INDEX

A

AAFRC Trust for Philanthropy, 6

The Accidental Fundraiser (Roth and Ho), 360

Accountability, 45

Accounting errors, 431-432

Acquisition strategies, 32

Action plans, 349

Adbooks: described, 127—-128; distribution and
design of, 129; preparing to sell ads for,
131-132; pricing ads, 129-130; producing
and printing the, 133—134; selling the ads,
132—-133; timeline for ad sales, 131; UBIT
(unrelated-business income tax) issue for,
128

Advertising Age (publication), 37

Advisory boards: described, 59-60; forming,
61-62; when to form an, 60-61. See also
Board of directors

Affordable Housing: fundraising plan estab-
lished by, 425-426; operations and goals
(2006), 427-428

Alinsky, S., 389

All-volunteer organizations: characteristics of,
455-457; PTA example of, 457-459

American Demographics (publication), 37

Anniversary direct mail appeal, 174

Annual dinner: day of the night of the,
119-121; described, 115-116; forming com-
mittee for, 116-119; getting the money
ahead of time for, 119; reporting on the, 121

Annual needs, 25-27

Annual reports, 248

Another member direct mail appeal, 174

Anxiety management strategies: detaching
from results of your work, 390-391; keep-
ing your priorities clear, 390; recognizing
external forces beyond your control, 391;
recruiting volunteers and delegating, 389;
taking care of yourself, 391

Arrangement committee (annual dinner), 118

Artworks fundraising plan, 421-425

Asking for money: importance of, 65-66; lo-
gistics of personal solicitation, 73-90; spe-
cific fears regarding, 69—71; why we’re
afraid of, 66—69. See also Solicitation
strategies

“Assume good intent,” 401, 403

Authorization Form and Incentive Offer for
EFT Program, 259-260

B

Beginning of year direct mail appeals, 172

Benefits package: guidelines for, 165-166; in-
cluding premiums in, 166-167; major gift
solicitation, 246

Benefits program: advantages of setting up,
164-165; guidelines for choosing benefits
package, 165-166

Bequest of a percentage, 275

Bequest of residue, 275
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Bequests: described, 274; gifts of assets and es-
tate, 306—307; making a, 274-277; types of,
275-277

Blacetti, J., 161

Board of directors: broad purpose of, 44; com-
mon problems and suggested solutions,
51-54; evaluation of current, 56; fundrais-
ing role of the, 48—51; moving past prob-
lems of the, 54-55; recruiting and
involving new members, 55-59; respond-
ing to serious accounting errors, misman-
agement, or embezzlement of funds,
431-432; responsibilities of the, 45-46;
statement of agreement, 46—48; structure
and size of the, 46; using e-mail to work
with, 206. See also Advisory boards

Board of directors members: doing all or most
of the work, 54; major gift solicitation by,
247; “movers and shakers” among, 56—57;
orientation of, 59; overworked, 51-52; re-
cruiting and involving new, 55-59

Board of directors problems: board avoids
making decisions, 52-53; board members
are overworked, 51-52; decisions are made
and then forgotten, 53—54; a few board
members do all or most of the work, 54;
individual board members feel over-
worked, 52; moving past, 54—55; power
sharing issues, 54

BREs (business reply envelopes), 160

Bricks-and-mortar people, 171

Brochure (direct mail enclosure), 162

Budget development: Neighborhood Advocacy
example of, 414-415; North Fork Water-
shed Protection example of, 416—417; steps
in, 407417

Budget development steps: 1: estimating ex-
penses and income separately, 408—413; 2:
meeting, comparing, negotiating, 413—417;
3: ongoing monitoring, 417

Budgets: case statement on, 41; developing,
407-417; estimating capital campaign
costs, 309-311; expense projections,
408-411, 414; income projections, 409,

Index

411-413, 414; special event, 99-101. See
also Financial health; Front money
Buffett, S., 15
Burke, P., 167

C

Calendars: efficient scheduling using, 347-348,
349; HH (“ha-ha”) fake appointments on,
348; tips on using, 346-347; types of use-
ful, 345-346

Camereno, J., 155

Camereno Park, 155

Canvass director, 221

Canvassers: commission payments to, 370;
training, 221-222; work day of, 222-223

Canvassing: advantages and disadvantages of,
218; elements needed to run, 218-219;
paying commissions based on successful,
370; setting up, 219-223; types of, 217

Capital Campaign Gift Range Chart, 312

Capital campaigns: beginning a, 309-313;
best use of, 307-309; case statement of,
311; debt service on bridge loan for, 311;
described, 305; estimating costs of,
309-311; gift range chart, 311-312; sample
pledge agreement, 317; stages of, 313-318;
timing and final approval of, 313; under-
standing financial needs of organizations,
305-307

