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Fund Development Plan 

 
Our Vision:  
The Oak Ridges Moraine Land Trust sees the Oak Ridges Moraine as a vibrant, 
healthy, sustainable ecosystem within which the Trust and its partners including 
landowners, organizations, governments and many other citizens are actively 
cooperating in the conservation and protection of the moraine.  

 

Our Mission:  
The Oak Ridges Moraine Land Trust ensures that significant moraine properties, 
including lands for the Oak Ridges Trail, are protected in perpetuity (forever) 
through strategic land securement and related stewardship. 

 
 

 
 

The Oak Ridges Moraine is our rain barrel for Southern Ontario and the Greater Toronto Area. 
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EXECUTIVE SUMMARY 

 
The Oak Ridges Moraine Land Trust’s (ORMLT) first priority is to secure lands of significance and 
steward those properties in perpetuity. The Land Trust needs sources of sustainable funding to fulfill its 
promise of protecting land forever.  
ORMLT has a surprisingly diverse list of ways to raise money in comparison to similar organizations, 
which often rely only on grantsmanship and special events. Since it was established in 2000, ORMLT 
has raised money through a variety of appeals, some more successful than others. After five years of 
operation, the Land Trust has a track record that can be used to determine the most effective and 
efficient ways to raise money to achieve its mission and vision.  
ORMLT should continue with its successful Grantsmanship program that secures funding from granting 
foundations and funding partners, such as municipalities. It should also continue its partnership with the 
Toronto Conservation Authority to organize the Annual Charles Sauriol Dinner.  
The Trust should also focus on three ongoing donor appeals with potential to raise significant revenue: 
Membership, Mailers and Major Gifts.  
An annual Membership program would generate regular cash flow, build the Trust’s database and 
recruit new volunteers.  The trust needs to confirm membership fees, define member benefits, establish 
a date when all memberships are due and send timely reminders for payment. It should promote 
membership through personal invitations from Trust volunteers and staff, as well as through a brochure, 
newsletters and on the web site. More investment is needed in the web site to take full advantage of 
this powerful and financially effective tool.  
ORMLT has had some experience with Mailers sending 1,800 copies of its newsletter to donors and 
other interested parties.  This direct mailer has not been as effective as it could be since it has been 
used mainly for communication purposes. There is not a good tracking system in place and there has 
been no analysis of the return.  
A mass or unaddressed mailer is used to acquire new donors. This is a viable strategy for the Trust to 
consider to increase cash flow, add names to the database and create awareness about the 
importance of protecting the Moraine. Mass mailers may also attract new members, volunteers and 
landowners interested in easements or donating land.  
The most promising areas to introduce a mass mailer program would be where the Trust already owns 
land: Star-Cliff in King City and the Purvis Nature Reserve in Uxbridge. The focus of the mailers could 
be to raise money for stewardship of these properties. 
Once the Trust has built up a database of donors, direct or addressed mailers could be used to renew 
donations and to motivate donors to make larger gifts (upgrade). This strategy requires a well-managed 
database.   
Major gifts or face-to-face solicitations are the most efficient way to raise money, since they require 
mainly volunteer time. The first step is an annual internal family campaign to secure a gift from directors 
and staff prior to seeking external support. Major gifts may come from individuals, businesses or 
corporations. This strategy requires trained volunteers who can secure appointments with prospects 
who have linkage, ability and interest.  
The Trust should grow its In Memory program to raise money for stewardship and invest efforts in 
establishing a Planned Gifts program for the future to secure bequests, insurance policies and other 
legacy instruments.  
There is significant potential for the Trust to raise more money based on the profile of the Moraine, the 
population base that is larger than for any other land trust in Ontario, and the significant achievements 
of ORMLT.  
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ABOUT THE FUND DEVELOPMENT PLAN 

A fund development plan is focused on an organization’s past experience and future ability to raise 
money to achieve its vision and mission.  

Oak Ridges Moraine Land Trust’s (ORMLT) main priority is to secure land and steward those properties 
in perpetuity. The Land Trust needs sources of sustainable funding to fulfill its promise of protecting 
land forever.  

ORMLT has a surprisingly diverse list of ways to raise money in comparison to similar organizations, 
which often rely only on grantsmanship and special events. Since it was established in 2000, ORMLT 
has raised money through the following appeals: 

§ Cause Related Marketing 
§ Gaming/lotteries 
§ Grantsmanship  
§ Mailers (newsletter) 
§ Major Gifts 
§ Memberships 
§ Online Donations  
§ Planned Gifts 
§ Special Events 
§ Sponsorship 
§ Third Party Events 
§ Tributes – In Memory, Celebration, Honour. 

After five years of operation, the Land Trust has a track record that can be used to determine the most 
effective and efficient ways to raise money to achieve its mission and vision.  

COMPETITION FOR DONORS AND DOLLARS 

Competition for Funding  
There were more than 161,000 not-for-profit organizations in Canada with 81,168 of these operating as 
registered charities in 2004. Each year another 1,500 agencies achieve charitable status from the 
federal government’s Canada Revenue Agency. Charities and not-for-profits compete for funds from 
individuals, businesses, corporations, granting foundations and organizations such as service clubs.  

Environmental Sector 
The environmental sector includes organizations involved in pollution abatement and control, natural 
resources conservation and protection, environmental beautification and open spaces, animal 
protection and welfare, wildlife preservation and protection, and veterinary services. 1  

§ An estimated 4,424 environmental nonprofit and voluntary organizations were active in Canada 
in 2003. This represents only 2.7% of the total number of all nonprofit and voluntary 
organizations. 

§ Only 41% of environmental organizations are registered charities compared to 56% of all 
voluntary organizations.  

                                                             
1  Cornerstones of Community: Highlights of the National Survey of Nonprofit and Voluntary Organizations (Statistics Canada 2004) and A 

Profile of Environmental Nonprofit & Voluntary Organizations in Canada: Canadian Environmental Grantmakers’ Network Research Brief 
(October 2004) 
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§ Religious organizations receive 50% of the charitable donations in Canada, health care 20% 
and other organizations share the remaining 30%. 

§ Environmental organizations reported total annual revenues of about $1.1 billion in 2003. This 
represents 1% of the total revenues of $112 billion reported by charities and other non-profit 
organizations in Canada.  

§ The average revenue of environmental organizations was $256,000 – much lower than the 
average revenue of $692,000 for all organizations.  

§ The environmental sector had among the lowest average revenue of the sub-sectors, ranking 
12th out of 15. The average revenue was slightly higher than that of arts and culture, and sports 
and recreation groups.  

§ Ontario accounts for the largest share (28%) of total revenue while accounting for only 21% of 
environmental organizations. This is likely the result of larger national groups located in the 
province. 

Local Fundraising Scene 
The local fundraising scene takes in a very large geographic area, from Orangeville in the west, across 
the top of Toronto and to the Trent River waterway in the east.  

Charities and not-for profits compete for funds from individuals, corporations, granting foundations, 
governments and organizations, such as service clubs.  There are numerous environmental 
organizations with similar and complementary mandates in the Land Trust’s area of interest. Many of 
these groups are potential partners, some are funders and others are competitors for scarce dollars.  

Some organizations in direct competition include the new Ontario Farmland Trust established to work 
with farmers, rural communities and other interested parties to promote the protection of farmland in the 
province.  

There are eight conservation authorities within the area, as well as other environmental organizations. 
Refer to Appendix #1 for a more complete list of organizations in the ORMLT area. 

The positive aspect of the proliferation of environmental organizations in the ORMLT area is that 
collectively they raise awareness about important issues and encourage people to get involved through 
providing financial support or volunteering their time.  

There has been impressive success with fundraising efforts in Greater Toronto area, which bodes well 
for the Land Trust. However, it is important to keep in mind that significant work will be required to 
identify the prospects who will be motivated by ORMLT’s vision and mission. This will be a more select 
group than the vast numbers who support health, education and other community charities. Making the 
link between land protection and good health could help to boost interest in the Land Trust’s cause.  

Organizations such as the United Way, shown in Chart A, raise money on behalf of many agencies 
throughout the area.  
Chart A – United Way Campaigns 

United Way 2004 Totals 2005 Goals 
Ajax-Pickering $1,708,934 $1,900,000 
Northumberland $776,000  
Oshawa, Whitby, Clarington, Brock and Scugog $3,100,815 $3,150,000 
Peel Region  $12,600,000 $12,700,000 
Peterborough & District $2,001,592 $2,070,000 
York Region $6,789,000 $7,250,000 

The Community Foundation of Durham has been around for 10 years and has accumulated assets of 
$900,000. There are also community foundations for York Region and for Toronto, which has an asset 
base of more than $140 million. 
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More than $30 million has been raised through the Heroes of Hope Campaign for the new Durham 
Regional Cancer Centre. The campaign goal was increased by an additional $9 million.  

The University of Toronto has a $1 billion campaign, which reaches across Canada and beyond for 
support.  

There are also many other smaller charities and non-profits, as well as churches and other religious 
organization, each securing their own piece of the philanthropic pie. 

SERVICES of OAK RIDGES MORAINE LAND TRUST  

Oak Ridges Moraine Land Trust’s main service is its ability to secure private land for public benefit.  

Concerned citizens and volunteers formed the Oak Ridges Moraine Land Trust (ORMLT) in 1999 to 
help protect the moraine ecosystem through strategic land securement of significant privately owned, 
natural areas. The Trust is a valuable partner in protecting the headwater areas of our rivers and 
streams, greenspace, wildlife and nature in Southern Ontario.  

The Land Trust helps make it possible for landowners to achieve their personal dream of wanting to 
pass on their love of the land to future generations. 
The Oak Ridges Moraine is the rain barrel for South Ontario. It is the source of numerous wetlands and 
kettle lakes in the Greater Toronto Area (GTA), as well as 65 rivers and streams flowing south into Lake 
Ontario and north into Georgian Bay and Lake Scugog, Lake Simcoe, Haliburton and Kawartha Lakes. 
The Moraine is the source of drinking water to more than one quarter million residents in the GTA.  
Research indicates there is a direct relationship between urban sprawl and health. The best available 
evidence indicates greenspace is an essential part of human health.  
People cannot continue to lead healthy lives without sufficient farmland to produce local food, forests to 
help purify the air, and protected watersheds to provide safe drinking water, according to a 2005 Report 
on Public Health and Urban Sprawl in Ontario by the Environmental Health Committee of the Ontario 
College of Family Physicians.  

