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Index

A

AARFC Trust, 45

“ABCs of Donor Recognition,”
168-169

ACGA. See American Coouncil on
Gift Annuities (ACGA)

Acquisition mailings, 55-56

Advisory boards, 25-26; an<
responsibilities of advi:osy
council members, 26

AFP. See Association of Fundraising
Professionals (AFP)

Alexander Haas Martin & Part-
ners, 102

American Council on Gift Annu-
ities (ACGA), 127

Annual campaigns: and base
donation, 50; changing time
of, 52-53; components and
solicitation methods, 41-42;
and comprehensive ask, 48;
difference between annual
fund and, 40-41; and direct
mail efforts, 45-46; and dual
ask, 47-48; emphasizing criti-

cal need ', -'4; evaluation
chart, 21; ind goal for first
campaign, 43; and group
$olicitations, 48-49; materials
nceded for, 43; and multiyear
commitments, 49-50; overview,
39-40; in small rural commu-
nity, 46-47; and targeting indi-
viduals, 45; and training,
44-45; and upgrading, 50; vol-
unteer job description, 42; and
volunteers, 41-42

Annual fund, 40-41

Annual giving, in capital cam-
paigns, 106

Annuity amounts, 126-127

Anonymity, 174-175

APRA. See Association of Profes-
sional Researchers for
Advancement (APRA)

Association of Fundraising Profes-
sionals (AFP), 107-108

Association of Professional
Researchers for Advancement
(APRA), 30-31

Audits, board, 27

B

Base donations, 50

Boards: audits, 27; and develop-
ment director, 22; fundraising
presentation for, 21-22;
involvement in direct mail,
63-64; and key steps to form-
ing development committee,
22-23; leadership, 7-8; and
major gift program, 86-87;
and personal financial gifts,
20-21; retreats, 27; and roles
and responsibilities of trustees,
23; solicitation of, 21

Boston College Social Welfare
Research Institute, 116

Boys and Girls Clubs of
America, 5

Brochures, 57

California, 160
Call report, 92-93; sample form,
92-93
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Can Spam Act, 160161

Capital campaigns: and annual giv-
ing, 106; versus comprehensive
campaign, 98; counting planned
gifts in, 107-108; and difference
between case summary, case for
support, and case statement,
101-102; feasibility study,
100-101; and groundbreaking,
113; major pitfalls to avoid in,
106-107; model reporting guide-
lines, 108—112; overview, 96-97,;
and percentage of pledges paid,
112-113; and personal career,
107; preparation for, 97-98;
recruiting chair for, 103-104;
sample table of contents for plan
and budget for, 113-115; stalled,
104--106; and unpopular top
priority, 101; use of consultants
in, 98-100; and volunteer chair-
person job description, 105; and
writing case statement of case
for support, 102-103

CASE. See Council for Advancement
and Support of Education
(CASE)

Case statement, 101-102

Case summary, 101-102

Challenge gifts, 7

Charitable Contributions Substantiation
and Disclosure Requirements
(IRS Publication 1771), 80

Charitable gift annuity, 118-119

Charitable registration law., staf
160-161

Charitable remainder unitrust,
118-119

Charitable trusts, 133-134

Chronicle of Philanthropy, 84, 125

Community foundations, 133

Compliance Guide for 501 (c)(3) Tax-
Exempt Organizations (IRS Publi-
cation 4221), 80

Comprehensive ask, 48

Comprehensive campaign, capital
campaign versus, 98

Concept papers, 139-140

Connectivity matrix, 17-18, 31

Constituents, 101

Consultants, 27; and capital cam-

paign, 98-100
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Corporate fundraising: and
accountability standards for
corporate grant writer position,
152-153; and contacts,
150-151; enlisting, 144—145;
kinds of, 145-146; letters,
151-152; and matching gift
program, 147; overview,
143-144; researching, 148-149;
and sample in-kind solicitation
letter, 147; and solicitation of
in-kind gifts, 147; and tax cred-
its, 147148

Council for Advancement and
Support of Education (CASE),
107-108, 147

Cultivation events, 26-27

D

Deadlines, 94

Dean, H., 154

Deferred giving. See Planaed giving

Delaware, 160

Determining the Value ¢ Lonated Prop-
erty (IRS Pubiicat on 561), 80

Development cammittee: and
developn.ernt director, 22; job
desciipiion, 24; key steps to
{Grvning effective, 22-23

