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A

AAM. See American Association of Museums
Accountability, corporate demand, 50
Active listening. See Solicitation
Administrative support, providing. See Major
gifts
Advancement
director
idea, 57
impact, 20
information systems technologies, 109
operations, 24
professionals, 45
examination, 29-30
staff, 80. See also In-house
advancement staff
member, 56
promotion, 30
team members, 33
Advisory board, serving, 89
American Association of Museums (AAM),
workshops/seminars, 21, 36
Annual base budget, 29
Annual fund
donors, 159
efficiency, 1
gift, 111
Annual fundraising event, prospect
(invitation), 100
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Annual gifts, 113
dependence, 2
programs, 155
Annual meetings, number, 54
Anonymous giving, 13
Appointment
call, 124
moaing. See Solicitation
seuting, difficulties, 26
Art museum, cultivation continuum usage
(sample), 110-111
Art Nights Out, 198
Ask amount, donor agreement (problem), 65
Ask level, 38
Asking for too much, oxymoron, 187
Asking techniques, weaknesses
(examples), 134
Assessment study. See Campaigns
Association of Fundraising Professionals
(AFP)
Code of Ethical Principles and
Standards of Professional Practice.
See Development officers
consideration, 33
workshops/seminars, 20-21, 36

Background tours, 152
Bankruptcy, 146



Base level major gift, defining, 3
Benefits
examples. See Donors
planning. See Donors
program, inclusion, 152, 154
Bequests. See Organizations
advantages, 171
types, 171
uses, 171
Big gifts. See Megagifts
Board
building, 51-53
business representation, 52
geographic representation, 52
involvement, building, 16

leaders, sight-raising (gift table

usage), 178
long-term commitment, 16

membership, reconstitution, 60

orientation process, 54

roles. See Major gifts fundraising

sight-raising
methods, 62
techniques, 60-62
solicitations, conducting, 57
training, 53-55

volunteers, training techniques, 56

Board leadership, 49
change. See Nonpratits
development, 49-55
quotient, assessment, 52
usage. See Fundraising
Board members
complaint, 53
effectiveness, 58
orientation program, 52
sample, 55

recruitment, discussion points, 54

role. See Major gifts program
training, 21

techniques, 56
usage, 107

Index

Brochures

attractiveness, 83

effectiveness, 83

roles, 81

usage, 83, 85. See also Major gifts
(making the case)

Building, cost, 143
Business links, review, 184

Business news, reading, 41

C

Calls. See Solicitation calls

Campaign-related events, 180

Campaigns

assessment stnay, 176
chair, selectics, 142
committed,; 201
feasihilicy study, 176
g:£¢ wables, goal, 179
goals, 178
groundwork, 179-180
leaders, 113

success, 196
timelines, emphasis, 78
volunteer leaders, 107

Capital campaigns. See Major gifts

gift tables, uses, 178

major gifts, raising (advantages), 179
naming options, price, 144-145
plan, components, 177

prospect cultivation, steps, 180
structure/tools, 176-181

study, conducting, 176

timetable, 103-104

Capital construction, 76

Capital gifts, 3, 4

Capital naming options, 142-145
Capital projects, 145

donor, giving, 160
familiarity, 36

CASE. See Council for Advancement and
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Case studies. See Major gifts
Case study I, 191-198
consideration questions, 192
events, 193-197
fundraising costs, 197
funds, total, 198
long-term results, 197
major gifts, raising (implementation),
195-196
need, defining, 193
planning phase, 194
problems, 196
professional support, identification, 193
recognition, 196-197
stewardship, 196-197
story, 191-192
volunteer leadership, recruitment, 195
Case study II, 198-205
actual costs, 205
consideration questions, 199
events, 200-205
feasibility study results, 200-201
funds, total, 205
long-term results, 204-205
major gifts, raising (implementation),
203-204
need, determination, 200
planning phase, 201::292
professional suppors identification, 200
recognition, 204
stewardship, 204
story, 198-199
volunteer leadership, recruitment,
202-203
Cases, making. See Major gifts (making the
case)
Challenges
failure, example, 63
structure, 63
usage. See Gifts
Character, wealth (impact), 107
Charitable gifts
annuity, 170-172