Capital campaigns stages: approaching lead
prospects, 315-316; the intensive stage,
316-317; the launching stage, 316; the
lead gifts, 315; post-campaign, 318; pre-
campaign, 313-314; the prospectus,
314-315; wind-up stage, 318

Capital funding, 306

Capital needs, 27. See also Financial needs

Case statement contents: goal statement, 38;
history section, 39; mission statement,
36—-38; objectives statement, 39

Case statements: capital campaign, 311; con-
tents of, 35-41; described, 35; developing
the, 41; elements listed, 41; financial state-
ment and budget, 40—41; fundraising plan,



40; major gift campaign, 298-299; the
structure of organization, 39-40

Cash flow problems, 430

Catholic Church, 17-18

Center on Philanthropy (Indiana
University), 8

Charity portals Web sites, 207-208

Check-in (annual dinner), 119-120

Christmas direct mail appeal, 173-174

Clean-up committee (annual dinner),
118-119

Clinton, K., 67-68

Coaches: description and tasks of, 377; situa-
tions that may require hiring, 375-376

Coalition for the Medical Rights of Women,
466—467

Coalition fundraising: advantages to, 449—450;
examining problems in, 450—451; local arts
example of rethinking, 452—454; suggested
solutions to problems with, 451-452

Cold lists, 142

“Colonias” communities, 440—441

Columbus Day direct mail appeal, 173

Committees: annual dinner, 116-119; forming
endowment campaign, 322—324; soliciting
raffle prizes, 122—123; special events,
98-105

Communication: action plans for scheduling
donor, 349; donor list segmenting and role
in, 266-267; e-mail, 201, 204-206, 229,
249; with major gift donors, 247-248

Confessions of a Board Member (Mathiasen),
55

Confidentiality issues, 356

Consistency issue, 94-95

Consultants: belief in organization mission by,
380-381; description of, 376; feasibility
studies conducted by, 327-328; paying,
381; realistic expectations of, 382; select-
ing, 379-381; situations that may require
hiring, 375-376; tasks not performed by,
379; tasks performed by, 378-379; working
with, 377-378. See also Fundraisers

Contingent bequest, 276

Contributions: credit cards used for, 202, 207,
260-261; diversifying sources of, 19-20;
EFT (electronic funds transfer) used for,
257-260; getting comfortable asking for,
65-71; logistics of personal solicitation for,
73-90; made to religious sector, 16—18;
prospect ability to make, 75-76; raising
money through special events, 92; seg-
menting donor, 264; sources (2004) of, 7;
uses of (2004), 15. See also Donor giving

COPPS (Center on Philanthropy Panel
Study), 8

Corporate philanthropic operations, 13-14

Council of Better Business Bureaus, 44

Credit cards: acceptance through Internet,
202, 207; collecting pledges by, 260-261

D

Daily time management guidelines, 343-344

Database information management: advan-
tages of using, 351; five functions required
for, 351-355; importance of confidentiality
of, 355-356; purchasing database program,
352-353

Database records: donor name, address, and
phone number, 353; form of salutation for
donors, 353; gift history, renewal date, ad-
ditional information listed, 354; “Next
Step” category of, 355; special donor re-
quests, 354-355

Deficit spending, 430—431

Delgado, G., 419

Demographic considerations, 220-221

Designated bequest, 276-277

Development directors: finding capable,
370-371; fundraising plan drafted by,
393-394; organization analysis to deter-
mine need for, 267-268; payment of,
369-370; relationship between executive
directors and, 394-395; role of, 365-367;
sample job description for, 372—373; tasks
of, 367. See also Executive directors; Paid
staff

Digital divide, 200

Index

517



518

Direct mail appeal package: brief description

of, 149; brochure included in, 162; carrier
(outside) envelope, 149—150; fact sheet in-
cluded in, 162; incorporating mission into,
151; internal memorandum included in,
161-162; letter included in, 152—160; lift
note included in, 160-161; newspaper
article copy included in, 161; other ways
to draw attention to, 151-152; reply
device included with, 158—-160; return
envelope included with, 160; strategies for
personalizing, 150; tips on preparing,
162—163; when to send the, 163—-164

Direct mail letters: additional devices used in,

157; appealing to the readers, 153—154;
closing paragraph of, 156—157; described,
152-153; length of, 156; opening para-
graph of, 154—156; order in which letter is
read, 154; postscript, 154; reply device in-
cluded in, 158; short attention spans con-
siderations for, 153

