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         I n d e x 

    A
Accountability, 104
Acquisition, 63–64
Ad hoc committees, 217. See also 

Boards of directors
Administrative costs. See Overhead 

costs
Alliance Against Poisoned Rivers, 

70–71
Annual reports, 86
Anxiety about asking: vs. belief in 

the cause, 117–118
Asking for donations: challenges of, 

124–127; and events, 190; get-
ting comfortable with asking for 
money, 115–120; starting with 
yourself, 119; tips, 119; who not 
to ask, 118

Association of Fundraising Profes-
sionals, 57

Authority, 55, 57

B
Baby boomers, 223, 224
Balancing fundraising with donor 

appreciation, 240–246
Belief in the cause, 80–83; vs. anxiety 

about asking, 117–118; identify-
ing people who give, 83–84

Benefi ts, 19
Billionaires: increase in number

of, 25
Boards of directors, 205–207; ad 

hoc committees, 217; basics for 
a workable structure, 218–221; 
board members’ agreement, 
109–110; clarifying expectations, 

212–213; creating a fun board 
environment, 262–263; fi duciary 
responsibilities, 209–212; how 
board members can help raise 
money, 222; involving in a fi nan-
cial crisis, 177–181; making the 
structure work, 213–214; role 
of nonprofi t boards in the U.S., 
207–209; role of staff in board 
dysfunction, 215; small boards, 
214–216; staff on the board of 
directors, 216–217

Brainstorming meetings, 82
Branding: rethinking, 259–261

C
Calendars, 46, 49, 121
Capital, 131
Case statements, 172–174
Cash fl ow: projecting for six months, 

161–163; sample projection, 164
Catholic Worker Movement, 259
Center on Philanthropy, 6
Challenge gifts, 186
Change: generational. See Genera-

tional change
Changing demographics, 126
Charities Aid Foundation, 31
Charity model: deconstructing, 24
Codirectors, 228
Collaboration, 125
Collectives, 228
Commissions: for development

staff, 8
Commitment, 159–160
Communication, 125
Community Concern, 140–141
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Competition, 125
Computer equipment, 46–47, 48
Confi dence, 126
Confi dentiality, 50–51
Contact records, 122
Conversion rate, 64
Corporations: corporate giving, 2–3. 

See also Private sector
Cost cutting: vs. fundraising, 19–20, 

161–163
Costs: of employee benefi ts, 19; 

fundraising, 18; hidden costs of 
doing business, 18–19; overhead, 
15–18; overtime, 18–19; of turn-
over, 19

Credit, 166
Crisis. See Financial crisis
Crisis donors, 65
Crisis task force, 155–156; choosing 

the task force, 156–157; com-
munication, 170; dissolving, 190; 
what information the task force 
gathers, 157–170; work of, 157. 
See also Financial crisis

D
Damage control, 176–177
Data protection, 47
Databases, 46, 49, 122, 242; look-

ing for key information at data
entry, 243; what information to 
store, 91

Day, Dorothy, 259
Death tax. See Estate taxes
Deconstructing the charity model, 24
Delegating work, 244
Demographics: changing, 126
Development offi ce: elements of, 

45–50
Development staff, 7–8; being happy 

in development, 53–61; creating 
a healthy work environment, 54–
59; measuring job performance 
by dollars raised, 55; redefi ning 
jobs, 245; remaining passionate, 
58–59; staying too long in the

job, 59; turnover, 57–59; work 
habits, 60–61; working with exec-
utive directors, 59–60

Dinner dances, 199–200
Donation string, 132–134
Donor appreciation, 237–246
Donor base: belief in the cause, 

80–83; building, 75–79; building 
relationships with, 79–84; fi gur-
ing maximum donor base, 68–71; 
reasons to expand, 74; segment-
ing, 88–97; staying in touch with, 
84–87; value of, 74–75

Donors: crisis donors, 65; expand-
ing defi nition of, 120–121; focus-
ing on, 34; and generational 
change, 224–226; the hundred 
most important people, 121–122; 
major donors, 131; making prom-
ises to, 244; seeing as whole peo-
ple, 123–124; taking for granted, 
237–240; talking to major donors 
about a fi nancial crisis, 183–186; 
too big a gap between donor cat-
egories, 132–134

Door-to-door canvassing, 197

E
Earned income, 6
Economy: cyclical patterns, 1–2; 

world’s most competitive econo-
mies, 26

Educating your constituency, 14
E-lists: cleaning up, 67–68; three-

part e-ask, 196–197. See also Mail-
ing lists

E-mail: confi dentiality of, 50–51
E-mail fundraising, 190; and lack of 

attention to donors, 239–240
Employee benefi ts, 19
Endowments, 138, 139–140, 145–147, 

163–167
Escape plan, 185–186
Estate taxes, 13–14
Evaluating fundraising, 62–63, 245; 

conversion rate, 64; fulfi llment 
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cost, 65–68; market penetration 
and donor base, 68–71; rates of 
response, 63–65; retention rate, 
64–65; time required for, 71–73

