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Accomplishments
activities distinguished, 211, 310,
325, 326, 385, 386
and case for support, 277
donor reassurance of, 231-233
newsletters as means of reporting,
212, 325, 385, 386
Accountability, 278, 395
Activities
accomplishments distinguished,
310, 311, 325, 326,
385, 386
and nurturing relationships, 80,
141-145, 148, 156
Adams, Sandra, 255
Adams, Scott, 175
Advertising. See also Marketing
creative brief (strategy statement),
189, 382
image advertising, 381
as marketing tool, 105
and public relations, 105, 388, 389
Advocacy and public policy
relationships, 9, 45, 46, 145
Anderson, Kevin J., 35, 393
Annual fund and annual appeal, use of
terms, 83, 84
Annual reports
and case statement, 275, 276
and communication planning, 182,
183
donors, lists of, 91

readability, 373, 374. See also
R eadability
“you” test, 200, 201
Anouilh, Jean, 241
Appeal letters
browser level, 370, 371. See also
R eadability
and communications, 178
Arena, Ron, 279
Ask. See also Solicitation; Thank you
as conversation versus presentation,
84
debriefing, 84
designing the ask, 87, 88
evaluating prospect interest,
readiness, and capacity to give,
81-83, 86—88
personal request versus
announcement, 84
premature ask, 134
and relationship nurturing,
150-151
and solicitation strategy, 83
and use of annual fund/annual
appeal terminology, 83, 84
Aspirations of prospects, 80.133, 155,
156. See also Prospects
Audubon Society of Rhode Island
internal case for support,
303-312
member survey, sample, 162-167
value statement, 55
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Audubon Society of Rhode
Island (continued)
year-end e-mail, 149, 168, 169
Authority
inappropriate authority
combined with uninformed
opinions, 38
and power. See Politics of

philanthropy

Barna, George, 322
Baruch, Bernard, 256
Bateman, Brian, 94, 213
Bechara, Antoine, 120, 121, 311
Beckett, Samuel, 28
Begley, Sharon, 121
Behavioral characteristics,
109, 110
Benchmarks, 398. See also Monitoring
progress and measuring results
Bendinger, Bruce, 363
Berra, Yogi, 13
The Big Moo, 29, 52, 80, 97, 98, 138,
144, 187, 207, 256, 257, 269,
394, 397
Biles, Tracey, 258
Blog marketing, 115
Bly, Robert W., 276, 362
Board members
cocktail parties, 184
and conversation, 100. See also
Conversation
and politics of power, 410
“predisposed” concept, explaining
to board, 89-91
recruitment of and role of
organizational development
specialist, 21
and results of relationship building,
78
role of in performance

measurement, 396

and trespassing on personal and

professional relationships, 64—
66, 89, 90, 215

Book clubs, 145

Boundaries. See Closeness and
boundaries

Boys and Girls Club of Pawtucket,
newsletter, 342-345

Branding, 116-118, 309, 310

Braque, Georges, 41

Bringhurst, Robert, 373

Brooks, Jeft, 322, 324, 325

Burchill, Tim J., 61

Burk, Penelope, 139, 140, 144,
150, 151, 212, 213, 220, 221,
323

Burnett, Ken, 47

Business efficiency, 325

“Cage-rattling questions,” 12, 31, 32,
174, 408
Capacity, evaluating, 87, 88
Capek, Mary Ellen, 52
Capetta, Jamie, 257
Capital campaigns, 267
Carnegie, Dale, 48, 75, 76, 108, 191
Case for support
annual report as, 275, 276
Audubon Society of Rhode Island,
internal case for support, 303—
312
brainstorming sessions, 293
case statement, 267, 268,
291-293, 373
checklist for gathering
information, 271, 272,
275, 276
creating, 289-293
development of, 276-279, 286,
287
draft case, 285
feasibility case, 285



