
A
advancement office, 13, 21, 22
advancement officer, chief, 68, 70–71
advertising tie-ins, 164
AFP (Association of Fundraising Professionals),

9, 31
alumni, 83
annual funds, 4, 34, 160–163
annuities, charitable gift, 158
architects, role of, 18, 21–22
ask, making the, 121–122, 136–137
ask amount, setting, 118
Association of Fundraising Professionals (AFP),

9, 31

B
benefits, donor, 142
bequests, 143–144, 158, 160
board of trustees

approvals of goals and needs by, 61–62
chair of. See chairperson
“cluster” approach, 44
consultants and, 65
diversity of, 10, 63
donations by, 10, 59, 63–65
education of, 62–63
expanding, 151
goal setting and, 61
leadership assessment of, 10
leadership by, 59–65
percent who give, 64–65
planning process and, 61–63

precampaign activities of, 60–61
roles for, 60
self-review process for, 60–61
solicitation of, 43, 65

budget, campaign, 33–35
cost per dollar raised, 33–34
first-year costs, 34
for materials, 90, 91
paying for campaign, 37–38
reducing costs, 38

building projects, 18, 21–22

C
call. See solicitation calls
campaign plan, 26–28
campaign studies. See feasibility studies
capacity

assessment of, 101, 103, 104
building grants, 5
giving. See sight-raising

capital, definition of, 2, 4
capital campaign(s)

annual fund and, 160–163
budget for. See budget, campaign

chairperson of. See chairperson, campaign
closing, 47, 170–172
comprehensive, 3, 4–5

definition of, 2–3, 4, 14
extending, 55
financial goal of, 2
financial planning for. See financial planning

for campaign
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I nde x

goals and objectives of, 1–2, 6–7, 149–150
leadership of. See leadership
length of, 155
nonmonetary outcomes of, xii–xiii, 6–7
outcomes of, xii–xiii, 2, 5–6
paying for. See budget, campaign
planning for. See planning process
preparation for, 7–15
run rate, effect on, 5
timetable of. See timing issues and timetables
types of, 3–4
volunteers for. See volunteer(s)

CASE (Council for Advancement and Support
of Education), 9

case statements, 18
components of, 86–87
developing, 81–87
publication of, 81
sample outline for, 84
during solicitation calls, 120–121
versions of, 86–87
vision and, 82–83
writer of, 82

CD-ROMs, 96
CEO. See president
chairperson

of the board, 10
campaign, 11–12, 71
of campaign committee, 71–74

challenge grants, 132–134
charitable lead trust, 157
chief advancement officer, 68, 70–71
“cluster” approach, 44
committee, campaign, 71–76, 80

chairperson of. See chairperson
members’ job description, 75

common goal as unifying experience, 6
communicating the vision, 66–67
companies, electronic prospect-screening, 111
competitors, familiarity with, 14–15, 54
comprehensive capital campaign, 3, 4–5
constituencies, building new, 6
construction costs, 52, 55
consultants

board of trustees and, 65
duties of, 29–30
hiring, pros and cons of, 29
hiring, tips for, 30
payment of, 31
planning process, role in, 24–25, 28–31
pros and cons of hiring, 29

corporate donors, 142, 164–166
cost(s). See also budget, campaign

construction, 52, 55
controlling, 22, 38
first-year, 34
per dollar raised, 33–34

Council for Advancement and Support of
Education (CASE), 9

cultivation of potential donors
building relationships, 111–112
patterns of, 112–114

D
database management tools, 78–79
development function, staff driven, 67–70
development office, infrastructure of, 35
director, campaign. See chairperson
diversity

of board of trustees, 10, 63, 151
of donors, 150–151

donations and gifts. See also specific types of
donations and gifts

big vs. small, 34
by board of trustees, 59, 63–65
capacity building, 5
challenge grants, 132–134
closing, 123–125
corporate. See corporate donors
feasibility study estimates of, 32–33
by foundations, 165–166
goal setting in, 51–56
highest level of, 50
level of. See levels, gift
major, 3
past, analyzing, 53
per donor solicited, 124
planned. See planned giving
problems with, 146
table of. See gift table(s)
U.S. totals, xii

donor pyramids. See gift table(s)
donor(s)

capacity giving by. See sight-raising
corporate. See corporate donors
feasibility studies, role in, 32
first time, 152
money talk with, 69–70
naming opportunities for. See naming oppor-

tunities
pool of, 15
potential. See potential donors
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recognition of. See recognition, donor
response to ask, 122–123
societies. See societies, donor

E
economic situation, 54–56, 127
education

of board of trustees, 62–63
through campaign materials, 88, 96
through videos, 96

electronic prospect-screening companies, 111
endowments, 2, 4, 145, 166–168

legal issues, 146
pros and cons, 167–168

ethical issues, 31
events, special, 142
executive director. See president
executives, training for, 9
external factors, 14, 54–56, 127, 165

F
familiarity with organization, 104
feasibility studies, 14, 31–33, 53

actual donations vs., 33
donations, estimates of, 32
donors’ role in, 32
reasons for, 32

finance department, 13
financial planning for campaign, 13
focus groups, 83
foundation giving, 165–166

G
geographic considerations, 46, 85, 129
gifts. See donations and gifts
gift table(s), 47–51, 103–104

highest level, 50
potential donors and, 103
sample, 49–51
as sight-raising tool, 135, 137
uses for, 48

goal(s)
of campaign materials, 88
common, as unifier, 6
increasing, 55
as range, 55
setting. See goal setting

goal setting, 51–56
adjusting goals, 54–56
board of trustees and, 61

psychological ramifications of, 56
techniques for, 52-54

grants. See donations and gifts

I
international trends, 165

K
Kresge Foundation, 133

L
leadership

assessment of, 7-12
by board of trustees, 59-65
within volunteers, 71-76

leadership phase. See quiet phase
legal issues

with endowments, 146
with naming opportunities, 129

levels, gift, 101
life insurance gifts, 158
lifetime giving societies, 141–142
list of potential donors, 106
lists of potential donors, 107–108