SITUATION ANALYSIS 

§ Land trusts are relatively new. In general, environmental organizations are younger than 
nonprofit and voluntary organizations overall. Almost one-third (30%) of environment 
organizations have been in operation for less than 10 years. A further 33 percent are 10 to 19 
years old. ORMLT was formed in 1999. 

§ Although supporters of environmental organizations tend to be generous and loyal, there are 
fewer people interested in making a financial contribution to this type of cause as compared to 
healthcare, education and social service agencies.  

§ There are significant challenges for an organization that is mainly grassroots, although ORMLT 
benefits from professional part-time staff.  

§ It is difficult to secure core funding, although there is recognition by some funders of the need 
for operational support for efficient and effective voluntary organizations.  

§ ORMLT has demonstrated success through land preservation. 
§ The Land Trust is particularly dependent upon grants from foundations and government 

agencies for program and operational revenue.   
§ A partnership with a conservation foundation provides annual funding generated by an 

increasingly successful special event, the Sauriol Dinner.  
§ There has been limited money raised through general donations in response to mailers, 

memorial and tribute gifts, and very few major gifts (face-to-face asks).  
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§ There is significant potential for the Trust to raise more money based on the profile of the 
Moraine, the population base that is larger than for any other land trust in Ontario, and the 
significant achievements of ORMLT.  

GEOGRAPHIC AREA AND ECONOMIC CLIMATE 

The Oak Ridges Moraine is a continuous glacial landform that runs from the Niagara Escarpment near 
Orangeville in the west, across the top of Toronto, and to the Trent River waterway in the east.  

The moraine lies partly inside and partly outside the Greater Toronto Area (GTA). Inside the GTA, it is 
located in Peel, York and Durham Regions. At its west end it extends into Simcoe and Dufferin 
Counties, and at its east end into Victoria, Peterborough and Northumberland Counties.  

Peel Region  
§ The Regional Municipality of Peel encompasses the suburbs directly to the west of Toronto. 

Within the region are the cities of Brampton, Mississauga and the town of Caledon. It is the 
second-largest municipality in Ontario after Toronto, to whom it owes its existence.  

§ Peel is a rapidly-growing area with a young population and an increasing profile. 
§ Total population is expected to reach 1.11 million in 2005 and 1.13 million in 2006, an annual 

average increase of about 2 per cent.  
§ Total labour force increased by 1.7 per cent to reach 682,500 persons;  
§ All new jobs created during the second quarter of 2005 were full-time positions.  
§ All new jobs were in the goods producing sector reflecting continued job growth in the 

construction sector as well as a rebound in the manufacturing sector.  
§ Peel’s manufacturing sector gained approximately 6,000 new jobs during April – June 2005, the 

first quarterly increase in the sector’s employed labour force since the third quarter of 2004.  
§ Peel’s business sector continued to expand in 2004. The total number of business 

establishments in the region as of December 2004 was 77,906, up from 73,018 in December 
2003. 

§ The service sector led the growth with 4,203 new businesses or a growth of 7.2 per cent pushed 
mainly by growth in the (truck) transportation sub-sector.  

§ The goods producing sector added 685 new businesses, an increase of 4.7 per cent, most of 
which were in the construction sector.  

§ Although activities in Peel’s construction sector remained above average, it continued to retreat 
from peak levels attained in 2002. Reflecting this, the number of residential housing starts in 
Peel in 2005 continued to show declines when compared to levels attained in 2004. 

§ During the first half of 2005, the number of residential housing starts in the Region of Peel 
declined by 7.1 per cent.  

§ Housing starts in the City of Mississauga increased by 7.7 per cent while starts in the Town of 
Caledon (-71.4 per cent) and Brampton (-8.1 per cent) continued to decline.  

§ By far the largest (in area) and the most sparsely populated part of the region is Caledon, which 
is home to only 55,000 residents.  The Moraine is mainly in the Caledon area; however, many 
residents from other parts of Peel take advantage of the recreational opportunities on the 
Moraine.  

Source: www.region.peel.on.ca 
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York Region  

§ York Region covers 1,776 sq km from Lake Simcoe in the north to Steeles Avenue in the south. 
It borders Simcoe County and Peel Region in the west and Durham Region in the east.  

§ The region consists of the Cities of Markham and Vaughan, with the townships of Aurora, East 
Gwillimbury, King, Newmarket, Richmond Hill and Whitchurch-Stouffville. 

§ The landscape includes farmlands, wetlands and kettle lakes, the Oak Ridges Moraine and 
more than 2,070 hectares of regional forest.  

§ York Region's 27,000 businesses provide 440,000 plus jobs for York Region residents, with 
15,000 to 20,000 more jobs added annually. 

§ 40 percent of the population are immigrants, compared to the Ontario average of 26.8 percent 
(Source: 2001 Census) 

§ The percentage of York Region residents with a university degree is 19.7 compared to 15 
percent as the average in Ontario (Source: 2001 Census). Higher education is a good indicator 
of the willingness to donate.  

§ In the year 2026, estimates suggest there will be 1.3 million people in York. 
There will be three times as many people over 50 as today. There will be 696,000 jobs. 

§ York has one of the youngest, best educated and highly skilled workforces in Canada.  
Source: www. .on.ca 

Durham Region 
§ Durham Region lies immediately to the east of the City of Toronto within the Greater Toronto 

Area and encompasses an area of approximately 2,590 sq km.  Its population is 564,000.  
§ A target of 760,000 people has been estimated for the number of people living in the region by 

the year 2011, and a target of 970,000 people by the year 2021, more than double the 1991 
population. 

§ Durham is comprised of the eight municipalities that serve as the eastern gateway to the 
Greater Toronto Area: Ajax, Brock, Clarington, Oshawa, Pickering, Scugog, Uxbridge and 
Whitby. 

§ The area is characterized by a variety of landscapes and communities. A series of major 
lakeshore urban communities contrast with a variety of small towns, villages, hamlets and 
farms, which lie immediately inland. The relatively flat lakeshore area marked by the bluffs, 
wooded creeks and ancient shoreline, features contrasts with the hummocky topography of the 
Oak Ridges Moraine running parallel to the shoreline only 15 miles to the north. This diverse 
landscape of woods, headwaters, ridges and hollows gives way to rolling farmlands and lakes to 
the north. Here the municipality spreads into the prime recreational lake lands of Simcoe, 
Scugog and the Kawarthas. 

§ Durham Region is one of the fastest growing communities in Canada, enjoying tremendous 
growth through expansion of industry over a diverse economic base.  

§ Key economic sectors are automotive, energy, plastics and call centres. Volkswagen Canada, 
and BMW Canada house their headquarters here. The largest employers include: 

- General Motors Canada – 11,500 jobs in automotive assembly. GM recently announced 
significant layoffs for the Oshawa plant 

- Ontario Power Generation – 8,000 jobs in power generation headquarters 
- Lear Corporation – 1,230 jobs in automotive seating  
- Minacs Worldwide Inc. – 1,200 jobs in outsourced call centre services  
- TDS Automotive – 735 jobs in sub-assembly automotive parts 
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- Gerdau Ameristeel – 550 jobs in steel manufacturing  
- Messier-Dowty Inc. – 500 jobs in making aircraft landing gear  
- Sobey’s Whitby Retail Support Centre – 500 jobs in food distribution.  

§ The single most significant economic factor for the region has been the dramatic increase in 
residential development. 
Source: www.region.durham.on.ca 

DEMOGRAPHICS 

David Foot, author of Boom, Bust & Echo 2000, forecasts that non-profits will soon experience a surge 
in donations and volunteers, because giving and volunteering tend to increase with age, and the huge 
Baby Boomer generation is entering the period of their lives when their families are grown and they 
begin to reach out to their community.  
The likelihood of giving is high among older Canadians, and the amount increases with age. Experts 
suggest that fundraisers are well advised to aim some campaigns at the 65 and over age group, as 
they are likely to be donors (80 percent) and donate the greatest amounts of any age group. 
Foot agrees, stating that the Depression Era (1930-39) and the Roaring ‘20s (1920-29) generations are 
among today’s wealthiest Canadians, and are in a strong position to give. They are also the most likely 
to donate property to land trusts.  

A potentially fruitful source of revenue for charities in the new millennium is legacy gifts. Some 
members of the prosperous Roaring ‘20s and Depression Era generations will be reaching the end of 
their lives. By acting now to engage these people in legacy giving programs, charities may benefit from 
the transfer of wealth in the next decade. Refer to Appendix #2 for more information about Canada’s 
age distribution.  

Research indicates that the higher the education level, the more likely a person is to give. Chart B on 
page 10 outlines population and education levels in ORMLT’s geographic area.  

The population in Peel, York, Durham, Simcoe and Dufferin is growing substantially faster than in 
Ontario as a whole. There is also a younger population base in these areas. There are more people 
with post-secondary education between the ages of 45 and 64 in Peel and York than in other parts of 
Ontario. The average earnings in Peel, York and Durham tend to be higher than the rest of Ontario. 

