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Membership Development: Part 2

Attracting
New Members

Introduction

The first article on developing a membership base dealt
with some of the initial questions an organization
must explore when considering starting a membership
program: what is the value of baving a membership
base; what is the difference between active andinactive
members; bow can a membership program be an
effective fundraising technique; who might be poten-
tial members; and how do you attract members. The
JSollowing article will address these two last questions
in greater depth.

For the purposes of this article the issue of member-
ship outreach bas been divided into two sections.
Section One: Beginning Membership Outreach is ad-
dressed to the organizer/fundraiser who has just de-
cided to begin a membership program. It outlines the
[irst steps in attracting members. Section Two: Interme-
diate Membership Outreach is for the membership
developer who has already taken these first steps and is
now trying to expand his/ber membership base. Both
these sections deal with the early stages of membersbip
development, when an organization is still testing the
water, determining bow lucrative a membership pro-
gram can be. Usually at this stage, organizations are
not willing to invest a lot of money in membership
outreach. A future article on Advanced Membership
Outreach will explore methods of expanding a mem-
bership base that require an investment of a fair
amount of money. These methods tend to be advisable
only after an organization bas determined that devel.
oping a membership base is sometbing they want to

pursue on a long term basis.

Section One:
Beginning Membership Outreach

ou are an organizer or fundraiser who has

just determined, along with the rest of your

organization’s staff and Board of Directors

that you want to establish a membership

program. You have explored the question of
whether you want your members to be active members or
primarily inactive donors and have modified your organiza-
tion’s by-laws to reflect your conclusions. You have evalu-
ated your potential audience and determined that there is
a large enough universe of individuals who would support
your cfforts on an annual basis through dues that it is worth
the time and effort to establish a membership program.
You have decided on a range of contributions for dues that
will be affordable to a large number of individuals. You
have explored what you can offer these potential members
as an incentive to join, and have made a list of benefits that
will be provided to members. It is now time to find those
potential members.

The first place to look for names of potential members is
within your organization. Obviously the people who are
most likely to become members are those who are already
familiar with your organization and its work. Begin by
compiling a list of those individuals who fit that descrip-
tion. Look to former staff, former volunteers, former and
current recipients of your services, people who call you for
information and advice. Ask your fellow staff members to
go through their files and rolodexes and give you a list of
people who they are in contact with as a representative of
your organization. Ask them to also provide you with a list
of their friends who they think would be interested in
becoming members. You will probably be amazed at the
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_ first place 10 look for
names of potential
members is within YOur
organization.

number of names that can be compiled through this
process.

Some of the staff and Board members might be reticent
to give you names because they are uncomfortable about
asking for money and so don’t want to put their friends and
associates on yet another fundraising list. One way to
overcome this problem is to simply state that the organiza-
tion is about to establish a membership program and you
think that the people who have been supportive of or
involved with the organization in the past, whether finan-
cially or otherwise, should be the first to know about this
special program. Explain that by providing you with
names, their friends and associates will be among the first
to hear about the program, and can certainly decide for
themselves whether they want to join.

It is also helpful to make it as easy as possible for Board
and Staff to provide you with names. So, rather than just
asking them to give you a list, you might provide them with
a form to fill in. By creating a form that has a space for all
of the kinds of information you want (name, address, zip
code and phone number) you will be more likely to get
this information. Without such a form, you may find
yo;rshelf t'llzlmlfed lists of names and incomplete addresses
which will be very time i i
usable lists. 7 PEANSSR Hx al  t tec

You are now ready to do your first membership out-
reach. The easiest way to use this list, and the one most
organizers choose, is to do a mailing. Put together a lette
explaining that you are establishing a membership pr ;

gram and why. Have it signed by someone whose nanl:el;,ﬁi
mean something to a large number of people on the list. B
sure to include something in the letter explainin V.Vhe
these people are getting this letter, such as “Yogu ary
somcone who has supported our organization m the f
and so we wanted you to be among the first to hear agas :
our ncw membership program.” out

Enclose in this mailing, a brochure with a membership

T ———

form to fill in and a self addressed return enyelope_ There
continues to be great debate over whetper 1F helps to put
a stamp on the return envelope. Again, since you are
seeking small contributions and have to be very aware of
costs, it is probably best to save the money that this stamp
would cost you. At some point you might want to test the
effectiveness of enclosing a stamped return envelope,
Divide your mailing in half, mark the return envelopes that
you have stamped so that you can dlstlngUI.Sh them when
they return from those that you sent without stamps,
Check to see for yourself whether stamped return enve-
lopes elicit a greater response. (Be sure, when analysing
the results, that there are not other variables, such as the
stamped envelopes going to one list or one geographic
area and the unstamped ones to another which could
explain differences in the level of response.)

