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Index

A

Accessibility of case, 161–162

Adding time to campaign, 74–75

Advancement efficiency, improving,

17–20

Advancement staff:

for analysis of fundraising patterns, 24

for campaign, 115–116

compensation of, 112, 113–114

data requested by, 25

field staff, 111

hiring from for-profit sector,

196–198

improving morale and productivity of,

109–114

keeping, 8, 17

Louisiana Society for the Prevention of

Cruelty to Animals case study, 185–186

reviewing, 17–20

rewarding, 114

solicitation calls and, 142

supervisory staff, 111

training, 137–138

Advertising, donated, 67, 195

Advice, asking prospects for, 139

AFP:

Code of Ethical Principles and Standards of

Professional Practice, 112

web site, 100

Alumni magazines, 167

Analysis:

adjusting campaign gift table based on,

41–44

of annual fund results, 33

of cultivation and solicitation patterns, 30

example of, 77–78

of fundraising patterns, 23–24

of funds raised to date, 14–15

of giving patterns, 24–30

goal of, 25

interpreting and acting on results of,

35–36

moves management and, 30–32

reviewing with board, 101–102

Annual fund:

focusing on, 8

integrating with campaign, 82

results, reviewing, 33

Annual reports, online, 157

Application for grant, online, 178–179

Art museum example of sharpening case,

158–159

Asks:

following up, 152–153

getting to, 140–142

steps in making, 142–152

successful, 137–138

timing of, 12, 138–139

Assets, giving from, 121

Assignments to solicitation teams, 143, 151
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B
Benefits of campaign time–out, 15

Bequests:

counting, 63, 84–85

overview of, 55–58

Berman, Melissa, 2

Billboard space, donated, 67, 195

Board:

communication with, 16, 97–98, 101

justification for keeping staff and,

109–110

leadership of, 12, 99–101

membership of, reassessing, 97–98

for new charter schools in New

Orleans, 193

reinvesting in campaign, 95–96

retreat for, 100, 101, 103

reviewing lists of foundation

trustees with, 178

reviewing lists of suspects with, 122–123

seeking buy in of, for changes,

101–105

sight-raising techniques and, 67–68

as source of funds, 102, 103–105

Booth, David, 89

Branding, 164

Breaking out components of goals, 80–81

Breaking up successful solicitation teams,

38, 39

Brochure, components of, 163–164

Budget:

cuts in, 1–2

reviewing, 17–18

Budget relief, raising endowments for,

63–64

Building campaign momentum:

overview of, 64–65

with PR and events, 66–67

with sight-raising techniques, 67–70

using challenges and matches, 65–66

Burnout of volunteers, 107

Businesses, local, lists of, 130

C
Campaign, see Evaluating campaign;

Phases of campaign; Structure

of campaign

Case:

strong, elements for making,

160–162

for support, sharpening, 155

tightening up, 8, 14

CASE (Council for Advancement

and Support of Education),

84, 101

Case Statement, components of,

163–164

Case studies:

art museum example of sharpening case,

158–159

charter schools, 191–193

Louisiana Society for the Prevention of

Cruelty to Animals, 184–190

Cash flow, focusing on, 82

Center on Philanthropy, 4

Chair, replacing or augmenting,

106–107

Challenges, using to restore momentum,

65–66

Change across organization:

opportunities in staffing and, 196–198

opportunities to engage supporters and,

198–200

overview of, 183–184

repositioning in tough times,

200–202

Charitable giving, economy and, 2,

3, 4

Charitable lead trusts, 59

Charter schools case study, 191–193
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The Chronicle of Philanthropy, 3, 193–194