deduction, jeopardy. See Donors
IRS opinions, 140
Charitable lead trust, 169-170
Charitable organizations, IRS/SEC
opinion, 166
Charitable remainder trusts, 171-172
Charitable tax shelters, 51
Charitable trusts, 169
Charities, insurance companies (financial
agreements), 51
Chief executive officer
hiring, 60
meeting, 36
Chronicle of Philanthropy, reading, 183
Closing agreements  examples. See
Solicitation
Closing the gift./See Solicitation;
Solicitation team
Wcetion, 133
Closing the meeting, 132-133
Code of Ethical Principles and Standards of
Professional Practice. See Association of
Fundraising Professionals
Codes, tracking. See Prospect
Commemorative pieces, usage, 8
Committees, number, 54
Communication
advantages. See Electronic
communication
efforts, coordinating/targeting. See
External communications efforts
lines, 97
materials/strategies, development, 78
plan
development, 180
matrix. See Strategic
communication plan
strategy, coordination, 87
technique, 127
Community
positive change, 10
relationships, 192
Community-based nonprofits, 59
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Competition, prospect list, 184
Confidentiality, 46—48
Conflicts of interest
policy, review, 54
provisions, 34
Contacts, 38. See also Initial contacts
goals, 34
ignoring, 184
Contribution, fulfillment, 5
Corporate giving
committee, 121
trends, 156
Corporate philanthropic recognition,
155-157
Council for Advancement and Support of
Education (CASE), workshops/seminars,
20-21, 36
Cultivation. See Gifts
continuum
building, 109
usage, sample. See Art museum
costs, assessment, 28—29
gift, 45
initiation. See Major gifts prospects
ongoing programs, development, 109
problems, 102
process, 95-96. See also Major gifts
program
steps, 180. See also-Canital campaigns
strategic elements, 104
strategies, 103-108. See also Level I
cultivation strategies; Level 11
cultivation strategies; Level 111
cultivation strategies

Index

Design firm, 78
usage. See Materials
Development counting, 8
Development officers, compensation (AFP
code), 32
Development professionals, estimation,
125-126
Development staff member, 193
Direct mail
solicitation, 52
usage, 1
Dollar amounts
goals, 34
importance, 26
Dollar level, availability; 150
Dollar value, projectien. See Gifts;
Solicitation
Donation usese, information. See Donors
Donor benefits, 156
>xaanples, 8
planning, 140-142
programs, 141-142
Donor gifts
examples, 8
usage
determination, 4
financial/strategic planning, 185
Donor motivation, 12-14
materials, impact, 78-85
recognition, 139
impact, 139-149
stewardship, 139
Donor names
appearance
confirmation, 140

D

Data mining, 88-89
Database

entry, 45

manager. See Donors

operations, 37
Delaying tactics, 130-131

problems, 134-135
printing, 8
usage, permission, 77
Donor recognition, 139. See also Planned
gifts
plan, example. See Secondary school
programs, 141-142
rules, 140
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Donors

agreement, problem. See Ask amount
approaches, example, 132
asking (more than once), 162
base, capability, 149
bequest offering, response, 79
charitable gift deduction, jeopardy, 140
community-wide recognition, 61
complaints/gifts, inverse proportion, 96
concerns. See Solicitation team
cultivation, 103
experience, 31
database manager, 40
development staff member,
communication, 114
donation usage, information, 159-160
engagement
encouragement, 90
strategies. See Major donors
first meeting, gifts (asking pros/
cons), 112
generosity, 181
giving intent, 167
honor rolls, 152, 157-158
name, appearance (problenis),
134-135
research, 184
imagination, creativity. (usage), 185
impact, desire, 14
insults, 159
nvestor, perspective, 7678
involvement, targeting (prospect
research usage), 86-89
knowledge, 140
lists. See Peer organizations
location
advice. See Planned giving
process. See Megadonors
major gifts
mention, avoidance, 84
motivation, 10
motivation. See Rank-and-file donors
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naming, requests, 135-136
organizational needs/priorities,
appraisal, 160-161

past giving record, link, 38

pattern, establishment, 15

possession, perspective, 100

preferences, 2

questions. See Major gifts
range, 130

reasking, 162

recognition programs, 157

relationship, 162

requests, fairness, 135-136

return on investment. See Major gifts

second gift, request (timing), 163
staff
member introduction, 61
reiationship, 114
icewardship, 139
survey instrument, 56
timing, 115-116
walls, 157-158
name placement, 154

