Index

Accountability, 284-285
Acknowledging donors, 15
Action oriented listeners, 96
Address labels, 137
Advertising, 175, 195-197
The Advisory Board, 158
Affiliation, length of, 9
Affirmative silence, 94, 95
Affluent donors/households, 65, 69
AFP, see Association of Fundraising Professionals
AFP Code of Ethics for Professional Philanthropic
Fundraisers, 305
Aging, giving and, 5761
Aguayo, Rafael, 277
AIP (American Institute of Philanthropy), 284
“A” list, 116
Alliance seal program, 284
Altruists, 27, 65, 66
Alvin Ailey Dance Theater, 64
American Institute of Philanthropy (AL}, 284
Amount of gift, inability to specify. 2:15- 244
Analytic donors, 7677
Annual fund campaigns, 148150, 198, 229
Annual fund lists, 9
Annual reports, 10, 281
Anonymous gifts, 235
Antagonists, 25
“Apostles,” 25
Appointments, 220
Appreciated assets, gifts of, 264266
Apprenticeships, 81
Architects, 152—-157
Aristocratic communities, 53
Armstrong, Gary, 27-28
The Art of Selling to the Affluent (Matt Oechsli), 35,
96-97, 144, 244, 245
Arts organizations, 9
Ask, 221-237
approaches to, 225-236
key questions to anticipate during, 218-219
listening during the, 120-121
and thanking donor, 236-237
tools for, 221-225
win-win, see Win-win ask
“Asking up,” 217
Ask obstacles, 237-253
disorganization, 250-251

family, 246247
fear of talking about death, 251-252
focus diffusion, 241-242
friendship, 245246
image rejection, 248-249
inability to specity amiount, 243-244
lack of informatics, 240-241
lack of transiction, 242-243
not understading gift’s impact, 237-238
outras2ous goals, 238-239
overnic paration, 249-250
stais‘consciousness, 244—245
te'cphobia, 247-248
sk preparation, 210-221
final steps of, 220221
team recruitment/training for, 216-220
and written proposal, 212-216
Ask team:
ideal, 205-210
recruitment of, 216217
thank-you notes from, 257-258
training of, 217-220
Asset appreciation, 162
Asset donors, 12
Association of Fundraising Professionals (AFP), 53,
136, 249
Attendance restrictions, 138
Attitudes, 214-216
Auditioning, external, 181-182
Auditoriums, 270
Authenticity, 137
Authority, 138-139, 147

Bandwagon effect, 287

Bank of America study, 58

Barker, Larry, 95, 181

“Basically anonymous” gift, 235

BBB, see Better Business Bureau

Benchmarking, 160-161

Bequests, 55, 173

Better Business Bureau (BBB), 284, 285

Billboards, 197

Bill & Melinda Gates Foundation, 21, 62—63, 76, 79

Blanchard, Kenneth, 28

“B” list, 116

Board-designated endowment funds, 160,
162, 171
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Board members:
as champions, 131
and corporate interviews, 117
corporate officers as, 38
and identifying donors, 9
and law of the few, 129
listening to, 99—100
as potential donors, 15
spouses of, 2
and strategic planning retreats, 109
thank-you notes from, 258260
Board of directors, policy set by, 18
Bonuses, yearly, 216
Boy Scouts of America, 191
Brainstorming, 100
Branding, 273
Brevity, 145
Brochures, 222
B roll, 188
Budget planning, 153-154
Budget-relieving gifts, 149
Buftett, Warren, 12, 62—64, 68
Buildings:
case for campaigns for, 150-157
commemorative naming of, 270, 274
Building maintenance fund, 157
Burley-Allen, Madelyn, 97

Calendars, as gifts, 137
California Community Foundation, 80
Call reluctance research, 237, 238, 240, 244
Canada, 53
Capacity, tendency vs., 218
Capacity indicators, 10
Capital campaigns:
case statements for, 144
length of, 34
people centered fundraising for, 47
quiet phase of, 196-197
successful, elements of, 128
thank-you notes for gifts to, 263
and triple ask, 229

