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A
Ability to give, 86–87
The Accidental Fundraiser (Roth and Ho), 

389
Accountability: board of directors’ fi scal, 

51; lack of board member, 61–63; 
organization structure as key to, 46; 
orientation role in creating, 485–486

Accounting errors, 457–458
Acquisition cost, 150, 152
Acquisition strategies: canvassing, 233–

242; description of, 34; direct mail as, 
147–161, 163–191; online fundraising 
program, 213–224; opportunistic 
fundraising, 243–260; phone-a-thons 
and telephone, 193–211; retaining 
donors acquired through canvass, 
240–242; smaller-scale direct mail as, 
153–154; special events, 103–109, 
471–473; voluntary service fees, 225–
232. See also Fundraising strategies; 
Upgrading strategies

Action plans, 377–378
Adbooks: advantages and issues to 

consider for, 138–140; distribution 
and design of, 140; getting ready to 
sell and selling the, 142–144; IRS rules 
regarding, 139–140; pricing the ads, 
140–141; producing the, 144–145; 
timeline for, 142

Advisory boards: description and 
functions of, 68–69; process of 
forming the, 70; when to form, 69–70

Affordable Housing for Working People: 
background information on, 450–451; 
fundraising plan developed by, 
451–453

Agency. See Nongovernmental 
organizations (NGOs)

American Association of Fund Raising 
Counsel, 9

The American Freshman, 215
Anniversary appeals, 188
Annual dinner events: additional 

committees needed for, 128–130; 
cleanup planning, 129–130; day of 
the, 130–132; description of, 126–127; 
getting money ahead of time, 130; 
Master Committee for, 127–128, 129; 
post-event tasks, 132; recruiting 
volunteers, 128

Annual fund drive: description of, 27; 
matching fundraising strategies to, 
27–29

Annual funding: description, 339; drives 
for, 27–29

Appalachian Community Fund, 62–63
Association of Fundraising Professionals, 

400, 425
“Assume good intent,” 427, 429
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B
Baby Boomers, 215
Beliefs, and values: identifying prospects, 

84–86; mission statement expression 
of a nonprofi t’s, 40–43, 48

Benefi ts program, 178–180
Bequest types: bequest of a percentage, 

299; bequest of residue, 299; 
contingent bequest, 299; designated 
bequest, 300; general bequest, 299; 
income only to be used, 300

Bequests: as simple form of legacy giving, 
298; wording and types of, 298–300

Blacetti, Judy, 175
Board member problems: board avoids 

making decisions, 59; decisions are 
made and then forgotten, 59–60; free 
riders among members, 60; lack of 
accountability for behavior, 61–63; 
members feel overworked, 58–59; 
moving past, 63; power sharing issues, 
60–61; too many expectations of 
members, 58

Board member recruitment: assessing 
board needs for, 63, 65–66; Current 
Board Evaluation used for, 64; 
orientation of new members, 67–68; 
process of, 66–67

Board of directors: advisory boards 
working with, 68–70; authorization 
and endowment policies by, 323–326; 
common problems and solutions for, 
57–63; fi scal accountability of, 51; 
fundraising role of the, 55–57; 
purpose and functions of the, 50–51; 
recruiting and involving new 
members, 63–68; responsibilities of 
the, 50, 51–52; statement of 
agreement, 53–55; structure and size 
of the, 52; time and money 

contributions by, 56–57; using 
volunteers to augment work by, 71. 
See also Meetings

Boston College, 13
BREs (business reply envelopes), 174–175
Brochures: direct mail enclosure, 177; 

major gift solicitation, 286
Budget development: estimate expenses 

and income separately, 434–438; meet, 
compare, negotiate, 438–443

Budgets: case statement on, 47, 48; 
Community Arts Initiative, 440–441; 
developing, 433–443; fi nancial needs 
considered in, 27–34; fi nancial 
statement, 47, 48; fi scal accountability 
of the board and, 51; importance of, 
431–432; North Fork Watershed 
Protection, 441–442; ongoing 
monitoring of, 443; special event, 113, 
114. See also Financial problems; 
Fundraising plans

Bush, George W., 19

C
Calendars: avoiding having both home 

and work, 376; effective use of “year-
at-a-glance,” 374–376, 445–446; 
fundraising plan on, 445–446

The Canadian Nonprofi t and Voluntary 
Sector (Hall and others), 8

Canvass director, 238
Canvass fi eld managers, 238
Canvass preparation: checking laws and 

ordinances, 236–237; organizing staff 
and volunteers, 238–239; studying the 
demographics, 237–238

Canvass support person, 238
Canvassers: materials to be used by, 239; 

recruiting and training the, 238–239; 
typical work day of, 239–240; 
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volunteer and paid staff as, 233–234, 
238–239

Canvassing: advantages and disadvantages 
of, 234; canvasser’s work day, 239–240; 
common street, 233; description of, 
233; door-to-door, 233; four elements 
needed for, 235–236; retaining donors 
acquired through, 240–242; setting up, 
236–239; volunteer and paid staff roles 
in, 233–234

Capital Campaign Gift Range Chart, 346
Capital campaign phases: launch phase, 

350–351; public phase, 351–352; quiet 
(or pre-campaign) phase, 348–350; 
wind-up phase, 352

Capital campaign tasks: accounting 
systems, 344; building-related costs, 
345; cost of staff time, 344; estimating 
costs, 343–344; fi nal approval, 347; 
fundraising materials, 344; gift range 
chart preparation, 345–347; offi ce 
extras, 344; preparing case statement 
for, 345; reviewing legal issues of 
donor records, 353; timing the 
campaign, 345