In contrast, the population of Peterborough, Northumberland and Kawartha Lakes is growing slower 
than the rest of Ontario. These areas have an older population and the average earnings are lower than 
the rest of the province. 
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Chart B – Population and Educational Levels 

County Peel York Durham Simcoe Peter-
borough 

North- 
umberland 

Kawartha 
Lakes 

Dufferin Ontario 

Population: 
2001 
Census 

988,948 729,254 506,901 377,050 102,423 77,500 69,179 51,013 11,410,046 

Change 
from 1996  

16.0% 23.1% 10.5% 14.3% 2.1% 4.1% 1.8% 11.7% 6.15% 

Median age  34.4 36.0 35.9 37.3 40.6 41.1 42.1 35.5 37.2 
Between 
ages 25-44 

33.3% 31.3% 31.7% 30.4% 25.3% 26% 24.7% 31.4% 31% 

Between 
ages 45-54 

14.3% 15.7% 14.5% 13.6% 14.6% 14.8% 14.8% 13.8% 14% 

Between 
ages 55-64 

8.5% 8.7% 8.1% 9.3% 10.4% 10.9% 11.4% 8.5% 9% 

Between 
ages 65-74 

4.9% 5.5% 5.7% 7.5% 9.0% 9.8% 10.6% 5.4% 7% 

Between 
ages 75-84 

2.4% 2.8% 3.2% 4.5% 6.7% 6.1% 6.5% 3.2% 4% 

Age 85 and 
over 

0.6% 0.8% 0.9% 1.3% 2.2% 1.9% 1.9% 1.3% 1% 

% age 45-64 
with post-
secondary 
education * 

39.3% 43.4% 35.8% 32.8% 37.9% 30.4% 28.3% 35.3% 38% 

Average 
earnings 
(all) 

$36,635 $40,892 $37,342 $31,940 $29,132 $30,030 $28,300 $34,977 $35,185 

Median 
income age 
15 and over 

$27,969 $28,566 $29,246 $28,411 $21,257 $22,250 $21,147 $27,783 $24,816 

*Includes college or university certificate, diploma or degree 
Source: Statistics Canada 2001 Community Profiles 
http://www12.statcan.ca/english/profil01/PlaceSearchForm1.cfm 
 

 
GIVING TRENDS  

Total giving to registered charities in Canada 
was $9.1 billion in 2003, a 10 percent 
increase from the previous year.  

Giving by individuals was 72 percent, 
corporations contributed 16 percent and 
foundations provided 12 percent of the 
revenue, as shown in Chart . 
- Individuals gave $6.5 billion, an increase 

of 11 percent from 2002. 
- The number of donors increased slightly 

by 1.6 percent to 5.6 million in 2003. 
- The average gift according to tax returns 

is $1,160, an increase of 10 percent from 2002.  
- The median donation also increased to $220 from $210 in 2002.  
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- Statistics Canada reports that the median donation was $290 in Ontario in 2004.  

The percentage of tax filers who reported charitable donations declined slightly to just under 25 
percent. Research by Imagine Canada shows that 25 percent of those donors contribute the lion’s 
share of donated dollars.  

There is potential for donations for organizations with a strong case for support and where donors can 
have an impact that lines up with their values.  

Imagine Canada reports that corporations are not giving less; however, they are taking longer to make 
decisions and they are looking for causes that align with their corporate vision and values, and enhance 
their role as good corporate citizens. 

2001 National Survey of Giving, Volunteering and Participating 
The 2001 National Survey of Giving, Volunteering and Participating reports that about $5 billion was 
donated to charities and non-profit organizations between Oct. 1, 1999 and Sept. 30, 2000. This marks 
an increase of 11% (or 6% when adjusted for inflation) since the first survey was conducted in 1997. 
This increase did not match the growth in average Canadian household income, which climbed 16% in 
the same period.  

§ Almost 22 million Canadians or 19% of the population aged 15 and older donated money or 
goods to charitable organizations in Canada in 2000.  

§ About 78% made direct financial contributions that averaged $259 per year, an increase of $20 
from 2000.  

§ About 82% of financial donations made in 2000 came from just 25% of donors.  
§ Fewer people reported giving regularly to the same organization: 41% of donors in 2000 

compared with 44% in 1997.  
§ There was a substantial increase in the number of donors who indicated they would contribute 

more if governments offered a better tax credit for their charitable donations. This was 49%, up 
from 37% in 1997.  

§ Patterns of giving within age groups have changed. Most notable are the changes in annual 
donations for the three age groups shown in Chart D. The 65 and older group tend to give to 
many organizations, sometimes as many as 20 or more.  

Chart D – Changes to Patterns of Giving  

Age  2000 2001 
15-24 $79 $118 
25-34 $159 $229 
65 and older $328 $308 

Source: 2001 National Survey of Giving, Volunteering and Participating (NSGVP). 

KEY PUBLICS AND PROSPECTS  

Key public is defined as an important audience with which the Land Trust should communicate 
regularly. The most effective communication is two-way with the opportunity for listening as well as 
telling information. 

Prospects are potential donors of receiptable gifts and financial supporters through sponsorship and 
other non-receiptable revenue sources. They already have some type of relationship with the 
organization. 

An organization can communicate without raising money; however, it cannot raise money without 
effective communication.  
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Key publics include: 
§ Board 
§ Corporations 
§ Foundations 
§ Government – municipal, provincial and federal 
§ Landowners 
§ Media 
§ Members of the land trust 
§ Naturalist clubs 
§ Outdoor groups 
§ Partners, i.e. conservation authorities 
§ Philanthropic people 
§ Professionals: lawyers, real estate, insurance specialists 
§ School groups 
§ Service clubs 
§ Volunteers. 

STRATEGIES 

§ Continue with successful activities: grant proposals to foundations and governments, and the 
Annual Charles Sauriol Dinner  

§ Establish an annual membership program to generate regular cash flow, build the Trust’s 
database and recruit new volunteers 

§ Introduce a mass (unaddressed) mailer program to acquire new donors and raise money for 
stewardship  

§ Continue to grow the direct or addressed mail program to provide timely information to donors, 
encourage them to renew gifts and to increase the amount of their giving (upgrade) 

§ Coordinate an ongoing major gifts program to secure significant gifts of $1,000 or more  
§ Encourage in memory gifts to help fund stewardship programs 
§ Develop a planned gifts program to provide revenue in the long-term from bequests, insurance 

policies and other legacy instruments  
§ Invest in improvements in the web site to encourage online donations and to provide a cost-

effective communication tool 
§ Provide opportunities for two-way communication with key stakeholders 
§ Steward gifts responsibly 
§ Recognize donors in their preferred way.   

 Philanthropy and Fundraising  

Philanthropy and fundraising have sometimes been described as the difference between giving and 
taking.  
Philanthropy is an act of deliberative generosity for the public good – Giving. 
Fundraising usually describes activities that raise money while providing something to the supporter, 
such as a dinner at an event or a chance to win money or other prizes through the purchase of a lottery 
ticket – Taking. 
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PHILANTHROPY 
Grantsmanship 
Grants generally cost about 20 cents to raise $1 based on the time required to prepare the proposal.  
Although the Land Trust has had significant success with proposals to funders, it is very dependent 
upon grants for its financial viability. There are certain funders with an interest and focus on the 
environmental sector that can usually be counted on for support. However, the competition is growing 
as new environmental organizations enter the scene and funders expect more mature organizations to 
move toward sustainability.  
Granting foundations provided about 12 percent of the funding to Canadian charities in 2003.  Imagine 
Canada’s 2004 Directory of Foundations and Grants reported there were 2,348 foundations in Canada, 
with assets of more than $12 billion. They reported making $1.1 billion in grants in 2003, a slight decline 
from 2002 mainly due to financial market conditions.  
Foundations are an important funding source for land trusts; however, they cannot answer the need for 
ongoing operational dollars, as most foundation funding is for short-term projects.   
Experts suggest that organizations should not count on more than 6 percent of their funding from 
foundations. In 2004, grants accounted for 74 percent of ORMLT’s budget.  
The Trust has received grants from the organizations listed in Chart E. Grantsmanship should remain 
one of the pillars of the Trust’s development plan with efforts made to secure funding from new 
sources, renew previous grants and encourage increased support. 
Chart E – Funding from Municipalities and Grants from Foundations 

Organization 2003 
Actual 

2004 
Actual  

2005 
Actual  

2006 
Budget 

Municipalities         
City of Toronto 44,262      10,000 
King Township   10,000 5,000 
Uxbridge           5,000      15,000   
York Region  10,000  24,308 42,000 40,000 
Other municipalities 4,975 5,000 0 15,000 

Sub-total  59,237  34,308 67,000 70,000 
Foundations        

Trillium     28,000      60,000      75,000  40,000 
EJLB     25,000      25,000      25,000  25,000 
Fitzhenry       5,000 
Flavelle        1,000      1,000 
HIVA     10,000      2,000 
McGeachy     10,000      5,000 
Richard Ivey     15,000      5,000 
George Lunan        
McLean     10,000      10,000      10,000  10,000 
Metcalf     25,000      5,000 
Oak Ridges Moraine   38,160 164,958  320,172 

Sub-total  124,000  133,160  274,958  418,172 
Other         
OLTA  3,000 31,818 26,000 
Shad     2,000 
Sustainability Network     500 

Sub-total          3,000  37,818 28,500 
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Organization 2003 
Actual 

2004 
Actual  

2005 
Actual  

2006 
Budget 

In Kind         
Evergreen          10,400  5,000 
Earth Rangers             9,600   

Sub-total            0-  0 20,000 5,000 

Totals  183,237 170,468 393,776 521,672 
 
Direct Mailers (Addressed) 
Direct or addressed mail requires a well-maintained database with a few hundred donors. The package 
usually includes an outside envelope, letter, brochure, pledge form and reply envelope.  

Although the Land Trust does not have a formal direct mail program, it distributes its newsletter twice 
annually to about 1,800 names.  Few of the 1,800 are members and donors, and therefore this mailing 
is more for communication purposes than for raising money.  

The most recent newsletter included a direct ask for money for the Protect an Acre Campaign: $200 to 
protect one acre, $400 to protect two acres or $1,000 to protect five areas. Donors receive a certificate 
acknowledging their gift along with a receipt.  

Mass Mailers (Unaddressed) 
A mass or unaddressed mailer is used to acquire new donors. This is a viable strategy for the Trust to 
consider to increase cash flow, add names to the database and create awareness about the 
importance of protecting the Moraine. This mailer may also attract new members, volunteers and 
landowners interested in easements or donating land.  

The most promising areas to introduce a mass mailer program would be where the Trust already owns 
land: Star-Cliff in King City and the Purvis Nature Reserve in Uxbridge.  