Closing gifts, 151–152

Closing skills, 13

The Coca-Cola Foundation, Inc., 130

Cochairs, naming, 106–107

Cold prospects, finding, 122–124

Communications, improving:

to attract support, 155

with board, 97–98, 101

inside and outside organization, 8

stewardship and, 49–51

with volunteers, 107

Communication strategies:

coordinating message across organization,

162–163, 166–167

cover letters, 179

creating materials and, 163–169

during crisis, 180–181

diversification of, 195

electronic communication and

media, 141, 156–157, 168, 169–171

focusing on themes, 158–160

foundation proposals, 176–178

letters to individual prospects, 173–175

online grant applications, 178–179

proposal templates, 172–173

reviewing, 156–157

thank-you letters, 50, 153

on tight budgets, 168–169

See alsoWeb sites

Compensation of development staff, 112,

113–114

Competitive advantage, mergers or partnerships

and, 201–202

Comprehensibility of case, 161–162

Constituents:

analysis of giving patterns based on,

28–29

energizing, 13–14

See also Donors; Prospects

Contests, 195

Contingent bequests, 58

Contracts with corporate donors for gifts,

131–132

Coordinating message across organization,

162–163, 166–167, 195

Core group of donors, moving beyond,

38–39, 40

Corporate giving, news about, 2

Corporate prospects:

finding, 130–132

tapping, 39, 40, 41

Cost per dollar raised, 17

Costs:

cutting, 18–19

for printed materials, 18, 164

for travel, 18

Council for Advancement and Support of

Education (CASE), 84, 101

Council on Foundations, 2, 5

Counting endowment in campaign,

63

Counting policy, 84–85

Covering up problems, 95–96

Cover letter, 179

Crisis communication plan, 180–181

Crisis leadership, 83

Crisis Leadership Team, 100

Crisis management techniques, 9–10

Cultivating prospects:

definition of, 133

goal of, 135

local family foundations, 134–135

out of town, 135–137

strategies for, 132–135

time for, 135

tracking, 30–32

without making ask, 12

Cultivation patterns, analysis of, 30

Cutting costs, 18–19
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D
Data:

accuracy and clarity of, 25

keeping, reviewing, or recreating, 23–24

from midterm campaign planning

group, 36

Database, maintaining, 180

Deadline for thank-you letters, setting, 50

Dedication events, 51

Delaying endowment goals, 81–82

Delicious.com web site, 188

Departmental boundaries:

coordinating message across, 162–163,

166–167, 195

strategizing beyond, 35–36

Designation of gift as endowment, 61, 62

Digg.com web site, 188

Direct mail:

marketing bequests and planned gifts, 57

outsourcing, 19

Diversifying sources of funding, 193–195

Dollar amount, specific:

making ask for, 145–147

negotiating, 148–151

Donors:

behavior of, understanding, 79

differentiating new from repeat, 32

individual, 3, 29, 61

keeping in touch with, 8–9

‘‘lifestyle profiles’’ of, 188

measuring engagement of, 33–34

moving beyond core group of, 38–39, 40

opportunities to engage, 198–200

soliciting only prior, 13

starting conversation with, about

bequests, 56

stewardship programs for, 47–53

taking for granted, 13

See also Prospects

Dun & Bradstreet, 126

E
E-blast, 171

E-calendar, 171

Economy, charitable giving and, 2, 3, 4

Efficiency of advancement staff, improving,

17–20

Electronic communication and media:

e-mail solicitations, 141, 171

newsletter, 168

revising materials for, 156–157

using, 169–171

See alsoWeb sites

Electronic prospect screening, 12, 124–125

Elie Wiesel Foundation for Humanity, 194

Emergency communication plan, 180–181

Emotional ties:

cultivating, 133, 144

developing with recipients, 161

developing with volunteers, 109

Endowments:

adding component for, to ongoing campaign,

60–62

campaigns for, 60

communicating with donors about, 50

delaying goals for, 81–82

for enhancement or for budget

relief, 63–64

linking planned gifts with, 59–60

nonprofits and, 4–5

recognition of donor gifts, 93

restricting gifts to, 38, 40

Energizing constituents, 13–14

Engagement of donors:

measuring, 33–34

opportunities for expanding,

198–200

Enhancement, raising endowments for,

63–64

Environment for philanthropy:

fundraising angst, 2–6

I n d e x

208



E1BINDEX_1 04/16/2009 209

overview of, 1–2

timetable and, 75

Evaluating campaign:

building on strengths, 36–41

marketing strategies, 156–157

mistakes to avoid, 10–14

quiz for, 6–7

strengths and weaknesses of, 35–36

Events:

cost of, 18

for cultivating prospects, 134, 136, 137

Louisiana Society for the Prevention of

Cruelty to Animals case study, 189

outsourcing planning of, 20

restoring campaign momentum with, 66–67

stewardship through, 51

Exclusivity for donors, creating sense of, 67

Expanding prospect list, 120–122

Expectations of board, communicating, 97–98

Exterior naming price, 69, 89–90

F
Family foundations, local:

cultivation activities for, 134–135

description of, 30

endowment gifts and, 61

finding, 129

Feasibility study, 104

Federal funding, 194–195

Field staff, 111

Financial advice, and planned giving programs,

54–55

Financial health, and grant application, 179

Financial reports, sharing with donors, 50

Financial transparency, 83

Fit, of staff, 198

Focusing communication on themes, 158–160

Folder, advantages of, over brochure, 164–165

Follow-up:

with donors, 50

with prospects, 137

to solicitation calls, 152–153

For-profit sector, hiring staff from, 196–198

Foundation Directory Online, 128–129

Foundation grant, 129–130, 178–179

Foundation proposal, 176–178

Foundation prospects:

differentiating, 30

finding, 128–130

tapping, 39, 40, 41

See also Local family foundations; National

foundations

Frequency of viewer impressions, 190

Fundraising campaign, see Evaluating campaign;

Phases of campaign; Structure of campaign

Fundraising programs, diversification of, 194

G
Geographic regions:

analysis of giving patterns based on, 26–27

creating challenges between, 66

cultivating prospects out of, 135–137

identifying chairmen by, 107

PR efforts in, 66

Gift contracts, 131–132

Gift table:

adjusting for changed goals, 41–44, 86–88

analyzing, 26

description of, 86

example of, 27

Gift Table Ask, 148, 149

Giving patterns, analysis of:

by constituent groups, 28–29

by geographic regions, 26–27

by levels of giving, 26, 27

overview of, 24–26

by purpose, 27–28

by source of funds, 29–30

Goals:

breaking up, 80–81
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Goals (continued )

changing, methods for, 85

cutting, 83

delaying endowment, 81–82

identifying additional sources of revenue to

reach, 83–84

including annual fund in, 82

raising more toward, in silent phase, 79–80

of viral campaign, 190

Grants, foundation, 129–130, 178–179

Grant writers, professional, 129

Greenberg, Maurice R. ‘‘Hank,’’ 3

Greetings and introductions step of making

ask, 143

Grievance, handling, 153

Guidance, asking prospects for, 139

Gunderson, Steven, 2

H
Hard hat tours, 50

Hiring:

prospect researchers, 120

staff from for-profit sector, 196–198

I
Identifying:

chairmen by region, 107

new leaders, 101

person on team in charge of transition, 143

prospects, 11–12, 102, 122

sources of revenue to reach goals, 83–84

Immediate steps to take to shore up fundraising

programs:

crisis management techniques, 9–10

overview of, 7–9

Income, giving from, 120–121

Individual donors:

differentiating, 29

effects of economy on, 3

endowment gifts and, 61

Integrating annual fund with campaign, 82

Internal groups, sight-raising

techniques and, 67–68

Internet campaign:

goals of, 190

Louisiana Society for the Prevention of

Cruelty to Animals case study, 184–190

mounting, 39, 40, 184

viral, description of, 185

Is Your Campaign in Trouble? quiz, 6–7

J
Jazz summer camp example of sharpening

case, 159–160

K
Kresge Foundation, 66

L
Laptop computer, for PowerPoint presentations,

170

LA/SPCA, see Louisiana Society for the

Prevention of Cruelty to Animals

Leadership:

of campaign, 12, 106–107

in crisis, 83, 100

strategizing beyond departmental boundaries

and, 35–36

See also Leadership of board

Leadership Challenge Fund, 65

Leadership gift size, 11

Leadership of board:

evaluating, 12

identifying new, 101

promoting stronger, 100–101

reassessing, 99

Letters:

cover, with grant applications, 179

to individual prospects, 173–175

thank-you, 50, 153
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Levels of giving:

adjusting table of gifts received based on,

41–44

analysis of, 26

moving up, 87–88

Leveraging dollars, 66

Lexis Nexis Development Universe, 126

Lifetime donor club, 51–52

Linking:

campaign web site to social networking

sites, 188–189

case to mission, 160–161

Local businesses, lists of, 130

Local family foundations:

cultivation activities for, 134–135

description of, 30

endowment gifts and, 61

finding, 129

Logos, use of, 164

Long-term planning for organization:

bequests and, 58

crisis management and, 10

endowment campaigns and, 61

Louisiana Society for the Prevention of Cruelty

to Animals (LA/SPCA):

campaign rollout, 189–190

campaign staff, 185–186

campaign web site, 186–187

links to and from web site, 188–189

Peter Mayer Advertising and, 185

public phase of campaign, 184–185

quiet phase of campaign, 184

Lybunt category, 33

M
Madoff, Bernard, 5, 193–194

Mail:

direct, 19, 57

e-mail solicitations, 141, 171

See also Letters

Making ask:

allowing time for prospect to process, 147–148

closing gift, 151–152

cultivating prospects without, 12

following up, 152–153

greetings and introductions, 143

naming dollar figure, 145–147

negotiating gift, 148–151

overview of, 142–143

presenting need, 143–145

techniques for, 145–148

Marketing bequests and planned gifts, 56–57

Marketing strategies:

coordinating message across organization,

162–163, 166–167

cover letters, 179

creating materials and, 163–169

electronic communication and media, 141,

156–157, 168, 169–171

focusing on themes, 158–160

foundation proposals, 176–178

letters to individual prospects, 173–175

online grant applications, 178–179

proposal templates, 172–173

reviewing, 156–157

on tight budgets, 168–169

See alsoWeb sites

Marquis Who’s Who, 126

Matches, using to restore momentum, 65–66

Materials:

brochures, 163–164

coordinating message across organization with,

166–167

folders, 164–165

for large national campaigns, 166

letters to individual prospects, 173–175

newsletter, 167–168

printed, reviewing, 156–157

proofreading, 173

for quiet phase, 168–169

to take to solicitation calls, 141
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Maximizing reach, 190

Measuring:

engagement of donors, 33–34

leadership quotient of board, 99

staff productivity, 110–114

stewardship, 48–49

Media:

developing case for, 162

Louisiana Society for the Prevention of

Cruelty to Animals case study, 189–190

Membership on board, reassessing, 97–98

Mergers, looking for, 200–201

Message:

coordinating across organization, 162–163, 166–

167

diversification of, 195

Midterm campaign planning group, 36

Mission:

linking case to, 160–161

mergers or partnerships and, 200–201

Mistakes common to campaigns, 10–14

Momentum:

restoring to campaign, 64–70

slowing, 14–16

timetable and, 73, 74–75

Money talk strategy, 138–139

Motivation:

recognition and, 88–92

for second gift from current

supporters, 103–105

of staff, 109–114

of younger prospects, 39, 40

Moves management, tracking activity using,

30–32

Moving gift levels up, 87–88

N
Naming programs:

as donor recognition, 88–89

endowments and, 62

pricing structure for, 89–92

sight-raising and, 69

National foundations:

description of, 30

endowment gifts and, 61

finding, 129

top, by assets, 131

Needs of campaign, tying case to, 161

Negative information, communicating, 180–181

Negotiating dollar figure of gift,

145–146, 148–151

New donor, differentiating from repeat donor, 32

Newsletter:

campaign, 167–168

cultivating prospects and, 137

electronic, 171

online, 157

planned giving, 57

Nomination of board members, 97

Nonprofits:

financial threats to, 4–5, 6

reputation of, 132

services provided by, 5

O
Online annual reports, 157

Online application for grant, 178–179

Online community, 195

Optimism about giving, 3–4

Organization, see Change across organization;