Carnegie, Andrew, 61-62, 76, 215-216, 252, 291

Carnegie Corporation, 62
Carnegie Hall, 64
Case refinement, 178—1¢0
external auditioning, 121183
internal sharing, 178-181
one-on-one interview, 186
processing complex cases, 184-186
Case statement, 4, 28, 143-201
alternatives to, 197—200
for annual fund, 148-150
for building campaigns, 150157
complexity of, 242
for comprehensive campaigns, 173—175
for endowment, 157-173
evolution of, 145
external auditioning of, 181-186
focus-group presentation of, 105
formats for, 174-178
importance of, 144
internal sharing of, 178-181
locking in, 187-190
memorable, 144-178
in one-on-one interviews, 186

processing complex, 184—186

reaction to, 132
refinement of, 178—190
top-of-mind understanding of, 190-197
Cash reserves, 168—171
Castles, John, 79-80
Cates, Frederick T., 294
Celebrating, 236, 256

Center on Philanthropy at Indiana University, 54,

280
Chair, campaign, 130, 131
Challenge gifts/grants, 52, 167, 198, 227-228
Champions, 130-131
Charitable review databases, 284
Charity Navigator, 284, 285
Charity Rating Guide, 284
Charitywatch.org, 284
Charrettes, 151
CHEER method, 91-92
Chicago Community Trust, 80
Chief philanthropy officer (CPO), 132
The Chronicle of Philanthropy, 64, 74, 83, 84
Chung-Hoon, Tanise L., 4445

Cialdini, Robert, 128, 136-1-'1, 214, 228, 243, 287

Clarity, 145

Cleveland Foundation; 60-51
Code of ethics, 136, 525
Collective listenirg, 26-109

with board 2na sirategic planning retreats, 109

major gits ¢'ubs created through, 99-100
with partiinative focus groups, 103—109
with written surveys, 100

Collzges, community benefit from, 20

Corimemorative naming opportunities, 269-274

< ammissions, stockbroker, 265
Commitments, 139-140

Committee to Encourage Corporate Philanthropy,

83
Communication(s). See also Listening
honest, 147
and learning styles, 39—42
levels of, 181-182
methods of, 91, 92
newsletters/letters/e-mail, 193—-194
short/frequent, 14
Communitarians, 20, 65, 66
Community benefits, 4, 19-23, 45, 208, 243
Community foundations, 80-81, 160, 285
Complex cases, processing, 184—186
Comprehensive campaigns, 34, 173175
Concentrating, 91
Conciseness, 145
Concreteness, 189
Connecting, with donors, 13
Connections, to organization, 16
Connectors, 131-132, 209, 210
Consensus, 140-141
Construction projects, 150-157
Consultants, 186, 187
Contact reports, 89-90, 94
Content oriented listeners, 96
Context, 134—135, 269
Contingency funds, 168-170
Contributors, encouraging, 31
Corporations:
charitable contributions of, 55

commemorative naming opportunities for, 273

listening to, 117-118



making the ask of, 229-231
motivations for giving by, 81-83
people centered fundraising with, 37-42
tax incentives for giving by, 6768
Costs:
construction, 156—157
fundraising, 155
Cost overruns, 154—155
Council on Foundations, 285
Couples, 2
Covey, Stephen, 3—4, 92, 204
CPO (chief philanthropy officer), 132
Credibility, 139
Criticism, 92, 99-100, 182
Cullman, Dorothy, 209-210
Cullman, Lewis B., 209-210
Cultivation events, 14, 43—44
contextual power of, 134-135
creating memories at, 192, 193
donor-wall unveilings as, 269
feedback from, 99
Cumulative giving, 9
“Curse of Knowledge,” 189
Customers, 30-31
Customer relationships, 28
Customer satisfaction, 27