Dot-com entrepreneurs, donors, 181
Dun & Bradstreet, 43

E

Economic impact study, 74

Electronic communication

advantages, 81
contrast. See Printed materials

Electronic formats, 81

Electronic materials, usage, 82-85

Electronic prospect research companies, 42

usage, 88

Electronic prospect screening, 40-43

list, production, 96
programs, data sources, 43

Electronic screening

firm, hiring, 42
results, usage, 45



E-mails
newsletter, usage, 84
usage, 81, 94
Endowments, 145-148
account, status, 161
donors, 146, 161
familiarity, 36
funds, 148
gifts, usage, 3, 4
income, determination, 18
names, 147
payouts, sample, 146
problems, example, 149
recognition opportunities. See
Museums
Engagement. See Organizations
sample, 110
strategies. See Major donors
Engraved plaques, 8
Enron scandal, 49
Entrepreneurs, planned giving, 168
Entry-level major gift, setting, 3
Estate gifts, 170
Estate planning, 10
long-term issues, 14
pros/cons, 136
Events. See Case study I; Case study II
costs, assessment, 28—29
underwriting, 2
Executive leadership, 106
long-term commitment, 16
Experts, access, 154
Exterior naming recognition opportunities,
price setting (assessment), 143
External communications efforts,
coordination/targeting, 86
External naming options, 143-144
External vendors, advantage, 79

Index

F

Face-to-face calls, usage, 87
Face-to-face experiences, learning, 36
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Face-to-face meetings, 27, 46, 93, 104. See
also Solicitation
usage, 85
Face-to-face stewardship visits, 160-161
Facilities
construction, 4
renovation, 4, 5
Family
attitudes, long-term issues. See Money
foundations
list, 41
trustees, wealth, 141
history/upbringing, 10
names, recognition, 9
Feasibility study, 105.S¢e also Campaigns
results. See Case study 11
Financial plannine; 185. See also Donor gifts
compleiion, 179
goals, i
‘ong-term issues, 14
questions, 130
Tinancial projections, making, 109
Financial reporting, 161-162
review, 50
Financial status, change, 136
Fly-through computer graphics, 82-83
Football coach factor, 32
Foundation Directory, 43
Frame the ask, 178
selection, 128
Framing the ask. See Solicitation
gift table usage. See Major prospects
Funding goals/needs, familiarity, 36
Fundraisers, diplomat analogy, 120
Fundraising
activities, 105
board leadership, usage, 55-63
cause, alignment, 11-12
gala events, 29
leadership, 55-59. See also Major gifts
fundraising
planned giving, 165-166
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prospect assistance, 106

tactics, 50

tools, 115

videos, downloading, 82-83
volunteer management, requirement,

69

G

Gates Foundation, 182
Get-togethers, usage, 76
Gift tables, 149-152
adjustment, 150
development, 177
goals. See Campaigns
structure, testing, 150
usage. See Board; Organizations; Price
naming opportunities; Recognition;
Volunteers
uses. See Capital campaigns
Gifts. See Capital gifts; Major gifts;
Megagifts; Outright gifts; Planned gifts;
Programmatic gifts; Restricted gifts;
Unrestricted gifts
accounting, 52
asking. See Major gifts (askino)
pros/cons. See Donous
closing, 66. See also Solisitation
issues, 134-1756
counting, 8
cultivation, 160-161
decisions, 11
dependence. See Annual gifts
dollar value, projection, 38
examples. See Donors
items, value, 154
levels, complaints, 134
making, willingness, 99
motivation, strategies, 85-91
negotiation, issues, 134-136
pattern, 2
payment percentage, 34

policies/procedures, 16
public recognition, 6-7
raising, challenges (usage), 62-63
recognition. See Major annual gifts
levels, setting (steps), 150
request, timing. See Donors
size, determination, 75-76, 182
stewardship, impact, 158-162
thanking, 158-159
urgency, 76-78
usage. See Endowments
determination. See Donor gifts
valuation, 52
Give or get process, 55-59
extension, 59
Giving, trends. See Corporate giving
Governance
struciures, review, 50
iransparency, 181
Grabhics firm, 78
Grcup mentality, development, 13
Guidestar, 43

Hand-tracking systems, usage, 38
Honor rolls, 157-158, 160. See also Donors
Hurricane Katrina, 10