Direct mail lists: cold lists, 142; dos and don’ts

of sharing, 146-148; hot lists, 142,
143-144; renting and trading, 145-146;
types of, 142; warm lists, 142, 144-145

Direct mail reply device: design of, 158-160;

psychology of, 158

Direct mail solicitation: appeal package sent

for, 149—164; appealing to current donors,
171-172; benefits and premiums included
in, 164-167; developing lists for, 142—148;
evaluating your, 175-177; handling re-
sponses to, 175; one organization’s results
with, 139; overview of, 135-136; phoning
after, 195-196; rural community fundrais-
ing using, 446; to seek renewal gifts,
167-171; three functions of, 137138, 140;
used on smaller scale, 140-142; what to ap-
peal for in, 172-174

Dirty money: ideas of clean money and, 466;

moral dilemmas regarding, 465, 467—468;
“vomit test” for, 467

Donor categories: benefits program, 165; di-
rect mail, 159—160

Donor frequency segment, 264

Donor gift segment, 264

Donor giving: confidence in organization re-
quired for, 218-219; example of organiza-
tional strategy for, 33—34; getting
comfortable asking for money from,
65-71; getting repeat, 138; Gina Generous
story on, 28-31; matching organizational
needs to, 32; three types of strategies for
matching needs to, 32-33. See also Contri-
butions; Giving

Donor giving charts: Capital Campaign Gift
Range Chart, 312; Endowment Campaign
Gift Range Chart, 321; Major Donor Gift
Range Chart, 243; Major Donor Gift Range
Chart and Prospects, 245

Donor list segmenting: benefits of, 263—-264;
criteria used for, 264-265; used to stay in
touch with donors, 266-267

Donor lists: creating legacy giving, 280-281;
database records on, 355-358; direct mail,
142-148; initial listing potential, 462;
phone-a-thon, 180-181; regular updating
of, 357; segmenting, 263—267; sharing and
trading, 145-146. See also Information
management; Prospect lists; Record
keeping

Donor longevity segment, 264

Donor-Centered Fundraising (Burke), 167

Donors: action plans for contacting, 349; ap-
preciation of thank you notes by, 232; be-
lief in organization by, 74-75;
bricks-and-mortar people, 171; character-
istics of rural community, 437—440; data-
base records on, 353—355; direct mail
appeals to current, 171-174; e-mail
correspondence with, 205-206, 249; get-
ting them to renew their gift, 138, 140;
getting them to repeat their gift, 138; Gina
Generous story on, 28-31; logistics of per-

“Do Not Call” list, 179
Domain name, 201

Index

sonal solicitation of, 73-90; pledges made
by, 253—254; three organizational goals for



every, 31; using direct mail to seek renewal
gifts from, 167—171; wills made by, 271-277.
See also Prospects

Door-to-door canvassing: advantages and dis-
advantages of, 218; described, 217; ele-
ments needed to run, 218-219; setting up,
219-223. See also Personal solicitation

E

EFT (electronic funds transfer), 257-260

Eliot, T. S., 454

E-mail: avoiding “time sink” use of, 344—345;
corresponding with donors through,
205-206, 249; Internet solicitation and ac-
cess to, 201; newsletters distribution
through, 204-205; opportunistic fundrais-
ing using, 229; working with the board and
volunteers using, 206. See also Internet

E-mail newsletters, 204-205

Embezzlement, 431-432

End-of-year direct mail appeals, 172

Endowment authorization: gift acceptance pol-
icy, 288-289; invasion policy, 287—288; in-
vestment policies, 289—-290; use policy, 287

Endowment Campaign Gift Range Chart, 321

Endowment campaign steps: 1: setting a goal,
319-320; 2: creating gift range chart,
321-322; 3: creating the timeline, 322; 4:
forming solicitation team, 322—324; 5:
compiling and organizing list of prospects,
324-326; 6: soliciting the gifts, 326

Endowment funding, 306

Endowments: assessing organizational readi-
ness for, 290-291; authorization for creat-
ing, 287-291; benefits of, 284;
considerations for, 285-287; decisions on
how to spend income of, 286; described,
28, 283-284; disadvantages of, 284-285

Envelopes: BREs (business reply envelopes),
160; direct mail carrier (outside), 149-150;
direct mail return, 160; major gift cam-
paign, 299. See also Letters (to prospect);
Stationary materials

Ethics. See Fundraising moral dilemmas

Evaluation: of direct mail solicitation,
175-177; house party, 115; raffle, 127; of
special event planning, 103—105

Event budget, 99-101

Executive directors: fundraising plan
drafted by, 393—-394; relationship
between development director and,
394-395; relationship between fundraiser
and, 395-397. See also Development
directors; Paid staff