Chart F provides the breakdown of households and businesses in those areas, as well as financial 
projections based on a conservative 1% return. Generating a 2% return on a mass mailer is considered 
good.  The costs are relatively high for this type of appeal; however, there is the opportunity to renew 
and upgrade donors in future years through direct mailers.  
Chart F – Households (Canada Post) 

Area  Houses Apt.  Farms  Bus. Total  1% 
return  

Rev. @ 
$200 

Exp. 
@60% 

Net  

King City  2,329 0 40 13 2,482 25 $5,000 $3,000 $2,000 
Uxbridge 4,900 563 250 471 6,184 62 $12,400 $7,440 $4,960 

The package would include a letter, brochure, reply envelope and mailing envelope. The content should 
feature information about the local property and the need for financial support to provide ongoing 
stewardship for the Trust’s properties.  

The ask should be for $200 per year over three years for a total commitment of $600. The $200 ask is 
based on the amount required to protect one acre of land. Some donors will choose to make a one-time 
gift, while others will make a three-year pledge, providing a financial base for the next two years. 
Statistics Canada reports that the median donation was $290 in Ontario in 2004. 

Once the Trust has built up a database of donors, direct mailers can be used to renew donations and to 
motivate donors to make larger gifts (upgrade).  

The Canada Post web site provide information about householder counts and maps, as well as how to 
prepare mailings. Refer to: http://www.canadapost.ca/cpc2/addrm/hh/doc/prepare-e.asp. 
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Major Gifts (Face-to-face solicitations) 
Major gifts, since they require mainly volunteer time, are the most efficient way to raise money at about 
10 cents to 20 cents to raise $1.  
Major gifts usually comprise about 10 percent to 20 percent of the gifts received by an organization 
producing about 70 percent to 80 percent of its income. Major gifts may come from individuals, 
businesses or corporations. ORMLT defines a major gift as a donation of $1,000 or more.  
Family Campaign  
The Trust needs to start with its own annual family campaign with a goal to secure 100% support from 
the board and staff. The recommendation is for each director and staff member to make an annual 
donation of at least $200, based on the cost of protecting one acre. This works out to about 55 cents 
per day, less than the cost of one cup of coffee.  

Some directors may be capable of larger gifts and should be encouraged to make their gift based on 
their capacity and passion for ORMLT.   

Henry A. Rosso organized prospects in a series of concentric 
circles according to their affinity to an organization. Those 
closest to the centre of the circle should be asked for a gift 
first and then move outward to the other prospects. 
Start with the board of directors first and then ask other 
volunteers and members for a gift, preferably a pledge over 
three to five years.  
The Land Trust will have far more credibility with other 
prospects and funders when it can report that it has 100 
percent participation from its board as donors as well as 
members.  
Some organizations set an annual goal for the organizational 
family, which increases over time as people become more 
comfortable with giving and they become proud of what their 
gifts accomplish. Successful organizations discuss giving 
expectations during the recruitment process for new directors, volunteers and staff.  
External Campaign  
The most promising prospects for a major gift are those who are closest to the organization and who 
have already made one or more donations over time. One expert says that the best source of names 
for major gifts is your own contact list. A very important consideration is who can get the appointment, 
since it is often very difficult, or impossible, to get past the gatekeeper.  

Prospects are people who have already shown an interest in the organization or who have made a 
donation in the past. 

Suspects are usually just names on a list that the organization has little information about, who have 
not indicated any interest and have not made a gift. It is most productive to use scarce resources to 
pursue major gifts from qualified prospects first.  

The secret of success for face-to-face asking is to: 
Select the right person 
To ask the right person 
At the right time 
For the right amount 
In the right way 
For the right reason 
With the right follow up. 

Rosso’s Circle of Influence 
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Linkage – Ability – Interest (L-A-I) Principle 
Rosso describes a research concept known as the L-A-I principle of prospect identification in his book, 
Achieving Excellence in Fundraising2.  
The rules of fund development, which have been proven over time, maintain that all three principles 
must apply when separating prospects, who may actually give a gift, from suspects during the 
evaluation process. The elimination of just one of the three principles will invalidate the process and 
reduce the gift candidate from a prospect to a suspect.  

• L – Linkage: There must be some type of link or access through a peer to the potential 
donor. Find someone who can get the appointment for a cultivation call to explain the 
case, listen to the prospect’s interests, and eventually ask for a gift, if and when the time 
is right.  

• A – Ability: Determine through research if the prospect has sufficient discretionary 
holdings to justify a gift solicitation at the appropriate “asking” level.  Is the prospect 
capable of giving a $1,000, $10,000, $25,000, $50,000 or a $100,000 gift? 

• I – Interest: The odds of securing a significant major gift are much higher if the prospect 
has an interest in the environment, particularly in protecting land. If the potential 
contributor has no interest in the organization or little knowledge about its work, then the 
person will be prone to make a small gift or none at all. Interest in the organization and 
an understanding of its mission and accomplishments are imperative in the identification 
of valid prospects. 

Tributes – In Memory, Celebration, Honour  
Tribute gifts include gifts given in memory, in celebration or in honour. They usually cost about 20 cents 
to 25 cents to raise one dollar. Related expenses include printing of a card or special envelope for the 
gift as well as acknowledgement for the donation.  

In memory gifts are the most common donations given to an organization usually at the request of the 
family who has lost a loved one. In celebration gifts are donations to celebrate special occasions such 
as the birth of a child, graduation, retirement, anniversary or birthday. In honour gifts are generally 
given in appreciation of an individual.  

ORMLT has received some in memory gifts, shown in Chart G, as well as the proceeds from a 
retirement party. There is potential to increase giving in these categories by publicizing the opportunity 
by word of mouth, in a brochure, newsletter and web site. About 80 percent of online donations are in 
memory or in honour gifts. 
Chart G – In Memory Donations 

2004 
Actual  

2005 
Actual  

2006 
Budget 

 $175 $1,107  $1,500 
 
Legacy / Planned Gifts 
Planned giving simply means planning now for a legacy gift that a charity will receive sometime in the 
future. A donor makes a commitment to make a future gift through their will, life insurance policy or a 
range of other gift options, often with excellent tax advantages. 

It is important to keep in mind that a legacy gifts program is a long-term investment. It may take years 
to see a return on the investment and this is a challenge for organizations that need to meet current 
needs. 

Planned gifts programs are the fastest growing source of revenue for Canadian charities: 

                                                             
2  Rosso, Henry A.  (1991). Achieving Excellence in Fund Raising.  San Francisco: Jossey Bass p. 29 
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§ 3.5 million Canadians are expected to die between 1990 and 2010 leaving an estimated $1 
trillion to their heirs (mainly baby boomers) and community 

§ Collectively baby boomers will receive between 8 million and 10 million bequests 
§ Four in 10 Canadians will inherit money with some expecting $500,000 or more 
§ Many will inherit land 

§ 80% of all planned gifts received are through bequests  

§ 46% of Canadians do not have a will 

§ 34% of Canadians have or would make a bequest to charity if asked (Decima research) 

§ 62% of Canadians contribute to charities during their lifetime; only about 7% continue support 
through their will or estate plan  

§ Bequests are ideal to help grow an endowment fund. 
It is important to create awareness about the opportunities and benefits of legacy gifts, and to build trust 
by demonstrating that the Land Trust is here for the long term.  

Initiatives could include: 

- Creating a ‘leave a legacy’ fact sheet as a handout and resource on the web site 

- Building relationships with allied professionals: accountants, financial advisors, insurance 
specialists and lawyers 

- Purchase an annual listing in the Canadian Donors Guide, used by allied professionals to 
identify suitable organizations for their clients to leave a legacy gift 

- Organize information sessions about the benefits of legacy giving 

- Join the Canadian Association of Gift Planners (CAGP). There is a Greater Toronto Area 
Roundtable which co-ordinates regular educational events. For more information, go to 
www.cagptoronto.org 

- Join Leave a Legacy - $35 annually. LEAVE A LEGACY™ is an international public awareness 
program that encourages people from all walks of life to make gifts through a will or other gift 
planning instrument to the charity or non-profit organization of their choice. A program in 
Canada of the Canadian Association of Gift Planners (CAGP•ACPDP™), LEAVE A LEGACY™ 
is a collaborative effort of donors, charities, non-profits and professional advisors, to raise 
awareness of the importance of thoughtful, well-planned, tax-wise gifts and their impact on the 
quality of life in our communities. The LEAVE A LEGACY™ program is designed to benefit all 
charities and not-for-profit groups large or small. May is Leave a Legacy month.  
The contact for the Greater Toronto Area is Ibrahim Inayatali, tel. 416-813-2239, email: 
ibrahim.inayatali@sickkids.ca  Web site: www.leavealegacygta.org 

Online Donations 
By the end of January 2005, Canadians had donated more than $200 million towards relief efforts for 
those who survived the December 2004 tsunami in South East Asia. The amount of money donated 
online was a surprise to many. The response suggests that many Canadians are prepared and even 
eager to embrace online giving.   

Research shows that online gifts on average are twice as much as gifts by cash or cheque. About 80 
percent of online donations are in memory or in honour gifts. 

Statistics Canada tells us that 60 percent of households in Canada had at least one member who used 
the Internet regularly in 2001 (up from 51 percent in 2000), and that 2.2 million households spent $2 
billion shopping online. 
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People between the ages of 15 to 24, who tend to be computer literate, increased their giving from $79 
to $118 in 2001. The Internet will become even more important in the future as the generation that has 
grown up with computers since infancy gets to the age when they start to give.  

Young people are not the exclusive users of the Internet.  Statistics show that the fastest growing group 
of people using the Internet are older, retired people. As well, people in their thirties and forties are 
receptive to the medium. The Internet is a choice-based medium, in that people seek out the 
information when they want it.  

Online giving is becoming increasingly popular for pledge-based events such as walkathons. The CIBC 
Run for the Cure has increased online donations by about 20 times in the past five years.3 

The simplest use of web-based technology is to include a pledge form on your web site that people can 
print out and mail in with a cheque.  

It is more complex to receive online donations; however, there are companies specializing in helping 
charities establish a web presence. In order to take full advantage of this opportunity, you will need to 
promote online giving as an option on all materials.  

Investing in the technology to accept online gifts is likely out of reach for the Land Trust; however, 
CanadaHelps.org already includes all charities registered by the Canada Revenue Agency. 

ORMLT is already using CanadaHelps.org, which is a unique Canadian donor portal sponsored by 
leading Canadian financial institutions, corporations and granting foundations. The site offers a low-cost 
online fundraising option for Canadian charities.  