Inheritance, circumstances, 14-15
In-house advancement staff, 53-54
In-house materials, writing/producing, 79
In-house staff members, expense, 79
In-house support, 67

In-house training program, design, 35-36
Initial contacts, 94-95

tips, 95
Insurance
gifts, 174

forms, 172-173
policies, impact, 167



Index

Interest level. See Prospect
determination, 66

Interior naming options, 144

Internal leadership level, setting, 62

Internal Revenue Service (IRS), opinion.
See Charitable organizations

[ssues, settling, 161

Ivy League advancement offices, 64

J

Job description components, 67-68

L

Lead trusts, 169. See also Charitable lead
trust
Leaders, sight-raising. See Board; Volunteers
Leadership. See Major gifts
gifts, 178
announcement, 62
campaign, examples, 151
impact, 19-20
involvement, building, 16
level, setting. See Internal leadershiv
level
long-term commitment. See Excutive
leadership
recruitment. See Case study I; Case
study 11
Learning opportunities, 154
Level I cultivation strategies, 105
sample, 110
Level II cultivation strategies, 106
sample, 110
Level IIT cultivation strategies, 107
sample, 110
Lexis Nexis Development Universe, 43
Lifetime gifts, 33
Long-term growth rates, 161-162
Long-term investment
making, 25
returns, 15
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Long-term planning horizon, 17
Long-term relationships, development, 33

Maintenance-free savings accounts, 148
Major annual gifts, recognition, 152-155
Major donors, engagement
levels, 89-90
strategies, 89-91
Major gifts. See Prospect-centered major
gifts
acceptance, 5
capital campaigns, 175-181
case studies, 191,198
committee members, 107
defining, 1=9-8ee also Base level major
gift
dopevs return on investment, 12-13
ehty level, setting, 2
siving, 61
hiring, 29-38
introduction, 1
major gift staff member, usage, 114
making, donor questions, 12
officer
staff, 28
organizational definition, 2
organizational readiness, 16
purpose definition, 2—4
raising, 60
implementation. See Case study
[; Case study 1I
national campaign, example, 19
recognition, 69
chart, 7
relationships, building, 101-111
setting. See Entry-level major gift
size definition, 2
special opportunities, 165
success, 29-38
supervision, 29-38



training, 29-38
types, 5-6
Major gifts (asking)
personnel. See Organizations
preparation, 119-126
process, examples, 128
Major Gifts Committee, volunteer
(example), 76
Major gifts fundraising
board, roles, 64-69
leadership, 19
movement. See Staff-driven major gift
fundraising
staff, roles, 64—69
combination, 67
volunteers, roles, 66—67
Major gifts (making the case), 71-78
brochures, usage, 83
communication, 78—85
distinction, methods, 77
themes, example, 75
themes, identification, 73-75
themes, selection, 74
Major gifts officers, 24
skills/characteristics, 31
supervision, 30-34
training, 128-129
Major gifts program
annual budget, sampic, 29
board members, role, 61
budgets, 27
building, 23
components, 23-29
cultivation process, 103
materials, need, 85
organizational readiness,
questions, 16
planned giving, 165-175
readiness, 15-21
resources, staffing/finding, 27
staffing, 27
level, recommendation, 28
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Major gifts prospects
cultivation, 93
initiation, 93-101
identification, 38—48
list, 40
Major gifts solicitation, 119
rules, 123
team members, selection, 120-123
timing, impact, 104
Major gifts staff, 24
administrative support, providing, 26
discrimination, avoidance, 35
family ties, impact, 35
training, 35-37
troubleshootirig.orocesses, 34-35
Major gifts staff members
location, 39
roles. 4667
sapeivision, 31-32
process, 34
IMajor prospects, framing the ask (gift table
usage), 178
Making the ask. See Solicitation
Making the case. See Major gifts (making the
case); Solicitation
Management practices, review, 50
Management systems. See Prospect
definition. See Moves management
system
Marketable securities, gifts, 170
Marketing materials, 174
Marketing study, 105
Marquis Who’s Who, 43
Master facility plan, creation, 18
Materials
development, reasons. See Major gifts
impact. See Donor motivation
need. See Major gifts program
production
design firm, usage, 80
public relations firm, usage, 80
usage. See Electronic materials; Printed
materials; Supporting materials
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Megadonors
example, 186
location process, 183
Megagifts (big gifts), 181-188
asking, difficulties, 186-187
example, 186
planning, 185-187
prospecting, 183-184
success rates, 187-188
Membership benefits. See Special
membership benefits
Millionaire Next Door, 43
Money
asking, timing, 111-113
attracting, 17
discussion, 111-116
donation, 5
family attitudes, long-term issues, 14
outcomes, 116
raising, 11
role, 14-15
talk, 107, 113-116
holding, 123
tools, usage, 115
Motivation
materials, impact. See Donors
strategies. See Gifts
Moves management, 108-109
Moves management system
defining, 38
development, 34
entries, sample, 39
Multidivisional organizations, major gift
officer (role), 30-31
Multimillion-dollar asks, 120-121
Museum Partners, cultivation example, 110
Museums
cultivation continuum, usage (sample).
See Art museum

