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Accountability, 339

AFP compensation & Benefits Survey, 433, 45

AFP Fundraising Dictionary, 150, 247, 248, 249, 250

African American philanthropy: acdvice for working
with African American causes, 192; causes
and characteristics ot, [ 91; church as primary
institution for helping others, 191; increasingly
higher rates of giving of, 190; and their tendency
of informal help within families, 191

African American Women’s Giving Circle, exploring
philanthropy in, 167

Aldrich, E. E., 27,427, 434, 437

American Marketing Association (AMA), and ethical
norms for marketers, 372-373

American Red Cross, Tiffany Circle program as
pilot initiative, 170

Anderson, A., 404, 405, 407

Andreasen, A. R., 139, 146, 148, 331, 332, 363

Anft, M., 185, 188

Annual appeals, 108

Annual donor list, 127

Annual fund: as base for occasional capital
campaign, 50; benefits and objectives of, 53;
decisions on strategies to be pursued, 55;
development process in, 54¢; and donor bonding
through recurring gifts, 43; donors committed to
the organization, 112; and donors who fall below
certain annual giving levels, 112; establishment
of base of donors for, 51; as foundation of all
successful fundraising, 43; and giving through
websites or social media outlets, 62; goal of
setting and achieving, 55-58; good teamwork
as essential to success of, 53; methods used to
solicit gifts in, 59; nurturing of contributor’s
interest, 52; primary function to execute, 55;
principles of the arithmetic of fundraising in,
55; and procedures requiring personal contact
and follow-up with each donor, 60; range of gifts
dictated by gift range chart, 56; smaller gifts as
less actively solicited, 56; solicitation methods in,
59-62; staff support relationship of; 53-55; and
success through advertising campaigns, 62; and
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tendencies for giving from discretionary income,
their assets, and estates, 52; as thoughtfully
devised and effectively executed plan, 52

Antigua, M., 208, 210

Appert, E., 209

Arab American populations: giving approaches
of, 195; informal approach to charity with giving
based on emotion, 195; and organizations
cultivation and solicitation of individual donors, 195

Aristotle, 270

Arndt, W. F, 269

Arsenault, P M., 202, 208

Asian Americans and Pacific Islanders: diverse
traditions in, 192-193; and five vehicles for
charitable giving, 194; guidelines for approaching,
193; and philanthropy as repayment for
community debts, 192; preferred methods of
solicitation in, 194; tradition of helping through
mutual aid societies and other groups, 192

Asian Women’s Giving Circle, 167

Association of Fundraising Professionals (AFP), and
code of ethical principles, 136, 395-396

Association resources, description and sponsored
conferences of, 453

Austin, J. E., 139
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Bank of America, 69, 70

Barton, N., 236, 237

Basile, F, 219

Bate, S., 172, 362

Baumeister, R. ., 214

Beem, M. J., 403

Bekkers, R., 201

Benchmarks for evaluation: development and
direct marketing program in, 232; established to
evaluate individual campaigns success in, 232;
established to evaluate success of direct marketing
programs, 232

Bennis, W., 326

Bernoff, J., 296

Bethel, S. M., 321

Better Business Bureau, 350

Beyel, J., 72

Bick, J., 172

Big Red Fez (Godin), 238

Bishop, M., 77

Black, S. S., 194

Blackwood, A., 120, 163
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Bloland, H. G., 429, 430, 431, 433

Blum, D. E., 195

Board members: influence among their own social/
business networks, 127; securing planned gift
commitments from, 95; and steps to prepare their
boards, 276

Bono, 77

Bornstein, R., 429, 531

Brest, P, 271

Brinckherhoff, P. C., 209, 210

Brogan, C., 123, 295

Brown, E., 165

Brown, M. S., 164, 199, 201

Buber, M., 213

Budget preparations: and annual fundraising
program designed to build o base of reliable
donors, 354; and collceting detailed expenses and
attributing them t¢ soicitation programs, 353—
354; and compctition with operating expenses for
charitable progiams and service, 351; cost benefit
analysis for nonprofit organization in, 354; and
developent of Internet-based fundraising tools,
355--0506; individual budget plan consolidated in,
52¢;7and leaders fear of public criticism or donor
Yacklash, 351; and leaders lack of understanding
of fundraising performance, 354; and new capital
investment requirement, 355; and principles
associated with budgeting for fundraising,
351-352; using traditional categories of labor and
nonlabor expenses, 354