As you go through the process of collecting names of
people who are already involved in your organization as
recipients of services, volunteers, people calling for infor-
mation, etc., pay attention to where these names are
coming from. Now is the time to begin to establish a
system for collecting these names on an ongoing basis. For
example, if staff members are frequently providing assist-
ance to people over the phone, develop a form for them to
use so that whenever they speak with someone who they
think ought to become a member, they can fill in the form
with the person’s name and address. You can try to
encourage fellow staffmembers to send out membership
brochures whenever they are in contact with someone
they think is a potential member. But it is more likely that
the brochure will get sent out if you do it yourself. If you
have a receptionist handling all incoming calls for general
information, be sure that person has a form so that they can
ask all callers if they would like to receive a brochure about
your organization. Collect these forms on a weekly or
monthly basis, and send all the people on them a letter
telling them that yours is a membership organization and it
depends on the support of individuals such as themselves,
and encourage them to join. Enclose a membership bro-
chure and return envelope. Many organizations fail to
establish this kind of system and the result is that the names
of people who are potential members get lost and can
never be used.

.Having established that those who are already in contact
with your organization for reasons other than contributing
money, are very likely to become members if offered the
Opportunity, look at the ways that your organization is in
contact with groups of individuals. Does the staff go out
:?;;slﬁ :’;ktﬁzf;]les.tings of other organizations?.lfso, get tht
and includin. ot . t.alu ng along membership bmcm.lru
some commeg tm their remarks, whenever appropn‘il(‘(‘v
otganization n Sd about the fact .that yours is & mcml?crbhl[?
chures, T and have them distribute membership Qbr(?—

' You sponsor cducational programs periodi J
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are
it as easy as possible
for Board & staff to
provide you with names.

cally? You might include in the promotional materials
about these programs that you depend on your members
for support and include a membership brochure in mail-
ings for these programs. Some organizations include in
their fees for programs, a membership contribution, so
that anyone who attends, becomes a member.

During these early stages of outreach you will find that
seeing your organization as a membership organization
provides an entirely new perspective to all of your activi-
ties. You may find that while the staff and Board were eager
to establish a membership in theory, they are not as eager
to actively promote the idea of joining. It will take some
time, and possibly some special training to get everyone
into the habit of talking publicly about your membership
program. You, as the coordinator will have to constantly
remind people to encourage those they are in contact with
to join. You will also have to constantly remind everyone in
the organization that you alone cannot build a member-
ship base. The more you promote the idea of attracting
members as a group activity rather than your own special
project, the more involved everyone will get. To that end,’
be sure to report regularly to the staff and board about the
results of their efforts. If they give you names and never
hear that their efforts resulted in any new members, they
will not feel compelled to continue to provide names, If
however, they hear that what they did resulted in actual
new members, they will feel more involved and will be
gmfe ’lli_ll:cly to promote the membership on an ongoing

asis. might even begi ize i
Sources of rares o potensal momacs s O

; » that you did not

think of.

Section Two:
Intermediate Membership Outreach

Now that you have completed your fj
membership, it is time to look scriously at some ongoin
methods of attracting members, Obtaining lists is one ff
the more important parts of membership outreach to look
at. There are two ways to obtain lists, One s to create
them, the other is to rent, trade or borrow them, e

rst big push for
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al efforts you will have already cstap,.
lished systems for collecting the n‘“.“ci.‘)f P";‘_;lp‘lc ?’ho are
coming in contact with your ol'gﬁmlfl'l‘?f;. L‘rca.‘ion t.o
collect names is obviously to create lists or membership
outreach. At this stage it is impor tant to ta{cc “‘lf’(’k atall of
your organization’s activities from the pcrs‘pccuvc of creat-
ing lists to sce ifyou have overlooked some natural sources
of Z:?t;sérc services that you provide to the public'which
might also provide you with names for mcmber§hxp out-
reach? Does your organization market any materna!s such
as publications? If so, everyonc who buys a pul?l.'lcation
should be put ona list fora futur'c membcr§hxp mailing. Do
you sponsor events where it is mappropnatg to promote
your membership? Are these events that might at least
provide you with a list of attendees? Because the key to
membership outreach is collecting lists of names, look at
everything your organization does to see if there are lists
that could come out of that activity. Do you have informa-
tion tables at events? This is a place to have a sign-up list.

There are a few tips for creating lists for membership
outreach. One is that if you ask people if they would like to
put their name on a list to get a membership brochure they
will probably not be too interested because they will see
that as putting their name on a fundraising list. But, if you
ask them if they would like to be on your mailing list, they
will be more likely to sign up. Some organizations even

During your initi

o e il
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create postcards that read, “Please add my name to your
mailing list” and provide a space for names and addresses,
and hand these cards out at events.

Another place to look for names is at your other
fundraising activities. Are there people who are making
contributions who are not members? If you have a fun-
draising event, all the people who come should be put on
a list and sent 2 membership mailing 3-6 months after the
event. Raffles are also an excellent source of names of
potential members.

Another way to create lists for membership outreach is
to ask those who have already become members to provide
you with names of others who they think would join. As
you did with your staff and Board of Directors, ask all those
who are already members to give you a list of their friends
and colleagues. One of the most effective ways to do this is
to send a letter to all of your members asking them to
provide you with ten names. Enclose a form in the mailing
to make it an easier task to fulfill.