Capital campaigns: beginning, 343–347; 
best use of, 342–343; four phases of, 
347–352; issues to consider for, 339; 
organizational fi nancial needs to 
consider for, 29, 52, 339–340; post-
campaign tasks, 352–353; sample 
pledge agreement for, 351

Capital funding, 340
Capital needs: annual funding, 27–29, 

339; board of directors’ 
responsibilities to fi ll, 52; capital 
funding, 340; description of, 29; 
endowment funding, 340; fi nancial 
vehicles to provide income for, 
340–341

Case statement sections: fi nancial 
statement and a budget, 47, 48; 
fundraising plan, 46–47, 48; goals, 43, 
48; history, 44–46, 48; mission 
statement, 40–43, 48; objectives, 44, 
48; structure, 46, 48

Case statements: capital campaign, 345; 
description of, 39; developing the, 48; 
differences between strategic plan 
and, 47–48; major gifts campaign, 
310; sections and content of the, 
39–47, 48

Cash fl ow problems, 456
Center on Philanthropy Panel Study 

(COPPS) [Indiana University], 13
Center on Wealth and Philanthropy 

(Boston College), 13
Charity: defi nition of, 7; language roots 

and meaning of, 8
“Charity muggers,” 234
Christmas appeals, 188
Chronicle of Philanthropy, 401
“Chuggers,” 234
Clinton, Kate, 77
Coalition for the Medical Rights of 

Women, 496–497
Coalition fundraising: evaluate any 

problems in, 476–478; example of 
local arts coalition’s approach to, 479–
481; issues to consider for, 475–476; 
some solutions for improving, 
478–479

“Code of Ethics” (AFP), 425
Cold lists, 155, 159
Columbus Day appeals, 187
Community Arts Initiative, 440–441
Community benefi t organizations 

(CBOs), 7
Comparative Perspective (Hall and 

others), 8
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502 Index

Confessions of a Board Member 
(Mathiasen), 63

Confi dential donor records, 385
Consultants: challenges of fi nding good, 

407–408; description and functions 
of, 406; fundraising tasks by, 408–409; 
how to choose, 409–411; paying, 411–
412; realistic expectations for work by, 
412; three characteristics of work by, 
407; what they don’t do, 409

Contact. See Prospect contact
Contingent bequest, 299
Corporation funding: comparing 

foundation and, 16–17; myth of, 9–10
Costs. See Expenses
Council for the Advancement and 

Support of Education, 400
“Creating a Fundraising Plan” (Roth), 

451
Credit card donations, 259
Current Board Evaluation, 64
Cygnus Research, 393

D
Defensiveness: constructive handling of 

executive directors, 422–423; 
defi nition of, 421; NIMF (Nothing Is 
My Fault), 423

Defi cit spending, 456–457
Designated bequest, 300
Development directors: assessing 

fundraiser problems before hiring, 
398–399; executive director 
working relationship with, 
417–423; fundraising tasks of, 
397; how to hire capable, 
401–404; paying the, 399–401; 
role of, 395–397; sample job 
description of, 402–404. See also 
Fundraising

Development staff: anxiety and turnover 
by, 413–416; coach, 407; consultant, 
406, 407–412; high turnover of, 
393–394; hiring development director, 
395–404; mentor, 406; situations that 
require, 405–406; trainer, 506. See also 
Staff

Development staff stress management: 
detach from results of your work, 
414–415; keep your priorities clear, 
414; recognize external forces beyond 
your control, 415; recruit volunteers 
and delegate, 413; take care of 
yourself, 415–416

Direct mail: acquisition cost of, 150; 
acquisition function of, 149–150, 152; 
advantages of, 149; appealing to 
current donors, 185–186; benefi ts and 
premiums included in, 178–181; 
developing lists for, 155–161; 
evaluating your appeal, 189–191; 
handling responses to your, 189; 
history of use of, 147, 148; logistics of, 
163–191; phoning after, 209–210; 
retention function of, 150–151; 
seeking renewal gifts through, 181–185; 
using smaller-scale, 153–154; tallying 
up responses to, 190; types of appeals 
included in, 186–189; understanding 
psychology of, 147–148; upgrade 
function of, 151

Direct mail appeal package: carrier 
(outside) envelope, 163–164; 
description of, 163; getting personal 
through, 164–165; the letter, 
principles of writing, 166–172; other 
enclosures in the, 175–177; putting 
together the, 177–178; reply device, 
172–174, 182–183; return envelope, 
174–175; suggestions for drawing 
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attention to, 165; “teaser copy” used 
in, 166; timing for sending the, 178; 
using common sense when designing, 
165–166

Direct mail enclosures: brochure, 177; 
fact sheet, 176–177; internal 
memorandum, 176; lift note, 175–
176; newspaper article, 176

Direct mail letters: closing paragraph of, 
171; the length of, 170; opening 
paragraph of, 169–170; order in 
which they are read, 168; principles of 
writing, 167–168; P.S. (postscript), 
168; rest of, 171–172; things to 
consider for, 166–167. See also Letters

Direct mail lists: cold, 155, 159; 
discarding old, 161; dos and don’ts of 
sharing, 159–161; legacy giving, 303; 
renting and trading, 158–159; types 
of, 155–158. See also Donor records

Dirty money problem: amount of money 
issue of, 497–498; bad publicity and 
loss donations related to, 497, 498; 
Coalition for the Medical Rights of 
Women’s approach to, 496–497; 
description of the, 495; letting go 
solution to, 496; “vomit test” for, 497

Diversifying sources, as key principle of 
fundraising, 21–22

Do Not Call Act (2003), 193
“Donate Now” icon (Web site), 217, 231
Donor acquisition: canvassing for, 233–