Housatonic Youth Service Bureau,
276, 294-296
Housingworks R1, talking points,
285, 313-319
as inspiring tale, 268271
internal case, 280, 285, 302-312
need for, 267, 268, 287
news value, 284
planning case, 285
preparation, 268
public case, 285, 286
talking points, 285, 313-319
understandable language, 269-271,
277
Volunteers in Providence Schools,
276, 297-301
why now?, 279, 280, 282
why us?, 279-281
why you?, 279, 280, 283
Women’s Fund of Rhode Island,
273, 274
Case statement. See Case for support
Change
commitment to learning and
change. See Commitment to
conversation and questions,
learning and change
dynamism and change in
relationships, 54
and learning, 27
organizational development
specialist as change agent, 21
and transformation, 407, 408
Charity Navigator, 213
Charron, Pierre, 254
Chatterjee, Debashis, 251
Chavez, César, 3
Checklists
preparing case for support, 271,
272, 275, 276
writing, 382, 383
Ciardi, John, 31
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Civic capacity
and building community, 7
and relationships, 42
Civic engagement and building
community, 4, 5
Civil society
and building community, 6, 7
and relationships, 42
Closeness and boundaries. See also
Personal and professional
relationships, trespassing on
and relationship building, 48, 50—
51
Cold recruitment, 79
Commitment. See also Loyalty
developing, 80
and nurturing the relationship, 80,
140-152
as result of relationship building, 78
Commitment to conversation and
questions, learning and change.
See also Change; Conversation;
Questioning
“cage-rattling questions,” 12, 31,
32, 174, 408
as component of effective
organizations, 8
conversation as core business
practice, 29, 30
developing good questions,
32, 33
importance of having the right
information, 33, 34
learning organization theory, 27,
28
and organizational success, 27
promoting conversation, 30
questioning as part of conversation,
30, 31
systems thinking, 1, 2, 28
threatening nature of learning and
change, 33
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Communications. See also Marketing

accomplishment reporting, 212,
231-233, 325, 385, 386

action as objective of, 187, 188

amiable, expressive, analytical, and
driver, 195-198

annual reports. See Annual reports

appeal letters, 178, 370, 371

board cocktail parties, 184

creative brief as preliminary step,
189, 382

direct mail. See Direct mail

donor appreciation events, 184

donor communications plan,
writing, 178, 179

donor preferences, 137

donor programs, 184

e-mail, 182, 332-335, 389

e-newsletters. See E-newsletters

editorial meetings, 183

effectiveness of. See
Communications, monitoring
and measuring

features versus benefits, 362, 363,
383

goals of, 379-381

holiday greetings, 149, 168, 169

importance of, 103, 104, 177, 178,
185

and individuals’ response to, 190

interest as essential part of,
191-199

monitoring and measuring. See
Communications, monitoring
and measuring

newsletters. See Newsletters

notes, 149

offers, use of, 199, 200, 279, 381,
383, 385

organizational development
specialist, role of, 21

phone calls to share ideas, 150

planning, 179, 182-185, 335

press releases, 182

public presentations, 183

public relations. See Public relations

purpose of, 390

readability. See R eadability

and relationship nurturing, 80,
147-149, 179

results and impact of organization,
focus on, 201

schedule, sample, 180, 181

Schwartz plan for compiling
donor/media communications,
179, 182185

and sense of importance, 190, 191

and social styles. See Social styles

and storytelling. See Storytelling

strategy statement, use of, 189

themes, use of, 201, 202, 383

values, role of, 202, 203

visual appeal versus results, 378

Web site, 182, 351. See also Web
sites

“you” test, 200, 201, 327, 328, 385

Communications, monitoring and

measuring

action as purpose of
communication, 378

direct mail, 379, 380. See also Direct
mail

e-mail solicitations, 389

and goals, 379-381

newsletters, 381, 382. See also
Newsletters

public relations, 388, 389

retention benchmarks, 381, 382

Community, building

civic capacity, 7

civic engagement, 4, 5
civil society, 6, 7
importance of, 3, 4, 7, 8
social capital, 5, 6