Danko, William D., 68, 73
David and Lucile Packard Foundation, 79
Day-of-ownership-transfer share price, 264-266
Death, fear of talking about, 251-252
Debt, 167, 168, 170
Deep listening, 88-98
Larry Barker and Kittie Watson on, 95-96
CHEER method, 91-92
Stephen Covey on, 92
Edward Deming on, 93
Peter Drucker on, 92-93
Douglas Herrman on, 94
interactive, 97-98
for interests/needs of donor, 12
Matt Oechsli on, 9697
Rebecca Shafir on, 93-95
showing, 88—89
Carolyn Thompson =n; 9:-92
Deming, Edward, ¢3
Democracy in America (Alexis de Tocqueville),
52-53
Democratic nations, 53
Devout donors, 65, 67
Direct-mail, 14, 137
Director of stewardship, 283
Discovery calls, 9, 108-112
Disorganization, 250-251
Documentation, 256, 257, 264-266
Donors (in general):
giving histories of, 9
interests of, 9
mementos for, 275
Donors, listening to, 110-121
during the ask, 120-121
in corporations/foundations, 116—-119
with discovery calls, 110-112
and market research studies, 114-116
with readiness interviews after study, 119-120
with thank-you visits, 112-114
Donor Bill of Rights, 136, 303

INDEX 311

Donor database systems, 9
Donor-designated endowments, 171
Donor lists, 10, 140-141, 266267
Donor-oriented fundraising, 7
Donor recognition systems, 9
Donor relations, 44—45
Donor values, 51-85

of corporations, 81-83

of foundations, 78-81

importance of, 83-84

of individuals, 56-78

and sources/trends in giving, 54-56
Donor walls, 268-269
Dr. Deming (Rafael Aguayo), 93, 277
Drucker, Peter E, 29-31, 51, 92
Dudley, George, 237, 238, 240, 244, 247, 249
Duration of giving, 9
“Dusty shoe” open house, 192
DVD movies, 221-222, 281
Dynasts, 65, 66

Early visionaries, 130
Earning What You’re Worii.? (George Dudley and
Shannon Goodssiz), 237
Economic status, 244 -245
Edifice complex, 131
Education sess’on:, 13
The 8th Halit (Srephen R. Covey), 92
80/20 P e 195
Electrgnic annual reports, 281
Electronic newsletters, 194
Ele .o lobbies, 230-231, 270
Llicidng information, 91
F-mail, 14, 102, 194
Emotions, 27, 189
Empathetic listening, 92
Empathy, 89, 91
Empowering constructive dissent, 92-93, 99-100,
182
Encouragers, 94
Endowed chairs, 47, 163—-166
Endowment, 157-173
case for, 157—-159
concept of, 159-162
distribution policy for, 161
examples of, 162166
for financially fragile organizations, 166—172
role of planned estate gifts for, 172-173
Engaging donors, 15
Enlightened self-interest, 39, 82-83
Enthusiasm, 256
Estate-planning seminars, 138
Estate tax, 62
Estimates, construction, 155
Ethical Influence (Robert Cialdini), 128, 136—141
Euphoria, 216
Events, see specific types of events
Executive director, 205-210
Experiential learning, 40, 281
External auditioning, of case statement, 181-183
External salespeople, 133