242; cost of, 150, 152; direct mail for, 
147–161, 163–191; online fundraising 
program, 213–224; opportunistic 
fundraising for, 243–260; phone-a-
thons for, 194–209; smaller-scale 
direct mail for, 153–154; special 
events used for, 103–109. See also 
Fundraising strategies

Donor base: importance of building, 
73–74; personal solicitation to build, 
83–102

Donor database: purchasing a, 380–381; 
six functions of, 379–380; specifi c 
information kept in, 381–383

Donor giving: legacy form of, 295–305; 
major gift form of, 279–292; matching 
organizational needs to, 34; monthly 
donor pledge programs for, 271–278; 
renewal gifts form of, 181–185

Donor records: action plans as part of, 
377–378; confi dentiality of, 385; 
donor database, 379–383; importance 
of keeping, 383–384; keeping up to 
date, 385–386; security and backups 
for, 386. See also Direct mail lists

Donor renewal, direct mail function 
of, 151

Donor retention: from canvassing, 
240–242; description of strategies for, 
35; direct mail function of, 150–151; 
keeping in touch with major donors, 
287–289; renewing major donor gifts, 
289–291. See also Retention strategies

Donors: attention to structure section by 
sophisticated, 46; direct mail appeals 
to current, 185–186; fundraising plans 
for your, 446–447; “Gina Generous” 
scenario on developing, 30–33; 
individual giving by, 17–20; keeping 
action plans on, 377–378; legacy, 
295–305; major gift, 279–292; 
managing information on, 367; 
monthly donor pledge programs for, 
271–278; organization goals for, 
33–34; rates of retaining, 29; renewal 
gifts of, 181–185; segmenting, 265–
270. See also Giving contributions; 
Prospective donors; Thank you notes
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Dubay, Kristen, 470
Dying intestate, 396

E
E-mail fundraising: building an e-list for, 

219; e-appeals, 221–224; e-newsletter, 
219–220

E-mails: caution against information 
management using, 369; fundraising 
using, 219–224; house party e-vite, 
122; keeping in touch with major gift 
donors with, 289; prospects contacted 
through, 93–94; rural community 
issues related to, 465; thank you to 
donors using, 259; as time sink, 
372–373; voluntary fees for services 
delivered by, 231–232

E-newsletters: legacy gift program 
information in, 302–303; as 
online fundraising strategy, 
219–220; segmenting donors 
facilitating, 269

Eastern Countries Native Plant Society, 
35–36

Embezzlement, 457–458
empty tomb, inc., 13
Enclosures: direct mail appeal, 175–177; 

phone-a-thon letter, 199–201
End-of-year appeals, 186
Endowment Campaign Gift Range 

Chart, 331
Endowment campaign steps: step 1: set a 

goal, 329–331; step 2: create the gift 
range chart, 331–332; step 3: create 
the timeline, 332; step 4: form a 
solicitation team, 332–334; step 5: 
compile and organize list of prospects, 
334–336; step 6: solicit the gifts, 
336–337

Endowment funding, 340

Endowment (or reserve fund): benefi ts 
of, 320; board authorization and 
policies for, 323–326; checklist for 
organizational readiness for, 327; 
considerations for setting up, 
322–323, 328; description of, 
30, 319–320; disadvantages of, 
321–322; French laws on, 322; 
“Gina Generous” scenario 
on, 30–33

Endowment policies: gift acceptance, 
325–326; invasion, 324; investment, 
326; setting use of, 323–324

Envelopes: BREs (business reply 
envelopes), 174–175; direct mail 
carrier (outside), 163–164; direct mail 
return, 174–175; major gift campaign 
stationery and, 310–311. See also 
Letters

Estate gifts. See Legacy donors
Ethical dilemma examples: being asked 

to be a spy, 426–427, 428–429; good 
endings for, 428–429; more diffi cult 
endings for, 429–430; question of 
when to tell “the truth,” 426, 428; 
religious behavior as condition of gift, 
427, 429

Ethical dilemmas: “assume good intent,” 
427, 429; clean versus dirty money, 
495–498; “Code of Ethics” (AFP), 425; 
three examples of good and diffi cult 
endings of, 426–430; three tools for 
resolving, 427–428

Evaluations: direct mail appeal, 189–191; 
house party, 126; raffl e, 138; Special 
Event Evaluation Form, 118

Executive directors: barriers to 
productive relationships with, 
417–420; dealing with defensiveness 
of, 421–423; description of, 417; 
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development director working 
relationship with, 417–421

Expenses: capital campaign, 343–345; 
estimating, 434–435; of fundraising in 
rural communities, 465; matching 
income and projected, 440; projecting 
income to cover, 435, 437–438, 439; 
sample expense projections, 436

F
Face-to-face opportunity fundraising, 

247
Face-to-face prospect meeting: etiquette 

issues of, 98–99; following-up after 
the, 101–102; prospect’s possible 
responses during, 99–101; rural 
community fundraising and, 473–474; 
tips for preparing for, 97–98

Facebook, 384
Fact sheet enclosure, 176–177
Faith-Based and Neighborhood 

Partnerships, 19
“Famous people”: direct mail appeals, 

188; phone-a-thons promotion by, 
206

Feasibility studies: description of, 355; 
increasing your chance of success 
with, 359; the information provided 
by, 358; making the decision to 
conduct or not to conduct, 356–358; 
who conducts the, 355–356

Financial mismanagement, 457–458
Financial needs: annual, 27–29, 339; 

capital, 27–29, 52, 339–341; 
endowment and reserve funds, 30–33; 
matching donor giving to, 34