Direc: mail: average percentage of
replies to, 59; average rate of,
that is opened, 59-60; and
brochures, 57; and contents of
second letter, 58-59; difference
between acquisition mailings,
targeted mail and, 55-56;
efforts, 45—46; and good return
on second mailings, 63; and
industry standard for keeping
one-time donor on list, 61;
involvement of board members
in, 63-64; and lack of personal-
ization, 57-58; for moving
donors to higher levels of giv-
ing, 62; and number of letters
in package, 60; and selling list
to generate revenue, 64—65; tim-
ing of, 60; use of impact story
in, 58; use of, in building donor
base, 54-65; and where to buy
list of new names, 57

Index

Donors, 14; and budget, 62-63; good
return on second mailings to, 63;
major, 94-95; and presentation
of donor opportunities, 8; profil-
ing, 36-37; publishing names of,
174; recognition, 167-168,
174-176; thanking, 168-169;
time standard for keeping one-
time, on mailing list, 61; and use
of direct mail in building donor
base, 54-65; and use of mail for
higher levels of giving, 62

Dual ask, 47-48

E

Endo vnient: definition of, 120-121;
and documentation of inclusion
m will, 124-125; form of con-
tract for, 123; and guidelines for
developing endowment spend-
ing policies, 123-124; possible
objections to, 122-123; recom-
mended amount of, for non-
profit, 121-122; setting goal for,
121. See also Planned giving
E-newsletters, 162—163
e-Philanthropy Foundation, 160
Estate planning. See Planned giving
Ethics, 30-31

F

Federal Trade Commission (FTC),
161

flip CRUT (charitable remainder
unitrust), 119

Foundation Center, 133, 134

Foundation grants: and charitable
trusts, 133-134; and community
foundations, 132-133; and con-
cept papers, 139-140; and free
grant-writing services for non-
profits, 140; and letter of inquiry
versus proposal, 136; and operat-
ing foundations, 132-133;
overview, 131-132; and pro-
posal, 136-139; researching,
134-136; and travel costs, 142;
and use of keywords in asking
for support, 141-142; and volun-
teer grant proposal writers, 141



bindex.gxd

7/29/05

9:29 PM Page 189

Index

FTC. See Federal Trade Commis-
sion (FTC)

Fundraising, principles of, 5-9;
and board leadership, 7-8;
and challenge gifts, 7; and
face-to-face solicitations, 6;
and focus on individuals, 6-7;
and involvement, 7; and per-
sonalization of solicitations, 8;
and presentation of donor
opportunities, 8; and self-per-
ception of fundraiser, 180-181;
and sequential fundraising, 9;
and volunteers, 8

Fundraising, tools: connectivity
matrix, 17-18; and gift grid,
14-16; and Hierarchy of
Fundraising, 18; and prospect
research, 15; and range of gifts
table, 11

FundraisingINFO.com, 134

G

Gift grid, 14-16

Gift planning. See Planned giving

Gifts, range of, 11

Giving USA, 45, 143

Grant proposal, 136-139

Grantstation, 134

Grant-writing: and accountability
standards for corporate position
in, 152—-153; services for neix
profits, 140; volunteer,.!21.
See also Foundation grants

Groundbreaking, 113

Group dinners, 94

Group solicitations, 48-49

Guidestar, 134

H

Haas, B., 7

Hall, H., 84

Hard credit, 175

Harvard Business School, 154

Havens, J., 116

HEFR. See Hierarchy of Fundraising
(HFR)

Hierarchy of Fundraising (HFR),
15,17,85

High Museum of Art, 7
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IDC Phone/Mail program, 179

Impact story, 58

Individuals: focus on, 6-7; target-
ing, 45

Information management, 37-38

In-kind gifts, 146-147; and sample
in-kind solicitation letter, 146

Inquiry, letter of, 136

Internal Revenue Service (IRS),
79-80, 133

Internet, 154; and e-mail versus
direct mail, 161; laws impacting
fundraising efforts on, 160-161;
and need for website, 159162

Involvement, 7

K

Kevin Bacon theory, 31-32
Keywords, 141-142

L

Leadership, bharl, 7-8

Legace, M., 1.4

Letter«of inquiry, 136

Lists;, beying and selling, 57,
54-65, 160

Lanches, 94

M

Major gifts: and call reports, 92;
chairperson job description, 87;
definition of, 85-86; and events
to cultivate major donors,
94-95; and mailing deadlines,
94; marketing case for unre-
stricted, 90-91; officer assess-
ment, 91-92; overview, 84-85;
and premiums, 93; preparation
of vounteers for soliciting, 87;
program for, by small organiza-
tions, 86; role of volunteers and
board members in program for,
86-87; and sample call report
form, 92-93; strategy memo,
88-90