It operates on the premise that facilitating online donations is rendered most cost-effective by using 
electronic fund transfer (EFT) and electronic communication methods. Using EFT all the funds, minus a 
3 percent transaction fee, are transferred directly to the charity’s bank account on a weekly basis. Email 
communication provides the charity with real-time reporting and notification of each donation made on 
the site.  
FUNDRAISING 
Fundraising activities are not philanthropic, as people are receiving some type of direct benefit for their 
money. Special events include meals and entertainment. Gaming, such as the cash lottery and break 
open lottery tickets, offer a chance to win a prize.  

Memberships 
It usually costs between 30 cents and 80 cents to raise $1 from memberships depending upon what 
benefits are offered. Memberships provide steady cash flow and help build a database for direct mail 
appeals, invitations to special events and prospects for major gifts.  The membership program can also 
create a pool of interested volunteers and potential board members.  

Eighty-seven percent of environmental groups in Canada are membership organizations, compared to 
80 percent for nonprofit groups overall. Despite the majority being membership organizations, 76 
percent report than non-members are among the primary beneficiaries of their services or products. 
Certainly this is the case with land trusts. 

ORMLT’s annual membership fee is $25 for an individual and $50 for a family. In the early years, the 
Land Trust promoted lifetime memberships to anyone who made a donation of $500 or more. Chart H 
illustrates the Trust experience with memberships. 
Chart H – Membership Revenue  

2003 
Actual 

2004 
Actual  

2005 
Actual  

2006 
Budget 

$25 $1,400 $275 $2,500 

                                                             
3 From Philip King, president of artezinteractive, Association for Healthcare Philanthropy Conference, Ottawa, May 2005.  
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Members receive two issues of the newsletter annually, as well as invitations to the annual meeting and 
other special activities. There is excellent potential to renew memberships, ask members for donations 
and to recruit new volunteers.  

In order to have an effective membership program, the trust needs to: 
§ Confirm membership fees; recommendation: 

§ $20 – youth under 18 
§ $35 – individual  
§ $50  – family  
§ $100 – group or corporate  

§ Define member benefits (refer to examples in Appendix 3).  
§ Establish a date when all memberships are due, i.e. Jan. 1, and send timely payment reminders 
§ Promote membership through a brochure, newsletters and on the web site. Many organizations 

have a membership form that can be downloaded from the web site.  
§ The most effective strategy would be personal invitations to join from Trust volunteers and staff.  

Gaming/Lotteries 
The cost is between 50 cents to 80 cents to raise $1 through gaming or lotteries. People are buying a 
chance to win; they may not be interested in supporting your organization. This activity requires 
licensing and reporting, and may be labour intensive to sell tickets. The Land Trust has held some 
raffles in the past, usually as part of special events.  

Special Events  
Although they are usually labour intensive, special events have a three-fold purpose, to:  

§ Raise friends – provide a friendly and welcoming atmosphere to socialize with existing 
donors and volunteers, and to bring new people into the fold who may want to become 
involved when they enjoy themselves and like what they hear about your organization’s 
achievements  

§ Increase the organization’s profile – through pre-publicity and post-media coverage, 
especially if there is a unique and fitting focus to the event that captures the interest of 
assignment editors 

§ Generate revenue – it costs about 50 cents to raise $1 through a special event. 
Sponsorship may help reduce the cost to the organization. 

ORMLT’s signature event is the Annual Charles Sauriol Environmental Dinner organized in partnership 
with the Toronto Conservation Authority. This is a labour intensive activity requiring 65 volunteers; 
however, the event’s profile provides valuable publicity for the organizers. Chart I shows the net 
revenue from the dinner over the past few years.  
Chart I – Annual Charles Sauriol Dinner Net Revenue  

2003 
Actual  

2004 
Actual  

2005 
Actual 

2006 
Budget 

$23,647 $37,000 $35,000 $20,000 
 
The Land Trust was also previously involved with the Oak Ridges Trail Association to run an annual 
Walk for the Moraine, which provided $11,605 in revenue in 2003.  

Other events include the annual meeting, recognition events and a forum for real estate professionals 
in May 2005. Although none of these events generated direct revenue, they are valuable in building 
relationships and provide an opportunity to share the Land Trust’s case for support.  



 
 

Lyndan Communications for Oak Ridges Moraine Land Trust – Feb. 28, 2006  20 

Third Party Events  
Third party events are those run by another community group or business to benefit ORMLT. There is 
usually little or no direct cost for the Land Trust. It is important to develop guidelines for third party 
events to ensure the activity fits with the Land Trust’s image. These events are a good way to extend 
ORMLT’s reach into the community without taxing its own resources. 

The Land Trust has benefited from some third party events including a dance organized by high school 
students, who also provided information about the Land Trust to participants.  

Sponsorship 
Although both usually require a customized proposal, sponsorship is different from grantsmanship in 
that the funding comes from a company’s marketing or advertising budget instead of money set aside 
for donations.  

Organizations may secure sponsors to help underwrite the cost of events, and provide extensive 
publicity and promotion through the company’s resources. The corporation may also provide 
employees to help an organization run an event, develop and maintain a web site, or print tickets and 
publications.  

Securing a sponsor requires a dynamic proposal outlining how your organization’s vision fits with the 
company’s business goals, as well as significant specific benefits to the company. Sponsors may 
provide value-added opportunities such as covering the cost of printing, offering marketing expertise, 
volunteers or product.  

ORMLT ‘s main involvement with sponsors is through the Annual Charles Sauriol Environment Dinner. 
The downside to sponsorships is that they may close the door to major gifts for the Land Trust.  

Cause-Related Marketing   
Also known as Strategic Philanthropy or Social Marketing, these initiatives can usually be undertaken 
for little or no cost to the organization. The organization is endorsing the product or service in exchange 
for a percentage or a fix portion of the sale price.  

ORMLT has an arrangement with Environment Telecom to receive 20 percent of the proceeds from 
long distance telephone calls made by supporters who have signed up for the service.  

COMMUNICATION  

Effective marketing and public relations is critical to successfully raise money. It is possible to 
communicate without raising money; however, it is not possible to raise money without communicating.  

ORMLT has undertaken numerous communication initiatives including: 
§ Media releases and feature articles  
§ Brochures  
§ Newspaper insert 
§ Recognition ceremonies  
§ Newsletter – ORMLT Future published twice annually 
§ Web site – refer to Appendix #4 for Recommendations for Web Site Improvements 
§ Display at community events 
§ PowerPoint presentations 
§ Television and radio interviews 
§ Booth at Canada Blooms 
§ Presentations to student groups and other organizations   
§ Tours of properties.  
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ORMLT needs to identify its most important communication strategies to carry key messages to 
important stakeholders and to differentiate itself from the many other organizations raising money for 
environmental initiatives within the same area. 

STEWARDSHIP and RECOGNITION 

Stewardship is the way to keep donors committed to the cause. When an organization seeks donations 
through any means, it is promising donors that certain outcomes will result. It is critical that the 
organization report back on how the money was used to make a difference, particularly before asking 
for another gift.  

Being a good steward means: 
- Spending the donation money as agreed 
- Managing resources wisely 
- Documenting all major gifts to capture donors’ intentions 
- Acknowledging every gift quickly and efficiently 
- Providing appropriate appreciation and recognition. 

Stewardship, communication, donor relations and donor recognition are all linked in that they help build 
relationships with donors over the long term. These activities also link to accountability.  

The National Survey on Giving, Volunteering and Participating reports that one of the main reasons 
people do not make a donation is that they are concerned that the money will not be used efficiently (46 
percent in 2000 compared to 39 percent in 1997).  

Experts report that it costs four times more to attract a new donor as it does to keep one. This is much 
the same as it costs more in business to attract a new customer than it does to keep someone coming 
back over time because of perceived good value and customer service.  

The goal should be to recognize each donor in the way in which they would prefer to be recognized. 
Some donors prefer to remain anonymous and their wishes must be respected. Individuals generally 
prefer informal recognition and receiving confirmation that their gift has been put to work. Corporations, 
businesses, granting foundations and organizations usually appreciate formal recognition for their 
accomplishments. 

Some experts suggest showing donor appreciation at least seven times while reinforcing the value of 
previous support and the importance of continuing the support.  

ORMLT already recognizes donors through a variety of methods: 
- Thank you letters 
- Telephone calls 
- Informal conversations 
- Features in the newsletter and web site 
- Invitations to Annual Meeting, tours, etc.  
- Signage on property.  

The Land Trust needs to formalize a donor recognition program with consistent and suitable options for 
donors at different levels: individuals, corporations, businesses, granting foundations and organizations, 
such as service clubs.   

Many organizations link recognition to giving levels or gift clubs, such as listed below.  
$100,000 and up  
$50,000 - $99,999 
$25,000 - $49,999 
$10,000 - $24,999 
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$5,000 - $9,999 
$1,000 - $4,999 
$100 - $999 
$1 - $99  

For example, receiptable gifts of less than $100 should receive a prompt thank you letter and receipt. 
Donors of at least $1,000 could receive a personal telephone call from the president or another 
member of the board. They may also receive a customized letter at least once per year providing an 
update of the Trust’s activities in relation to that donor’s interest and support.  

It would also be helpful to develop a table for sponsorship opportunities, which are usually from 
businesses, corporations and foundations requiring an increased level of recognition and publicity. 