Competition for donors, 71, 72
Connecticut Community for
Addiction Recovery, list of
target audiences, 111, 112
Connection, opportunities for, 143,
144
Constituents
defined, 155
and relationship building, 176
Context
effective fund development, 2, 9,
10
effective organizations, 2, 8-10, 45
philosophical framework, 2—-6, 8,
10
Conversation. See also Commitment
to conversation and questions,
learning and change
Apple store example, 97, 98
as core business practice, 29, 30
curiosity, 256
dialogue, 29
and donor understanding of
mission, 260—262
importance of, 253
and learning about people, 92, 93,
99-102, 135, 139, 155, 156
and listening, 92, 93, 253-255
nonverbal clues, 242
observing, 253, 255, 256
promoting, 30
questioning as part of, 30, 31, 257—
260. See also Questioning
and relationship building, 252, 253
sand castle framework, 258260
and social styles. See Social styles
starting, 256, 257
tone of voice, 242
weather as topic, 256, 257
Coppola, Francis Ford, 27, 28
Coviello, Sarah, 253
Creative brief, 189, 382
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Cultivation activities
characteristics of, 142, 143
community-building, 144, 145
as community-building process,

144
debriefing, 152
defined, 141
at fundraising events, 147
golf tournaments, 143
guest speakers, 159
handouts, 159
hosting, 156160
and nurturing relationships, 80,
141-145, 148, 156
opportunities for connection,
creating, 143, 144
sign-up sheets, 159, 160
and use of individual to cultivate
particular relationship, 151, 152
Cultivation gatherings, 93, 94
Cultural competency and relationship
building, 48, 51-53
Culture of philanthropy
and communications, 390
as component of effective
organizations, 8
culture defined, 23
described, 24, 25
organizational culture, 23, 24
questions to ask, 25-27
Customer evangelism, 115
Customer service
and performance measures, 398,
399, 402

and relationship nurturing, 140,
141

and role of organizational
development specialist, 21

Damasio, Antonio, 121

de Groot, Annie, 149

de Stal, Madame, 253

de Tocqueville, Alexis, 6, 45
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Debriefing, 84, 152
Decision-making
conversation and questioning, role
of, 174
emotional. See Emotional
decision-making
research, value of, 33
Demographics
research materials, 135
and targeting, 109, 110
types of information to collect
about prospects, 136
Descartes, 254
Dewey, John, 191
Dialogue, 29. See also Conversation
DINKSs (dual-income, no kids), 109
Direct mail
attitudes toward, 222
and communication plan, 184
costs and response rates,

222,223

donor acquisition and retention,
210

and emotional triggers, 121, 122,
382

as form of advertising, 105
goals, 379-381
as “junk mail,” 222
mailing lists, 64-66, 93, 94, 110,
11

newsletters as form of, 385
predisposed donors, 70
readability, 364
and relationship building, 73, 74
repeat mailings, 188, 189
response rates, 222, 223
and solicitation strategy, 83
and “you” test, 200, 201

Direct marketing. See also Marketing
direct mail. See Direct mail
and donor retention, 208
e-mail. See E-mail

and fund development, 105
DiResta, Diana, 255
Dissatisfaction and change, 408
Diversity and cultural competency
and relationship building, 48,
51-53
Dolan, Doug, 369
Donor-centricity
and accomplishment reporting,
212
and acquiring new donors, 221—
225
and alignment of values, 225, 226
and building trust, 210, 211
and developing commitment, 218
donor-centric approach, 103, 107,
108
donor-centric pledge, 227
and donor retention, 207-211
and gaining interest of donors and
prospects, 193, 194
and loyalty, 212-217, 219
and mission, 191, 211, 212
and newsletter content, 327, 384,
387
versus pragmatism, 214
and relationship building, 226
and relationship-building versus
education, 218-220
targeted gifts and building loyalty,
220, 221
Donor programs, 184
Donors
acquisition, 221-225
acquisition versus retention, 209,
210, 217, 218
appreciation events, 184
beneficiaries, meeting and
connecting with, 145, 146
choices, providing, 146
communications with. See
Communications