Financial problems: accounting errors, 
mismanagement, or embezzlement, 
457–458; cash fl ow, 456; defi cit 
spending, 456–457; keeping calm 

when facing, 455. See also Budgets; 
Fundraising challenges

Financial statement, 47, 48
Fiscal accountability, 51
501(c)(3) status: description of, 8, 22, 

49–50; “one-third rule” and risk of 
losing, 22

Foundation Center, 13
Foundation funding: comparing 

corporation and, 16–17; myth of, 
9–10; realities of, 15–16

Franklin, Ben, 298
Franklin Institute, 298
Friends of the Library, 467–468
Friends of Progress, 149–150
Funding Domestic Violence and Sexual 

Assault Programs in North Carolina 
(Dubay and Rosch), 470

Fundraising: board of directors’ role in, 
55–57; budgeting for, 47, 48, 113, 114, 
431–443; for a coalition, 475–481; 
ethical dilemmas common to, 425–
430, 495–498; foundation and 
corporation giving myth of, 9–10; for 
new nonprofi t organizations, 491–
493; paid staff role in, 57; in rural 
communities, 463–474; understanding 
that anyone can do, 25–26; when 
everyone is a volunteer in, 483–489. 
See also Development directors; 
Money; Nongovernmental 
organizations (NGOs)

Fundraising barriers: fear of asking for 
money, 76–80; fear of consequences 
of “asking a friend for money,” 81; 
fear that “the person will say no,” 
80–81; quid pro quo fear, 81–82

Fundraising challenges: clean versus dirty 
money, 495–498; fundraising for a 
coalition, 475–481; identifying any 
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Fundraising challenges (Continued)
real and serious, 460–461; mistakes in 
identifying nonprofi t’s, 460; of new 
nonprofi t organizations, 491–493; of 
raising money in rural communities, 
463–474; when everyone is a 
volunteer, 483–489. See also Financial 
problems

Fundraising events: adbooks, 138–145; 
annual dinner, 126–132; house party, 
119–126; phone-a-thon, 194–209; 
raffl es, 132–138; special events, 
103–118

Fundraising management: managing 
donor data, 379–386; managing your 
information component of, 365–369; 
offi ce issues of, 363–364; time 
management component of, 371–378. 
See also Volunteer management

Fundraising offi ce, 363–364
Fundraising plan development: step 1: set 

a goal, 445; step 2: include certain 
details in each income strategy, 
445–446; step 3: plot out plans for 
individual donors, 446–447; step 4: 
match numbers of donors to 
strategies, 447; step 5: write out the 
timeline of tasks, 447

Fundraising plans: Affordable Housing 
for Working People case study on, 
450–453; case statement section on, 
46–47, 48; creating, 445–453; 
developing a budget role in, 433–443; 
importance of, 431–432; People’s 
Theater case study on, 447–450. See 
also Budgets

Fundraising principles: diversifying 
sources, 21–22; understanding that 
anyone can fundraise, 25–26; 
understanding why people give, 22–24

Fundraising strategies: available in rural 
communities, 470–474; getting 
comfortable asking for money, 75–82, 
280; matching fi nancial needs with, 
27–37; organizational importance of 
having, 1–2; organizational learning 
to correctly use, 35–36; personal 
solicitation of prospects, 83–102; 
religious organizations’ successful, 
19–20; retention of donors, 35, 
150–151, 240–242, 287–291; working 
smarter at, 37. See also Acquisition 
strategies; Large-scale fundraising; 
Upgrading strategies

G
Garlic Festival (Gilroy, CA), 469
Gates, Bill, 13
Gaywill.com, 302
General bequest, 299
GIFT (grassroots-fundraising.org), 401
Gift Pyramid, 282
Gift Range Charts: calculating a major 

gift, 282; Capital Campaign Gift 
Range Chart, 345–347; Endowment 
Campaign Gift Range Chart, 331; 
major gift prospective donors, 284

Gifts of assets, 340
Gifts of income, 340
Giving and Volunteering in the USA, 13
Giving contributions: challenges of 

collecting data on, 10–13; corporate 
funding share of, 16–17; foundation 
funding share of, 15–16; myths of 
foundation and corporate, 9–10; 
power of individual, 17–20; sources of 
2009, 10; uses of 2009, 18

Giving motivation: understanding 
individual, 22–23; understanding 
multiple reasons for, 23–24
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Giving USA: annual funding reports by, 
9; itemized tax returns data reported 
by, 11, 12; reporting on consistent 
pattern of gift uses, 18

Global Civil Society: Dimensions of the 
Nonprofi t Sector (Salomon and 
others), 8

Goal statement section, 43, 48
Goals: case statement section on, 43, 48; 

differences between objectives and, 
44; endowment campaign, 329–331; 
fundraising plan, 445; hints on 
writing, 43; major gift campaign, 
308–309; major gift programs, 280–
281. See also Objectives

Government funding programs, 9
Grassroots Fundraising Journal, 3, 

308, 451
Guidestar Web site, 8

H
Haiti earthquake relief (2010), 193–194
Hall, M., 8
Handwritten thank you notes: 

suggestions for writing, 255; valuable 
lesson on power of, 251–252

Hanukkah appeals, 188
Higher Education Research Institute 

(UCLA), 215
History section: description of, 44–45, 

48; hints on writing the, 45–46
Ho, Mimi, 389
Holiday appeals, 187–188
Holiday cards to major donors, 287
Honorary annual dinner committee, 128
Hot lists, 155, 155–157
House party: choreographing the, 123–