endowment recognition opportunities,
147
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Naming
opportunities, 145
price, decrease, 135
pricing, 149-158
recognition opportunities, price
setting (assessment). See Exterior
naming recognition opportunities
review, 40
rights, 13, 156
Naming options. See Capital naming
options; External naming options;
Interior naming options
comparative prieing, 143
hands-on guide, 142
presentaticn, i15
prices. '4:t See also Capital campaigns
samplo, 143
Negotiable securities, gifts, 5
Newstetters, usage, 87, 160
IMoamonetary consideration, 6
Nonprofits
annual giving benefit programs,
organization, 152
board
leadership, change, 49-51
members, responsibilities, 55-56
business partners, tie-ins, 156
campaigns, 64
development officer, 112-113
distinctions, elements (focus), 72-73
donors, knowledge, 89
funds, providing
current use, 170
deferred basis, 170
gift acceptance requirements, 4
name recognition, 155
organizations, connection, 101-102
practices, federal review, 51
site, donor tour, 72
tax-exempt status, 51



video productions, 84
work, 72

Inde

0

Officers
compensation, AFP code. See
Development officers
skills/characteristics. See Major gifts
officers
supervision. See Major gifts officers
One-time gifts, 2
One-time sponsorship, 7
Ongoing sponsorship, 7
Online fundraising
appeals, 82-83
efforts, usage, 1
Opening moves. See Solicitation
Operational overhead, familiarity, 36
Oral communication skills, 31
Organizational capacity, strengthening, 60
Organizational management skills, 31

Organizational needs/ priorities, appraisal.

See Donors
Organizational readiness. See Major gitts
program
Organizations
accomplishments, 16
case/themes, testing, 74=75
cash flow, delay, 124
closure, 146
differentiation, 73
donor interests/needs, 9
engagement, 106
executive director, 107
facilities, usage, 152
gifts
bequests, 6
purpose, 15
goals, 3
personal commitment, 31
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X

goodwill, sacrifice, 63
introduction, 105
involvement, 46
list, swapping, 41
long-term health/success, 146
long-term investment, 23
major gifts, asking (personnel), 20-21
mission, personal commitment, 31
naming options, offering, 147
needs, 3
assessment, 17-18
urgency, 104
prospects (numbers determination),
gift table usage, 178
services, usage, 73
Orientation progrem, sample. See Board
members
Out-of-tewvn events, 105
Out-¢f-tawn prospects, personal
relationships (promotion), 28
Qu:reach events, usage, 90-91
Outright gifts, 5

P

Peer acceptance/approval, 13
Peer influence, 58
Peer institutions, national survey, 18
Peer organizations, annual donor lists, 41
Peer perception issue, management. See
Solicitation
Peer solicitation, 14
Personal meetings, 9-12
Personal ties, creation, 104
Personal values, 10
alignment, 11
Personal wealth, signs, 99
Philanthropic assessment, 47
Philanthropic recognition. See Corporate
philanthropic recognition
Philanthropic support, 125-126
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Planned gifts, 5-6
advantages, 166
arrangements, 162
donors, recognition, 172
marketing, 174175
real-life examples, 175
types, 169-173
list, 170
Planned giving. See Major gifts program
discussion process, 173-174
donors, location (advice), 168
options, 173
programs, 52
prospect, recognition process, 167-169
vehicles, 15
Planning phase. See Case study I; Case
study 11
Pledges, 5
agreement, 5
fulfillment, 5
PowerPoint presentations, 84-85, 87, 127
PR. See Public relations
Pre-solicitation discussion. See Prospect
Price naming opportunities, gift table
usage, 178
Principal, 145
Print ad campaign, usage, 87
Printed folder, usage, 85
Printed materials
electronic communication, contrast, 81
usage, 79-82
advantages, 81
Private lunches/dinners, invitations, 8
Private philanthropy, arguments, 182
Private recognition, 12
Programmatic gifts, 3, 4
Project support, projecting, 38
Proposal
preparation, 66
quality/content, 26
template, 85
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writer
identification, 26-27
staff, 28
Prospect