Face-to-face communication, 35, 92, 248
Facilitators, 106—107, 109

Failure analysis, 93

Family, reluctance to ask, 246247
Family-advised funds, 77
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Family foundations, 78, 232
FAQs (Frequently Asked Questions), 240
Feasibility study, 239
Federal Accounting Standards Board, 234-235
Feedback, 27, 93
Feedback forms, 99, 100, 107, 182, 183
Fidelity Charitable Gift Fund, 77
Field Museum of Natural History, 23-24, 26
The Fifth Discipline (Peter Senge), 286
File, Karen Maru, 43, 65
Financial stabilization fundraising model, 167172
First-generation wealth, 66, 69
First-time donors, 112
Five Ps of marketing, 32
Five-percent rule, 78, 81
Five-year pledge period, 225, 226
Flexibility, 28-29, 145
Flip charts, 108
Focus diffusion, 241-242
Focus Groups (Richard A. Krueger), 103
Focus groups, participative, 103—-109
Follow-up, to the ask, 233
Follow-up, to winning the gift, 255-288
recognition opportunities, 266—277
stewardship, 278-287
thank-you system, 256-266
Food, 104, 137, 220
Ford Foundation, 79, 167
Foundations:
charitable contributions of, 55
and commemorative naming systems, 273
grants from, 2
listening to, 118-119
making the ask of, 231-232
people centered fundraising with, 36-37
stewardship reports for, 279
values of, 78-81
The Foundation Directory, 118—119
France, 53, 54
Franklin, Benjamin, 52, 81, 227
Frequently Asked Questions (FAQg), 20
Friends, reluctance to ask, 245-245
Fundraising:
costs of, 155
1891 perspective on, 262-29-
staff-driven, 45—46
and stewardship, 285-287
successful, 198-199

Gap analysis, 29

Gates, Bill, 62-63, 76, 79

Gates, Mary, 76

Gates, Melinda, 75-76, 79

Gates Foundation, See Bill & Melinda Gates

Foundation

Gender differences, 214

Gentle letter of intent, 229, 234235, 256, 307-308

Germany, 54

Gifts, token, 113, 137

Gift amount, inability to specify, 243-244

Gift capacity, 9

Gift clubs:
and annual fund campaigns, 148-149, 198
collective listening to create, 100-101
power of, 267-268

Gifting noises, 121-123, 206

Gift tables, 222-225, 243

Give.org, 284
Giving:
duration of, 9
prime age of, 58
in US., 54
Giving Institute, 136
Giving U.S.A., 54-56, 67, 68, 77, 82, 116
Gladwell, Malcolm, 128-136, 241
Goals, outrageous, 238239
Goff, Frederick, 80-81
Goodson, Shannon, 237, 238, 240, 244, 247, 249
Gospel of Wealth (Andrew Carnegie), 61, 252, 291
Government, philanthropy and, 54, 61
Grant officers, 37
Grant writing, 37, 139
Graphics, 146, 177
Gross, Daniel, 63, 76
Grumm, Christine, 74
Guerrilla Marketing books (Jay Conrad Levinson),
14
Guidestar, 284

Harvard University, 157, 128

Healthy-living brochure’, 134

Hearing, 91

Heath, Chip, 189

Heath, Dan, 182

Heritage societies, 276

Herrman, 2ouglas J., 94

Hiam, Alczar der, 14, 27, 32

Higher « ducation. See also Colleges; Universities
direciors of stewardship in, 283
dcnor relations in, 44—45
cindowments for, 158
salespeople in, 132

Hite, Julie, 45

Hite, Steven, 45

Holce, Tom, 7

Hong Kong, 53

Hospitals:
annual reports of, 10
donor recognition systems of, 9
donor walls in, 268
endowments for, 158-159, 163
and inside information, 138
people centered fundraising for, 48

Howard Smith’s College, 64

“How to Succeed in Fundraising by Really Trying’

(Lewis B. Cullman), 209

>

Identification and Qualification (IQ) process:
largest donors, 9-10
prospect listings, 261-262
rating committees, 286
target audience, 44
Image rejection, 248-249
Impact of gift, 237-238
Individuals:
charitable contributions of, 55, 116
in participative focus groups, 108
people centered fundraising with, 32-36
tax incentives for giving by, 68
Individuals’ values, 56—78
of analytic donors, 76-77
and family-advised funds, 77
and Gospel of Wealth, 61