Expense projections: matching income and,
414; procedures for, 408—409; sample,
410-411

F

Fact sheet (direct mail enclosure), 162

Famous person direct mail appeal, 174

Feasibility studies: deciding on whether or not
to conduct, 328-330; described, 327; infor-
mation gained from, 330; successful
fundraising facilitated by, 330-331; using
consultants to conduct, 327-328

Fee-for-service income: announcements lead-
ing to, 210-211; introducing process of
collecting fees, 214; legal issues of,
212-213; one experience with, 209; setting
the fees, 213-214; voluntary fees, 211-212;
when service is provided by phone,
214-215. See also Services

Field managers, 221

Filing system, 340-341

Financial health: board of directors’ role in,
46; problems affecting, 429—432. See also
Budgets

Financial needs: annual, 25-27; capital, 27;
capital campaigns and understanding,
305-306

Financial statements: case statement on, 40;
expense projections, 408—411, 414; income
projections, 409, 411-414

Financial troubles: cash flow problems, 430;
deficit spending, 430—431; serious account-
ing errors, mismanagement of funds, em-
bezzlement, 431-432; types of, 429

Index
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Fiscal accountability, 45

501(c)(3) status, 4344

“Floater” (phone-a-thon), 189

Food and refreshments: annual dinner, 120;
house party, 111

Foundation-corporate giving myth, 6-7

Foundations: contributions of gifts to, 15;
philanthropic operations of, 12-13

Franklin, B., 274, 324

Franklin Institute, 274

Friendly form letter, 237

Friends of Progress, 137

Front money: annual dinner, 119; as special
events consideration, 96. See also Budgets;
Money

Funding sources: diversifying, 19-20; statistics
on (2004),7

Fundraiser directors. See Development
directors

Fundraisers: anxiety management by, 389-392;
becoming a, 386—387; passing on the
legacy to new, 383—384; relationship be-
tween executive directors and, 395-397;
three moral dilemmas faced by, 399-401.
See also Consultants

Fundraising: board of directors’ role in, 48-51;
for coalition, 449—454; initial ventures into,
461-463; matching financial needs with
strategies of, 25-34; opportunistic,
225-230; in rural communities, 437—447;
social justice context of, 387, 391-393; time
issues of, 50. See also Solicitation strategies;
Special events

Fundraising careers: advantages and disadvan-
tages of, 384; bad reputation of, 385; excit-
ing elements of, 385-386; passing on the
legacy, 383—384; social justice context of,
387,391-392

Fundraising moral dilemmas: good endings
scenario of, 401-403; “gut check” for, 401,
402; more difficult endings scenario of,
403-404; question of dirty money,
465-468; question of small fib, 399-400;
question solutions, 401; question of

Index

whether checking a box is a big deal, 400;
question of the whole truth, 400

Fundraising office: filing system used in,
340-341; information management
in the, 337-341; organizing the
equipment or supplies of, 335-336.
See also Paid staff

Fundraising planning steps: 1: setting a goal,
419; 2: income strategy details, 419-420; 3:
plotting out plans for raising individual
contributions, 420—421; 4: deciding on
numbers of donors and matching them to
strategies, 421; 5: putting plan onto a time-
line and filling out the tasks, 421

Fundraising plans: Affordable Housing case
study on, 425-428; Artworks case study on,
421-425; case statements of, 40; special
events, 98—105; steps in successful,
419-421

Fundraising principles: on ability of anyone to
do fundraising, 22-23; diversifying
sources, 19-20; why people give as, 2022

Fundraising strategies: example of organiza-
tional, 33—34; matching organizational
needs to, 32; three types of, 32—33; using
smart and effective, 34. See also Solicitation
strategies

G

Gambling laws, 121-122

Garlic Festival (California), 442

Gates, B., 15

Gates, M., 15

General bequest, 275

Generation X, 11

Gifts: assets, 306; credit cards for, 202, 207,
260-261; database information on donor
history of, 354; EFT (electronic funds
transfer) used for, 257-260; from estates,
306—307; getting donors to repeat their,
138; income, 306; from insurance and re-
tirement funds, 277-278; legacy, 269-282;
Major Donor Gift Range Chart, 243;
phone-a-thon to solicit renewal, 196-197;



renewal, 138, 140, 167-171; renewing
major donor, 249-252; responding to your
direct mail appeal, 175; segmenting donor,
264. See also Major gifts programs; Solici-
tation strategies

Gina Generous story, 28—-31

Giving: as fee for service, 22; by foundations
and corporations, 12—14; identifying
individual and corporate sources of,
7-10; myth of foundation-corporate, 6-7;
power of individual, 14-18; as “public-
society benefit,” 15; recipients of,
15-16; to religious sector, 16—18;
self-interest motivation for, 21-22; the
truth about, 10-12. See also Donor
giving; Philanthropy