assignation, 34
assistance. See Fundraising
calls
making, 68
tracking, entries sample, 101
clearance, 108
policies, conflict, 31
codes, tracking, 98-100
concurrent availability, 104
cultivation. See Major gifts prospects
steps. See.Capital campaigns
donations, 166
engagement. 39
focus,42-100
framing the ask, gift table usage. See
Major prospects
traud, 76
giving
capacity, 143
willingness, 47
identification, 38, 42, 184, 202. See also
Major gifts prospects
information, tracking/coordinating, 88
interest
assessment, 96-97
level, 47
invitation. See Annual fundraising
event
involvement, 47
ideas, 89
list. See Competition
review, 66
mailing list, creation, 180
management systems, 37
managers, 108
names, sources, 41
numbers determination, gift table
usage. See Organizations
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personal information,

researching/tracking, 85
pre-solicitation discussion, 116
qualifying call

example, 25
making, 66
rating, 44

session, conducting (process), 45
readiness
assessment, 96-97
judgment, 104
recognition process. See Planned giving
researcher, staff, 28
screening, 44. See also Electronic
prospect screening
session, conducting (process), 45
staff access, 34
survey/questionnaire, completion, 89
tracking systems, 37
modules, 98
Prospect research
target marketing, combination
(process), 88
tools, 29
usage. See Donors
Prospect researcher, hiring, 2423
Prospect-centered major gifts, 915
operation, backbone: 24
program, building, 13
Prospect-centered program, 9
Public naming, 6
Public recognition, 10, 12-13. See also Gifts
Public relations (PR)
benefits, 156
firm, usage. See Materials
strategy, coordination, 86
support, 59, 78

Q

Qualifying calls
elements, 47
making, 44-46

questions, usage, 97

steps, process, 100

timing, 111-113

usage, 95-96

written report, filing, 97
Qualifying meetings, prioritization, 42
Questions, complexity, 130

R

Rainbow Brite, failure, 82
Rank-and-file donors, motivation, 6
Rating
program, conducting, 42
sessions, 43—44
condniting, process. See Prospect
Readiness. See Major gifts program
assescmont. See Prospect
level /36
Real‘es ate, planned gifts, 170
Recognition. See Case study I; Case study II;
Corporate philanthropic recognition;
Donor motivation; Major annual gifts;
Planned gifts; Private recognition; Public
recognition
events, participation, 66
issues, resolution, 9
levels, 149-152
setting, gift table usage, 178
setting, steps. See Gifts
negotiation, 130
opportunities
package, 140
pricing, 149-159
options, 7
perpetuity, 145-148
plans, implementation, 67
process. See Planned giving
providing, 158-159
rules. See Donors
separation. See Solicitation
Recordkeeping, 161-162
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Recruitment, discussion points. See Board
members
Red Cross, investigation, 50
Relationships
building. See Major gifts
investment, 131
Religious values, 10
Remainder trusts. See Charitable remainder
trusts
Rental income, income stream, 170
Research
capabilities, 42
profile, 39, 48
ratings, 48
Researchers, hiring, 24-25
Restricted gifts, 3, 4
Retirement plan assets
gifts, 174, 175
giving, advantages, 175
Role-playing
tool, 54
usage, 129
Royalties, income stream, 170

)