and legacies, 77-78
and The Millionaire Next Door, 68—72
and New Passages, 57-61
and The Seven Faces of Philanthropy, 61-68
of women, 72-76
“I need to think about it,” 232-233
Inflation, 155
Influence (Robert Cialdini), 214
Influencers, 43
Information, lack of, 240241
Informing donors, 13—14
Inside information, 138
Inspiration, 6
Institutionally-centered fundraising, 6, 7
Institutional memory, 94
Intangible benefits, 243
Intel, 93
Intention of donor, 276—277. See also Gentle letter of
intent
Interacting with donors, 13
Interests of donors, 10-13
Internal Revenue Service (IRS), 256
Internal salespeople, 132-133
Internal sharing, of case statement, 178-181
Internet, 284—285
Interviews:
in campaign movies, 188
corporate, 118
face-to-face vs. telephone, 92
foundation, 119
one-on-one, 186
readiness, 119-120
requesting, 111-112
supplemental, 116
Interviewing Techniques for Managers (Carolyn
Thompson), 91
Interview questionnaires, 92, 115
Introduction meetings, 13
Inventory, of named items, 269
Investing in donors, 15-16
Investment tips, 138
Investor donors, 65, 67, 77
Involving donors, 15
IQ process, See Identification aid Qualification
process
IRS 990 forms, 284

Japan, 54

Jefterson, Thomas, 221

Joan Wkill Center for Dance, 64
Johnson, Spencer, 17, 144, 285-286
Joint decisions, 2

Kaizen, 93, 277

Kellogg Foundation, 79, 167
King, Chris, 291

Knapp, Jules, 62

Kotler, Philip, 27-28

Kresge Foundation, 79, 176
Krueger, Richard A., 103

Ladder of giving, 267
Largest-gift-ever listings, 9

Law of the few, 129-133
Leadership, fundraising, 130-131
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Leader to Leader Web site, 30
Learning curve, 32-34
Learning theory, 40
Legacies, leaving, 77-78
Legacy clubs, 268, 276
“Lessons learned” process sheets, 108
Letters of request, 194
Letter of intent, see Gentle letter of intent
Levinson, Jay Conrad, 14
Libraries, 20-22, 62, 165166
Likeability, 140
Liquidity, moments of, 216
Listening, 87-124
collective, 98—109
to customers, 31
deep, 88-98
flow chart of permanence in, 95
for gifting noises, 121-123
for interests/needs of donor, 13
invitations for, 122-123
levels of, 92
and likeability, 140
and making the ask, 223
skills for, 97
to specific donors, 110-121
styles of, 95-96
Listening: The.~oigoiten Skill (Madelyn Burley-
Allen) 97 225
Listenir.a tesponse types, 94
Listen Tp Larry Barker and Kittie Watson), 95, 181
Lcoad:d hadgets, 156
Lotties, building, 230-231, 270
I ong-term relationships, 5
Los Angeles, 156
Lump-sum pledge payments, 10
Lunch, free, 137

Made to Stick (Chip Heath and Dan Heath), 189
Magazine approach, 146
Manners, 255
Marketing, five Ps of, 32
Marketing approach, 23-28
Marketing sponsorships, 55
Mass marketing, 14, 195
Mavens, 130, 131, 209
Meals, 220
Meetings:
ask, 211212, 220
follow-up, 233
introduction, 13
summit, 184
testimonials at, 240—241
Membership program, 9
Mementos, donor, 193, 275
Memory(-ies):
creating, 192-193
and note taking, 89-90, 94
resurrecting good, 191-192
“Men first” generation, 73
The Millionaire Mind (Thomas J. Stanley), 71-72
The Millionaire Next Door (Thomas J. Stanley and
William D. Danko), 6871, 73, 211
Millionaire Women Next Door (Thomas J. Stanley),
75
Miner, Matt, 187-188
Mission-focused testimonials, 240-241
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Mission statements, 23