Categories could include sponsorship levels of $250, $500, $1,000, $2,500, $5,000 and $10,000. 
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Appendix #1 – Organizations in ORMLT’s Area  

Caledon Countryside Alliance – The alliance’s objectives are to raise the awareness of citizens, government, 
business and other organizations within the Headwaters region about the value of countryside; identify, develop 
and distribute programs and policies that illustrate and promote countryside values; and to foster an interest in the 
issues and problems in the countryside in order to enhance its unique character, values and function.  
Web site: www.caledoncountryside.org 

Carolinian Canada – Carolinian Canada is a coalition of 38 federal, provincial and regional organizations in it 
20th year of preserving the species and spaces of Southern Ontario's Carolinian Life Zone. The region covers the 
entire province south of a line, which stretches from Grand Bend to Toronto. This area is the most highly 
developed in the country, containing one-quarter of the nation's population on just four-tenths of one percent of 
the Canadian landmass, yet it contains the highest number of plant and animal species, and consequently, the 
highest number of species at risk. With support from the George Cedric Metcalf Foundation, Carolinian Canada 
promotes the "Big Picture" natural heritage system of core natural areas and habitat corridors. 
Web site: www.carolinian.org 

Community Environment Alliance of Peel – CEA is a registered, non-profit, community based organization 
dedicated to promoting sustainability through education and empowerment.  It welcomes strategic partnerships and 
collaborative opportunities that aim to foster grassroots actions in strengthening community vitality and sustainability. 
CEA’s mission is to: educate people on environmental protection and resource conservation, alleviate poverty and help 
improve the quality of life of people, enhance social equality and promote diversity and to help strengthen local 
economy. 
Web site: www.communityenvironment.org 

Conservation Authorities – All watersheds in southern Ontario are managed through local Conservation 
Authorities. Conservation Authorities were created in 1946 by an Act of the Provincial Legislature. They are 
mandated to ensure the conservation, restoration and responsible management of Ontario's water, land and 
natural habitats through programs that balance human, environmental and economic needs. The provincial 
association of conservation authorities is called Conservation Ontario.  
Web site: www.conservation-ontario.on.ca 

Conservation Authorities Moraine Coalition – Nine conservation authorities across the Oak Ridges Moraine 
have united as the Conservation Authorities Moraine Coalition to advocate for and protect the ORM along its 
entire length. The boundaries of the nine independent conservation authorities collectively cover the entire 
Moraine. Together, they own 10,000 hectares, or 5 percent of the Moraine. This makes them responsible for the 
largest and most strategically located tracts of land protecting the headwaters of the 35 river systems originating 
in the Moraine.  

The Coalition was formed in response to the need for a comprehensive policy, planning and management 
approach geared to sustaining the health of the entire Moraine. The Coalition will be working closely with its 
municipalities as they work to develop a clear and consistent approach to planning across the Moraine.  

The key goal of the Coalition is to bring the full force of its collective holdings and scientific expertise to bear on 
provincial policy and help shape municipal planning decisions through the Authorities' traditional advisory 
responsibilities to the municipalities. In addition, the Coalition will use its collective knowledge to target significant 
land features for acquisition.  

o Central Lake Ontario Conservation Authority – The authority's jurisdiction consists of 627 sq km. 
Municipalities located within the jurisdiction, all or in part, include: Cities of Oshawa and Pickering, Towns 
of Ajax and Whitby, Municipality of Clarington, Townships of Scugog and Uxbridge. From the crest of the 
Oak Ridges Moraine, to the shores of Lake Ontario, the authority owns more than 1700 hectares of 
conservation land.  It has five conservation areas with more than 30 Km of trail and other public facilities. 
Donations are used to improve sections of the recreation trail, educating young students, and to rural 
landowners starting land restoration initiatives that will improve local water quality.  
Web site: www.cloca.com/lwc/groundwater_index.php  

o Credit Valley Conservation Authority – In 1994 the authority celebrated 50 years of working to protect 
the natural environment within the 1000 square km drained by the Credit River and its 1,500 km of 
tributaries. The watershed is in one of the most rapidly urbanizing parts of Canada, adjacent to the 
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Greater Toronto Area and includes parts of Mississauga and Brampton. The river's headwaters are 
located above the Niagara Escarpment, a World Biosphere Reserve, and are the source of four rivers, the 
Credit, Humber, Etobicoke and Nottawasaga. A small section of the Oak Ridges Moraine, as well as a 
number of other moraines are located within the watershed's boundaries. The Credit River watershed 
covers an area of 1000 square kilometers, 600,000 people live in the watershed. The river falls within the 
boundaries of 10 municipalities which help to fund the authority’s operation: City of Brampton, City of 
Mississauga, Township of Amaranth, Town of Caledon, Township of East Garafraxa, Town of Erin, Town 
of Halton Hills, Town of Mono, Town of Oakville and Town of Orangeville. The average daily flow of the 
Credit River is 690,000 cubic metres, 65% of which comes from groundwater. 600,000 people live in the 
watershed, 87% of the population lives in the lower 1/3 of the watershed. 
Web site: www.creditvalleycons.com/ 

o Ganaraska Region Conservation Authority – The authority’s watershed covers an area of 361 square 
miles from Wilmot Creek in Clarington to east of Cobourg from the south shore of Rice Lake down to 
Lake Ontario. This area includes seven municipalities in whole or in part: Township of Cavan-Millbrook-
North Monaghan, Town of Cobourg, Township of Alnwick Haldimand, Township of Hamilton, Municipality 
of Port Hope, City of Kawartha Lakes, Municipality of Clarington. Conservation areas include: Ball’s Mill, 
Cobourg, Ganaraska Millennium, Garden Hill, Port Hope, Rice Lake, Richardson’s Lookout, Sylvan Glen, 
Thurne Parks.  
Web site: www.grca.on.ca/ganfor.htm 

o Kawartha Conservation Authority – The Kawartha Watershed covers an area of 2563 square km and 
extends from Lake Scugog in the southwest to Pigeon Lake in the east, to Balsam Lake in the northwest 
and Crystal Lake in the northeast. Conservation areas include: Ken Reid, Pigeon River Headwaters, 
Windy Ridge, Fleetwood Creek Natural Area, and Dewey’s Island.  Kawartha Conservation is governed 
by six member municipalities and we work in partnership with them, as well as the Province of Ontario 
and many like-minded organizations to ensure abundant clean water within a healthy landscape. 
Web site: www.kawarthaconservation.com/ 

o Lake Simcoe Region Conservation Authority – The authority's mission is to provide leadership in the 
restoration and protection of the environmental health and quality of Lake Simcoe and its watershed with 
its community, municipal and other government partners. Conservation areas include: Beaver River 
Wetland, Willow Beach, Scanlon Creek, Sheppard's Bush, Whitchurch, Pangman Springs, Rogers 
Reservoir, Mabel Davis, Wesley Brooks Memorial, Fairy Lake, Thornton Bales.  The Conservation 
Foundation has launched a campaign to help put "on the ground” restoration projects into action through 
the work of its sister organization, the Lake Simcoe Region Conservation Authority. 
Web site: www.lsrca.on.ca/ 

o Lower Trent Conservation Authority – More than 3,500 acres of natural open space are held in public 
trust by the authority. Its resource management program is based on several watersheds, which 
encompass 2,121 sq km. The lower Trent region includes the drainage basins of the lower section of the 
Trent River, and smaller watercourses flowing into Rice Lake, Lake Ontario and the Bay of Quinte.  
Donation boxes are located at several locations. A donation can also be made to the Adopt-an-acre 
(Green Spaces & Natural Places) Program. The program helps to ensure that these natural spaces 
continue to be accessible for all to share — a legacy for future generations. 
Web site: www.ltc.on.ca/ 

o Nottawasaga Valley Conservation Authority –  At approximately 3500 sq. km., Nottawasaga Valley’s 
watershed is one of the larger conservation authority jurisdictions in Ontario. The watershed drains 
northward to Georgian Bay and is composed of 18 municipalities. The authority operates three dams, one 
dyked floodway, one excavated floodway and nine erosion control structures.  
Web site: www.nvca.on.ca/ 

o Otonabee Conservation Authority – The watershed region covers an area of 1,951 square kilometers 
and encompasses the drainage basin of the Otonabee, Indian and Ouse Rivers.  
Web site: www.otonabee.com/ 

o Toronto and Region Conservation Authority – The authority’s area of jurisdiction includes 3,467 sq. 
km., 2,506 on land and 961 water-based. This area is comprised of nine watersheds and starting from the 
west includes Etobicoke Creek, Mimico Creek, Humber River, Don River, Highland Creek, Rouge River, 
Petticoat Creek, Duffins Creek and Carruthers Creek in the east. TRCA has six participating or member 
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municipalities: City of Toronto; Regional Municipalities of Durham, Peel and York; Township of Adjala-
Tosorontio and Town of Mono. In 1996, the population within TRCA's jurisdiction was about 3.2 million. 
Through the support of its donors and other partners in the past three years it has been able to: Secure 
more than 650 ha of land; plant more than 600,000 trees and shrubs; engage nearly 50,000 residents in 
environmental projects in their communities; deliver education and outreach to more than 400,000 
students and youth; initiate the Living City Centre at the Kortright Centre for Conservation in Kleinburg as 
a centre of excellence in sustainable practices; identify 500 species of concern that may be lost as a 
result of traditional land use practices; publish report cards on the health of the Don and Humber Rivers; 
and launch The Mayors' Megawatt Challenge to reduce municipal energy use (led by Mayor Hazel 
McCallion)  
Web site: www.trca.on.ca/ 

Ducks Unlimited Canada (DUC) – DUC works with landowners to build new wetland areas as habitat for ducks 
and other species. It has conserved more than 900,000 acres of wetland habitat in Ontario working with many 
partners including more than 1,700 private landowners. DUC administers conservation projects in Ontario in three 
areas of ecological concern: Boreal Forest, Lower Great Lakes Coastal Areas and Southern Ontario Agricultural 
Region. In Ontario, more than 1,600 dedicated volunteers help raise funds for wetland conservation through a 
variety of events. There are five fundraising managers in Ontario who are the key staff contacts and can help 
introduce new volunteers to a chapter, start a new chapter or work with chapters to help get an event off the 
ground.                                                                                      
Web site: www.ducks.ca/province/on 

Evergreen – Evergreen is a registered national charity founded in 1991.  It is a national non-profit environmental 
organization with a mandate to bring nature to cities through naturalization projects. Evergreen motivates people to 
create and sustain healthy, natural outdoor spaces and gives them the practical tools to be successful through its three 
core programs:  learning grounds - transforming school grounds; common grounds - conserving publicly accessible 
land; and home grounds - for the home landscape.  Community naturalization is a collective effort that includes 
people from all walks of life in the revitalization of their schools, homes or community and, ultimately, in the 
environmental, social and economic functioning of their cities.  
Web site: www.evergreen.ca/en/index.html 

