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Index

Ability/ capacity to give, 166
Academic chairs, 100
Accountability, 236237
ACFRE (Advanced Certified
Fundraising Executive), 113, 114
Acquisition. See Donor acquisition
Actualized relationship, 181
Addendum, 141
Adpvertising, 100
Advocates, 110-111, 158
Altruism, 69
American Cancer Society, 100
Americans, 63, 64, 72. See.also
United States
Analytical skills, 108
Animals and envir¢nitient subsector,
80-81
Annual development work plan, 136
Annual giving programs:
annual solicitation, 226
campaigns, 44, 99
checklist, 212
corporate/civic organizations, 212
individual donors, 211
as lifeline, 210, 211
as livelihood, 211
need for, 210
stafting for, 143
Annuities, 220
Anonymity, 195, 238

Appeal envelopes, 193

Arrogance, 6

Artificiality, 6

Arts and culture'subsector, 15, 79

Asks, 68. Sec-also Solicitation concepts

Associaticn of Fundraising
Prcfessionals (AFP), 95, 110,
112,117, 142

Atcachment. See Upgrade

Attitude, 82—84

Attrition, 186

Audits for programs, 124

Authenticity, 5, 6

Authentic Leadership (Terry), 5

Automatic bank transfer, 72

Baby Boomers:
ask and, 68
giving styles and, 64
high potential marketing and, 156,
161
partnerships with, 24-25
preferences of, 104, 105, 204
recognition items and, 239
Behaviors/styles:
advocates, 110-111
catalysts, 111
conscience, 112
expertise, 109-110
facilitators, 110
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Behaviors/styles: (Continued )
generally, 108—109
stewards, 111-112

Benchmarks:
acquisition, 190
over-above, 196
renewal, 192
upgrade, 194

Benefits. See Community

philanthropy

Bequests, 17, 65, 219, 220

Best practices, 124, 145, 199

Board of directors:
advocacy by, 158
business acumen of, 44
development plan and, 137
development team concept, 134
fundraising and, 106, 159
giving by, 17, 157
as goal setters, 157—158
issue awareness and, 41
recruitment by, 158—159
relationship development, 26
stewardship, 158

Boys Town, 19

Brand loyalty, 161

Budget, 140, 141,242

Business sector, 57

Campaigns. See also specific type
annual gift program (see Annual
giving programs)
capital campaigns (see Capital
campaigns)
development plan and, 141
giving pyramid and, 207-209
legacy gift program (see Legacy
gifts)
major gift program (see Major gift
campaigns)
Campaign theory, 99-100

Canada/Canadians, 63, 64, 77
Capacity/ability to give, 166
Capital campaigns:
checklist, 218
credentials and, 115
donors in, 217
feasibility study for, 217
forms of, 217
lead gifts, 216
for major initiatives, 216
multiyear, 122
recognition in, 216, 217
types of, 216
Case for support, 139
Cases for solicitatinn:
case for support, 205-207
genera'ly 200291
leadz:ship and, 202-203
rission, 201-202
readiness of organization, 204—205
stability of organization, 203—-204
Case statements, 206—207
Catalysts, 111
Cause-related marketing, 102
CCS study, 64
Center for Nonprofits and
Philanthropy, 142
Center on Philanthropy, 64, 71, 79,
105, 160
Center on Philanthropy (COPPS)
study, 106
Center on Wealth and Philanthropy,
219
Centre for Creative Leadership, 25
Certification, 113114
CEU certificate program, 113
CFRE (Certified Fundraising
Executive), 113-114
Challenge grants, 194
Challenges, 11
Change agenda, 11
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Change agent, 10, 11, 111
Change process, 11. See also Courage
to change
Charitable fundraising, 92
Charitable remainder trusts, 220
Charitable Trust Law, 129
Checklist:
acquisition, 190
annual gift program, 210
capital campaign, 218
communication/key message,
226229
compassion and passion, 15-16
courage to change, 13
donor acquisition, 188
donor renewal, 190
ethical conscience, 18
legacy gift program, 220
major gift program, 215
over-above, 195196
philanthropic culture action, 88
philanthropic culture advocacy, 7
philanthropic culture attitude; £4
philanthropy, process of; 6.
philanthropy, spirit of; 59--57
philanthropy, tradition of, 55
positive energy, 30-31
renewal, 190
sector—program of philanthropy, 59
self~awareness, 6—7
sense of reality, 9-10
special situation, 115
staff expectation, 126—127
upgrade, 195-196
volunteer program, 131
Chief financial ofticers (CFOs), 39
Chronicle of Philanthropy, 106, 116, 143
Civic engagement, 54, 86
Clubs. See Gift clubs
Code of Ethical Standards, 117
Collaboration, external/internal, 12