M.J. Murdock Charitable Trust, 79, 80
Models, architects’, 152—-153
Mormons, 67

Moves management, 7

Movies, 187-188, 221-222, 281
Multiyear donors, 112

Museum of Modern Art, 162

Names, spelling of, 268-269

National Arts Stabilization (NAS) Fund, 166—-168

National Center for Family Philanthropy, 232

National Consumers League, 83

National Council of Foundations, 170

National Philanthropic Trust, 77

Natural leaders, 130—131

Navigating the Dark Side of Wealth (Thayer Willis),
214

Needs of donors, 13

Networking, 131-132

Nevins, Allen, 294

New Passages (Gail Sheehy), 57

Newsletters, 14, 41, 194, 281

Newspapers, 38, 83—-84, 195-197

New Tithing Group, 216

New York Times, 63, 7576, 83, 98, 197

“No” answer, 233-234

“No asks,” 13

“No means not yet,” 204, 233

Note taking, 87, 89-90, 94, 116, 227

No transaction, 242-243

Observation, of donor, 222

Odd gift amounts, 10

Oechsli, Matt, 35, 96-97, 144, 244-245, 286

The One Minute Manager (Kenneth Blanchard), 23

The One Minute Sales Person (Spencer Johnson and
Larry Wilson), 17, 144, 286

One-on-one interviews, 186

Online newsletters, 14

OPB, see Oregon Public Broadcastirg

“Open checkbook,” 154

Oregon Public Broadcasting (DPR); 187-188, 196,
275

Outrageous goals, 238252

“Over and above your annual support,” 228-229

Overpreparation, 249-250

Over-presentation, 107

Ownership of organization, 15

Owner’s representative, 157

Participative focus groups, 103—-109
Partnership opportunities, 39
Passages (Gail Sheehy), 57
Path (nonprofit group), 76
Patience, 34-35
Peers, 43, 205-206, 208, 244
People (marketing concept), 32
People centered fundraising, 6, 7, 17—49
and community benefits, 19-23
with corporations, 37—42
with foundations, 36-37
with individuals, 32-36
marketing to, 23-28
and needs of donors, 18-31

and the organization, 46—48
and sales, 24-25
staff-driven, 45-46
and strategic planning, 28-31
strategies for, 31—42
volunteer involvement in, 42—46
“People magnets,” 131
People oriented listeners, 95, 96
Permanently restricted funds, 159, 160
Personalizing obstacles, 252-253
Personal selling, 27-28
Personal stewardship, 282-283
Peter Drucker Foundation, 30
The Philanthropic Collective (TPC), 232
Philanthropic foundations, 78—79
Philanthropic fundraising:
code of ethics for, 305
joy of, 1
Six I’s of, 6-16, 297
as term, 5—6
and The Tipping Point, 135-136
Philanthropic fundraising profassionals, 205-210
Philanthropic market researci. study, 28, 114-116,
186, 239
Phillips Exeter Acaderiy, 153
Phoenix Symphony, 32
Phone calls, thank-you, 259
Photos, 147143
Pingry Schoou 158
Pittsburgh; I nnsylvania, 291
Placeinent (marketing concept), 32
Planrica estate gifts, 12
and 2ging, 59-61
and endowment cases, 172173
and fear of talking about death, 251-252
people centered fundraising for, 35-36
recognition of, 275-277
and triple ask, 229
Plaques, 269, 273
Pledges, 155, 156, 214, 234-235
The Portable MBA in Marketing (Charles D. Schewe
and Alexander Hiam), 27
Post-sale contact, 285—286
Power ask, 205, 226227
Preapproach letters, 111-112, 114
Pregnant pause, 219-220
Presentation guides, 176-178, 222
Press coverage, 195-196
Press releases, 195, 196
Price (marketing concept), 32
Primary customers, 30
Primary stock listings, 12
Prince, Russ Alan, 43, 65
Princeton University, 72
Principles of Marketing (Philip Kotler and Gary
Armstrong), 27-28
Private schools, 158
Product (marketing concept), 32
Product descriptions, 144
Program officers, 37
Program presentations, 192
Promotion, 32
Proposals, written, 211-216
Prospect research, 12-13
Public library, 20-22
Public radio and television stations, 48, 134—135
Public testimonials, 34, 139-140