124; evaluation and follow-up to, 126; 
fi nding the host, 120–121; how to put 
on a, 119–120; the invitation to a, 122; 

planning around the pitch, 124–126; 
whom to invite, 121–122

How Five Trends Will Reshape the Social 
Sector (La Piana and Associates), 224

“How to Raise $50,000 in Six Weeks” 
(Klein), 308

Humane Society, 227

I
Idealist (publication), 401
ImagineCanada.ca, 8
Income: matching expense projections 

and, 440; projecting, 435, 437–438, 
439; projecting expenses to cover, 
434–435, 436

Income only to be used bequest, 300
Independent Sector, 13
Indiana University, 13
Individual giving: recipients of, 18; to 

religious organizations, 19–20; 
understanding the power of, 17–20

Information management: identifying 
needed information, 366–367; 
keeping track of needed information, 
367–368; required for fundraising, 
365–366; using Post-It system 
for, 369; your fi ling system, 
368–369. See also Time 
management

Insurance legacy gifts, 300–301
Internal memorandum enclosure, 176
Internal Revenue Service (IRS): 

managing information needed for, 
367; nonprofi t 501(c)(3) status under, 
8, 22, 49–50; tax return data on giving 
reported by, 11, 12–13. See also Legal 
issues; Tax issues

Invitations: house party, 122; house party 
e-vite, 122

IRA legacy gifts, 301, 303
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J
James 4:2 (English Standard Version), 77
James Irvine Foundation, 224

K
Klein, Kim, 308

L
La Piana and Associates, 224
Labor Day appeals, 187
Large-scale fundraising: capital 

campaigns, 339–353; conducting 
feasibility studies for, 355–359; 
endowment campaigns, 329–337; 
issues to consider for, 317–318; setting 
up an endowment, 30–33, 319–328. 
See also Fundraising strategies

Le Guin, Ursula, 79
Leave a Legacy, 302
Legacy donors: gifts from insurance and 

retirement funds, 300–301; 
introducing your legacy giving 
program to, 301–305; making a 
bequest, 298–300; preparing to talk 
about legacy giving, 295; speaking to 
them about making a will, 295–298

Legacy giving mailing list, 303
Legacy giving programs: capital income 

through, 340–341; description and 
benefi ts of, 293; forms of legacy gifts, 
298–301; getting ready to develop, 
294–295; introducing programs to 
donors, 301–305; legal issues related 
to wills and estates, 295–297; 
preparing to talk to donors about, 295

Legacy giving promotion: holding a 
seminar, 304; legacy giving mailing 
list for, 303; strategies for, 301–303; 
working collaboratively for, 304–305

Legacy society, 303

Legal issues: canvassing, 236–237; history 
of French laws on endowments, 322; 
nonprofi t sector obligations, 8–9; 
reviewing capital campaign donor 
records, 353; voluntary service fees, 
228–229; wills and dying intestate, 
295–296. See also Internal Revenue 
Service (IRS)

Letters: holiday cards, 287; keeping in 
touch with major gift donors, 
287–289; phon-a-thon, 199–201, 205; 
for prospect contact, 93–94; for 
renewing major donor gifts, 289–291; 
thank you notes, 126, 251–260. See 
also Direct mail letters; Envelopes

Life insurance legacy gifts, 300–301
Life note, 175–176
LinkedIn, 384
Liquor license, 115

M
Mailing lists. See Direct mail lists
Major Donor Campaign Prospect 

Tracking Form, 313
Major donors: how to renew, 289–291; 

keeping in touch with, 287–289; 
materials for soliciting, 284–286; 
recognizing and incorporating 
into fundraising, 315–316; sending 
annual report with personal note to, 
287–288; sending holiday cards to, 
287

Major gift renewals: gifts of $1,000 or 
more, 290; gifts of $500 to $999, 290; 
gifts of $250 to $499, 289; strategies 
for, 289–291

Major gift solicitation materials: benefi t 
used as incentive, 284–286; descriptive 
(pamphlets, brochures), 286; staff and 
volunteer solicitors, 286
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Major gifts campaign steps: step 1: set a 
goal, 308–309; step 2: prepare 
supporting materials, 309–311; step 3: 
identify and train solicitors, 311–312; 
step 4: identify prospects, 312–313; 
step 5: assign prospects and solicit 
gifts, 313–314; step 6: kick off the 
campaign with a special event, 314; 
step 7: hold regular reporting 
meetings, 314–315; step 8: celebrate 
end of campaign with special event, 
315; step 9: recognize and incorporate 
donors into ongoing fundraising, 
315–316

Major gifts campaigns: “campaigner’s 
notebook” used for, 311; case 
statement for, 310; issues to consider 
for, 307; materials supporting, 
309–310; pledge card reply device for, 
310; prospect donors during, 
312–314; steps for launching, 
307–316; volunteer solicitors, 
311–312, 314–315

Major gifts programs: apportionment 
of gifts, 282–283; fi rst-year challenges 
of, 292; getting over the fear of 
asking, 280; Gift Range Chart 
or Gift Pyramid, 282; how many 
people to ask, 283–284; issues to 
consider for, 279; keeping in touch 
with major donors, 287–289; 
materials for major gift solicitation, 
284–286; renewing major donor 
gifts, 289–291; setting a goal for, 
280–281

Master Prospect List form, 88–89
Mathiasen, Karl, 63
Meetings: avoiding scheduling too many 

meetings, 377; face-to-face prospect, 
97–102, 473–474; skipping 

unnecessary, 376–377. See also Board 
of directors

Member’s appeal, 188
Millennial Generation, 215
Mismanagement of funds, 457–458
Mission statement: description of, 40–41, 