competition for, 71, 72

complaints, 213

cost of retention versus adding new
donors, 208, 217

defined, 76

donor-centric approach. See
Donor-centricity

donor fatigue, 70, 71

existing donors as best prospects,
115

first-time, 223—225

focus groups, 138, 146, 155

focus on donations as opposed to
donors, 63, 64

input, asking for, 148

interviews with, 263—-265

lack of closeness with organization,
effect of, 20, 47

lifetime value, 216

loyalty. See Loyalty

milestones and events of’
importance, recognizing,
148

mission, understanding of, 191,
211, 212, 225, 226, 260-262

one-on-one meetings, 138

personal significance and urgency,
219, 220

and politics of power in
philanthropy, 410

predisposed, 70-72, 76, 91-98,
278, 279

prospects, 76

reasons for giving, 194,
195, 233

recognition, 150, 325

records, right to review, 137

relationships with, 46—48, 63, 64

retention, 108, 109, 207-211, 381,
382

segmentation of target market, 112,

113
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stories and testimonials, use of, 146,

147, 383, 386
surveys, 138, 146, 155, 162-167,
179

thanking. See Thank you
token gifts to, 150
use of gift, explaining, 148, 149
and volunteer opportunities, 148,
208
Dowling, Patty, 152
Duschinsky, Jon, 74, 79, 408
Duschinsky, Peter, 407
Dystunctional politeness, 31

Edgar, Joanne, 235
Editorial meetings, 183
Eftectiveness. See also Monitoring
progress and measuring results
organizations, 2, 8—10, 45
relationship builders, 53
Finstein, Albert, 173
Ellinor, Linda, 29
Ellis, Barbara, 332
e-mail
effectiveness of, measuring, 389
news, 182, 332-335
Emotional decision-making
emotional intelligence quotient
(EQ), 129
and emotional states, 124,
130-132
emotional triggers, 121-126, 279,
311, 312, 328, 383, 384
emotional twinsets, 126, 128
importance of emotions in
decision-making, 120,
121, 128
personal solicitation, example of
use of of emotions, 127, 128
and problem/solution formula,
125, 126, 128
and rationality, 120
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Emotions
getting to know prospects, 79, 133.
See also Prospects
nonprofits as selling feeling
of hope and importance, 190,
191
Enabling
attitude, 426
described, 45
functions, 425, 426
organizational development
specialists, role of, 22
and reporting of performance
measurement results, 401
skills, 426
volunteers, 45
e-newsletters, 332—-339
advantages of, 336-338
audio and video embedded files,
338
opt-in program, 338, 339
subject line, importance of, 335
unsubscribing, 338
Equity Action Fund
mission and value statements, 60
use of emotions in personal
solicitation, 127, 128
European Constitution, 3
Evaluation of interest and readiness for
request
framework for, 81-83
preliminary tips, 81, 82
prospects, 86—88
readiness, 87
solicitation, designing, 82, 83
External events, potential income-
depleting eftect of, 20

Fenner, Hans, 241, 243, 248

Flesch, Rudolf, 229, 230

Flesch-Kincaid grade level scoring
system, 364

Focus groups, 138, 146, 155
Folie du pourquoi, 11, 12, 407, 408
Ford, Henry, 38
Forecasting, 398
Fowler, Gene, 357, 358
Franklin, Benjamin, 177
Freud, Sigmund, 191
Fryxell, David, 358
Fund development
basic principles of, 427-429
defined, 17
and donor relationships, 46, 47
as emotional act versus financial
transaction, 62—64
finding predisposed donors, 71, 72
and giving people something they
want, 204
as marketing, 203. See also
Marketing
and need for effective organization,
9,10
as partner of philanthropy, 61, 62
and relationship building, 17, 175,
226
staff, role of in performance
measurement, 396
Fund development committee
meetings, 24
Fundraisers, role of, 205
Fundraising, 17. See also Fund
development

Garcia, Mario R., 329
Gardner, John, 3, 8

Gerard, Glenna, 29
Giovagnoli, Melissa, 31
Golden, Carol, 263-265
Goleman, Daniel, 129