Q&A (Questions & Answers) document, 240

Qualifying donors, 10-12
Quasi-endowment funds, 160

Questions & Answers (Q&A) document, 240

Questionnaires, interview, 92, 115

“Raving fans,” 28
Readiness, 250
Readiness interviews, 119—120
The Real Deal (Sanford Weill), 64
Reciprocation, 137-138, 214, 243
Recognition, 15-16, 266277
commemorative naming, 269-274
of corporate gifts, 230231
defined, 256
donor walls, 268—-269
of foundation gifts, 231
gift clubs, 267-268
and Kaizen, 277
options for, 235
of planned estate gifts, 275277
special events, 274-275
Recruitment, of ask team, 216-217
Reinforcing feedback, 286
Rejection-then-retreat technique, 214
Relationships, 26, 28
Relationship building, 5, 26
Relationship orientation, 74-75
Religious causes, 55, 67
Remembering, 91
Renewal rate for donors, 112
Repayers, 65, 66
Repetition, 14, 35
Researching donors, 12-13
Resident counsel, 187
Restaurants, 211
Restricted asset appreciation, 162
Retreats, 109
Risk venture fund, 168, 169, 172
Rockefeller, David, 162
Rockefeller Foundation, 79
Rodin, Judith, 79
Role models, 235, 269-27C,:272-273
Role playing, 226
Rooney, Patrick M., 173
Rosenberg, Claude, Jr., 214-215, 218
Rule of three by three, 242

St. Mark’s School of Texas, 158
Salary donors, 12

Sales-focused fundraising, 24-25
Salespeople, 132-133, 209, 210
“Sandwich” generation, 58

Sanford I. Weill Charitable Foundation, 64

San Francisco, 66

San Francisco Foundation, 80
Santa Barbara Foundation, 80
Scale models, 153

Scarcity, 138

Schewe, Charles D., 27
Schiffman, Stephan, 87, 249
Scholarship luncheons, 281
Scholarships, 27, 149, 158, 162
Schwab, 77

Seattle Foundation, 80

SEC primary stock listings, 12
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Self-Assessment Tool (Peter Drucker), 29-31,
51,92
Selling, personal, 27-28
Selling to the Affluent (Thomas J. Stanley),
25, 216
Senge, Peter, 286
Service delivery, 144
Service descriptions, 144
Sesame Street, 133
The Seven Faces of Philanthropy (Russ Alan Prince and
Karen Maru File), 43, 65-68
The Seven Habits of Highly Effective People (Stephen
Covey), 3
Shafir, Rebecca, 93
Sheehy, Gail, 57
Silence, 94, 95, 219-220
Simplicity, 189
Singapore, 53, 54
Site visits, 192
Six I’s of philanthropic fundraising, 6-16, 297
identify, qualify, and research (step 1), 8-13
inform and deepen undarstanding (step 4),
13-14
interests and needs(step 3), 13
introduce, interact, and connect (step 2), 13
invest, recognize;.steward (step 6), 15-16
involve, ackhowledge and engage (step 5), 15
Sloan, Allar, ¢%
Small-group discussions, 107-108
Smith/ B -k, 6-7, 250
Sriavballeffect, 286287
Soenlites, 43, 65, 66
Social presence, 14
Social Security, 57
Social status, 244—245
Soft cost factors, 156—157
“Somewhat visible” recognition, 235
Special-event fundraising, 25
Special projects, 149—150
Spouses, 2
Staff-driven fundraising, 45-46
Stanford University, 173
Stanley, Thomas J., 25, 68, 71, 73, 75, 216
Status consciousness, 244—245
Stewardship, 15-16, 278-287
benefits of, 278
defined, 256
importance of, 284287
personal, 282—-283
and watchdog organizations, 283-284
Stewardship events, 281-282
Stewardship reports, 279281
Stickiness factor, 133—134, 146, 188—190
Stock gifts, 10, 264-266
Stoppers, 94
Stories, 1, 90-91, 96, 189, 190
Strategic planning, 28-31
Strategic planning retreats, 109
Strategy memo, 210-211, 221
Study in Power (Allen Nevins), 294
Subscriber program, 9
Summit meetings, 184
Sun City West, Arizona, 252
Super Memory (Douglas J. Herrman), 94
Supplemental interviews, 116
Supporting customers, 30, 31
Surveys, 101-103, 299-301
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Target marketing, 14, 194-197

