, and recruit 

additional members based on the Skills Gap Analysis

5. VOLUNTEER PILLAR
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5.3 New Volunteer Target “Market”

We will source new volunteers from the following groups:

a. Individual Donors 

b. Students

c. Stay-at-Home Parents 

d. Retirees

e. Travellers

f. Disabled Individuals 

g. Teachers

h. Mentally / Physically Challenged Individuals
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5.4 Volunteer Strategy

We will deploy the following strategies to attract skilled and motivated volunteers:

a. Identify volunteers to take responsibility for each of the Volunteer Pillar 

strategic plan objectives set out in section 6.2.  Set up a schedule for each 

item and enter it on the Sleeping Children project status report going forward

b. Organize as many jobs and tasks within Sleeping Children as possible so that 

they may be done remotely from home.  This will facilitate access to volunteer 

groups who do not live near our Pinehurst Office or are only able to work from 

home

c. Ensure a written job description, job training, and “supervisor” exists for each 

volunteer role, so that volunteers know what is expected from them, and have 

someone they can consult with if they need input to complete an assigned 

task

d. Advertise for open positions on Sleeping Children web site, school online 

bulletin boards, and via word-of-mouth. Leverage network’s contacts for 

particular skills

e. Recognize and honour our volunteers so that we motivate and retain them. 

Listen to their wishes for assigned tasks and come up with a plan to make it 

happen

f. Communicate regularly with our volunteers so that they are informed on what 

is going on in Sleeping Children and provide them with opportunities to 

provide input on how we can improve in all aspects of what we do

16

5. VOLUNTEER PILLAR (continued)



COMMUNICATIONS

“The way you communicate 
reveals everything about you. 

Words are the clothes your 
thoughts wear.”

-Amanda Patterson, South African author and teacher
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6.1 Background

The Communications Pillar was created as a result of Sleeping Children’s strategic 

planning process, to better serve its children, donors and volunteers going forward

6.2 Objectives

One of our greatest opportunities for growth and impact are our communications 

efforts. This is a critical initiative that will directly help us to meet our core business 

objectives. Specifically, we are creating a “content communications strategy” that 

will serve four core objectives:

a. Build awareness of Sleeping Children among our defined target groups (see 

section 5.4)

b. Inspire our defined target groups to take directed action (e.g. donating, 

volunteering)

c. Create an ongoing relationship with all “supporters in our cause” (e.g. 

volunteers, donors, OVP’s, other strategic partners, media)

d. The Communications Pillar will be available as a resource within SCAW to 

assist in ensuring information is communicated accurately, clearly, 

consistently and as intended

6.3 Media

Communications will use a number of different media to get our messages across, 

including:

a. Websites (scaw.org, scaw.thankyou4caring.org, etc)

b. Social media (Facebook, Twitter, Youtube, Instagram, etc)

c. Bedkit distribution newsletters

d. Presentations to potential donors

e. Material for Sleeping Children donor events (Sleep Day, Pinehurst Club, etc)

f. SCAW Calendar of Events (includes News Blog and Bedkit Distribution Blog)

g. Newspaper & journal articles (e.g. Dryden family article in National Post)

6. COMMUNICATIONS PILLAR
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6.4 Strategy

We will accomplish our objectives by:

a. Engaging communications experts

b. Creating a strong brand personality and image

c. Bringing our “story” to life in the most compelling manner

d. Focus on engaging a younger audience within Sleeping Children

e. Leverage our Volunteer network to help tell the Sleeping Children story

f. Demonstrating our immense and measurable value (e.g. 100% of donations 

go to directly to the children)

g. Leverage digital media to get our messages across (related to Donor Pillar 

section 4.5)

6.5 Target Groups

The following “market” areas will be targeted by our communications efforts:

a. Donors (current & potential)

b. Volunteers (current & potential; local & international)

c. Business / Corporate partners (local & international)

d. Association & Club leaders / members

e. Institutional leaders (e.g. School teachers/principals, Deans, Presidents, etc)

f. Media

g. Charity rating organizations

h. Sleep researchers

Consideration will need to be given to how best support the development of our 

U.S. and Quebec efforts, or other “markets”, as required
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6.6 Branding