INDEX 249

”Collective leadership,” 20
Collective philanthropy, 49
Commitment to organization, 210
Communications. See also Thank-you
letters
donor-focused (see Donor focused
approach)
donor speak, 207
information donors want, 226—227
letters, solicitation, 233
in relationship development, 152,
191
solicitation (see Solicitation
communications)
solicitation muaterial checklist,
226229
steward'ship (see Stewardship
¢eiamunications)
strategies for, 100, 106—-107
targeting/matching and, 175
theory, 173
what donors need from you,
224-226
what donors think, 223
what donors want, 223-224
what donors will do, 224
Communities of Participation, 72
“Community building,” 50
Community chest organizations, 100
Community leaders, 44
Community partners, 27
Community philanthropy:
financial benefit (see Monetary
contributions)
social benefit and, 72-73
Compassion and passion:
checklist, 15-16
servant leaders, 14
Compensation, 116-117
Composure, 6
Connectivity, 149
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Conscience, 112
Conscientiousness, 16
The Conservancy, 43
Constituency:
ability, 155, 240
analysis, 153—154, 155, 165 (see also
Qualification of relationships)
groups, 103, 109, 150-151
potential, 139-140
profile (see Constituency profile)
targeting/matching, 172, 175
Constituency circle, 140
Constituency-led coalitions, 54
Constituency profile:
definition of, 149
doing the numbers, 155-156
donor base, 153—154
potential, estimation of, 154
Constituency questions, 154
Constituency relationship
management (CRM), 150, 164,
183, 184
Consultants, 101
Corporate/civic organizaticns, 66, 212
Cost of acquiring new doncrs, 186
Courage:
ethical, 16
ethics and, 17
Courage to change:
challenges, 11
change agent, 10, 11
checklist, 13
collaboration, 12
innovation, 11-12
Credentials:
certification, 113114
checklist, special situations, 115
education, 113
experience and, 114-115
generally, 112-113
Crisis-giving donors, 105

Cultivation of relationships:
cultivation cycle, 179-181
donor pyramid, 176178
generally, 175-176
Moves Management, 181-184
Culture. See also Philanthropic culture
of connectivity, 109
values and, 14

Database scan, 166—168
Demand-pull methods, 174
Demographic segments, 171
Development, definition of, 88
Development plarn.

addendum, 111

best way “how often, 137-138

budget 140-141

carhprigns, 140

cace for support, 139

constituency potential, 139-140

evaluation of, 141-145

philanthropy mission, 138

prerequisites for, 137

reasons for written, 136

situation analysis, 138

strategic initiatives, 139
Development program:

credentials and, 114

definition of, 96

integrated, 142, 229

starting new, 115
Development resources:

expectation checklist, 126—127

expectations, establishing, 126

financial systems, 128—129

generally, 124-126

internal relationships, 129-130

marketing, 127

office space, 127-128

reporting position, 126

technology, 128
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tensions, minimization of, 131-132
valuing volunteerism, 130-131
Development staff, role of, 89-90
Development strategies, integrated,
121-124
Development team concept. See also
Team building
board members, 134
executive directors, 133—134
generally, 132-133
program directors, 134
two teams, 133
volunteers, 134
Direct mail, 40, 72, 101, 102, 106
Diversity:
fundraising profession and, 104
giving styles and, 106
Donor(s). See also Constituency
analysis
acquisition (see Donor acquisition)
case management, 103
communications and (see
Communications)
constituency potential, 13%=140
crisis-giving, 105
demographics/psvchegraphics,
64-65
desire/ability to give, 8
double-decade, 155
education of, 110
greatest likelihood to give (see
Greatest likelihood to give)
how they give, 209
individual (see Individual
philanthropy)
interaction with, 106
interests/patterns (see Qualification
of relationships)
over-above gifting (see Donor over-
above gifting)
profile, 167

INDEX 251

prospects (see Prospect(s))
relationships and, 26 (see also
Management of relationships)
renewal (see Donor renewal)
responsiveness of, 122
retention of, 69, 72
segmentation, 170-172
trust and, 4-5
uniqueness of, 229
upgrade, 193, 194
Donor acquisition:
benchmarks, 189
checklist, 190-191
generally, 186
prospect appreciation, 188
prospect cultivation, 187
prospect iaentification, 186—187
prospoct solicitation, 188
Donor-beneficiary values-exchange
concepts, 152-153
Donor-focused approach:
communications and, 222 ( see also
Communications)
shift to, 103-104
Donor investment stage, 181
Donor over-above gifting, 194-196
Donor relations, 26
Donor relationship pillars, 210
Donor relationship pyramid,
176—178, 193. See also
Management of relationships;
R elationship-building steps;
Relationships
Donor renewal:
benchmarks, 189
checklist, 192
generally, 189-190
information given, 192
personalization, 191
segmentation, 191
steps, 190-191
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Donor speak, 207
Donor surveys, 168—169
Donor upgrade, 192-196

Economic downturn, 10, 44
Education:
of donors, 110
fundraising profession and, 104,
106, 113
philanthropic pie and, 77-78
public, 100
Educational institutions, 98, 100, 113
Education subsector, 15
Effect. (See Organizational stages)
Egoism, 69
80/20 rule:
basic giving pyramid and, 178
gift range chart and, 140
major gift programs and, 213
transformational gifts and, 159-160
Elizabethan Poor Laws, 52
E-mail, 233
Emotional stability, 6
Employees, 26
End-of-life gifts, 78, 219, 220
Endowment account; 220
Endowment campaigns, 44, 99, 100,
216
Energy (See Fundraising leadership)
Enigma (See Positional leadership)
Environment and animals subsector,
80-81
Essence (See Personal leadership)
Ethics/ethical conscience:
bequests, 17
board giving, 17
certification and, 113-114
checklist, 18
generally, 16
management functions and, 141
principles and, 104, 109, 112

salaries and, 117
Exchange concept, 152—-153, 230
Expectations, establishing, 126
Experience, 114-115
Expertise, 109-110

Face time, 5

Face-to-face solicitation strategies,
231-232

Facilitating partnerships, 115

Facilitators, 110

Fair-mindedness, 16

Faith and Philanthropy: The Connection
between Chariiabic Behavior and
Giving to Religion, 56

Family foundafions, 214

Father Flonagan, 19

Federal ncome tax, 72

Feinole-headed households, 64

Fiaancial goals, 243

“Financial risk,” 240

Financial systems, 128—129

First-time relationship, 180

Fiscal reporting, 144—-145

501(c)(3) organizations (See
Nonprofit sector)

Focus groups, 169-170

Followership:

action, 5
meaning and, 20

Forces for Good (Crutchfield and
Grant), 20

Ford Foundation, 100

Forming, storming, norming,
performing, transforming, 34

For-profits, 10

Foundations, 65—66, 214

Four-generation work world, 24-25

Frequency of giving, 171

Full-time employee (FTE), 143

Funders, 2627
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Fundraising:
activity, 96
approaches, 122
as a business, 99
campaigns (see Campaigns)
definition of, 89
first vs. updated program, 124
goals, 119-120, 242
history (see History, fundraising)
as honorable term, 95
leadership (see Fundraising
leadership)
marketing perspective and, 151
methods of, 186
philanthropic, 51, 90-91
readiness, checklist for, 122
Fundraising consultants, 101
Fundraising Effectiveness Project
(FEP), 142
Fundraising Effectiveness Survey, 142
Fundraising leadership. See also
Leadership
good vs. bad, 27-29
negative energy, 29, 31-3%
positive energy, 30-31
Fundraising specialist; esiergence of,
102
Fund reporting, 238