Golf tournaments, 143
Gossage, Howard Luck, 191
Governance, 37

Grace, Kay Sprinkel, 287



Grants, 232, 233

Greentfield, James M., 396, 404
Gross, Daniel, 50

Grote, Jim, 230

Guerilla marketing, 115

Guest speakers, 159

Handouts, 159
Hart, Ted, 332, 333
Headlines
and common flaws in newsletters,
328, 329
and decks, 332, 388
newsletters, 387, 388
purpose of, 329, 330
verbs, use of, 330
writing, 331, 332
Herbert, Brian, 35, 393
Herlich, Steve, 378
Hermanns, Kris, 225, 226, 332, 333,
336
Hitchcock, Stephen, 378, 380
Holidays, special greetings, 149, 168,
169
Housatonic Youth Service Bureau,
276, 286, 294-296
Housingworks R1I, 237, 285,
313-319

Identification of predisposed donors
cultivation gatherings, 93, 94
friends and colleagues, listening to,

92, 93
public lists, collecting and
analyzing, 91, 92
self-identification, creating
opportunities for, 94-98
Incentives, 105, 150, 151. See also
Ofters

Interest
and communications, 191-195
evaluating, 86
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generating, 195-199
and getting to know prospects, 79,
133, 155, 156. See also Prospects
self-interest as motivation for
giving, 198, 199
Internet. See also E-mail; Web sites
and building community, 145
e-newsletters, 332-335
Interviews, development of case for
support, 272, 275
Invitations, 157, 158, 160

James, William, 191

Jay, Elaine, 46, 208, 210, 214, 216,
218, 221

John XXIII (Pope), 409

Joyaux, Georges Jules, 192, 193

Jung, Carl Gustav, 119, 197

Kaiser, Lee, 17, 43, 175

Kay, Guy Gavriel, 13

Kern, Patricia, 334

King, Martin Luther, Jr., 416
Klein, Kim, 287

Kramer, Mark, 195, 219, 220
Kramlinger, Tom, 41

Krug, Steve, 352-355, 363, 364

Lakoft, George, 202, 203
Lancaster, Lynne, 53
LaRocque, Paul, 329
Learning. See also Commitment to
conversation and questions,
learning and change
threatening nature of learning and
change, 33
and unlearning, 407
Learning organization theory, 27, 28
Levinson, Jay Conrad, 115, 116
Lewis, Herschell Gordon, 122
Lifestyle characteristics, 110
Lifetime value, 216
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Lindbergh, Anne Morrow, 85
Listening, 92, 93, 253-255
Lohman, Roger, 46
Love, Becky, 219
Loyalty
active, 215, 217, 218
described, 214
developing, 80
and donor acquisition, 221-225
and donor-centricity, 212-217, 219
and donor retention, 74, 208
and focus on current donors, 217,
218
ignoring, 134
and lifetime value, 216
measuring, 404
and nurturing the relationship,
140-152
to organization versus cause, 216
passive, 214, 215, 217, 218
as result of relationship building, 78
targeted gifts, 220, 221
and values, 225, 226
LYBUNTs, 112

Mailing lists. See also Direct mail
acquisition mailings, 110
and application of behavioral
characteristics, 110, 111
inviting people to join, 93, 94
personal lists, use of, 64—66
Major versus “minor” gifts, 49, 50
Malchow, Hal, 324
Manning, Karen, 294
Marketing
alternative marketing, 115, 116
behavioral characteristics, 109, 110
branding, 116118
communications, 185, 187-203,
279, 381383, 385. See also
Communications

defined, 104

demographics, 109, 110
donor-centric approach, 103, 107,
108
focus on customers as opposed to
transactions, 46
frequency, 113115
and fund development, 104, 105,
118
methods, 105
reach, 113-116
segmentation (microtargeting),
112, 113
taglines, 202
targeting, 109-112
Mclntosh, Peggy, 412
McKinnon, Harvey, 372
Mead, Molly, 52
Merkle | Domain, 223, 224, 322, 340
Metanoia, 27, 28, 407
Meyer, Christopher, 140
Miller, Diana, 91, 92
Mission
and donors, 191, 211, 212, 225,
226, 260-262, 324, 325
effect of out-of-date mission, 20
mission-related themes, 201, 202,
383
and role of organizational
development specialist, 21
Mission statement example, Equity
Action Fund, 59, 60
Monitoring progress and measuring
results
analysis and interpretation of
results, 400, 401
communications. See
Communications, monitoring
and measuring
customer service, 398, 399, 402
deciding what to measure, 396, 397
definitions, 395
donor loyalty, 404