Budgeting and evaluation performance: and
budgets’ usefulness for planning, evaluation,
and measurement of fiscal performance, 349;
evaluating agencies relying on data from the
Annual Information Return, 350-351; results and
data demonstrating efficient use of budget dollars,
349; and self-appointed enterprises and criteria to
measure and report, 350

Buffett, W., 77, 172

Bureau of Labor Statistics, 163

Burk, P, 250

Burlingame, D. E, 79, 138, 142, 146

C

Campaign management: average pledge as core
measurement for, 264—265; completes/contacts
per hour as efficiency metric, 265; completion
percentage measuring your connection with
prospective donor base, 264; defining priority
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outcomes followed by focus on the statistics, 263;
and dollars per completion, 265; and fulfillment
percentage, 265; pledge rate measurement
determination in, 264

Campaign planning: committee, and board
members and volunteers’ willingness to serve on,
87; fundraising planning involving a variety of
services, 377; staff and board members playing
key roles in, 377

Campobasso, L., 156

Capital campaigns: adequate budget for, 83; and
agreed-upon deliverables, 90; basic budget
elements and percentage of overall budget in,
83; budget to finance, 90; case or argument for
capital campaign as well defined, 89; and chief
executive officer’s preparation to support the
campaign, 83; definition of, 81; donors’ gifts
from their asset base in, 44; and donors who
have accumulated large resources, 81; elements
essential to success in, 81-87; enthusiasm about
goals and objectives of, 91; events to announce
the campaign, 90-91; guidelines in formulation
of, 84-86; informed constituency with a history
of support in, 82; and leadership potential, 89;
mega-campaigns in, 44; nine most important
components of, 89-91; objectives responding:
to community or societal need in, 81-82; and
organization’s needs for increasing its owm assets,
44; prospect research and rating preguanis to
identify and evaluate sources of sapport, 86;
public relations’ requirement of, 39; and qualified
staff’ with requisite campaiga e«perience, 84;
and selection of intendeq interview respondents,
88-89; sequential fundiaising based on axioms of
campaign fundraising, 87; skilled staff’s ability to
organize, support, and motivate volunteers, 88;
strategic market testing in, 88; and Table of Gifts
Needed demonstrated as necessary to meet, 84;
and testing the campaign plan in advance, 88;
timing component in, 89

Capital gains tax, philanthropic community’s
response to, 92-93

Carbone, R. I, 400, 429, 430

Carson, E. D, 191, 197

Case resources, 29-30

Case, S., 77,78

Case statement development: and appeals to
emotion, reason, and organizational credibility,
37; and creation of a narrative, 38; and
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differentiation of organizations, 36-37; and
information available in case resources file, 36;
writing a compelling case statement in, 36

Case for support: and achievement of desired
sequence of response, 35; case as the general
argument for gift support, 27; and common
misconception of mission statements, 31; and
connection to donor’s values, 35; development
director as catalyst in developing the case, 28;
and development staff’ addressing staff’ and
constituents, 28; facilities and service delivery
and access to programs and services, 33;
and financial information linking budgeting
with objectives, 32-33; goal statements as
expression of accomplishment, 21; and ideas
of key constituents, 22—29; mission statement
as philosophical statziment of needs, 30-31;
movement frora development of the case to
expression.Ot ke case, 28; objectives explaining
how the organization expects to reach its goals,
31-22: process used for planning and evaluation
programs, 33; rationale underlying fundraising,
27, and services component of case resources
file, 32; staffing as indicating competence
and professionalism, 33; and transition from
building internal case to developing external case
statements, 34; and types of cases as database of
information and knowledge, 34; and unmet social
needs, 28; used to excite the reader, 35

The Center on Philanthropy, 14, 69, 70, 77, 92, 120,
121, 122, 140, 150, 202, 204, 205, 206, 207, 247,
330, 355