Gender. See also Women
fundraising profession and,
102-105
of head of household, 64
role in giving and, 105
General need categories, 240
Generational Difference in Charitable
Giving and Motivations, 64
Generation groups, 64, 104-106. See
also specific group
Generosity, spirit of, 55-57
Gen Xers, 25, 64, 68, 105, 230
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Gen Yers, 25, 64, 105, 230
Gift(s). See also Monetary
contributions
acceptance of, 111, 239
asking for, 68, 184
bequests, 17, 65, 219, 220
corporations, 66
distribution policies, 240
first/future, 195—196
tollow-ups, 152
foundations, 65
individuals and, 65
levels for generation of, 52
management of; 240
one-time, 78,105, 122
processingot, 143, 144
restrict:on policies, 240
types of, 122, 239-240
Gifv ennuities, 220
it clubs, 196, 213
Gift pyramid. See Giving pyramid
Gift range chart, traditional, 140
Girl Scouts, 43
Giving. See also Greatest likelihood to
give
choices in, 194
spirituality and, 56
stages of, 122
Giving pyramid. See also Donor
relationship pyramid
basic giving, 235
campaigns and, 207-209
communications and, 221-222
Giving USA, 63, 65—66, 79
Globalization, 105, 106
GNP, philanthropy and, 101
Goals:
meaningful/achievable, 21
solicitation (see Solicitation goals)
Gospel of Wealth, 98
Government sector. See Public sector
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Gratitude, spirit of, 5557
The Greater Good (Gaudiani), 84
Greatest likelihood to give:
database scan, 166—168
donor surveys, 168-169
focus groups, 169170
LIA analysis, 165-166
Great Generation:
ask and, 68
diminishing size of, 161
giving styles and, 64
partnerships with, 24
preferences of, 105
recognition items and, 239
Group dynamic theory, 34

Habitat for Humanity, 19
Health care, 78, 89
Health subsector, 15
Hersey-Blanchard Situational
Leadership Model, 24
High Impact Philanthropy (Grace and
Wendroft), 161
High-net-worth donors, 155-160.
See also Major gift caimpaigns
High potential markésng:
Baby Boomers, 161
board of directors, 157—159
generally, 156
high-net-worth, 159-160
women, 161-162
Hiring. See Credentials; Job
description; Professionals
History, fundraising:
campaigners/campaign theory,
99-100
generally, 96-97, 107
pioneers, 98-99
reflectors/correctors, 103—104
responders, 104—107
technocrats/innovators, 101-103

Holiday bonus, 195

Holiday campaign, 195, 226

Holiday gift, 195

Honesty, 16

Honor gifts, 195

Hull House, 98

Human development organizations,
80

Humanities, 79

Human services, 15, 78

Iconic leadership, 20
Ideology, 5052
Improvement theory, 53
Incentives, 71
Income grouns, 64
Incremer tal-based budgeting, 242
Incremntal gift pledging, 72
Indcpendent foundations, 214
Individual philanthropy. See also
Personalized fundraising
annual gifts, 211
gift sources and, 65
personal expression and, 49
Individual Work Plans, 137
Information donors want, 225-226
Infrastructure, 38—40
Inheritance, 193
Initiation stage, 180
Innovation, 11-12
Inspiration stage, 181
Institutional readiness assessment, 202,
204-205
Integrated development:
program, 142, 228
strategies for, 121-124
Integrity, 16
Intellectual breadth, 6
Intention and Innovation, 12
Interactivity, 174
Interconnectivity, 7
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Interest, 166
Interest stage, 180
Internal relationships, 129-130
International affairs, 80
International organization, 115
Internet:

direct mail or, 234

tailored solicitation e-mails, 233
Interpersonal skills, 6
Intrepreneurs, 111
Introduction stage, 179
Investment policies, 240
Involvement stage, 181