Events, 190
Executive directors: and develop-

ment directors, 59–60
Executive transition, 168–169

F
Facebook, 194
False choices, 171
Fees, 130
Fetishizing professionalism, 24–25
Fiduciary responsibilities, 142, 209–

212
Files, 50–51
Financial crisis: caused by a fi nancial 

scandal, 186–188; communicating 
with funders and donors, 169–
170; creating a message, 174–175; 
crisis task force, 155–158; critical 
time, 200–201; damage control, 
176–177; delivering the message, 
181–183; determining immediate 
fi nancial need, 167; determining 
people’s commitment to keeping 
the organization going, 159–160; 
determining what caused the cri-
sis, 160–161; dissolving the crisis 
team, 190; evaluating fi nancial 
reserves, 163–167; executive tran-
sition, 168–169; getting a line of 
credit, 166; identifying, 149–150; 
involving the board of directors, 
177–181; keeping staff in the 
loop, 168; longer-term planning, 
189–190; longer-term strategies, 
190–200; projecting cash fl ow 
for six months, 161–163, 164; 
returning to the case statement, 
172–174; reviewing existing fund-
raising plans, 163; vs. serious 
problem, 150–153; setting pri-
orities, 201–202; talking to major 
donors about, 183–186; task force 

communication, 170. See also Cri-
sis task force

Financial realities, 125–126
Financial security: Community Con-

cern, 140–141; endowments, 
145–147; how to think about, 
142–143; owning property, 143–
145; reserve funds, 138; savings 
accounts, 138

Finding endowments, 138
Follow-up, 111–112
Foundations, 72–73, 190; myth of 

foundation giving, 7; percentage 
of private sector giving, 3; spend-
ing, 2. See also Private sector

Founder’s syndrome, 229–235
Frequency, 90
Fulfi llment cost, 65–68
Fundraising: as an adversarial situa-

tion, 32–33; balancing with donor 
appreciation, 240–246; vs. cost 
cutting, 19–20, 161–163; costs, 
18; focusing on the donor instead 
of the donation, 34; high-touch, 
89–90, 91; as a means to fulfi ll-
ing a mission, 259; percentage of 
response, 33; requesting an extra 
gift, 64; role of non-development 
staff in, 47; tasks, 106–109; time 
required for, 55–56; truths about, 
31–34; writing appeals, 241–242. 
See also Evaluating fundraising; 
Grassroots fundraising; Leaving 
money on the table

Fundraising philosophy, 35–37; cre-
ating your own fundraising phi-
losophy (exercise), 38–39; false 
assumptions, 101–105; policies, 
40; samples of fundraising phi-
losophies, 41–42

Fundraising teams, 71–72

G
Gap between rich and poor, 25–26
Garage sales, 192
Gen X, 223
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Gen Y, 223
Generational change, 126–127, 223–

224; and donors, 224–226; found-
er’s syndrome, 229–235; lessons 
for dealing with, 235–236; new 
organizational forms, 226–229

Gift acceptance policies, 40
Giving: appreciation of, 33–34; by 

board members and staff, 32; in 
hard economic times, 32; as an 
important value, 31; by income 
bracket, 34; relationship of dona-
tions and income, 32; when peo-
ple are asked, 32

Giving USA, 6
Government. See Public sector
Grassroots, 36
Grassroots fundraising, 36, 37. See 

also Fundraising
Grassroots Institute for Fundraising 

Training (GIFT): sample of fund-
raising philosophy, 41

Grassroots organizations, 36–37
Greatest generation, 223

H
High-touch fundraising, 89–90, 91
Honesty, 263
House parties, 198
Human sustainability, 249. See also 

Time management

I
Identifying people who give, 83–84
Identity: rethinking, 259–261
Independent Artists Collective 

(IAC), 114–115
Individuals: giving, 3–4. See also Pri-

vate sector

L
Leaving money on the table, 128–

130; appealing too infrequently 
to current donors, 132; capital, 
131; fees, 130; ineffi cient systems, 
137; letting untested ideas guide 

your fundraising, 135; major 
donors, 131; not making it easy 
to give, 135–137; too big a gap 
between donor categories, 132–
134; upgrading that is too aggres-
sive, 134

Lines of credit, 166
Literature display, 47, 49
Longevity, 90
LYBNTS, 225

M
Mail fundraising, 190, 196
Mailing lists: cleaning up, 66–67, 

244–245. See also E-lists
Market penetration, 68
Master calendars, 46, 48–49, 121
Maurin, Peter, 258–259
Meetings, 73; brainstorming meet-

ings, 82
Message: delivering, 181–183; vs. 