48; hints on writing, 41–42, 43; 
organizational impact of, 42–43

Money: annual dinner event payments, 
130; board members’ contribution 
of time and, 56–57; clean versus 
dirty, 495–498; getting comfortable 
with asking for, 75–82; getting over 
the fear of asking for, 280; required 
for special events upfront, 108; as 
taboo subject, 76–78; why we’re 
afraid to ask for, 76–80. See also 
Fundraising

Monthly donor pledge programs: 
advantages of setting up, 271–272; 
collecting donations from, 275–276; 
introducing, 273; marketing, 273–275; 
sample pledge reminder form, 277; 
tracking pledges, 276–278; two don’ts 
of, 278

Motivation. See Giving motivation

N
Names of Friends Reply Form, 156
National Association of Hospital 

Developers, 400
National Center for Charitable Statistics, 

13
New nonprofi t organizations: identifying 

potential donors to, 492; special 
challenges facing, 491–493

New Year’s appeal, 187
Newspaper article enclosure, 176
NewTithing Group, 13
NIMF (Nothing Is My Fault), 423
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Nongovernmental organizations (NGOs): 
accountability of, 46, 51, 61–63, 
485–486; board of directors of, 50–68; 
description of, 7; Do Not Call Act 
exemption from, 193; entirely run by 
volunteers, 483–489; establishing 
voluntary fees for services, 225–232; 
fi nancial needs of, 27–37; 501(c)(3) 
status of, 8, 22, 49–50; fundraising 
offi ce of, 363–364; healthy society role 
of, 49; international laws governing, 
49; three goals for every donor, 33–34; 
U.S. laws governing, 49–51; Web sites 
of, 216–219, 302, 473. See also 
Fundraising

Nonprofi t programs: benefi ts, 178–180; 
legacy giving (or planned giving) for, 
293–305; major gifts, 279–292; 
monthly donor programs, 271–278; 
online fundraising, 213–224; 
voluntary service fees for, 225–232

Nonprofi t sector: defi nition of, 7; Do Not 
Call Act exemption from, 193; 
government, legal, and ethical 
obligations of, 8–9; international size 
of, 8; public sector funding of, 9; 
sources of contributions (2009), 10

Nonprofi t stories: board member 
accountability, 62–63; canvassers who 
build a relationship, 241; Community 
Arts Initiative’s budget, 440–441; of 
getting over fear of asking for money, 
280; “Gina Generous” donor 
development, 30–33; of how they 
learned to use strategy correctly, 
35–36; of importance of a will, 297; 
local arts coalition rethinking its 
fundraising, 479–481; North Fork 
Watershed Protection’s budget, 
441–442; PTA one-woman show (and 

back), 487–489; of value of political 
consistency, 106–107

North Fork Watershed Protection, 
441–442

O
Objectives: description of, 44, 48; 

differences between goal and, 44; 
SMART, 44. See also Goals

One More Change (OMC), 225–226, 227
“One-third rule,” 22
Online fundraising programs: advantages 

of, 213–214; the audience for, 
215–216; technological requirements 
for, 214

Opportunistic fundraising: examples of 
successful, 243–244; fi nding your own 
opportunities for, 246–249; scenario 
of an organization’s week in, 244–246

Opportunistic fundraising opportunities: 
additional examples of, 248–249; 
communicating with people, 246; 
face-to-face communication, 247; 
publications, 247–248; voice mail, 247

Organizations. See Nongovernmental 
organizations (NGOs); Religious 
organizations

Orientation: of new board members, 
67–68; volunteer nonprofi ts 
accountability created through, 
485–486

Outer Banks Hotline Crisis Intervention 
and Prevention Center (North 
Carolina), 470

P
Pamphlets (major gift), 286
Parking (special event), 116
People’s Theater: background 

information on, 447–449; fall 
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campaign planning by, 450; spring 
campaign planning by, 449–450

Personal solicitation logistics: 
approaching the prospect, 92–93; ask 
a prospect, 83–87; e-mail or letter 
contact, 93–94; face-to-face, 97–102; 
phone call contact, 95–97; steps in 
creating a prospect list, 87–92

Philadelphia Foundation, 298
Philanthropy: defi nition of, 7–8; funding 

myths of, 9–10; funding realities of, 
15–16

Phone call contact: issues to consider 
for, 95; when you do reach the 
prospect, 96–97; when you don’t 
reach prospect, 95–96

Phone-a-thon letters: to people with 
questions about nonprofi ts, 200–201; 
for people who say yes to donating, 
199; as a reminder of your pledge, 
205; “sorry we missed you,” 199–200

Phone-a-thon steps: step 1: prepare the 
list, 195–196; step 2: create way to 
record results of calls, 196–197; step 3: 
set date for phone-a-thon, 197; step 4: 
write a script, 197–198; step 5: 
prepare three letters and appropriate 
enclosures, 199–201; step 6: determine 
number of phones and volunteers, 
201–202; step 7: fi nd a place, 202; step 
8: recruit volunteers, 202

Phone-a-thons: description and 
advantages of, 194–195; “famous 
people” promotion of, 206; getting 
publicity for your, 205–206; on the 
night of the, 203–204; preparation 
steps for, 195–202; recruiting and 
training volunteers, 201–202, 202–
203, 207–209; tasks for after, 204–205. 
See also Telephone fundraising

Planned giving. See Legacy giving
Playboy Corporation, 496–497
Pledge card reply device, 310
Pledge programs: advantages of setting 

up monthly, 271–272; collecting 
donations from monthly, 275–276; 
introducing monthly, 273; marketing 
monthly, 273–275; sample pledge 
reminder form for monthly, 277; 
tracking pledges from monthly, 276–
278; two don’ts of monthly, 278