Giving USA (Giving USA Foundation): chari-
table giving patterns reported on by, 10, 15;
philanthropic research reported on by, 6, 8;
on sources of contributions (2004), 7

Goal statements, 38

Good intent assumption, 401, 403

Grassroots Fundraising Journal, 2

Groundspring, 202

“Gut check,” 401, 402

H

Hanukkah direct mail appeal, 173-174

HH (“ha-ha”) fake appointments, 348

High-speed Internet service, 201

History section (case statement), 39

Ho, M., 360

Holidays: cards sent to major donors on, 248;
direct mail appeals during, 173—-174

Honorary annual dinner committee, 117

Hosting house party, 108—109

Hot lists, 142, 143—-144

House parties: choreographing the, 111-113;
definition of, 107—108; evaluation and fol-
low-up to, 115; example of two house par-
ties for one group, 112-113; finding the
host, 108—109; five steps in putting on a,
108; invitation to, 110; the pitch during,
113-115; who to invite, 109—-110

|

Income projections: matching expense and,
414; procedures for, 409, 411-413; sample,
412

Indiana University, 8

Individual giving: identifying characteristics
of, 7-10; power of, 14-18

Information management: using database for,
351-355; filing system used for, 340-341;
identifying and tracking prioritized infor-
mation, 339—-340; of information needed
for fundraising, 338-339; necessity of,
337-338; posting most important infor-
mation on 3 x 5 cards, 341. See also Donor
lists; Record keeping

Inner City Greenspace, 155

Internal memorandum (direct mail enclo-
sure), 161-162

Internal Revenue Service (IRS): 501(c)(3) des-
ignation of, 43—44; number of tax exempt
organizations recognized by, 5; “one-third
rule” of, 20; UBIT (unrelated-business in-
come tax) on adbooks and, 128. See also
Legal issues

Internet: charity portals through the, 207-208;
digital divide and, 200; nonprofit organiza-
tion Web presence on the, 201-202; receiv-
ing donations and payment online, 202,
207-208. See also E-mail

Internet solicitation: driving traffic to your
site, 203—204; overview of, 199—200; re-
quirements and necessities for, 201-202

Invitation committee (annual dinner), 118

Invitations (house party), 110

IRAs (individual retirement funds), 278

IRS form 990, 7

J

Judgment issue, 95
“Junk mail,” 136

K

Keeping records. See Record keeping

Index
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L

Launch (capital campaign), 316

Legacy gifts: described, 269; preparing to talk
about, 271; wills and role in, 271-272

Legacy giving programs: creating mailing list,
280-281; getting prepared for, 270; holding
seminar for, 281; importance of donor’s
will to, 271-277; introducing your,
278-282; making bequests, 274-277; work-
ing collaboratively with other groups,
281-282

Legal issues: fee-for-service income, 212-213;
501(c)(3) status, 43—44; setting up a can-
vass and, 219-220. See also Internal Rev-
enue Service (IRS)

Letters (to prospect): direct mail appeal pack-
age, 152-160; following up phone-a-thon,
183-186; phone-a-thon reminder letters,
190; procedure after establishing contact,
85-86; thank you notes, 231-238; writing
the, 82-83. See also Envelopes; Prospects;
Stationary materials

Life insurance policies: buying to fund a gift,
277; existing, 277

Life note, 160-161

Lincoln’s birthday direct mail appeal, 173

Lists. See Donor lists; Prospect lists

M

Mail list brokers, 146

Major Donor Campaign Master Tracking
Form, 302

Major Donor Gift Range Chart, 243

Major Donor Gift Range Chart and Prospects,
245

Major gift campaign materials: case statement,
298-299; pledge card, 299; stationary, en-
velopes, and return envelopes, 299

Major gift donors: charting gift range and
prospects of, 243, 245; keeping in touch
with, 247-249; renewing gifts from,
249-252; solicitation of, 245-247

Index

Major gifts campaigns steps: 1: setting a goal,
296-298; 2: preparing supporting materi-
als, 298-299; 3: identify and train solici-
tors, 300-301; 4: identifying prospects,
301-302; 5: assigning prospects and solicit-
ing gifts, 302—303; 6: kicking off the cam-
paign with special event, 303; 7: holding
regular reporting meetings, 303—304; 8:
celebrating end of campaign with special
event, 304; 9: recognizing and incorporat-
ing donors into ongoing fundraising ef-
forts, 304; listed, 295-296