Job description:
best hire checklist, 120
tundraising goals and, 119-120
position purpose, 118
roles and responsibilities, 117,
118-119

Kellogg Foundation, 12

Leadership:
cases for solicitation, 202-203
defined, 15
fundraising (see Tundraising

leadership)

iconic, 20
personal (see Personal leadership)
positional (see Positional leadership)

skills, 109
type, 3
Leadership DNA, 5
Leadership Is an Art (De Pree), 7
Leadership management team, 109
Leading Up (Wagner), 109
Learning circles, 33
Legacy campaign method, 100
Legacy gifts. See also Planned gifts
donors in, 219-220
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examples of, 219-220
expertise and, 110
memorial/honor gifts, 195
planning and, 218
program checklist, 221
recognition for, 101, 238
Legacy society, 155
Letters, solicitation:
personal, 232
tailored, 233
Letters, thank-you, 142, 152, 159,
193, 226
Level of giving, 171
LIA (linkage/intercat/ability), 67—68,
165-166, 189, 241
Life insurance gifts, 220, 221
Lifetime valae (LTV), 192, 193
Likelins od to give. See Greatest
likelihood to give; Motivations
for giving
Linkage/interest/ability (LIA), 67,
165-166, 189, 240
Longitudinal study, 106
Loyalty, 181. See also Upgrade

Mailing list, 225
Major, committed relationship, 181
Major donors, probability rating, 168
Major gift campaigns. See also
High-net-worth donors
assessment of, 215
case management and, 215
credentials and, 115
measuring word major, 213
personal solicitations, 213
program checklist, 215
realtime potential, 213
recognition, 214
staffing and, 143
stage four organizations, 44
who donors are, 214
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Male-headed households, 64
Management by objectives (MBO),
24
Management functions, 141
Management of relationships:
donor acquisition (see Donor
acquisition)
donor over-above gifting (see
Donor over-above gifting)

donor renewal (see Donor renewal)
donor upgrade (see Donor upgrade)

overview, 184—185
Management Science, 34
Market assessment, 149
Marketing:
cause-related, 102
development resources, 127
donor-centered approach, 104
high potential (see High potential
marketing)
relationships and (see Marketing
perspective)
selling and, 151
theory of, 65
Marketing exchange:
concept, 151-153
principles, 151
Marketing perspective:
constituency concept, 150-151
constituency profile, 153—156
fundraising application, 151
generally, 149-150
high potential (see High potential
marketing)
strategies, 150
Market researchers, 67
Maslow’s theory, 34, 60, 176, 184,
210
Mass market appeals, 152
Matching, 172-175
Memorial gifts, 78, 195

Men. See Gender
Methods, 184
Minnesota Council of Foundations,
71
Mission:
development plan and, 138
investing in, 147
notion of fundraising and, 3
philanthropy as litmus test, 83—-84
public good, 49
raising of, 50
relevancy of, 201-202
stories shared and, 14
values and, 123
Mission creep.-$
Mistakes, ownimng up to, 6
Monetar’z contributions.
&zcalso Gifts
ar s/ culture/humanities, 79
education, 76—77
environment and animals, 80—81
as fundraising reality, 8
generally, 75-76
health care, 78
human services, 77-78
international affairs, 80
public society benefit, 78-79
religion, 75-76
Moral stewardship, 99, 111-112.
See also Stewards
Motivations for giving. See also
Greatest likelihood to give;
Maslow’s theory; Personal
philanthropy
behavioral science and, 67
greatest likelihood to give,
164-165
income groups and, 64
major gift programs and, 213
Moves, 184-185
Moves Management, 181-184
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Named funds, 219
National organization, 115
Needs statement. See Cases for
solicitation
Negative energy, 29, 31-32
Newsletters, 225, 226
New World philanthropy:
definition of, 51-52
as natural instinct, 49-50
The Nonprofit Chief Executive’s Ten
Basic Responsibilities (Moyers), 29
Nonprofit sector:
ancillary for-profits, 101
categories of organizations, 75
in economic downturn, 10
organizational aspects of, 58
subsectors in, 15
tax advantages and, 72
trust/transparency, 17
unique role of, 72