Matching gift programs, 147

Multiyear commitments, 49-50
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N

National Association of College
and University Business Offi-
cers, 123

National Association of Indepen-
dent Schools, 123-124

Neighborhood assistance programs
(NAPS), 148

Nevada, 160

o
Operating foundations, 132-133
P

Personal financial gifts, 2021

Personalization, 8, 56-58

Philanthropy 400 study (Chronicle of
Philanthropy), 84

Planned giving, 107-108; and
annuity amounts, 126-127;
beginning program for, 118;
and gifts of stock, 127-129;
justification for need of staff
member for, 125-126; key
instruments in, 118-119; life
insurance policies for, 126;
overview, 116-117; and unex-
pected estate gift, 119. See also
Endowment

Pledges, 112-113; acknowledging,
171-172

Pooled income fund, 119

Premiums, 93

Pricing named gift opportunities,
178-179

Privacy, 30-31

Proposal, grant, 136139

Prospect research, 15; and build-
ing prospect list, 31-32; and
donor profiling, 36-37; and
information management,
37-38; and information on
average people, 35; key
sources of information for,
33-35; on limited budget,
32-33; privacy and ethical
questions related to, 30-31;
screening services, 35-36;
and target/asset level, 37
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R

Range of Gifts Table, 11-12, 85;
and annual campaign, 11-13;
for capital campaign, 11; special
event, 13; volunteers, donors
and, 14, 45-46

Recognition, donor, 167-168

Retreats, board, 27

S

Schervish, P, 116

Screening services, 35-36

SEC. See Securities and Exchange
Commission (SEC)

Securities and Exchange Commis-
sion (SEC), 34, 128

Sequential fundraising, 9

Shapiro, M., 7

Signature sponsor, 70

Soft credit, 175

Software system, fundraising: pit-
falls, 158-159; steps to take
before purchasing, 157-158

Solicitation: of board members, 21;
face-to-face, 6; of in-kind gifts,
147; letter for special events
sponsor, 75—77; methods for
annual campaigns, 41-42; per-
sonalization of, 8

Special events: attendance, 78; best
way to sell tickets to, 77; cre-
ation of, to contribute to sus-
tainable development progiain,
81-82; and determining tax-
deductible credit for partici-
pants, 79-80; frequency of,
82; ideas and themes, 71-73;
and outside vendors, 78-79;
overview, 66-67; preparation
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for, 67-70; role of sponsor in,
70, 74; and simple event plan
sample, 69; and special event
chairperson job description, 68;
sponsor solicitation letter, 7577

Sponsors: best approach to secur-
ing, 74; recognizing, in annual
gift clubs, 80-81; and special
event sponsor solicitation letter,
75-77; ways to recognize
event, 74

Stehle, V., 125

Stewardship: and acknowledging
pledges, 171-172; and annual
report, 172-173; and anonymity,
174-175; definition of; 165-166;
and donor recognition, 174-176;
and guidelines for pricing named
gift opportunities, 178-179;
and handling different recogni-
tions, 167—-168; overview,
164-165; policies, 177; ana
publishing names of “dcnozs,
174; responsibility for, 166-167;
and sample end-Hf-year letter,
173; and thaniny donors,
168-169; and thank-you visits,
170-171

Stock, gitsof, 127; and sample
cteck acceptance policies and
procedures, 128-129

Strategy memo (major gifts), 88-90

Support, case for, 101-102

T

Targeted mail, 55-56; keys to hav-
ing good first, 56-57

Tax credits, 79-80, 147-148; tax
credit illustration, 148

Tax deductions, 147

Index

Technology, fundraising: and
advantages of e-newsletter,
162-163; convincing board of
need for, 156-157; and convinc-
ing board of need for website,
159-160; and e-mail, 161;
impact of, 155-156; and laws
impacting internet-based
fundraising, 160-161; and need
for website, 161-162; and non-
profits, 159; overview, 154-155;
pitfalls of, 158-159; and selling
e-mail address list, 160; and
steps to take before purchasing
fundraising software, 157-158

Travel costs, 152-153142

Trustees; 21, 23

Taunami (December 2004), 154

U

Underwriter, 70
United Way giving campaign, 172
USA Today, 154

A%

Volunteers, 14; and annual cam-
paign, 41-42; and capital cam-
paigns, 105; fundraising, 8;
grant proposal writers, 141; in
major gift programs, 86-87; and
Range of Gifts Table, 11-12

w

Website: convincing board of need
for, 159-160; need for, 159-160;
and nonprofits, 161-163

Wieland, J., 7

Wieland, S., 7

Wills, 124125