Center on Philanthropy Panel Study
(COPPS), 183

Certified Fund Raising Executive (CFRE): and
candidate eligibility to sit for the exam, 437,
list of CFRE domains and corresponding
chapters in, 439; as milestone marking
baseline knowledge of best practices, 437;
and on-site resources related to exam
preparation, 437-438; preparation to take
the CFRE exam and apply for CRFE, 437;
steps to create your individualized study
plan and prepare for it, 438

Certified Job Analysis findings: and commonalities
across countries, 447-449; and difference among
countries, 449-451; and domains ranked by
importance and time spent on tasks, 448¢ Ethics
and Accountability as most commonly surveyed,



492

448; and rating of respondents who did not
apply it in their work, 450; respondents’ higher
importance ratings, 449-450; and responses
relative to volunteer involvement in fundraising,
450; and stability of fundraising knowledge
and practice, 447; and tasks performed most
frequently, 448-449

CFRE’s Job Analysis Task Force (JATF): and
certified sample randomly drawn from current
CFRE certificants, 443-444; comprised of
volunteer subject-matter experts, 442—443; health
and health research organizations as frequently
reported employers for respondents, 447; as
independently validated identification, 442; and
job analysis findings and review of the results,
444; and job analysis survey of respondents,
446-447; work shared for review by independent
subject-matter experts, 443

Challenges: and potential negative effects of cross-
sector activities, 148; sponsorship and cause-
marketing activities in, 147, 148-149

Charitable giving generosity, 120

Chobot, R. B., 429, 431, 432

Chrislip, D. D., 320, 323, 325

Chronicle of Philanthropy, 155, 172

Churchill, W, 182

Clohesy, S. J., 184

Cohen, T., 430

Collaborative Leadership: How Citizens and Civie [ ewders
Make a Difference (Chrislip and Larsor), 220

Collin, N., 371

Collins, J., 327

Colman, M. S., 142

Committee Encouraging Corporate Philanthropy
(CECP), 146

Communications and fundraising: building
awareness as best known marketing function, 369;
and creative work with themes and technique,
371; critical marketing requirements to build
awareness, 369; and media selection, 371; and
planning of a communication campaign, 370;
and purposeful communication, 369-370; themes
and technique in, 371-372; and three tasks
central to marketing activity, 373-374; two types
of communication messages in, 369-370. See also
E-mail and internet solicitation

Communities of color, and understanding of
dynamics and complexities at work in, 167

Connell, J., 349

Index

Clonstituency development: circle constituency
models and lost circle as organization’s universe,
20-21; identifying and building the constituency,
18; and natural constituencies, 18; and nonprofit
interactions with the organization, 19; and
population of inner circle or core, 19-20; and
principle of fluidity in the circles, 21

Contemporary dynamics of philanthropy. See
Philanthropy

Cook, L., 429

Corbo, S. A., 208

Cordeniz, J. A., 208

Corporate giving and fundraising: corporate profits’
growth compared to, 140; history of giving and
fundraising in, 139; and philosophical reason for
companies to support noaprofits, 138

Clorporate giving models: and corporate productivity
model and types of giving in line with model, 143;
and cross-secter echical/altruistic model with three
types of giviag, I-*4; four major models of how
companic: approach giving and volunteering in,
142-143;.as framework for understanding corporate
ergagement efforts, 145-146 and corporate support
characterized as self-interest, 139; marketing and
hange in businesses engaging in philanthropic, 146;
political model and projects building closer bonds
between nonprofit and company, 144145

Corporate giving for nonprofits: addressing those
who are most in need and giving that is more
local, 141; corporate profits growth capered to last
thirty years, 140; and research on how companies
invest in communities, 141; themes and practices
of exemplary giving by major corporations, 142;
and ways companies support nonprofits, 141

Corporate productivity model, 143

Corporation for National and Community Service, 292

Cortes, M., 189

Court, D., 173

Covey, SSM.R., 65

Crampton, S. M., 208, 209

Craver, Mathews, Smith & Company, 209

Cultivation events: approach combining best aspects
of events and face-to-face solicitations in, 250;
and creation of highly qualified workforce, 141;
definition of, 248; focused on re-energizing the
bond to the mission, 248; goal to engage and
maintain donor’s interest in, 248; new prospective
donors attending, 248