Kawartha Heritage Conservancy – The Kawartha Heritage Conservancy is a locally based organization 
dedicated to conserving the natural and cultural heritage of the Kawarthas through private stewardship. As a 
sister organization within the Ontario Land Trust Alliance the Conservancy secures and holds land in all the same 
ways as the ORMLT. It looks at the area of the Moraine within the Kawarthas as part of its priorities. 
Web site: www.kawarthaheritage.org   

Nature Conservancy of Canada – The NCC is a non-profit, non-advocacy organization that focuses on 
conservation through private action. It partners with individuals, corporations, community groups, conservation 
groups, foundations and government agencies to create solutions that benefit nature. NCC works to buy or 
acquire significant natural areas, including wetlands.                                                      
Web site: www.natureconservancy.ca  

Oak Ridges Trail Association (ORTA) – Inaugurated in May 1992 ORTA manages and maintains more than 
200 km of a continuous footpath across the Oak Ridges Moraine complete with a number of local side trails. The 
association consists of 10 chapters of volunteers in Caledon, King, Aurora, Richmond Hill, Whitchurch-Stouffville, 
Uxbridge, Scugog, Clarington, Hope-Hamilton and Northumberland. The association has about 650 members and 
organizes more than 250 group outings annually.  
Web site: www.oakridgestrail.org  

Ontario Farmland Trust –The Trust is a newly formed, non-government, non-profit, charitable organization that 
has been established to work with farmers, rural communities and other interested parties to promote the 
protection of farmland in the province of Ontario. It works to protect and preserve farmlands and associated 
agricultural, natural and cultural features in the countryside for the benefit of both current and future generations.                                                       
Web site: www.farmland.uoguelph.ca 

Ontario Greenbelt Alliance – The Alliance is a diverse multi-stakeholder coalition of groups, which share a common 
vision for environmental protection. Environmental Defence is the coordinating organization for the Ontario Greenbelt 
Alliance. Environmental Defence has a history of protecting green space throughout Ontario. It recently fought to stop 
the construction of 6,600 homes on the Oak Ridges Moraine in Richmond Hill. 
Web site:  www.greenbelt.ca/ 
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Ontario Heritage Trust – The trust advises and makes recommendations to the minister on matters such as the 
conservation, protection and preservation of the heritage of Ontario. It receives, acquires and holds property in 
trust for the people of Ontario and supports, encourages and facilitates the conservation, protection and 
preservation of Ontario’s heritage. The trust also preserves, maintains, reconstructs, restores and manages 
property of historical, architectural, archaeological, recreational, aesthetic and scenic interest. It conducts 
research and operates educational and communications programs necessary for heritage conservation, 
protection and preservation. 
Web site: www.heritagefdn.on.ca   

Ontario Nature – Previously known as the Federation of Ontario Naturalists, Ontario Nature is a charitable 
organization representing 25,000 members and supporters, and 125 member groups across Ontario. It protects 
and restores natural habitats through research, education and conservation, connecting thousands of individuals 
and communities with nature. Ontario Nature is involved with preserving Ontario’s irreplaceable northern 
wilderness; supporting local community action to protect Ontario’s remnant southern forests and their biodiversity; 
advocating an ecosystem approach to restore and maintain healthy populations of threatened species; and 
providing essential habitat for numerous species of plants and animals on its Nature Reserves, ecologically 
significant property throughout Ontario.                                                                                                                                                      
Web site: www.ontarionature.org 

Peel Environmental Network –  PEN is a not-for-profit organization mandated to raise awareness of 
environmental issues in the Region of Peel through education, networking and support. The network provides its 
members an opportunity to: exchange ideas, develop partnership, build capacity, avoid duplication and increase 
awareness. Partners include the Association for Canadian Educational Resources, the City of Mississauga, Credit 
Valley Conservation Authority, EcoSource Mississauga, Mississauga Garden Council, the Region of Peel and the 
University of Toronto at Mississauga. 
Web site: www.peelenvironment.org 

Private Land Resource Stewardship Program – This is a program of the Ontario Ministry of Natural Resources 
linking landowners, land interest groups and agencies to encourage responsible land care on private land.               
Web site: www.ontariostewardship.org 

Rural Revolution – This is an association of concerned county citizens, dedicated to defending and fighting for 
the rights and interests of private landowners and their property. There is a chapter in Durham, York and Victoria 
Counties, and in Simcoe County. 
Web site: www.ruralrevolution.com 

Safari Club International – The club says it is the leader in protecting the freedom to hunt and in promoting 
wildlife conservation worldwide. It is dedicated to education, conservation, advocating hunting and the hunter.  
Web site: www.safariclub.org 

Save The Oak Ridges Moraine (STORM) – Since 1989 STORM has been working at local, regional and 
provincial levels to ensure that good planning decisions are made with the significance of the Moraine in mind. It 
works to ensure those decisions take into account the ecological and hydrological functions of the Moraine, while 
at the same time working to safeguard the Moraine from inappropriate development.  
Web site: www.stormcoalition.org  

Sierra Club of Canada – Sierra Club of Canada has been active in Canada since 1963. The national office was 
established in Ottawa in 1989. It has chapters in every region of Canada, with offices in and Toronto, Ottawa, 
Vancouver, Victoria, Sydney, Corner Brook, Halifax and Edmonton. The club has developed major national 
campaigns within four program areas: Health and Environment; Protecting Biodiversity; Atmosphere and Energy; 
and Transition to a Sustainable Economy. The club works to deliver a healthier environment for a healthy 
population by encouraging bans on toxic pesticide use for frivolous purposes, the clean up of toxic sites, reduction 
at source of dangerous substances and promoting both safe and sustainable agriculture. 
Web site: www.sierraclub.ca 

Tallgrass Ontario – This is an action-oriented network of organizations and individuals coming together to work 
toward the shared goal of prairie and savanna conservation in Ontario. It was established in 1999 to implement 
the Recovery Plan for Tallgrass Communities of southern Ontario. The recovery plan lists hundreds of tallgrass 
and savanna species, many of which are identified as threatened, endangered or extirpated.  
Web site: www.tallgrassontario.org 
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Toronto Community Foundation – This is a public foundation established in 1981 serves donors and charities 
in Toronto. The foundation holds more than $140 million in endowed funds and one of its areas of interest is the 
environment.                         
Web site: www.tcf.ca 

Toronto Environmental Alliance – The alliance campaigns locally to find solutions to Toronto's urban 
environmental problems. The group focuses on five major campaign areas, where it undertakes research, 
education and action on smog and climate change, public transit, toxics and urban pesticides, waste reduction 
and clean water. It has a membership base of 8,000 individuals who donate every year.  
Web site: www.torontoenvironment.org 
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Appendix #2 – Canada’s Age Distribution  

Canada’s demographics are a powerful forecasting tool because of the large and distinct variations in 
age distribution over the past century. The timing of one’s birth can even be a cogent determiner of 
one’s fortune. Dave Foot and Daniel Stoffman, in their book Boom, Bust & Echo 2000, define several 
discrete age groups or cohorts: 

Pre-World War 1 (born 1914 or earlier) – These “senior seniors” were born during an era when 
immigration and the birth rate were high, and are therefore a relatively large cohort. Today most are 
women, and many are poor due to lack of labour force participation and pensions.  

World War 1 (1915-19) – With men off at war, few people were born during this generation. Members 
of this small cohort have done relatively well, as they have had little peer group competition. 

The Roaring 20s (1920-29) – Men were home from war, the economy was strengthening, and so the 
time was right to start families. This era produced a large cohort who is now young to mid-seniors. 
Many are the parents of the Baby Boomers. 

Depression Babies (1930-39) – Few children were born in the tough economic times of the 
Depression. While their childhood saw the hardships of the Depression and WWII, they have had good 
fortune ever since. These young seniors are now the most affluent generation in Canada, due largely to 
the timing of their birth.  

World War II (1940-46) – Although some men were away at war, WWII saw an increase in births partly 
as a result of a relatively strong Canadian economy. This generation, even though it is larger than the 
one preceding it, still had relatively little peer group competition, and has done very well.  

Baby Boom (1947-1966) – A huge cohort was produced in the prosperous post-war era. The front end 
Boomers had the advantage of arriving before the crowd. Those born in the late 1950s are less well 
positioned in the middle of the throng. 

The Generation X subgroup (1960-1966) at the back of the line, had the least fortunate timing of birth, 
with the greatest peer group competition of any generation this century. The sheer size of the Baby 
Boom makes it the most influential cohort in Canadian society today.  

Baby Bust (1967-1979) – The birth control pill and growth in women’s labour force participation 
resulted in a decline in births. Members of this mostly 20-something generation have so far enjoyed the 
privileges of being part of a small cohort.  

Echo (1980-1995) – A mini-boom was created as the Baby Boomers had their children. This large 
cohort will mirror the Boom in its sub-groupings, but with less intensity.  