Oftice space, 127-128
Old World philanthropy, 51, 53
On Course Consulting, 87
One-time gifts, 78, 105.-122
Operating support, 20
Optimism, 9
Organizational culture, 123
Organizational development (OD),
33
Organizational family, 196, 210-211
Organizational overhead, 39
Organizational soul, 14
Organizational spirit, 56
Organizational stages:
assumptions, 35
fund development growth chart, 46
stage one: infancy, 36-38
stage two: adolescence, 38—40
stage three; early maturity, 40—42
stage four: seniority, 43—45

INDEX 257

Organization for Unemployment
Relief, 100
Organization’s life cycle (OLC), 33
Organized philanthropy:
democratic/spirited ideology,
50-52
process of philanthropy, 61-62
sector, 57-59
spirit of philanthropy, 55-57
tradition and, 52-55
Outsourcing donor file, 168
Over-above gifting, 194-196
Overdependence on revenue source,
155
Overhead, 39

Overseas relief, 30

Particicetive leadership, 20
Paririerships. See also Relationships
external constituents, 83
facilitation of, 115
positional leadership and, 24-25
Pass, 15
Payment options, 194
Payroll deduction, 72
People skills, 108
Personal fulfillment, 70
Personalized fundraising, 122, 191.
See also Individual philanthropy
Personal leadership:
book titles on, 3
compassion and passion (see
Compassion and passion)
courage to change (see Courage to
change)
ethical conscience (see Ethics/
ethical conscience)
generally, 2-3
key ingredients, 4
self-awareness (see Self-awareness)
sense of reality (see Sense of reality)
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Personal philanthropy:
asking for donations, 68
benefits/reciprocity, 69—70
informed and influenced, 68—69
linkage/interest/ability (LIA),
67
modes/methods, 71-72
reasons for giving, 66—67, 71
research on, 62—63
who gives, 63—66
Pessimism, 9
Philanthropic culture:
action, 87-92
advocacy, 84-87
attitude, 82—84
development staft, role in, 89-90
fundraising, charitable, 90
tundraising, philanthropic, 90-92
generally, 81-82, 92
Philanthropic Cultures in Healthcare
Organizations, 87—88
Philanthropic fundraising, 51, 90—
Philanthropic pie. See Monetary
contributions
Philanthropic sector. See Nonprofit
sector
Philanthropic traaiticns, 54
Philanthropy. See also New World
philanthropy; Old World
philanthropy
community (see Community
philanthropy)
definition of, 89
fundraising and, 51
individual (see Individual
philanthropy)
interrelated traditions of, 86
organized (see Organized
philanthropy)

personal (see Personal philanthropy)