Cutlip, S. M., 427, 428
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Davis, D., 156

Davis, G. P, 150

Dees, G., 77

Demographics Now, 199, 200

Development: fundraising as essential component of
planning, 42-43; of mission, 42; offices/officers
engaged in, 6668

Direct mail fundraising: and active donors defined,
224; and committed donors requiring frequent
or larger gifts, 224; and direct mail marketing
to work with donors, 224; direct marketing as
flexible set of tools for, 225; giving a first-time
gift to charity, 224; high-dollar donors and direct
marketing to solicit gifts in, 224-225

Direct mail marketing: as engine of dynamic and
lucrative fundraising program, 223; strategic
donor-centric approach to, 223; used effectively in
specialized ways for five strategies, 225-226

Direct mail package: basic components and popular
inserts in, 230-231; varying in size, shape, color,
and format, 231

Direct mail strategies: choosing and responding to
acquisition lists, 228-229; demonstrated donor
behavior and direct mail responsiveness in, 228~
229; factors making the most difference in, 230;
and gift upgrade, 229; and properties deterianiing
gift’s worth, 229

Direct marketing: as essential ingredielit in
organization’s development program, 234; ten
most important things about;235-234

Diverse population groups: Lias.2s barrier
to understanding, 185--157; challenges of
language use in, 185; defining diversity and
diverse populations in, 185-186; estimates
of giving by diverse groups, 188; and ethnic
groups stereotyped as receivers of charity, 188;
major ethnic group isolated from mainstream
philanthropic discussions, 187-188; percentages
of U.S. population by selected ethnic groups,
188; and similarities of giving among diverse
population, 197; variance of ways diverse
populations give, 188

Diversity in fundraising and philanthropy: and
current state of Hispanic philanthropy, 189; and
groundwork for developing philanthropic habits
and practices, 196; importance of morality,
market and mission, 197-198; as mission and
organizational value, 184; and traditions of
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religion to promote and teach philanthropic
values, 196; work of the Fund Raising School
extended to diverse populations, 184

Dobbs, S. M., 324

Donahue, R. L., 247

Donor acquisition and development: donor
acquisition economics varying by method, 227;
and donor base decline, 226; and process of
identifying and involving a constituency, 23;
recruitment and evaluation of “acquisition cost,”
226-227; and special events as opportunity to
attract potential constituents, 23-24; tactics used
in donor recruitment, 227

Donor base: and data reflecting number and
dominance of gift ranges, 58-59; and
development of “owser:hip position” in, 67;
regular profiling of} 28; understanding and using,
58-59

A Donor Bill of <%ghus, 136, 411-412

Donor Focusca undraising (Burk), 250

Donor pyrannd, 45—46

Donoriecognition, 76

Deror research profile, 134

Lienors: characteristics of likely donors in, 22;
collective spirit of striving to grow organizations,
283; and constant interaction in constituency
circles, 22-23; contributions to annual fund, 43;
cultivation of prospective donor and authentic
engagement in, 279; and donor solicitation, 280;
donor strategies in, 279; establishing linkage
in, 22; identifying and attracting, 21-24; and
interaction and coordination with fundraising staff,
279; observation of generous giving of trustees,
282; and prospective donor identification, 279;
tendency to gravitate to revocable arrangements
in, 109; trustees as fully engaged in organizational
fundraising, 278; trustees’ gift discussions with
donors, 281; and trustees viewed as leaders in
gifting to the organization, 282

Drucker, P, 118, 338

Dunlop, D., 65, 72

Duronio, M. A., 395, 400, 406, 429, 430, 431,
432, 433

E

E-mail and Internet solicitation: cost of effective
grassroots campaign in, 245; and e-mail’s
requirement of attention to permission, 244;
effectiveness of Internet fundraising in times
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of disaster, 236; and growing impact of online
fundraising’s growth compared to traditional
forms of fundraising, 236; online tools in,
237; and peer-to-peer fundraising in, 245;
phenomenon of click-through philanthropy in,
236; remarkable growth in Internet fundraising
over the past decade, 236-237; and tips for e-mail
campaigns, 244-245. See also Communications
and fundraising