Millennium Busters (1996-2010) – This generation, mainly the children of the Baby Busters, is likely to 
be a small, and therefore more advantaged group.  
Source: Canadian Centre for Philanthropy newsletter Front & Centre Vol. 6., No. 3 (May 1999): p. 13-15  
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Appendix #3 – Membership Fees of Other OLTA Members  

 

Organization  Membership fees  
Canada South, Windsor  $5 – under 18 years old 

$20 – individual  
$25 – family  

Couchiching Conservancy, Orillia  $30 – Individual  
$50 – family  
$100 – land saver 
$250 – land protector 
$500 – land preserver 
$1,000 – land steward 

Georgian Bay $1-$149 – supporting donor  
$150 – supporting member 
$500 – benefactor  
$1,000 – patron 
$5,000 – sponsor  

Kawartha Heritage, Peterborough $50 – individual 
$75 – family  
$100 – other  

Lambton Wildlife, Sarnia $20 – individual  
$25 – family  

Lower Grand River, Cayuga $15 – student  
$24 – individual  
$30 – family  

Muskoka Heritage, Bracebridge  $25 – individual  
$50 – family  
$150 – supporter 
$500 – sponsor  
$1,000 – partner  

Ontario Nature, Toronto – more 
than 25,000 members  

$38 – student  
$38 – senior/senior couple 
$45 – individual  
$40 – school/library  
$50 – family  
$160 – bronze supporter 
$325 – silver supporter 
$750 – gold supporter 
$2,000 – voice for nature life circle 

Orono Crown Lands, Orono $10 – stewardship (membership) 
Nature Trust of New Brunswick  $25 – individual  

$35 – family/group 
$75 – supporting  
$150 – sponsoring  
$250 – donor  
$500 – benefactor  
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Organization  Membership fees  
Nova Scotia  $15 – student  

$30 – individual  
$50 – NGO  
$100 – supporter 
$100 – corporate  
$500 – friend  
$1,000 – benefactor  

Rainy Lake, Fort Frances  $30 – individual – one vote 
$40 – family – two votes 
$40 – corporate – one vote  

Rideau Waterway, Smiths Falls  $40 – family  
$50 – supporter 
$100 – partner  
$250 – sponsor  
$500 – conservator  
$1,000 – protector  
$5,000 – guardian  

Thames Talbot, London  $25 – youth  
$50 – individual  
$1,000 – group or organization  

Thousand Islands, Mallorytown  $25 – household 
$50 – friend  
$100 – patron or corporate donor  

 
Membership Benefits  
Couchiching Conservancy  
“By becoming a member, you take a direct role in protecting the natural heritage of our community. Your 
membership fees and donations make the Conservancy’s work possible. There are several advantages to 
membership:  

• You will receive our quarterly newsletter  
• You will be eligible to vote at our annual meetings  
• You will become part of your community's efforts to protect its natural heritage directly  
• You can suggest project opportunities  
• You can participate in land-saving projects as they take shape  
• You can be part of a property management team  
• You will feel a sense of pride and ownership as the future of special natural areas is secured.”  

  Nature Trust of New Brunswick: 
“One of the best, and most sustaining, ways of supporting the Nature Trust of New Brunswick is to become a 
member. Membership provides the financial sustenance necessary to carry out the Nature Trust’s daily 
operations.  
By becoming a member of the Nature Trust you join a community of individuals and organizations dedicated to 
the conservation of New Brunswick’s exemplary natural areas. As a member you will receive the quarterly 
newsletter, Refuge, invitations to participate in field trips and workshops organized by the Nature Trust, and you 
will also have the right to participate in, and vote at, the Nature Trust's Annual General Meeting. In addition, you 
will have the knowledge that you are supporting efforts to identify and protect New Brunswick’s significant natural 
landscapes for the future.” 
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Appendix #4 – Recommendations for Web Site Improvements  

General Comments 
You have the domain name – Oak Ridges Moraine – now is the time to utilize it and capitalize on it. 

Find out what other Oak Ridges Moraine dots are available -- .com, .net, .ca, .on.ca and get them 
registered to you. Eventually you can set up holding pages for each domain name that direct visitors to 
your main site at www.oakridgesmoraine.org. 

Set up all your email addresses so they run through the web site. Include a bucket email address that 
has info@, donations@, volunteer@, etc. all run to one person’s email address. All staff should have 
their own email address, as well as the president. 

If your existing host provider cannot provide this service, then find one who can. 

For the purposes of this evaluation each screen view will be referred to as a page. This is also helpful 
when looking at each view’s overall layout and design. People do have a tendency to want to print out 
copies of web views that contain information that they are seeking. 

Although the Web site contains much valuable information, accessing and retrieving it is cumbersome 
in spots and impossible in others. 

Flash animation looks nice but it bogs down the downloading process (not everyone has a high-speed 
internet connection!) Flash on interior pages is completely redundant and should be eliminated.  

Screen format on all pages is too large so all pages are compressed sideways when printing is 
requested. The larger size also automatically adds a second page to the printing process; people will 
stop trying to print out the site if this occurs more than once. They don’t want to waste paper anymore 
than you do. 

Text scrolling on the pages makes it impossible to print out all the information contained on a particular 
web page. 

The title bar at the top of each page is not being utilized to its fullest – each page should have its own 
descriptive title. 

Pages under construction, if they are not going to be ready within a few weeks (maximum) should be 
removed and all links to them within the site removed. 

There are no Meta Tags in the source code – search engines still look for these when they receive 
requests for information. 

Colour on the web site, especially the background colour is overwhelming. If you must use background 
colour make it a very light earth tone, but it would be recommended that background colour within the 
body copy area be eliminated completely. 

There should be a second set of navigation links at the bottom of the page as well as copyright 
information. There should be a link here to your privacy policy. The Niagara Peninsula Conservation 
Authority has a well-worded policy on their web site. Go to www.conservation-niagara.on.ca enter the 
site, click on Corporate Information and then Privacy Policy to view.  

The “Web site design – Graphicaction.ca” should be small and at the very bottom of the entire page. 

Remember, this Web site is a business tool and therefore needs to be crisp and clean. Copy needs to 
be short and to the point, giving the information without excessive verbiage. 
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Home Page 
There seem to be two Home pages -- one that has the wording “Welcome to the Oak Ridges Moraine 
Land Trust Web Site” and the other that says “Lets work together to Save the Moraine” in the bar 
across the bottom of the page. Plus, if you click on “About Us” it takes you to a third Home page (see 
navigation links on right side of the page) with a copy block that you need to scroll through to read the 
body copy and cannot print out in its entirety. There is also a further link at the bottom to take you to 
“Our Objectives”. These last two pages are very important and need to be stand-alone pages complete 
with links in the Navigation Bar. 

The “Make a Donation” link needs to be smaller on all pages so there is more room for body copy on 
the Home Page and elsewhere in the site. 

If you use the wording “Welcome to the Oak Ridges Moraine Land Trust Web Site” in the title bar of the 
Home Page that will eliminate it from the bar on the bottom of the page, eliminating the roll-over and 
keep the words “Lets work together to Save the Moraine” dominant and on each and every page of the 
site. Also, ‘lets’ as shown is incorrect the word is a contraction of ‘let us’ and therefore should read ‘let’s’ 
with an apostrophe before the s. 
The Moraine Page 
Put appropriate copy in the title bar. 

Remove photo from behind the body copy. When you print out what you can of the page, you lose half 
the copy because it blends with the photo. 

Again, lose the scroll within the body copy. If what you have to say is longer than what is viewable on 
the screen that’s okay. Let the people use the scroll bars on the outside of the web site; that’s what they 
are there for. 

The Photo Gallery 
Put appropriate copy in the title bar. 

Until Gallery is ready to launch – lose it. 

Remember to ask yourself the question – how can the photo gallery best serve the objectives of the 
Land Trust? Once you have that question answered, then build the gallery in sections that meet those 
ends. One or two thumbnails on the opening page with a list of linked section headings will set the 
scene nicely. 

Each section of the Gallery should display all the thumbnails within that section on its introductory page. 
Don’t forget to add appropriate copy to each section and to each photo. Remember the photo gallery is 
there to promote the work of the land trust not to be a bunch of pretty pictures. 

Accomplishments Page 
Put appropriate copy in the title bar. 

Is ‘accomplishments’ the most appropriate name for this page? Is it the link title that will draw people to 
the page? Never assume that once people arrive at the site they are going to take the time to browse 
through everything. Most people are there for a purpose – to find out some type of information. Will the 
word ‘accomplishments’ draw them to this page that lists all the properties that are under your 
jurisdiction? Perhaps ‘conserved lands’ would be better. 

Move the thanks up to the top of the page; it sets the scene for the rest of the page. This page also 
needs some introductory body copy that again sells the organization and explains what people are 
looking at before you begin your list of lands. 

The area ‘our conservation achievements to date’ again should be brought up toward the top so it 
stands out and introduces the list of lands. The easements under negotiation and properties under 
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consideration are not part of the total conserved figure, therefore should be listed beneath the total – 
this then mentally says, here’s what we’ve done to date and here’s what we are working on now. 

Where is the copy in the bar at the bottom of the page? 

What You Can Do 
Put appropriate copy in the title bar. 

Is this the best name for this page? Should this be the area on the web site that people go to after they 
click on the “make a donation” link? 

The initial copy should have a list of links to the various types of donation options available with 
subsequent pages that offer an explanation of each and links to forms to advise you of a person’s 
intent. 

From these various forms a send button will direct the information provided to the appropriate source 
(the office, the online donations provider, etc.) 

Lose the scroll within the body copy. 

Where is the copy in the bar at the bottom of the page? 

News / Events 
Put appropriate copy in the title bar. 

You need some general body copy on this page that overviews ALL the events you are involved in and 
if necessary links to other pages that contain all the detailed information. 

Change the copy in the bar at the bottom of the page, by this time the visitor to the web site is well 
within the contents of the site and therefore “welcome” is inappropriate. 

Newsletters 
Put appropriate copy in the title bar. 

You need some general body copy here explaining some of the items people will find in the 
newsletters. You should list all back issues that are available in PDF. If only the Summer 2005 issue is 
available this way, then you need to have the other issues set-up to be available, and have appropriate 
links in place. 

Annual Reports need to stand on their own as a separate area within the web site complete with their 
own link in the navigation bar. 

Change the copy in the bar at the bottom of the page. 

Membership 
Put appropriate copy in the title bar. 

You need to differentiate between memberships and donations. Membership gives a person a lower 
level of privileges than does a donation. For example, memberships start at $25 per year and you get 
the quarterly (?) newsletter and notification of special events. A donor becomes an automatic member 
plus recognition, invitation to events, notification of AGM, etc. 

“Quarterly” needs to be changed; you don’t produce a quarterly newsletter, so remove it and just say all 
copies of the newsletter produced during that year. 

Change the copy in the bar at the bottom of the page. 

Links Page 
Put appropriate copy in the title bar. 
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You need some introductory body copy here explaining who these groups are and why you are 
providing links to their web sites. Are they your partners in your efforts? Do they provide information of 
interest to people seeking more information about the Moraine? 

Do these web sites provide reciprocating links on their sites?  They should and if they won’t agree to 
that they should be removed from your site. You don’t want to send people away from your site and 
have no way for them to get back. 

Contact Us 
Put appropriate copy in the title bar. 

Change the copy in the bar at the bottom of the page. 

 

   

  

  

 
   
 
 
 
 
 
 
 
 
 
 
 
 