Our reputation is our brand and our mark on the world.  Therefore, we will create a 

compelling brand, one that resonates with and inspires our target groups to take the 

desired action to help us reach our objectives in section 2.3. To do this, we must 

first identify, position and tell our brand story

6.6.1 Brand Personality: The following are our brand descriptors / character traits, that 

will inform our style of writing, graphic representations, speeches and all other 

communication endeavors. Additionally, they help to attract the type of people with 

whom we partner, recruit and engage:

a. Heart-centered humanitarian

b. Global leader and collaborator

c. Innovative solutions-focused advocates

d. Voice for the children

e. Sleep champions for children

f. Trusted partner

g. Role model

h. Relationship-oriented

6.6.2 Brand Story: Our story matters. It’s time for us to be heard

The following represents a series of tactical stories to share with our target groups 

through selected mediums. Please note that a formal tactical plan will be developed 

to identify exactly what we will produce to support our awareness and fundraising 

initiatives and when we will execute:

a. Create a series of real life stories

e.g. told through the voice of others - volunteers, partners, investors, children, 

parents

b. Create a series of stories that support each one of our claims/benefits

e.g. experts highlighting the value of sleep and access to education

c. Create a series of stories that support specific areas of the business

e.g. volunteer recruiting, “fundraising”

d. Create a story about our history, our evolution, our impact, and our future 

vision

6.6.3 Sleeping Children Value Statement: 100% of bedkit donations go directly to bedkits

for children.  No part of any donation goes to administrative overhead.  Because of 

this value statement, we are easily able to differentiate Sleeping Children from most 

charities
20
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FINANCES

“When you offer something of immense value, with a compelling 
reason to believe in you and your cause – something that 

resonates with a person’s heart and mental reasoning – he or 
she will jump on board to join you, to invest in you, to advocate 

for you and to co-create solutions with you.”
-Katrina White, president, The Veris Alliance
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7.1 Objectives

7.1.1 Our goal to serve 214,000 children, over this strategic plan period of three fiscal 

years, will require an investment of approximately $7.49M. It is estimated that 

through the existing donor base, we will raise approximately $2M per fiscal year. 

Assuming this base continues throughout the next three fiscal years, the following 

donations are required to meet our growth objectives

Fiscal Year Funds Required Total Bedkits

Mar 2016 to Feb 2017 $2.310M 66,000

Mar 2017 to Feb 2018 $2.485M 71,000

Mar 2018 to Feb 2019 $2.695M 77,000

Totals $7.490M 214,000

Potential funding gap: $1.49M ($7.49M minus $2M / year * 3 years)

To obtain the required funding, a formal tactical plan will be created to help guide 

the “raising of friends and funds”

7.1.2 While the Donor Pillar is responsible for preparation of “fundraising” objectives by 

market segment, the Finance Pillar will support the Donor Pillar in preparation of 

these targets

7.1.3 To attract and retain Donors, we will need to obtain clean and unqualified audit 

opinions for our financial statements for each fiscal year of the plan period

7.1.4 The Finance Pillar will provide management information to various Pillars on a 

quarterly and annual basis, as requested by each Pillar leader from time to time.  

The format and timing for delivery of such financial information to be agreed 

between each Pillar leader and the Finance Pillar

7.1.5 The Finance Pillar will review the SCAW Investment Policy statement annually to 

ensure it continues to meet the organization’s objectives, as well as review any 

revisions considered appropriate for Board approval

7.1.6 The Finance Pillar will manage SCAW’s banking relationships to ensure they are 

cost-effective and fully meet the organization’s changing and growing needs
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7.2 Strategy