mission, 174–175
Millennials, 223, 224–225
Mini-major donor campaigns, 194–195
Mission, 188; vs. message, 174–175
Money taboo: effect of on dealing 

with donors, 10–11; getting com-
fortable with asking for money, 
115–120; politics of, 9–10; reluc-
tance to talk about money, 8–9

Multitasking, 255

N
Newsletters, 34, 84–86, 242
No: being OK with, 117
Nonprofi ts: growth of, 21; role of 

nonprofi t boards of directors in 
the U.S., 207–209; and the role of 
taxes in funding, 11–14; sources 
of money for, 6; and wishful think-
ing regarding fundraising, 5–11

O
Opportunity cost, 45
Organizational structures: and gen-

erational change, 226–229
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Overhead costs, 15–18
Overtime: unpaid, 18–19
Owning property, 143–145

P
Passwords, 47, 50–51
Patience, 87
Penny Change Can, 56
Persistence, 87
Philosophy of fundraising, 35–37; 

creating your own fundraising 
philosophy (exercise), 38–39; 
false assumptions, 101–105; poli-
cies, 40; samples of fundraising 
philosophies, 41–42

Phone-a-thon to current donors, 
193–194

Policies, 40
Priorities: in a fi nancial crisis, 201–202
Private sector, 6; giving, 3, 6–8
Problems: vs. fi nancial crisis, 150–

153; sharing, 261–262
Professionalism: fetishizing, 24–25
Program cost breakdown: sample, 136
Prudence, 142
Public confi dence, 126
Public sector: role of taxes in fund-

ing nonprofi ts, 11–14; as a source 
of nonprofi t funding, 6

Q
Qualifi cations: rethinking, 262
Quiz: keeping your nonprofi t strong 

and healthy, 94–97

R
Rates of response, 63–65
Redefi ning jobs, 245
Religious organizations: giving to, 7
Reluctance to talk about money, 8–9; 

politics of, 9–10
Reserve funds, 138, 139, 163–167
Responsibility, 55, 57
Retention rate, 64–65
Revolving responsibilities, 228
Risk-taking, 53–54

Rosso, Henry, 55
Roster of donors, 46, 49

S
Salaries: for development staff, 7–8. 

See also Overhead costs
Santropol Roulant: sample of fund-

raising philosophy, 41–42
Savings accounts, 138, 139
Scandal: fi nancial crisis caused by, 

186–188
Second collection Sunday, 199–200
Segmenting donors, 88–89; fre-

quency, 90; high-touch fund-
raising, 89–90, 91; longevity, 90; 
other segments, 92–94; purpose 
of, 89; size, 90

Sharing resources, 261
Size, 90
Spock, 258
Stability. See Financial security
Star Trek II: The Wrath of Khan, 258
Strategic Lawsuit Against Public Par-

ticipation (SLAPP) lawsuits, 139
Strategies, 190–191; dinner dances, 

199–200; documenting, 191; 
door-to-door canvassing, 197; 
Facebook and Web 2.0, 194; 
garage sales, 192; house parties, 
198; mail appeals, 196; mini-
major donor campaigns, 194–195; 
phone-a-thon to current donors, 
193–194; second collection Sun-
day, 199–200; three-part e-ask to 
e-list, 196–197

Success: measuring by how many 
people are asked, 116–117

T
Talking about money, 8–11
Tasks: identifying, 106–109; impor-

tant tasks vs. urgent tasks, 252–254
Tax exemption, 21
Taxes: estate taxes, 13–14; role of 

in funding nonprofi ts, 11–14; 
tax legislation and billionaires, 
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25; working for fair tax policies, 
263–264

Technology, 105
Technology natives, 225
Telephones, 48
Thank-you notes, 33–34, 242
Time management, 247–249; focus-

ing on what is important vs. what 
is urgent, 252–254; making work 
fi t in the time you have, 254–
255; myth of multitasking, 255; 
reclaiming time, 256–257; telling 
yourself you have enough time, 
255–256; tracking time, 250–252

Tracking time, 250–252
Transparency, 263
Trust, 60; and scandal, 187
Turnover, 19, 57–59

U
United for a Fair Economy, 13–14
Unpaid overtime, 18–19

V
Vision of the world, 22–24
Volunteer fundraising teams, 98–

100; core beliefs, 101–105; fi ring 

a volunteer, 112–113; follow-up, 
111–112; identifying tasks, 106–
109; identifying who can perform 
the tasks, 109–111

Volunteers, 60; fi nding, 110–111; fi r-
ing, 112–113

W
WCAAR, 43–45
Web 2.0, 194
Websites, 34, 47, 49–50, 86–87, 190
Western Counties Alliance Against 

Rape. See WCAAR
Wheatley, Meg, 256–257, 264
Work environment, 53–61. See also 

Development offi ce
Work friends, 245
Work habits, 60–61
Work-life balance, 249. See also Time 

management
Workspace, 47–48
World Economic Forum, 26
World War II generation, 223
Writing appeals, 241–242  
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