employee retention, 394, 395
evaluating results, 398—400
evaluation, areas for, 394
Likert scales, 399, 400
monitoring progress, 404, 405
need for, 93, 394
performance measures, 397400,
402404
problems with, 393
purpose of, 395, 396
qualitative results, measuring, 399,
400
relationship building, measures for,
401-404
as relationship building step, 85
reporting results, 401
surveys, 162-167, 399
Morrone, Francis, 230
Motivations
and getting to know prospects,
79, 133, 155, 156. See also
Prospects
for giving, 194, 195, 233
sand castle framework for
questioning on, 258-260
self-interest, 198, 199
Moves management, 151, 152
Mutually beneficial exchange. See
Shared interests, identifying
Myers, Isabel, 197
Myers, Tony, 41, 134, 143

National Center for Lesbian Rights
(NCLR), 226, 332334
Needs assessment, 21
Neumeier, Marty, 117, 309
“News hook” test, 384
Newsletters
accomplishments, reporting, 212,
325, 385, 386
browser level, 370, 383, 386, 387.
See also R eadability
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common flaws, 326—329

and communication plan, 182

donor-centric, 384, 387

e-mailed. See E-newsletters

emotional triggers, 382, 384

evaluating, 384

examples, 195, 196, 198, 342-345

as form of direct mail, 385

formula for, 340, 341

frequency, 340

headlines, 328—-332, 341, 387, 388

need for, 321

“news hook” test, 384

“newsyletter,” 336, 339, 346350

“obvious offers” test, 385

purpose of, 321, 322

readability, 384, 386. See also
Readability

reply envelope, 381

reporting to donors, 323-326

research on, 322, 323

visual test, 386, 387

“you” test, 200, 201, 385

Nonprofit/NGO sector, role of, 45,
46
Nurturing relationships

and communications, 80,
147-149, 179

connection, creating opportunities
for, 143, 144

cultivation activities, 80, 141145,
148, 156

customer service, role of,
140, 141. See also Customer
service

customizing opportunities for
specific groups, 144

and developing commitment, 80,
140-152

incentives, use of, 150, 151

individuals, use of to cultivate
particular relationship, 151, 152
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Nurturing relationships (continued )

performance measures, 403, 404.
See also Monitoring progress and
measuring results

and philanthropy, 205

recognition, 150

suggestions for, 145-151

thank you, 150, 151

uniqueness, 144

Offers, 199, 200, 279, 381, 383, 385
Ogilvy, David, 308, 372
“Operationalizing” ideas and concepts
and identifying the predisposed,
91-94
and organizational development
specialists, 23
Opinion, dealing with. See Qualified
opinions
Organizational culture
and concept of predisposed, 98
described, 23, 24
questions to ask, 2527
Organizational development
specialists
as component of effective
organizations, 8
as enabler, 22
fundraising problems as
organizational development
problems, 19-21
implementation of theories and
ideas, 23
knowledge and skills required, 22
“operationalizing” ideas and
concepts, 23
role and responsibilities of, 21, 22
Organizational effectiveness, 2, 8—10
and relationship building. See
Relationships
Outcomes, 398. See also Monitoring
progress and measuring results