Departmental boundaries; Long-term

planning for organization

Organizational survival, 9

Orientation of board members, 97

Orleans Parish School Board, 191

Outsourcing, 19

P
Panic, preventing, 8, 9

Partners, looking for, 200–202
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Percentage of campaign total, and naming

price, 69

Personal calls, proposal letters and, 175

Personal contact:

with donors, 50

with foundations, 177–178

with prospects, 137

Personal relationships:

cultivating, 133, 144

with recipients, 161

with volunteers, 109

Peter Mayer Advertising, 185, 190

Phases of campaign:

adjusting, 76

basing on type of giving, 76–77

description of, 73

public, 76, 184–185

See also Silent phase of campaign

Philanthropy, environment for:

fundraising angst, 2–6

overview of, 1–2

timetable and, 75

The Picower Foundation, 194

Planned giving program:

advantages of, 54

bequests, 55–58, 63, 84–85

charitable lead trusts, 59

counting in campaign, 63–64

linking with endowment gift, 59–60

outsourcing, 20

overview of, 53–55

strengthening, 8

types of gifts, 54, 55

Planning:

changes in phasing or timing and, 77

conservative choices in, 80–81

long-term, 10, 58, 61

midterm campaign planning group, 36

solicitation calls, 140–141

taking time-out while, 14–16

Pledges, asking for extra year on, 39, 65

Pocket folder, advantages of, over

brochure, 164–165

Policy setting, and board, 102, 103

PowerPoint presentation:

developing, 18, 170–171, 195

using, 171

PR:

Louisiana Society for the Prevention of

Cruelty to Animals case study, 190

restoring campaign momentum with,

66–67

Preparing for solicitation calls, 141, 143

Presenting need step of making ask, 143–145

Pricing structure for recognition options,

69, 89–90

Printed materials:

cost of, 18

reviewing, 156–157, 173

Priorities for fundraising, 82

Prioritizing prospect list, 124–125

Problem-solving, lessons in:

charter schools case study, 191–193

overview of, 190–191

Productivity of staff, measuring, 110–114

Proofreading materials, 173

Proposal template:

description of, 172–173

letters to individual prospects,

173–175

Proposal writing:

for foundations, 176–177

measuring productivity of, 113

outsourcing, 19

reviewing, 172

Prospect research:

on corporations, 130–132

definition of, 119

electronic screening, 124–125

on foundations, 128–130

screening and rating sessions, 126–128

tools for, 126
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Prospect researchers:

hiring, 120

measuring productivity of, 113

Prospects:

changing timeline and, 75

cold, finding, 122–124

corporate, 39, 40, 41, 130–132

cultivating, 12, 20

definition of, 120

expanding list of, 120–122

foundation, 30, 39, 40, 41, 128–130

identifying, 11–12, 102

income level and, 120–121

keeping in touch with, 8–9

letters to, 173–175

outsourcing research on, 19

ratio of, to gifts, 87

ties to organization, looking for, 122

tracking engagement of, 30–32

volunteer work done by, 33–34

younger, motivating, 39, 40

See also Cultivating prospects; Donors

Prospect tracking systems, 111, 115

Public phase of campaign:

entering, 76

Louisiana Society for the Prevention of

Cruelty to Animals case study, 184–185

Public relations, see PR

Purpose, analysis of giving patterns based

on, 27–28

Q
Questions:

for analysis of campaign, 6–7

for analysis of giving patterns,

26–29

negotiating gift amount and,

149–150

Quiet phase of campaign:

Louisiana Society for the Prevention of

Cruelty to Animals case study, 184

materials for, 168–169

purposes of, 76

raising more during, 79–80

R
Range for timetable, establishing, 75

Rating stewardship, 48–49

Ratio of prospects to gifts, 87

Recession resistant industries, 123–124

Recipient of services, communication with

donors from, 50

Recognition:

of corporations, 130

of endowment gift donors, 62, 93

making ask for specific dollar amount and,

146–147

motivation and, 88–92

options for, 92–93

of planned gift donors, 57

pricing structure for, 69–70, 89–92

sample tables for, 90–92

of staff, 114

of volunteers, 105–106

See alsoNaming programs

Recruiting and retaining volunteers, 105

Reddit.com web site, 188

Repeat donor, differentiating from new

donor, 32

Reports:

for analysis of giving patterns, 25

for analysis of giving patterns based on

purpose, 28

annual, online, 157

financial, sharing with donors, 50

Repositioning organization in tough times,

200–202

Reputation of nonprofit, and corporate

partnerships, 132

Researching electronic prospect screening

vendors, 125

Research skills, 19
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Restoring campaign momentum:

overview of, 64–65

with PR and events, 66–67

with sight-raising techniques, 67–70

using challenges and matches, 65–66

Restricting gift to endowment, 38, 40

Restructuring solicitation technique, 38, 40

Retreat, for board members, 100, 101, 103

Revenue-;producing programs, 195

Revenue sources, identifying additional, to reach

goals, 83–84

Reviewing:

annual fund results, 33

budget, 17–18

campaign analysis with board, 101–102

data, 23–24

grant proposals, 172

lists of foundation trustees, 178

lists of suspects with board and volunteers,

122–123

marketing and communication strategies,

156–157, 173

staff, 17–20

Revocability of bequests, 57, 63

Risks of expanding timetable, 74–75

Road, taking campaign on, 67

Rockefeller Philanthropy Advisers, 2

Role-playing exercises, 138

Rollout of Louisiana Society for the Prevention of

Cruelty to Animals campaign, 190–191

Rooney, Patrick M., 4

S
Screening and rating sessions, 126–128

SEC (U.S. Securities and Exchange Commission),

124, 126

Second gift from current supporters, 103–105

Services provided by nonprofits, 5

Setting for solicitation calls, 140, 142

Sharpe, Robert F., Jr., 3–4

Sharpening case for support:

definition of, 155

elements of, 160–162

focusing on themes, 158–160

Shoring up fundraising programs:

crisis management techniques, 9–10

immediate steps to take, 7–9

Sight-raising techniques, 67–70

Silent phase of campaign:

Louisiana Society for the Prevention of

Cruelty to Animals case study, 184

materials for, 168–169

purposes of, 76

raising more during, 79–80

Social networking site, linking campaign web site

to, 188–189

Solicitation, rushing prospects to, 133

Solicitation calls:

brevity and, 145

following up, 152–153

money talk prior to, 138–139

setting up, 140–142

steps in, 142–152

writing notes on, 152

See also Solicitation teams

Solicitation patterns, analysis of, 30, 31–32

Solicitation teams:

assignments for, 143, 151

money talk and, 138–139

number of people on, 140

pairing volunteers with staff on, 142

successful, breaking up, 38, 39

Solicitation technique, restructuring of,

38, 40

Sorting data for analysis of giving patterns, 25

Source of funds:

analysis of giving patterns by, 29–30

board as, 102, 103–105

diversifying, 193–195

giving level and, 121

Sources of revenue, identifying additional, to

reach goals, 83–84
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Spielberg, Steven, Wunderkinder Foundation

of, 194

Sponsorships, 130

Staff:

for analysis of fundraising patterns, 24

for campaign, 115–116

compensation of, 112, 113–114

data requested by, 25

field staff, 111

hiring from for-profit sector, 196–198

improving morale and productivity of,

109–114

keeping, 8, 17

Louisiana Society for the Prevention of

Cruelty to Animals case study, 185–186

reviewing, 17–20

rewarding, 114

solicitation calls and, 142

supervisory staff, 111

training, 137–138

Standard and Poor’s, 126

Starr Foundation, 3

Stationery for campaign, 173. See also Letters

Stewardship programs:

communication and, 49–51

determining stewardship rating, 48–49

donor events, 51

endowment, 59–64

lifetime donor club, 51–52

overview of, 47–48

planned giving, 53–59

Stock, gifts of, 121

Strategizing beyond departmental

boundaries, 35–36

Strengths, building on, 36–41

Structure of campaign:

goals and gift tables, 79–85

phasing and timing, 73–75

StumbleUpon.com web site, 188

Success of solicitors, gauging, 32

Supervisory staff, 111

Supporters, opportunities to engage, 198–200

Supporting advancement staff,

109–114

Suspects (cold prospects), finding, 122–124

Sybunt category, 33

T
Table of gifts received:

adjusting for changed goals, 41–44, 86–88

analyzing, 26

description of, 86

example of, 27

Teams for solicitation calls:

assignments for, 143, 151

money talk and, 138–139

number of people on, 140

pairing volunteers with staff on, 142

successful, breaking up, 38, 39

Thank-you letters, sending, 50, 153

Themes, focusing on, 158–160,

162–163

Ties to organization:

cultivating, 133

looking for, 122

solicitation call and, 144

Timeframe for thank-you letters,

setting, 50

Time-out, taking:

activities for and benefits of, 14–16

example of, 77–78

Timetable:

changing, tips for, 75, 78

importance of, 73

stretching out, 8, 74–75

Timing:

of asks, 138–139

movement of prospects through cultivation to

closing gifts, 111–112

Tools for prospect research, 126

Top gift expectations, 11

Tours, hard hat, 50
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Tracking:

campaign activity with moves management,

30–32

engagement of donors and prospects, 33–34

prospect tracking systems, 111, 115

staff productivity, 110–114

Training:

board members, 101

staff to ask for and close gifts, 137–138

volunteers, 20, 107

Transparency, financial, 83

Travel:

costs of, 18

for cultivating prospects, 137

taking campaign on road, 67

Treatment of bequest donors, 57

Trust, issues of, 180–181

Trusts, counting in campaign, 63

Twitter.com web site, 188

U
University of Chicago, 88–89

Urgency, establishing, 161

U.S. Securities and Exchange Commission (SEC),

124, 126

V
Viral campaign:

description of, 185

goals of, 190

Louisiana Society for the Prevention of

Cruelty to Animals case study, 184–190

mounting, 39, 40, 184

Volunteer Ask, 148

Volunteers:

burnout of, 107

cultivation activity and, 133–134

finding, 108–109

maintaining good relationships with, 109

opportunities to expand work of, 199

prospects as, tracking, 33–34

recruiting and retaining, 105

relying on, 19

reviewing lists of foundation

trustees with, 178

reviewing lists of suspects with, 122–123

screening and rating sessions and, 126, 127

solicitation calls and, 142

training and managing, 20, 137–138

W
TheWall Street Journal:

on economy, 2, 3

on losses in endowment values, 5

recession resistant industries identified by,

123–124

University of Chicago Booth School of

Business and, 88–89

Wealth needed for giving, 120–121

Web sites:

improving, 169

information on, 18

Louisiana Society for the Prevention of

Cruelty to Animals case study,

186–190

popular blogs and link aggregators,

188–189

reviewing, 156–157

Wills, and planned giving, 55–56

Working smarter, not harder, 20

Writing:

grants, 129–130

notes on solicitation calls, 152

See also Proposal writing

Wunderkinder Foundation, 194

Y
Yale University, 5

Yeshiva University, 194

Younger prospects, motivating, 39, 40
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