Sales managers, impact, 94
Sarbanes-Oxley Act, 49
Screeners, confidentiality, #3
Screening. See Electronic prospect screening
program, conducting, 42
sessions, 43—44
conducting, process. See Prospect
Second gift, request (timing). See Donors
Secondary school, donor recognition plan
(example), 153-154
Securities and Exchange Commission (SEC)
data, 43
opinion. See Charitable organizations
Short-term growth rates, 161-162
Sight-raising. See Board; Volunteers
methods. See Board
techniques, 60. See also Board; Volunteers
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Signage, 6
review, 159
Signed books, usage, 8
Social taboos, 111
Society, positive change, 10
Solicitation. See Peer solicitation
active listening, 129-131
appeals, 51
appointment, making, 123-124
ask amount, 129
closing agreements, examples, 137
closing the gift, 131-133
confusion, example, 121
dollar value, projection, 38
elements, inclugfon, 129
face-to-face m=eting, 9
framing the 25k, 133
letters/documents, preparation, 66
makieg the ask, 128-129
naking the case, 127
meeting, location, 123-124
ongoing programs, development, 109
opening moves, 126
preparation, 110
process, example. See Two-stage
solicitation process
recognition, separation, 7
roles, assignation, 124-126
rules. See Major gifts solicitation
sample, 110-111
spousal consultation, 135
success, steps, 126—134
techniques, experience, 31
timing, 101-103
impact. See Major gifts
solicitation
Solicitation calls
elements, 125
making/effectiveness, 102
peer perception issue, management, 77
problems, 129
volunteers, usage, 122
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Solicitation team
assumptions, 134
closing the gift, 131-132
composition, 121
discussion, 124-125
donor concerns, 135
preparation, 122
Solicitors, identification/training, 16
Special events, usage, 1
Special membership benefits, 8
Sponsorships. See One-time sponsorship;
Ongoing sponsorship
Spousal consultation. See Solicitation
Staff
access. See Prospect
blindsiding, 35
compensation, 52
hiring/training, 16
limitations, 68
promotion. See Advancement
resources, combination (impact), 65,
68-69
roles. See Major gifts fundraising
volunteer roles, balance, 65
volunteers, communication, 67
Staff members
expense. See In-house staif members
introduction. See Denar,
location. See Ma;o1gifts staff members
long-term relationships, 64
supervision process. See Major gifts
staff members
Staff-driven major gift fundraising,
movement, 64
Standard & Poor’s, 43
Steps to Ownership program, 194, 197
Stewardship. See Case study [; Case study II;
Donor motivation
impact. See Gifts
providing, 158
Stewardship plan. See Written stewardship plan
creation, 158-161
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implementation, 67
link, 38
Stock, gifts, 5
Strategic communication plan, matrix, 87
Strategic marketing, 60
Strategic planning, 17, 185. See also Donor
gifts
efforts, options, 18
Support, identification. See Case study I;
Case study 11
Supporters databank, list creation, 40
Supporting materials, usage, 76
Systems provider, communication, 37

T

Target marketing,combination (process). See
Prospect research
Tax conceauences, 10
Tax-deicrred retirement plans, gifts, 170
giving forms, 172-173
Team members, selection. See Major gifts
solicitation
Telemarketing, usage, 1
Thank-you dinner, 12
Themes. See Major gifts (making the case)
Time management skills, 31
Timing, role, 14-15
Tracking systems. See Prospect
Training. See Board; Major gifts; Major gifts
staff
program, design. See In-house training
program
providing, 35-36
resistance, 57
techniques. See Board members
Transition point, planning, 126
Travel
budget, 29
costs, addition, 28
experiences, 99
Trusted third party, 94-95



Turf battles, 31
Two-stage solicitation process, example, 132
Tzedakah (core Jewish value), 10
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U

United States Congressional Senate Finance
Committee, 50
United Way
investigation, 50
workshop sponsorship, 36
Unrestricted gifts, 3

v

Vendors
advantage. see External vendors
list review, 41
selection, 78-79
Videos, usage, 87
Volunteer-driven organizations, 64
Volunteers
calls, making, 95
farsightedness, 58
interaction, problems, 136
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leaders, sight-raising (gift table
usage), 178
leadership, recruitment. See Case
study [; Case study II
meetings, number/frequency, 68
participation, 56
sight-raising techniques, 60-62
thanking, 67
training, 21
techniques. See Board

w

Wall Street Journal, philanthropy article, 62
Wealth
assessment, 47
impact. Se¢ Claracter
markers, 98, 99
Wealth assecsmaent, 47
nosibility, 98
Wev cervices provider, 78
Wiils, impact, 167
WorldCom scandal, 49
Written communication skills, 31
Written stewardship plan, 158