Overbye, Dennis, 120

Palmer, Tina, 394, 395
Panas, Jerry, 267, 323
Parrott, W. Gerrod, 124,125, 130-132
Pascal, Blaise, 89
Passion, universalizing, 66—68, 71, 78,
89
Patterson, Orlando, 49
Patterson, Richard North, 51
Payton, Robert L., 17
Peale, Norman Vincent, 177
Pearce, Terry, 24
Performance expectations, 21
Performance measures
communications. See
Communications, monitoring
and measuring
relationships. See Monitoring
progress and measuring results
Personal and professional
relationships, trespassing on,
64-66, 78, 89, 90, 215
Philanthropic relationships, 9, 44, 49,
405
Philanthropy
and conversation, 99, 100
defined, 17
and fund development, 61, 62
as genetic adaptation, 121
and relationship nurturing, 205
social change (progressive),
412-420. See also Politics of
philanthropy
traditional, 412—415. See also
Politics of philanthropy
Philosophical framework
beliefs, 3
and broad commitment to
philanthropy and society, 2, 3
community, building, 3—8
Pittinsky, Todd L., 122



Planning
communications, 179, 182—185,
335
relationship building plan,
173-176
and role of organizational
development specialist, 21
Poland, Shawn, 38
Politics of philanthropy
moral dilemma, 410, 411,
416-420
and philanthropy as democratizing
act, 418
power, authority, and influence,
409-413, 418, 422424
and privilege, 411-413, 418, 420,
422-424
social change (progressive)
philanthropy, 412, 414-420
and social injustice, 411, 416418,
420
traditional philanthropy, 412, 414,
415, 419, 420
Pottruck, David S., 24
Power and politics of philanthropy. See
Politics of philanthropy
Predisposed. See also Donors
and avoiding “deadly sins,” 89
concept of, introducing to board
and volunteers, 89-91
defined, 76, 155
identifying, 78, 91-94
qualifying as prospects, 78, 79
self-identification, creating
opportunities for, 94-98
target audience for case for support,
278, 279
Press releases, 182
Pribbenow, Paul, 10
Privacy, 222
Privilege and philanthropy. See
Politics of philanthropy
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Programs
loss of importance to community,
20
and role of organizational
development specialist, 21
Promotions (incentives). See also
Ofters
as marketing tool, 105
and relationship nurturing, 150,
151
Prospects. See also Donors
beneficiaries, meeting and
connecting with, 145, 146
conversation, use of, 135, 139
criteria or affinities, focusing on,
134
defined, 76, 155
evaluating interest, readiness, and
capacity to give, 86—88
existing donors, 115
getting to know prospects, 79, 80,
133-135, 155, 156
input, asking for, 148
intimacy, 139
primary research, 79, 135
privacy and confidential
information, 137
public information, 137
qualifying, 78, 79
and relationship building, 136
respect, 134
secondary research, 79, 80, 135
types of information to collect,
136, 137
Psychographic characteristics, 110
Public donor lists, 91
Public policy. See Advocacy and public
policy relationships
Public presentations, 183
Public relations
effectiveness of, measuring, 388,

389
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Public relations (continued)

as marketing tool, 105
message penetration, 389

Putnam, Robert, 143

Qualified opinions

as component of effective
organizations, 8

personal, unfounded opinions,
dealing with, 36-38

and scope of authority, 37, 38

and volunteers, 36

Questionnaires, 150
Questioning. See also Commitment to

conversation and questions,
learning and change

on best practices, 34

“cage-rattling questions,” 12, 31,
32, 174, 408

and conversation, 30—-33

and creation of conflict, 31, 32

on culture of philanthropy,
25-27

and decision-making, 174

fund development committee,
questions to ask at end of’
meetings, 24

importance of, 11, 12

on motivations, sand castle
framework for, 258-260

on organizational culture, 25-27

on organizational culture and
culture of philanthropy, 25-27

as part of conversation, 30-33

prior to solicitation, 252

on privilege and power, 422—-424

questions about what is important,
257-260

questions for end of committee
meetings, 24

and the “Red Pants” factor,
13-16

versus unqualified opinions, 37
on values, 262

Radcliffe, Richard, 47, 113, 231, 269,
309
Rapaille, G. Clotaire, 42, 218, 405
Rawls, John, 416
Readability
annual reports, 373, 374
appeal letters, 370, 371
and browsing, 369-371, 376, 383,
386, 387
color, 372, 373
and desktop publishing, 375
direct mail, 364
eye-motion research, 371
indents, 375
newsletters, 370, 384, 386, 387
reading order, 371, 382, 383
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