Pledging: capital campaign pledge 
agreement form, 351; monthly donor 
programs for, 271–278; two different 
meanings of, 271

Premiums, 180–181
Programs. See Nonprofi t programs
Prospect contact: deciding method of, 

92–93; direct mail, 147–161; e-mail, 
93, 122; face-to-face, 97–102; 
identifying any contact of prospect 
with organization, 84; letter, 93–94; 
phone call, 95–97

Prospect Identifi cation List form, 88, 
90–92

Prospect list: creating the, 87–92; Master 
Prospect List form, 88–89; Prospect 
Identifi cation List form, 88, 90–92; 
Prospect Record form, 91

Prospect Record form, 91
Prospective donors: ability to give, 86–87; 

approaching capital campaign, 349–
350; audience for online strategies, 
215–216; beliefs and values of, 84–86; 
contact with, 84, 92–102; endowment 
campaign solicitation of, 332–337; 
invited to house party, 121–122; issues 
of consideration related to, 83–84; 
keeping action plans on, 377–378; 
legacy, 295–305; major gift campaign,
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Prospective donors (Continued)
312–314; Major Gift Range Chart, 
284; phone-a-thons used to solicit, 
207–209; in rural communities, 468–
470; “shadow question” asked by, 100–
101; solicitation of major gifts from, 
284–286; who attend special events, 
104–105. See also Donors

P.S. (postscript), 168
PTA one-woman show (and back) story, 

487–489
Public sector funding, 9
Publications, opportunistic fundraising 

using, 247–248
Publicity: annual dinner event committee 

for, 128; phone-a-thons, 205–206

Q
Quatmann, Vicki, 62–63
QuickBooks, 443

R
Raffl es: advantages of holding, 132–133; 

getting the tickets, 134–136; getting 
volunteers for, 134; holding the 
drawing, 138; organizing, 133–134; 
selling tickets for, 136–137; sending 
out prizes, thank yous, and evaluating, 
138; setting up the drawings for, 137; 
wrapping up, 137–138

Ramp Festivals, 469
Reality Check: How Grassroots 

Environmental Groups Are (or Are 
Not) Raising Money On-Line 
(Robinson), 224

Red Cross Haiti earthquake relief (2010), 
194

Reliable Fundraising in Unreliable Times 
(Klein), 458, 460

Religious organizations: individual giving 
to, 19–20; percentage of giving to, 14; 

successful fundraising strategies by, 
19–20

Renewal gift donors: categories of, 181; 
major gift, 289–291; phoning to 
contact, 210–211; reply device 
designed for, 182; using direct mail to 
solicit, 181–185

Renting mailing lists, 158–159
Reply device: direct mail, 172–174; major 

gift pledge card included in, 310; 
psychology of the, 172–173; for 
renewal gift donors, 182

Reserve fund. See Endowment (or reserve 
fund)

Retention strategies: description of, 35; 
direct mail functioning as, 150–151; 
following a canvass, 240–242; keeping 
in touch with major donors, 287–289; 
renewing major donor gifts, 289–291. 
See also Donor retention; Thank you 
notes

Retirement plan legacy gifts, 301
Return envelope (direct mail), 174–175
Robinson, Andy, 224
Rosch, Joel, 470
Roth, Stephanie, 389, 451
Rural communities: fundraising 

challenges specifi c to, 464–466; 
fundraising strategies available in, 
470–474; many defi nitions of “rural” 
and, 463–464; personal solicitation in, 
473–475; prospective donors in, 468–
470; understanding the characteristics 
of, 466–468

S
Salomon, L., 8
Seasonal appeals, 186–187
Segmenting donor criteria: frequency of 

donation, 266–267; longevity of 
giving, 266; size of donation, 266
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Segmenting donors: benefi ts of, 267–268; 
criteria for, 266–267; to facilitate 
staying in touch with donors, 
268–270; understanding your donors 
by, 265–267

Service fees. See Voluntary service fees
“Shadow question,” 100–101
Shakespeare Festival (Ashland, OR), 469
Sharing mailing lists, 159–161
SMART objectives, 44
Social networking: Facebook, 384; 

LinkedIn, 384. See also Web 2.0/Web 
sites

Special circumstances. See Fundraising 
challenges

Special event committees: creating, 111–
112; developing a timeline, 114–115; 
Master Task List for, 112–113, 114; 
preparing a budget, 113, 114

Special Event Evaluation Form, 118
Special event planning: checklist of 

commonly forgotten items for, 
115–117; committee tasks for, 112–115; 
creating a committee for, 111–112; 
evaluation step in, 117–118

Special events: consistency, judgment, 
and appropriateness of, 106–107; 
criteria to consider when choosing, 
105–106; front money required for, 
108; major gifts campaign, 314, 315; 
organization image refl ected by, 107–
108; planning, 111–118; and 
repeatability, timing, and the big 
picture, 109; rural community and, 
471–473; three goals of, 103–104; 
types of people who attend, 104–105; 
volunteer energy required for, 108

Sponsorship (or underwriting) 
committee, 129

Staff: board of directors’ responsibilities 
for, 52; canvassing done by, 233–234, 

238–239; capital campaign and cost 
of, 344; dividing volunteer work from 
work by, 390; executive director, 417–
423; fundraising roles of, 57; major 
gift solicitation by, 286; post-capital 
campaign celebration for, 352. See also 
Development staff

Standard and Poor’s, 13
Statement of agreement, 53–54
Stories. See Nonprofi t stories
Strategic plans: board of directors’ role 

in, 51; components and functions of, 
47–48; differences between case 
statement and, 47–48; SWOT test 
of, 47