Major gifts programs: apportionment of gifts,
243-244; benefits of building, 241; ex-
pected response rate for, 244—245; first year
challenges of, 252; setting a goal for,
242-243. See also Gifts

Major gifts solicitation: materials for, 245-247;
solicitors used for, 247

Master Prospect List, 78, 79

Material committee (annual dinner), 118

Mathiasen, K., 55

MC (master of ceremonies) [annual dinner], 120

Media: phone-a-thon publicity through the,
191-192; sending major donors copies of
coverage by, 248

Meeting (face-to-face solicitation): etiquette
during, 87-88; objectives of the, 86; possi-
ble responses by prospects during, 88—-89

Meetings: avoid scheduling too many, 349; for
face-to-face solicitation, 86-89; saying “no”
to, 347-348; skipping unnecessary, 348

Mentors: description and tasks of, 376; situa-
tions that may require hiring, 375-376

Merton, T., 392

Mismanagement of funds, 431-432

Mission statement: carrier envelopes reflecting
the, 151; consultant belief in, 380-381; de-
scribed, 36-38

Money: asking donors for their, 65-66; emo-
tional conflicts over, 67-69; special events
to raise, 92; specific fears about asking for,



69-71; why we're afraid to ask for, 66-69.
See also Front money

Moral dilemmas. See Fundraising moral
dilemmas

“Movers and shakers,” 56-57

N

Names of Friends Replay Form, 143

National Storytelling Festival (Tennessee),
442-443

Neighborhood Advocacy budget development,
414-415

Network for Good, 202

New York’s Not-for-Profit Corporation
Law, 44

Newsletters (e-mail), 204—205

Newspaper article (direct mail enclosure), 161

NGOs (nongovernmental organizations), 43

Nonprofit organizations: all-volunteer,
455—-459; annual needs of, 25-27; board of
directors, 43—62, 206; capital or financial
needs of, 25-27, 305-306; case statement
of, 35—41; coalition fundraising participa-
tion by, 449-454; “Do Not Call” list ex-
emption of, 179; domain name and Web
site of, 201-202; donor beliefs in, 74—75;
donor confidence in, 218-219; endowment
and reserve funds of, 28-31; endowments
for, 28, 283—-291; financial troubles suffered
by, 429-432; 501(c)(3) status of, 43—44;
fundraising office of, 335-336; hiring de-
velopment director, 365-374; hiring out-
side consultants, 237—238, 375—382; initial
fundraising ventures by, 461—463; mission
statement of, 36-38, 151, 380-381; sharing
and trading mailing lists, 145-146; special
events reflecting image of, 95-96; three
goals for every donor, 31

Nonprofit sector: current state and growth of
U.S., 5-6; foundation-corporate giving
myth and, 6-7; sources of contributions
(2004) to, 7

North Fork Watershed Protection budget de-
velopment, 416-417

o)

Objective statements, 39

“One-third rule,” 20

Opportunistic fundraising: additional oppor-
tunities for, 229-230; communicating with
people to create, 228-229; example of ad-
vocacy organization, 225-228; finding your
own opportunities for, 228; publications
used to create, 229

P

Paid staff: canvassing, 221-223; capital cam-
paign costs for, 310; fundraising roles of,
50-51; office equipment and supplies
available for, 335-336; tensions between
volunteers and, 361. See also Development
directors; Executive directors; Fundraising
office; Volunteers

Parking (annual dinner), 119

People for Good, 137-138

Personal solicitation: approaching prospects,
81-90; creating prospect list, 77-81;
definition of, 73; the meeting for
face-to-face, 86-90; prospect characteris-
tics, 73—76; prospect lists used in,

77-81; rural community fundraising
using, 446—447. See also Door-to-door
canvassing

Personnel decisions, 45-46

Philadelphia Foundation, 274

Philanthropy: Greek and Latin meaning of
term, 5; growth in the United States, 5-6.
See also Giving

Phone Prospect Record Card, 182

Phone-a-thon: actions following the, 189—190;
basic technique of the, 180—188; generating
publicity for, 190-192; night of the,
188-189; overview of, 179-180; phoning
after a mail appeal, 195-196; phoning for

Index
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Phone-a-thon (continued)
prospects using, 84—86, 192—195; phoning
for renewals, 196—197; reminder letter sent
after, 190. See also Telemarketing;
Telephone calls

Phone-a-thon scripts: to determine interest,
193-195; following mail appeal, 195-196;
sample, 182—183; training volunteers to
use, 195

Phone-a-thon steps: 1: prepare the list,
180-181; 2: creating file records or card for
prospects, 181-182; 3: setting date for
phone-a-thon, 182; 4: writing a script,
182-183; 5: preparing follow-up letters or
appropriate enclosures, 183-186; 6: deter-
mining number of phones or volunteers
needed, 186-187; 7: finding a place, 187; 8:
recruiting volunteers, 187-188