Tax-deductible gift amount, 264266

Tax incentives, 67—68

Team, ask, see Ask team

Telephobia, 247-248

Telephone interviews, 92

Television, 196

Temporarily restricted funds, 160

Testimonials, 34, 139—140

Thank-you notes, 236237, 258-259

Thank-you system, 255-266
board/volunteer involvement in, 258-260
initial standards for, 255-256
script, 258-259
for stock/appreciated-assets gifts, 264—-266
team involvement in, 257-258
thresholds of, 260-264

Thank-you visits, 112-114

Thompson, Carolyn, 91-92

Three by three, rule of, 242

Tier 1 gifts, 260-261

Tier 2 gifts, 261-262

Tier 3 gifts, 262264

“Tightwads,” 69-71

Time management, 88

Time oriented listeners, 96

The Tipping Point (Malcolm Gladwell), 128-136,

241
Tithing, 67
Tocqueville, Alexis de, 52-53
The Tocqueville Society (of United Way), 53
Token gifts, 113, 137
Top-of-mind awareness, 190-197
creating memories for, 192—-193
mass and target marketing for, 194-197
mementos for, 193
newsletters/letters/e-mail for, 193—194
resurrecting good memories for, 191-192
“Totally anonymous” gifts, 235
Total quality management (TQM), 93
Toyota, 27, 93, 277
TPC (The Philanthropic Collective); 232
TQM (total quality management), 3
Tracking and accountability cfarv, 16
Training:
about motivations for giving, 67
of ask team, 217-220
of volunteers for the ask, 207
Transaction, lack of, 242-243
Transactional fundraising, 25
Transformational fundraising, 6
Triple ask, 228-229
Trustees, 2
Tucker-Maxon School, 282
Twain, Mark, 145

The 25 Sales Habits of Highly Successful Salespeople

(Stephan Schiffman), 87, 249

Unexpectedness, 189
Uniqueness, of organization, 231
United Kingdom, 53, 54

United States, history of giving in, 52-54
U.S. Congress, 78
United States Capitol Visitor Center, 154
United Way, 53
Universities:
annual reports of, 10
community benefit from, 23
comprehensive campaigns of, 173
endowments for, 157, 158, 163—165
family-advised funds at, 77
people centered fundraising for, 46—47
staft-driven fundraising for, 45
University of Southern California, 158
Utah, 67

Values, donor, see Donor values
Vanguard, 77
Verbal promises, 234
Virtuous cycles, 286
Vision, 28, 29
Visits, 112-114, 192
Volunteers:
on ask team, 205-209, 2'6-218
and case statements, 199
as champions, 131
on commemorative naming committees, 270
engaging potendal donors as, 15
listening te. 29-100
in peopls centered fundraising, 42—46
thanking, .58

Wil Street Journal, 53-54, 64, 83, 98, 197
Whtcndog organizations, 284285
Watson, Kittie, 95, 181
‘Weakness, admitting, 139, 280-281
‘Wealth, interests of donor and, 10—12
Wealthy and Wise (Claude Rosenberg, Jr.), 215
Weill, Sandy, 64
‘Whitman, Meg, 72
‘Willis, Thayer, 214, 215
Wilson, Larry, 17, 144, 286
‘Winning, losing vs., 2-5
‘Winning gift, 1
Win-win ask, 203—-254
ideal ask team for, 205-210
making the, 221-237
obstacles to, 237-253
preparing for, 210-221
Win/win or no deal, 3—4, 204
Wise Giving Alliance, 284, 285
Women, 72-76, 273
Women'’s Funding Network, 74
Word of mouth, 245, 286

Xerox, 26

Year-end payments, 10
“Yes” answer, 234-236

The Zen of Listening (Rebecca Shafir), 93-95