Philanthropy exchange, 95

Philanthropy: Voluntary Action for the
Public Good (Payton), 49
Phone:
personal calls, 232
phonathons, 233
solicitation, 233
surveys, 169
telemarketing, 234
Planned gifts. See also Legacy gifts
giving opportunities, 218
starting program for, 124
tangible results and, 100
types of, 220
Policy categories, 239-240
Positional leadeiship:
key elements, 20
partnesstinps, 24-25
principles, 23
public’s view of, 18—-19
relationships, 25-27
values, 22-23
vision, 21
Positive energy, 30-31
Post-purchase dissonance, 152—-153
Post-recession environment, 106
Potential, estimation of, 154
Principles. See also Organized
philanthropy
positional leadership and, 23
Privacy, 195
Private foundations, 214
Private sector, 57
Process of philanthropy, 61-62
Profession:
code of ethics, 112
historical perspective (see History,
fundraising)
Professionals:
characteristics of (see Behaviors/
styles)
credentials (see Credentials)
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donor motivations and, 67
generally, 107-108
job description (see Job description)
salaries, 116—117
Program:
development resources (see
Development resources)
development team concept (see
Development team concept)
expertise/expansion, 40—42,
217
generally, 121
integrated development strategies,
121-124
Program directors, 134, 137
Project support, 241
Prospect(s):
appreciation, 188
cultivation of, 187
identification of, 186—187
introduction stage, 179
Psychographics, 171
Psychological benefits, 195
Psychological commitment, 210
Psychosocial benefits, 79, 255
Public:
relationships with, 27
trust and, 19
Public good, 49
Public interest, 236
Public sector, 57
Public sentiment, 154
Public society benefit organizations,
78-79
Purposeful leadership, 20
Pyramid. See Donor relationship
pyramid; Giving pyramid

Qualification of relationships:
donor motivations and, 153—154
generally, 163-164

INDEX 259

greatest likelihood to give
(see Greatest likelihood to give)
similar donors/distinct categories,
170-172
targeting prospects, 172—175
Quality of life, 70

Rationale for fundraising, 50
Reality checking. See Sense of reality
R easons for giving, 66—67
Rebranding, 43
Recency, frequency, and money
(RFM), 168
Recognition items; 71, 101-102, 194,
236
Recognitionlevels:
capital campaigns and, 216
nurnter of years and, 214
Rcevuters, 158-159
Red Cross, 43
Relationship-building steps:
actualized relationship/inspiration
stage, 181
established relationship/
information stage, 180
interest stage, 180
loyal, frequent relationship/
involvement stage, 181
major, committed relationship/
donor investment stage, 181
prospect/introduction, 178
repeat relationship/initiation stage,
180
Relationship functions, 141
Relationship marketing, 149, 150,
163-164
Relationship pyramid. See Donor
relationship pyramid
Relationships. See also Partnerships
board of directors, 26
building, 97, 109, 216
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Relationships. See also Partnerships

(Continued)

community partners, 27

cultivation of (see Cultivation of
relationships)

donor pyramid (see Donor
relationship pyramid)

employees, 26

funders, 2627

generally, 25-26, 147-148

general public, 27

identification of (see Marketing
perspective)

internal, 129-130

management of (see Management
of relationships)

qualification of (see Qualification of
relationships)

Religion. See also Spirituality
charitable behavior and, 56
donors and, 68
monetary contribution and,

75-76

Religious subsector, 15

Renewal. See Donor renewal

Repeat relationship:
initiation stage, (59
integrated development program

and, 122
two-year, 211

Reporting, 126, 237

Reporting tools, 144-145

Research:
on charities, 69
donor opinions/behaviors, 106

Resources. See Development

resources

Re-state, 43

Restricted support, 240

Retirement plans, 220

Retreats, 137-138

Return on investment (ROI), 9, 140,
142,192
RFM: recency, frequency, and money,
168
Risk reduction, 141-145
Risk taking:
courage to change, 10-13
up-front activity costs, 240—241