Pitch (house party), 113-115

Playboy Corporation, 466—467

Pledge card (major gift), 299

Pledge collecting: by EFT (electronic funds
transfer), 257-260; keeping track of pledge
for, 255-257; sample pledge reminder
form, 256; using credit cards, 202, 207,
260-261

Pledge programs: introducing, 254-255; two
don’ts of, 261

Pledges: collecting, 255-261; described,
253-254; major gift card for, 299; sample
capital campaign, 317

Postscript (direct mail letter), 154

Premiums (benefits package), 166-167

Printing: adbooks, 133—134; example of moral
dilemma case over, 466—467; raffle tickets,
124

Prospect approach: the letter used in, 82—83;
overcoming gatekeepers preventing, 84—85;
phoning, 84-86, 192—195; three steps of
formal, 81-82

Prospect letter, 82-83

Prospect lists: creating, 77-81, 462; Master
Prospect List, 78, 79; Prospect Identification

Index

List, 77; Prospect Record, 80. See also Donor
lists

Prospects: ability to contribute by, 75-76; ap-
proaching, 81-90; capital campaign,
315-316; compiling list of endowment
campaign, 324-326; contacting, 74; face-
to-face solicitation of, 86-90; facilitating
belief in organization by, 74-75; identify-
ing major gift, 301-302; invited to house
party event, 109—110; keeping records on,
77-81; Major Donor Gift Ranges Chart
and, 245; possible solicitation responses by,
88-89; rural community, 442—444; three
broad qualifications of, 74. See also
Donors; Letters (to prospect)

Protestant churches, 17-18

PTA (Parent-Teacher Association), 457—459

Public figures publicity strategy, 191

Public sector income sources, 6

Publications: e-mail newsletters, 204—205; op-
portunistic fundraising using, 229

Publicity: generating annual dinner, 117-118;
generating phone-a-thon, 190-192; gener-
ating special events, 91

R

Raffle tickets: collecting the, 126; example of
printed, 124; selling the, 125

Raffles: described, 121; local gambling laws
and, 121-122; organizing the, 122-127

Raffles steps: 1: getting the prizes, 122—123; 2:
get the workers, 123; 3: get the tickets,
123-125; 4: selling the tickets, 125; 5: en-
couraging the workers, 125-126; 6: setting
up the drawing, 126; 7: rounding up the
tickets, 126; 8: holding the drawing, 127; 9:
sending out prizes, thank you notes, evalu-
ating, 127

Ramp Festivals (Southern communities), 442

Record keeping: backing-up and security
measures for, 357—-358; capital campaign,
310; database used for, 351-355; impor-
tance of donor records, 355-356; keeping



your list in shape, 357. See also Donor lists;
Information management

Refreshments. See Food and refreshments

Religious sector contributions, 16-18

Reminder letter (phone-a-thon), 190

Renewal gifts: database information on donors
and, 354; direct mail solicitation of,
167-171; getting donors to commit to, 138,
140; from major donors, 249-252; phone-
a-thon to solicit, 196-197

Repeatability issue, 97

Reply device (direct mail): design of, 158-160;
psychology of, 158; return envelope in-
cluded with, 160

Reserve fund, 28

Retention strategies, 32

Retirement plans, 278

Return envelope (direct mail), 160

Rio Del Vista, 156

Robert’s Rules of Order, 46

Roth, S., 360

Rural community fundraising: approaches for
raising money, 440—442; direct mail used
for, 446; example of “colonies” communi-
ties, 440—441; factors to consider in,
437-440; personal solicitation used for,
446-447; prospects for, 442—444; special
events used for, 444—446

S

Scripts (phone-a-thon): to determine interest,
193-195; following mail appeal, 195-196;
sample, 182—183; training volunteers to
use, 195. See also Solicitors

Seasonal direct mail appeals, 172

Segmenting donor lists, 263-267

September 11, 2001, 151

Serious accounting errors, 431-432

Services: cost of providing, 210; fees for
phone-provided, 214-215; mandatory fees
charged for, 211; voluntary fees paid for,
211-212. See also Fee-for-service income

Social justice: as fundraising context, 387;
overall work of fundraising for, 391-393

Solicitation strategies: annual dinner used for,
115-121; direct mail, 135-177, 446; door-
to-door canvassing, 217-223; endowment
campaign, 326; house party as means of,
107-115; matching volunteers to, 360-361;
materials for major gift, 245-247; personal,
73-90, 446—447; for rural communities,
444-447; special events, 91-134, 303,
304, 444-446; by telephone, 179-198;
using the Internet, 199-208. See also Ask-
ing for money; Fundraising; Fundraising
strategies; Gifts