To ensure we achieve our Finance pillar objectives and our overall objectives for the 

plan period, the Finance pillar will deploy the following strategy

7.2.1 Operating & Capital Budget: We will prepare an annual Operating budget and a 

Capital Forecast of the Legacy funds required on a 10 year rolling basis, to ensure 

that we manage our operating and capital costs closely.  An annual report will be 

prepared to the Board and the Executive Director of all actual costs vs budget and 

variances (positive or negative).  This will enable us to take prompt corrective action 

if our costs exceed our expectations during the plan period

7.2.2 We will provide quarterly updates to the Donor Pillar team, as well as the Board, on 

our donor progress vs monthly expectations, so that we may take appropriate steps 

to meet our “fundraising” objectives during the plan period

7.2.3 We will ensure our accounting records are maintained accurately and professionally 

in order to increase the likelihood of a clean audit without any qualifications to the 

auditor’s opinion

7.2.4 We will ensure that there are back-up volunteers in place for all tasks so that we 

may provide prompt financial data to our Board and volunteers as required.  This 

will also ensure there is a succession plan in place for the future

7.3 Resources

The following volunteer resources are required to provide support necessary to 

carry out the Finance Plan:

a. Finance Pillar director

b. Finance Pillar director backup

c. Finance Committee
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OPERATIONS

Quote from volunteer

“I do feel it does make a difference. 
I know there are thousands and thousands 

of kids who won’t get a bedkit this year 
but there are 4,000 that will, and then next 

year there will be another 4,000.”
-Karen Bridgman-Acker (Volunteer)
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8.1 Background

The Operations pillar serves as a support function for all other pillars

8.2 Objectives

8.2.1 Establish a new Operations Committee consisting of 5 members and a chair to 

oversee priorities, strategy and action steps of the Operations Pillar

8.2.2 Assist each Pillar in preparing an action plan (project based approach) that enables 

them to complete all of their objectives as set out in this strategic plan

8.2.3 Assist the Donor Pillar in establishing SCAW’s support of the French language, to 

enable us to tap into a new donor and volunteer community

8.3 Resources

8.3.1 New Operations Committee: Five key volunteers (preferably one from each of the 

other five Pillars) plus the Executive Director plus the committee chair plus the 

technology prime

8.3.2 Three project related resources with the following skill sets

a. IT - Raiser’s Edge or similar platforms (2 new volunteers)

b. Process / Problem solving skills (1 new volunteer, with French language skills 

as a bonus)

8. OPERATIONS PILLAR
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8.4 Strategy

8.4.1 Operations Pillar leader to attend all other pillar committee meetings to listen and 

learn about what is going on, how they do things, and what their priorities are going 

forward

8.4.2 Act as sounding board for other Pillar leaders on what their problems and 

challenges are, then work with them on formulating solutions

8.5 Technology

Advancing our technology is of paramount importance to support our continued 

growth and continuous improvement in all areas of Sleeping Children

8.5.1 Website: During 2016 we implemented a new scaw.org web site. We will need 

continuous suggestions for improvement from within Sleeping Children, as well as 

Donors and other interested stakeholders

8.5.4 Photo/Video Repository: Create a system to support the collection, storage, 

labelling, security, and permission forms of relevant photos and videos

8.5.5 Enhanced Video Technology: Obtain appropriate video technology for home visits, 

factory visits, interviews, story sharing, etc

8.5.6 Equipment: The following new equipment has been identified as a priority to either 

purchase or receive as in-kind donations

a. Eight digital Nikon cameras with accessories

c. Two premium (high-volume) colour printers

d. Phone system with intercom feature

e. Electronic smart board

f. New air conditioner
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IMPACT MEASUREMENT

“Have you ever been 
involuntarily without a bed 

for a period of time?”
-Murray Dryden
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9.1 Purpose

During this strategic plan period, we will implement a formal impact measurement 

system to measure all benefits and the overall impact of our products and services 

to help Sleeping Children create a compelling reason for all stakeholders to believe 

in us, trust us, and invest in us, by providing quantitative and qualitative proof of our 

brand promise as follows:

a. Prepare a concise Annual Report as at July 31st each year that answers the 

questions set out in “Exhibit C: Impact Measurement”.  The answers to these 

questions will provide key information to:

- our Stakeholders (our donors; our volunteers including OVP’s; our 

beneficiaries including our children and their families)

- media

- the public

- charity rating agencies

b. Demonstrate direct and indirect benefits from our bedkit contents including a 

better night’s sleep from:

- mattress, blanket & pillow

- clothing: shirt, shorts / skirt, shoes, socks, pyjamas

- mosquito net

- school supplies & knapsack

c. Demonstrate the direct and indirect benefits of manufacturing and distribution 

of our bedkits in countries where we distribute bedkits

d. Partner with third-party knowledge experts to gather bodies of research to 

support and validate our mission and the long term benefits from our bedkit

contents

e. Demonstrate our commitment to the larger international aid conversation by 

becoming knowledge philanthropists and thought leaders, as well as share 

our learnings with key stakeholders, including the media, donors, volunteers, 

etc

9. IMPACT MEASUREMENT
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9.2 Strategy

9.2.1 Health Benefits

a. Create a Health and well-being advisory council

b. Demonstrate the benefits of health-related bedkit items. Subject matter will 

include (but is not limited to): sleep, malaria, mental and physical health, etc

9.2.2 Education Benefits

a. Create an Education advisory council

b. Demonstrate the benefits of education-related bedkit items. Subject matter 

will include (but is not limited to): formal education benefits such as literacy, 

plus supplementary educational benefits, e.g. pride, optimism, relief of 

poverty, mental and physical health, prioritizing school items within family 

budget, valuing girls

9.2.3 Economic Stimulus

a. Demonstrate the direct and indirect economic benefits created by the 

manufacturing and distribution of the bedkits. Subject matter to include (but is 

not limited to): job creation, advancement in education / skill development, 

overall community and family economic well-being

9.2.4 Strategic Partners/Ecosystem

a. Demonstrate the direct and indirect benefits our strategic partners receive 

through their participation in our cause. Subject matter to include (but is not 

limited to): benefits to their overall Return-On-Investment (ROI) and Social-

Return-On-Investment (SROI) such as, elimination of poverty in their 

community, community pride and leadership opportunities

9.2.5 Investors (Donors)

a. Demonstrate the direct and indirect ROI and SROI benefits created through 

their partnership, be it in-kind or financial. Subject matter to include (in 

addition to the aforementioned impact areas): how their contribution has 

impacted the children / families we serve. Leveraging of the partnership. 

Employee engagement and pride. Overall experience. Overall attitude 

towards us and our cause. Consistency of support

9. IMPACT MEASUREMENT (continued)
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9.2.6 Volunteers

a. Demonstrate the direct personal and social value benefits realized by our 

volunteers.  Subject matter to include (but is not limited to): impact on the 

children / families we serve, volunteer’s skill development, overall experience 

and attitude towards us and our cause

9.2.7 International Aid Community

a. Demonstrate our direct and indirect benefits to the overall International Aid 

community / movement. Subject matter to include (but is not limited to): how 

we are tangibly advancing the cause – elimination of poverty, through the 

advancement of a child’s health, education, equal rights, collaborative 

solutions, engagement, community economic stimulus, etc

9.2.8 Charity Rating Agencies

a. Identify key charity rating agencies (eg. Charity Intelligence) in Canada and 

USA and ensure that their reporting of Sleeping Children is accurate and 

complete.  Use Charity Intelligence’s 29 questions as a template to assess 

our operating model and impact measurement success

9.3 Resources

a. We need to recruit a new analytical volunteer to work under the Donor Pillar 

leader to build a system to measure the above eight metrics for us

b. This individual then needs to work closely with the Distribution Pillar and 

Communications Pillar to get these “success” messages out to the donor 

community, our volunteers, and the general public

c. Annual Report Committee: This new committee will be responsible for 

preparation of an Annual Report as at July 31st each year to address the 

Impact Measurement objective set out in section 9.1(a) .  The Annual Report 

will be approved by our Board, then posted on our website. The Annual 

Report will compare the previous year‘s results vs Strategic Plan objectives, 

with the ability to click on key data items to drill down for more detailed 

information
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