Edwards, P, 218

Effective communications plans, 42

Elkas, E. A., 307

Elliot, D., 412

Ellis, S. J., 285

Email Marketers Association, 243-244

Emerson, R. W., 308

Endowment: and commitments in form of deferred
or planned gifts, 82; importance of having policies
in place, 82; management of, 82

Enright, W. G., 268

Erickson, D., 209

Essential support: and components needing to be
addressed, 48-49; for elements supporting the
organization and its mission, 47

Estes, J., 236, 238

Ethical or altruistic model, 144

Ethical dilemmas: example of actions involving
three levels of choices, 407; and questions
around broad themes of organizational riis:on,
relationships, and personal integrity; 407, three
steps in consideration of ethical cor.flicts, 407

Ethical frameworks and standards; ¢compensation
and contracts in, 398-399; end cancept of
competence applied to funidiaising executives,
409; and concerns about coileagues’ ethics, 395;
information presentation in, 398; and issues of
trust, 399; language as important to dignity of
career processes, 409; and mediation of conflict
between individuals and organization, 408;
and member obligations, 397-398; relationship
building and questions of “Who owns the
relationship,” 409—410; and responsibility to
help organizations be true to their missions, 410;
and scandals sensationalized by the media, 399;
solicitation and use of philanthropic funds in,
398; and tension around the question of “Who is
the client,” 408-409

Ethical Fundraising: A Guide for Nonprofit Boards and
Fundraisers (Pettey), 400
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Ethics in fundraising: approaches to ethics, 404—406;
client question of mediation between donor
and organization, 408; concept of competence
applying to fundraising executives, 409; and
executives’ right to expect the organization to
treat them as professionals, 408; and fundraising
process about building relationships, 409-410;
language an important aspect of fundraising, 409;
lists of values and commitments in, 404—407;
potential conflict between individuals and the
organization in, 408-409; and situations with
competing goods requiring complex decision-
making process, 404; and strengthening of
transparency, governance, and ethical stands in,
406; and use of mission as means for bringing
individuals and foundati<ns together, 410

Ethics and professionalisin..and concept of
competence applied to-iundraising executives,
409; ethical dileeamas and steps for considering
ethical conflicis; #07; and ethical values as basis
for ethicai a=cision making, 404-406; and focus
on serviug the public good, 400; and fundraising
evalnted on accepted criteria, 400; and honesty
it dealings with donors and organizations, 406;
wssues of professionalism raising broad questions,
403; and language as important aspect of
fundraising, 409; and mediation of tension in,
408; and nondistribution clause and commitment
to the public good, 403; and personal gain as
first vulnerable point of public trust, 401; and
situations of competing goods requiring more
complex decision-making process, 404; statement
of professional standards and conduct, 402;
survey defining values important to an ethical or
virtuous person, 404-406

Ethnicity and giving: consideration of cultural
elements and what culture means, 185—-186; and
diversity as mission and organizational value,
184; and diversity’s challenge to fundraisers, 184;
embracing diversity in fundraising, 184-185;
implications of diversity for, 183; minority
donors’ potential for generosity, 185; and new
philanthropic institutions and networks in ethnic
cultures, 185; terminology challenges of people
of diverse populations, 186; use of language in
defining diversity, 185

The Experience Economy (Pine and Gilmore), 67

Exploring Measurement and Evaluation Efforts in
Fundraising (Hager), 351
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Fabrikant, G., 181

Facebook: brand and mission as visible and inviting
to connect with, 300; events tab for introducing
upcoming and past events, 301; and integration
of other social media
outposts, 301