Solicitors: canvassing by, 221-223, 370; major
gifts, 247; matching strategies to, 360-361;
training major gifts, 300-301. See also
Scripts (phone-a-thon)

Special Event Report (Evaluation Form),
104-105

Special events: adbooks, 127-134; annual din-
ner, 115-121; choosing a fundraising,
93-97; described, 91; house party,
107-115; major donor campaign, 303, 304;
planning, 98-105; raffle, 121-127; rural
community fundraising using, 444—446;
three goals of, 91-92; types of people who
attend, 92-93. See also Fundraising

Special events committee: described, 98; evalu-
ation role of, 103—-105; planning checklist
for, 102—103; tasks of, 98—-102

Special events committee tasks: creating a
timeline, 101-102; detail a master event
task list, 99; preparing a budget, 99-101

Special events considerations: appropriateness
of the event, 94; the big picture, 97; consis-
tency and judgment issues, 94-95; energy
of volunteers, 96; front money availability,
96; image of the organization, 95-96; re-
peatability issue, 97; timing issues, 97

Special events planning: checklist for, 102—103;
committee role and tasks in, 98—102; eval-
uation as part of, 103-105
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Sponsorship committee (annual dinner), 118

Springhill, M., 272

Staff. See Paid staff; Volunteers

Statement of agreement, 46—48

Stationary materials, 299. See also Envelopes;
Letters (to prospect)

Street canvassing: advantages and disadvan-
tages of, 218; described, 217; elements
needed to run, 218-219; setting up,
219-223

Structure (case statement), 39-40

Support person (canvass), 221

T

Tax issues. See Internal Revenue Service (IRS)

Telemarketing: “Do Not Call” list impact on,
179; nonprofit organizational use of,
179-180. See also Phone-a-thon

Telephone calls: limiting length of your, 344;
voice mail and, 229, 344. See also Phone-a-
thon

Thank you notes: benefits of sending, 233;
common questions asked about, 237-238;
donor appreciation of, 232; friendly form
letter form of, 237; importance of,
231-232; logistics and content of, 234-237;
who should send them, 233-234

Thanksgiving Day direct mail appeal, 173

Time issues: capital campaign, 313; fundrais-
ing, 50; setting timeline for ad sales, 131; as
special event consideration, 97; when to
send direct mail appeals, 163—164

Time management: action plans for, 349; cal-
endars used for, 345-349; guidelines for
daily, 343-344; guidelines for weekly,
344-345; importance of, 350

Time sinks: e-mail, 344—345; telephone calls,
344

Timelines: creating endowment campaign,
322; creating special event, 101-102;
fundraising plan establishment of, 421

Index

Trainers: description and tasks of, 376; situa-
tions that may require hiring, 375-376

U

UBIT (unrelated-business income tax), 128
Underwriting committee (annual dinner), 118
United Way, 209

Upgrading strategies, 32

Urgent need direct mail appeal, 174

U.S. wage-gag, 10

Vv

Valentine’s Day direct mail appeal, 173

Visibility quotient, 92

Voice mail: efficient use of, 344; opportunistic
fundraising using, 229

Voluntary fees, 211-212

Volunteer management: matching volunteers
with comfortable strategies, 360-361; ori-
enting volunteers to fundraising program,
359-360; specific tips for effective, 361-362

Volunteers: hosting a house party, 108—109;
nonprofit organizations entirely run by,
455-459; part-time or temporary canvases
using, 217; phone-a-thon, 186-188, 195;
raffle workers and, 123, 125-126; recruit-
ing annual dinner, 117; recruiting and del-
egating to, 389; soliciting ads for adbooks,
128, 131-133; special event committee
made up of, 98; special events and avail-
ability of, 96; using temporary teams of,
62; tensions between paid staff and, 361;
three types of strategies preferred by, 360;
using e-mail to work with, 206. See also
Paid staff

“Vomit test,” 466—467

w

Wage-gap, 10
Warm lists, 142, 144-145



Web sites: charity portals, 207-208; driving
traffic to your, 203—204; as Internet solici-
tation requirement, 201-202

Weekly time management guidelines,
344-345

White Elephant (Sitka thrift shop), 443—444

Williams, A., 273

Wills: bequests made in, 274-277; estate gifts
through, 306-307; importance of,
272-273; legacy gifts and role of, 271-272;
motivating donors to make, 272-274

Winter holidays direct mail appeal, 173—-174

Winter Solstice direct mail appeal, 173-174

World Trade Center attacks (2001), 151
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