Structure section: description of, 46, 48; 
key to accountability, 46

T
Tax issues: adbook rules, 139–140; rule 

on recording gifts, 384; rules on value 
of gift benefi ts, 285; tax return data 
on giving, 11, 12–13; UBIT (unrelated 
business income tax), 139–140; value 
of major gift benefi ts, 285. See also 
Internal Revenue Service (IRS)

“Teaser copy,” 166
“Technological natives,” 215
Telephone calls: after a mail appeal, 209–

210; opportunistic fundraising 
through, 247; thank you, 258–259; as 
time sink, 373; voluntary fees for 
services delivered by, 231–232

Telephone fundraising: Do Not Call Act 
(2003) impact on, 193; history and 
advantages of, 193–194; opportunistic, 
247; phoning after a mail appeal, 209–
210; phoning for renewals, 210–211; 
voluntary fees for phone-delivered 
services, 231–232. See also 
Phone-a-thons
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514 Index

Thank you note content: friendly form 
letter, 258; handwritten, 251–252, 255; 
non-handwritten, 255–258; 
salutations when fi rst name is 
unknown, 259–260

Thank you notes: common questions 
asked about, 259–260; to house party 
donors, 126; how to respond to 
donors who resist, 253–254; 
importance of prompt, 254; logistics 
and content of, 254–258; to major gift 
donors, 287; people like to be 
appreciated by, 253; thank you calls 
versus, 258–259; valuable lesson on 
power of, 251–252. See also Donors; 
Letters; Retention strategies

Thanksgiving Day appeals, 187
Time management: action plans for, 

377–378; avoid bemoaning your busy 
life, 376; avoid scheduling too many 
meetings, 377; calendars used for, 
374–376; everyday guidelines, 
371–372; every week guidelines, 
372–373; importance of effective, 371; 
skipping unnecessary meetings or 
conferences, 376–377; watching for 
time sinks, 372–374. See also 
Information management

Time sinks: catty co-workers as, 374; 
e-mail as, 372–373; people who drop 
by as, 374; phone calls as, 373

Timelines: adbooks, 142; capital 
campaign, 347; direct mail appeals, 
186–189; endowment campaign, 332; 
for fundraising plan tasks, 447; for 
sending direct mail appeal, 178; 
special event, 114–115

Timothy 6:10 (Inclusive New 
Testament), 77

Trading mailing lists, 158–159

U
UBIT (unrelated business income tax), 

139–140
UCLA’s Higher Education Research 

Institute, 215
United for a Fair Economy (UFE), 13
United States: collecting data on giving 

contributions in the, 10–13; rich-poor 
gap in the, 13; statistics on giving in 
the, 13–15

Upgrading strategies: building major gifts 
programs, 279–292; description of, 
35; importance of having 
organizational, 261–263; launching 
major gifts campaigns, 307–316; 
legacy giving (or planned giving), 
293–305; monthly donor pledge 
programs, 271–278; segmenting 
donors, 265–270. See also Acquisition 
strategies; Fundraising strategies

Urgent need appeal, 188–189

V
Valentine’s Day appeals, 187
Voice mail opportunistic fundraising, 247
Voluntary service fees: collecting for 

e-mail or phone services, 231–232; 
establishing willingness to pay for 
services, 226–227; introducing the 
process of collecting, 230–231; 
legal issues related to, 228–229; 
One More Chance (OMC), 
225–226, 227; setting, 229–230; 
willingness to pay for currently 
free services, 228; willingness 
to pay for professional information, 
227

Volunteer management: giving volunteers 
time off, 391; history of nonprofi t, 
387–388; inviting people to 
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participate, 388–389; matching 
volunteers to strategies they are 
comfortable using, 389–390; orienting 
volunteers to your fundraising 
program, 389; showing appreciation 
to volunteers, 390; understanding that 
perfection isn’t necessary, 390. See also 
Fundraising management

Volunteer nonprofi ts: effective 
orientation of new volunteers, 
485–486; fi nding volunteers for, 
486–487; PTA one-woman show (and 
back), 487–489; special challenges 
facing, 483–485

Volunteers: allowing time off to, 391; 
annual dinner events, 128; to augment 
board members’ work, 71; canvassing 
done by, 233–234, 238–239; dividing 
staff work from work done by, 390; 
fundraising issues when all are, 483–
489; major gift program solicitation 
by, 286; major gifts campaign 
solicitor, 311–312, 314–315; phone-a-
thon, 201–202, 203–204, 207–209; 
post-capital campaign celebration for, 
352; raffl e, 134; showing appreciation 
to volunteers, 390; special events and 
required energy of, 108; taking 
pressure off of staff by recruiting, 413; 
three different types of, 389–390

“Vomit test,” 497

W
Warm lists, 155, 157–158
Web 2.0/Web sites: building your 

organization, 216–218; “Donate 
Now” icon on, 217, 231; driving 
traffi c to your, 218–219; legacy 
gift program information on 
your, 302; logo design on your, 
217–218; rural community 
fundraising using, 473. See also Social 
networking

Wheelchair availability for 
events, 116

White Elephant Shop (Sitka, 
Alaska), 470

Wills: estate gifts through, 340–341; 
importance of having, 295–296, 
297; legal issues of dying without 
(“dying intestate”), 296; motivating 
donors to make, 296–297; service 
campaigns encouraging people to 
make, 302–303

Winter holiday appeals, 188
Winter Solstice appeals, 188
World Social Forum, 342

Y
“Year-at-a-glance” calendars: 

fundraising plan and use of, 
445–446; time management through, 
374–376
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