Salaries, 116117
Salvation Army, 19
Scholarship funds, named, 100
Seamless fundraising, 122
Sector—program of prilanthropy,
57-59
Secular charities, 68
Segmentaotion of donors, 103,
170-172,191. See also specific
donor group
Selt-awareness:
checklist, 67
confidence/assertiveness, 4
donors’ trust and, 4-5
leadership traits and, 6
self~assessment, 5
Selt-deception, 5
Self-motivated donor, 69
Sense of reality:
checklist, 9-10
defining, 7
money and, 8
time and, 8-9
Servant leaders, 14, 115
Service excellence, 110
The Seven Faces of Philanthropy, 160
Shared leadership, 20
Significance, 14
Silent Generation, 24
Situation analysis, 138—139
Skills, 108—110
Social benefit, 72-74
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Social conscience, 112
Social exchange theory, 150
Social fundraising events, 102
Social impact, measureable, 7273
Social media, 45, 69, 106
Social reform, 53
Solicitation, cases for. See Cases for
solicitation
Solicitation communications:
checklist, 230, 231
direct mail, 234
donor segments and, 229
effectiveness, order of, 231
face-to-face, 231
letter or e-mail, tailored, 232—234
multiple levels and, 230
personal letter, 232
phonathon, volunteer, 233
special events/benefits, 235-236
telemarketing, 234-235
telephone, personal, 232
telephone, tailored, 233-234
via internet, 233, 234
Solicitation concepts:
campaigns (see Campaigns)
cases for solicitatioi: (sce Cases for
solicitation)
communications (see
Communications)
generally, 199-200
Solicitation goals:
amount needed, 240-241
amount which can be raised,
241-243
cautions regarding, 241-243
estimated amount donated, 240, 241
“financial risk” and, 240
Solicitation material checklist,
226229
Solicitation tactics, 109
Special events, 226, 235-236
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Special purposes, 240
Spirit of philanthropy, 55-57
Spirituality. See also Religion
giving and, 56
New World philanthropy and, 49
philanthropy and, 64
Staft expectation checklist, 126—127
Staft fundraisers, 101
Stafting, 143—144. See also Job
description; Professionals
Stages. See Organizational stages
Start-up funding, 37
Stewards, 111-112, 158. See also
Moral stewarazhip
Stewardship comniunications:
donor recegnition, 238239
financial considerations, 239
policiss, 239
scewardship, 236-240
Stock sale profit, 195
St. Paul Children’s Hospital
Foundation, 126
Strategic development plan, 136
Strategic initiatives, 139
Strengths/weaknesses, 6
Succession plans, 116
Surveys, 168-169
Systems, 142

Targeting prospects, 172—175
Task functions, 141
Tax savings/deductibility:
legacy giving and, 218
nonprofit sector and, 72
as reason for giving, 64, 80
Team building, 33, 110. See also
Development team concept
Technical expertise, 109
Technology. See also Internet
database scan, 166—168
development resources, 128
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Technology. See also Internet
(Continued)
globalization and, 106
plan evaluation and, 143
social media, 45, 105
Technology-savvy donors, 69
Telephone solicitation. See Phone
Thank-you letters, 142, 152, 190,
193, 226
Time, as fundraising reality, 8-9
Tocquevillean behavior, 53, 83

Total quality management (TQM),

33
Traditions, philanthropic, 52-55
Transformational fundraising,

122

Transformational gifts, 156, 159-160

Transformational leader, 11
Transformational renewal, 43—45
Trends, 72, 106—107

Tribute gift, 193

Tribute project, 226

Trust, truth and, 17

Underfunded cases, 241

United States. See alsi Americans
billionaires in, 9
education subsector, 77

donor-beneficiary values-exchange
concept, 152-153

lifetime value (LTV), 192, 195

philanthropy and, 149

positional leadership and, 22-23

Vision:

articulation of, 111

inspiring a, 3

leadership and, 109

meaningful/achievable goal, 21,
201-202

sense of reality and, 9

Volunteerism:

development team concept,
134-135

financial philanthropy and, 64, 83

involvement level, 130-131

phonithons, 233

o1 professional fundraisers, 112

program checklist and, 131

women and, 69

Wills, 155, 220
Women. See also Gender

as double-decade donors, 155
of head of household, 64
marketing and, 161-162
volunteerism and, 69

Women, Wealth & Giving (Damen and
McCuistion), 160

Women’s Philanthropy Institute
(WPI), 64, 105

Work plan, 136

philanthropy ideals and, 96
United Way, 43, 53-54, 79, 101
Unrestricted support, 240
Upgrade, 192-194, 195
Urban Institute, 142
U.S. News and World Report, 116

YMCA, 43, 83, 99
Values: YWCA, 155
cultural, 14

defining/articulation of, 149 Zero-based budgeting, 242
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