Facebook Press Room, 237

Farrell, D., 173

Federal law: donor privacy and confidentiality
requiring protection, 423-424; and donor
retention of individual return to substantiate
the contribution, 422; and donor-advised funds
as attractive alternative to a private foundation,
418-419; gift and state tax benefits for charitable
giving in, 421; gift substantiation and disclosure
and written acknowledgment of, 422; gifts
to public benefit charities and operating
foundations and those qualifying for deductions,
421; income tax benefits for charitable giving
and deduction depending on asset donated,
420-421; international philanthropy and legal
aspect of global funding and tax benefits, 423;
and IRS permission for public benefit charities
and private foundations, 418; and laws affecting
donor records, 424; member benefit charities
and nontaxed income of qualified organizations,
420; noncash gifts and claim for incom=tax
charitable deduction, 423; public benefit
charities and organization’s pa:s or iail on public
support test, 419; and suppesting organizations
to support the charitable mi:sion of another
public benefit charity 4! 9;tax benefits of gifts to
public charities, 419; ui.related business taxable
income and revenue taxed as unrelated business
taxable income (UBIT), 420. See also State law

Feldmann, D., 210

Fischer, M., 404, 407

Fishman, J. J., 414, 418, 419

“5 Reasons Creatives Hate Working for You”
(Collin), 371

Flickr, 303-304

Fogal, R., 399

Formal education options: database list of degree
and nondegree programs, 454; educational
opportunities offered through colleges and
universities, 454—456; scope of academic options
for formal coursework in, 455456
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Forsyth, J. E., 173

Forum of Regional Associations of
Grantmakers, 209

Foundation Center, 153, 154, 175, 458

Foundation Directory, 157

Foundation fundraising: assets to shape public
discussions around global issues in, 150; emphasis
on evaluation of grantees and foundation
activities, 154; relationship between foundation
and nonprofit defined, 150

Foundation support: and collaboration among
foundation as trend, 154; professional staffing
increased in, 154

Foundations: as approachable, 157; and capacity
defined as development of an organization’s
core skills, 156; chara"teristics of four primary
models of, 151; chavitable gift funds at financial
service firms, 105; ¢ollaboration as mutually
beneficial aud well-defined relationship, 155;
and cominunity foundation growth slowdown,
152; anc community foundations receiving gifts
anaanuking grants, 152; corporate, 151-152;
Qrapnasis on diversity in board governance in,
156; examples of, 153; and foundation giving
predicted to decrease, 153; fund pools of, 152—
153; and geographical shift impacting, 153—154;
grant application and distribution processes
defined, 155; and grant decision and opportunity
for extended relationship, 160; independence of
private foundations, 151; and interest in funding
nonprofits with diverse financial sources, 157;
internal review process of, 159; and nonprofit
preparation of proposal package, 159; and
nonprofit readiness for initial conversation
with, 158; as potential funding source, 157; and
program grants support, 156; providing significant
support for nonprofit sector, 150; provision for
construction and large equipment in, 156; and
review to determine applicability to foundation
priorities, 160; and rise in managed assets, 155;
and their growth in the United States, 153; and
tools to find information on, 158; types of support
in, 156-157; and use of LAI principle, 157

Fox, K.FA., 363

Fox-Johnson, J., 167

Frank, A. W, 271

Franklin, B., 119, 271

Frantzreb, A., 66

Fredericks, L., 215
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Freeman, T. M., 285

Friedman, M., 139

The Fund Raising School, 27, 29, 30, 35, 44,
45, 54, 57, 68, 126, 128, 134, 157, 215, 251,
254,270, 312, 403; and extension of its work
to diverse populations, 184; as first formalized
training program for professionals, 429; growth
of participants in, 41; management process used
by, 309; and nonacademic options for formal
coursework, 455-456; and principles founded on, 3

Fundraising: adaptation factor of successful, 331;
as challenge to worldwide economic recession,
121; challenges and changes since economic
recession, 121, 122; consideration of personal
and operational factors in, 166; definition and
qualities of objectives in, 13; diversity and
complexity in, 5; effective planning and rigorous
execution in, 10; engagement of women across
race and culture, 167; ethical fundraising
as activator to gift making, 9; and giving as
privilege and expression of thankfulness, 8;
and giving’s dramatic decline, 122; goal of
fundraising communications in, 15-16; initial
planning focus on, 56; process as continuous
and complex, 10-11; and projection of total
organization values, 7; relationship between
prospective donors and the organization in, 42;
and relationships built on mutual interest ar.¢
concerns, 16; and resource development;-5: as
servant to philanthropy, 4, 8-9; anc substitution
of pride for apology, 4; and SWO'X analysis to
enable an organization to succced,533; as test of
organizational viability, 338
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Gages, B., 78