M
major gifts, 3, 101, 103
management, campaign, 70–71
marketing, 5, 13, 15, 83–85
materials, campaign, 87–90

case statement. See case statements
CD-ROMs, 96
goals of, 88
personalized, 92
PowerPoint presentations, 90–92, 107
during public phase, 45
sample, 89, 91
saving money on, 90, 91
sight-raising through, 138
technology, use in, 96
video, 107
Web sites, 93–94

media attention, attracting, 168–170
meetings, 72. See also solicitation calls
minicampaigns, 4
minorities

on board of trustees, 10, 63
minorities, philanthropy by, 150–151
mission. See vision (mission)
money talk, 69–70
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N
naming opportunities, 18–20, 128–132

legal requirements, 129
as sight-raising tools, 135
surcharge on, 130

national campaigns, 35
needs

board of trustees and, 61
table of. See table of needs

negotiations, 122–123
new constituencies, 150–154

O
operations, 14
outsourcing, 35

P
paying for the campaign, 37–38
personal connections, importance of, 111–117
personalized presentations, 92
persuasion as goal of campaign materials, 88
philanthropy

U.S., xii
by women, 150–151

planned giving, 123, 145, 155–159. See also spe-
cific types of planned giving

reasons for, 155–156
recognition for, 143–144, 156
types of, 156–159
by women, 159

planning process, 15–16, 23–33, 52. See also cam-
paign plan

board of trustees and, 61–63
consultants, role in, 28–31
leadership of, 24–26
timing issues in, 16
volunteers, role in, 25–26

potential donors
capacity assessment, 101, 103, 104
cultivation of. See cultivation of potential

donors
electronic research on, 108–111
evaluating, 53
expanding list of, 99–105
familiarity with organization, 104
gift tables and, 103
lists of. See lists of potential donors

prioritizing, 101–105, 110
privacy of, 106

research on, 100–105, 108–111

screening of, 105–108, 111
sources of, 102
tracking of, 78–79, 116, 124

PowerPoint presentations, 90–92, 107
preliminary plans, architectural, 18
presentations
personalized, 92
PowerPoint, 90–92, 107

video, 94, 107
president

fund-raising training for, 9
leadership assessment of, 8–9

paving the way for, 115
role of, 65–67
solicitation by, 67

privacy of potential donors, 106
professional expertise, 77
project managers/project management, 13–14,

22
prospects. See potential donors
publications, campaign. See materials, campaign
public phase, 44–45, 47, 133
public relations. See marketing

Q
qualifying calls, 114–117

getting appointments for, 117
purpose of, 115, 116

quiet phase, 42–44, 55, 133

R
rating sessions, 106–108
real estate gifts, 157
recognition, donor, 3, 45, 138–144. See also nam-

ing opportunities
benefits, 142
for bequests, 143–144
continuum of, 139–141
first-time donors and, 152–153
lifetime giving societies, 141–142
for planned gifts, 143–144, 156
societies for, 141–142
special events, 142

remainder trusts, charitable, 158
retreats, 13
run rate, 5

S
screening of potential donors, 105–108
scripts for solicitation call, 118
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senior executives
role in capital campaign, 12–13
training for, 9

sight-raising, 127–128, 134–138
during solicitation calls, 136–137
through naming opportunities, 135
using campaign materials for, 138

societies, donor, 141–142, 144, 156
solicitation

of board of trustees, 43, 65
by president, 67
professionals, use of, 68–69
volunteers, use in, 68–69

solicitation calls, 118–125
case statement during, 120–121
closing the gift, 123–125
donors’ response, assessing, 122–123
locations for, 119
making the ask, 121–122, 136–137
negotiating tactics, 122–123
opening gambits, 120
preparation for, 118–120
sight-raising during, 136–137

spouses, 119–120
staff and staffing issues. See also specific positions

functions, 35–37
solicitation of, 44
statistics

cost per dollar raised, 33–34
gifts per donor solicited, 124

steering committee, 76
stewardship, 138–139, 144–147
stock gifts, 157
stock market, 54, 56, 165
strategic planning. See planning process

T
table of needs, 18–20, 22

sample, 19, 20
target markets, 15
technology, use in campaign materials, 96
themes, campaign, 85
timing issues and timetables, 2, 41–47

adjusting, 55
alternative, 45–46
closing the campaign, 47, 170–172
last year, 170–171
length of campaign, 155

in planning, 16
public phase, 44–45, 47, 133
quiet phase, 42–44, 55, 133
sample of, 46–47

tools, fundraising. See materials, campaign
tracking

of potential donors, 78–79, 116, 124
of qualifying calls, 116
volunteer activity, 77–78

training, fund-raising
for presidents, 9
for volunteers, 12, 76–77

trustees. See board of trustees
trusts

charitable lead, 157
charitable remainder, 158

U
uniqueness, 88–89

V
value engineering, 55
videos, fundraising, 94–96, 107
virtual images, 96
vision (mission)

articulating, 6–7, 66
case statement and, 82–83
defining, 6–7

volunteer(s), 2, 5, 35, 151
ask made by, 121
leadership assessment of, 11
leadership within, 71–76
planning process, role in, 25–26
potential donor screening by, 105–106
recruiting, 76
solicitation by, 68–69
structure, 71–76
tracking activity of, 77–78
training for, 12, 76–77

W
Web sites, campaign, 93–94
women

philanthropy by, 150–151
planned giving by, 159

writers of case statement, 82
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