Galaskiewicz, J., 147

Gammage-Tucker, M., 51

Garber, S., 66, 70

Gardner, J. W, 255

Gates, B., 77, 271

Gates, F. T., 428

Gattle, K., 213

Gelb, M. J., 328

Generation X and Millennials: choices to customize
their philanthropic experiences, 209; and
Generation X compared to other generations,
209-210; and Generation X relating to causes
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through personal experience, 208; giving priorities
and motivations for helping people meet basic
needs, 206-207; implications for engaging next
generations of donors in, 207-210; importance of
electronic communications for fundraising, 209;
and information of how each generation gives,
202; and Millennial’s low percentage of charitable
contributions and motivation to “change the
world,” 207; need for qualified board members
from, 208; need to create communications
meaningful for younger donors, 210; and search for
leaders as agents of change, 208; and shared giving
characteristics of all generations, 203-204

Gift charts, 56-58

Gift making: accepting the gift and organization’s
return of value to donor, /; gift market evaluation
in, 14; and premature-gift solicitation, 10; and
process of giving vathieut expectations of material
return, 7; as volentary exchange, 7-8

Gift reports: needed to track each solicitation
method, 552=560; numbers of donors as critical
factor te"uack in, 360-361

Gift support, 56

Giere, J. H., 67

Gingrich, E W, 269

ving: by individuals, 121; determination of
family role in, 25; and recreational interests in
prospective donor’s life, 25; religion as bedrock
of philanthropy, 25; roles and responsibilities
influence on, 24-25; social roles’ importance for
building networks, 25; to religious and educational
causes, 121; total estimated in calendar year 2008
and 2009, 120; and types of gifts, 43-46

Giving differences among generations: and
definitions of the generations, 200; difference
between cohort effects and lifecycle effects in, 201;
differences in giving between Generation X and
Millennials and older Before Boomer and Boomer
generations, 201; differences in preferences and
identities of people born before 1964 and those
born since, 199; giving and volunteering patterns’
importance for charitable organizations of next
decade, 199-200; and household income by
generation, 200-201; lower giving by generations
born since 1964, 201-202; and stark differences
between Boomers and younger generations, 202

Giving Institute, 454

Giving profiles by generation: and average gifts
to religion higher than average gifts to secular
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causes, 203—204; Before Boomers as donors to
causes and motivation to help meet people’s
needs, 205; Boomer generations’ giving
characteristics and support of secular causes,
205-206; and donors religious and secular causes,
205; and information about how each generation
lives, 202; motivation for giving and desire to help
people meet their basic needs, 206; and shared
giving characteristics of all generations, 203-204

Giving USA Foundation, 120

Gladwell, M., 71

Godin, S., 238

Good Intentions: Moral Obstacles and Opportunities
(Smith), 400

Goodspeed, T. W,, 428

Gourville, J. T., 147

Governance: as beginning point for prudent
decision making, 414; and charitable
organizations as unincorporated association,
414; and conflicts of interest in context of
fundraising, 415; duty of prudent care, duty of
obedience, and duty of loyalty in, 414; as exercise
in authority and control, 6-7; and nonprofit offer
of balance of limitation of liability for directors,
414; and qualification for tax exemption as public
charity, 414

Governing boards: and organization mission, 4; and
preparation to make significant commitmi=izts
of time and funds, 82; and responsibititv for
fundraising and stewardship, 4

Grassroots fundraising: and e-mail tc solicit gifts,
388; and grassroots organizatiors operating at
high level of productivit;; 290-391; Internet
fundraising and website ¢ncouraging visitors to
donate, 387; long-term success of mail program
and its quality and consistency of renewals and
extra appeals, 387; and major donor programs
as most lucrative strategy, 390; and major
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