In addition to looking at your own organization’s access
to names for lists, now is the time to begin looking to other
organizations for names of potential members. Since lists
are the nuts and bolts of all fundraising activities, not all
organizations are going to be willing to part with their own
lists. However, many groups have come to the realization
that trading lists can benefit everyone.

The list trading/renting business is one that has grown
very rapidly. Large organizations tend to depend on the use
of other organizations’ lists as their primary form of
membership development. Frequently, they rely on direct
mail to very large lists which they obtain through renting
or trading with other organizations. These mailings usually
consist of several tens of thousands of pieces. Because of
their size and the amount of money and time needed to
effectively run a large direct mail campaign, most organiza-
tions cannot afford to engage in this massive form of
membership recruitment. If, at this stage, you think it is
worth considering for your organization, talk to organiza-
tions who are already involved in direct mail to find out
how much money it is costing them, what kinds of returns
they are getting, and to discuss the advantages of running
the mailings in-house or using an outside consultant.
Because of the complex nature of direct mail, it is a topic
that will be dealt with in a future article on soliciting
contributions from individuals.

The concept upon which direct mail is based, however,
is worth looking at for organizations in the early stages of
membership development. The idea is that individuals
who have supported organizations or causes similar to
yours are very likely to join your organization as well. The
more similar to your organization another organization or
causc is, the more likely their supporters will be to support
you,

If your group is working with or is familiar with other

R S
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organizations with whom you share common goals, you
should begin to inquire about the possibility of gaining
access to their lists. Some organizations might be generous
enough to simply give you their mailing lists or member-
ship lists to use in a one-time mailing. Many, however, will
want to get something in return. With these organizations,
you will need to explore list trading or renting.

Since you have already begun a membership, you have a
list of people which you can use for trading. You will find
that many organizations are interested in exchanging lists
so that you can mail to their members and they can mail to
yours. Usually, exchanges are made on a one-for-one basis.
This means that if you have a list of 200 names, you can ask
another organization to exchange 200 of their names for
200 of yours.

Because the list exchange business has grown so large,
many individuals are beginning to resent their names being
given out to many different organizations and then being
the recipients of lots of “junk mail.” A principled way to
handle this issue is to send your members a mailing before
you exchange any lists. Provide them with a card that they
can send back asking that their name and address not be
given out to any other organization. You can then eliminate
the names of those who return the card and assume that
anyone who does not return it does not mind their name
being traded around.

If an organization is not willing to trade their list, or you
do not have enough names to merit trading, you might
inquire about the possibility of renting lists for member-
ship outreach. Again, select the organizations whose work

== =N
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will find that seeing
your organization as
a membership
organization provides
an entirely new
perspective to all of
your activities.
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cord
keeping is extremely
important.

is very similar to yours, as their lists are likely to generate
the best returns. Keep in mind, however, that organiza-
tions who have gotten to the stage of seeing their lists as an
asset to be rented for profit are probably allowing their
lists to be used by many different organizations. Therefore,
the people on those lists are getting a larger number of
requests, and the likelihood that they will respond to yours
is significantly diminished.

When mailing to lists of members or supporters of other
organizations, you must make every effort to create an
appeal that will attract their attention. The letter that you
use to people who attend your events may not be right for
these mailings. Don’t be afraid to try out different letters to
different organizations. Pay attention to who is signing
your appeal. If you are mailing to the list of another
organization with whom you have worked closely, ask the
director if she or he will sign your appeal. Then draft a
letter for that person that explains why she or he is asking
her/his organization’s supporters to support your organi-
zation as well.

When you are mailing to a variety of lists, you will find
that record keeping is extremely important. In order to
evaluate the results of each mailing, you must be able to
identify each piece of return mail according to which list
generated it. Code your mail before it goes out, with either
a mark or a number or a letter, to indicate each different
list. Be sure to keep careful track of your coding system.

Many organizations are surprised by the returns they get
from these kinds of mailings in that they expect about 50%
response and only get 10%. 10% is a very good rate of
return. Anything above 10% is excellent, 5-10% is still ve
good. 2-5% is average. Anything below 2% is not good fz
these kinds of mailings. (These percentages come from
years of experience with mailings and lengthy discussions
with experts in the direct mail business. )
ke trck of your expenses vy BT

; 0 these mailings, By
comparing your expenses to your returns you will be ab
to determine whether each mailing broke ¢ able

- , -€ven, generated
a profit, or resulted in a loss, ‘

February 1985

W

It is important to note that while thc.lbut:k of member.
ship outreach is done.thl'.O}‘gh the mail, there are other
methods of reaching individuals to encourage them to
become members that should not be }gnorcd..

Ifyour organization’s staff does public spe_akmg you have
probably already cncon.xrag.ed them to mention your me.m.
bership program and distribute b.rochures: Some organiza-
tions also use their membership camp:ngn to promote
their public speaking program. You might try to expand

public speaking program to let other groups of
people know that they can support your work !)y becom-
ing members. Events have already been men'uor.led as a
place to find potential members. If your organization does
not already do so, now may be the time to explore the
possibility of creating or sponsoring public events that will
introduce new people to your organization who can be
encouraged to join as members. Some such events are
educational programs, film screenings, lecture series, and
open houses.

There are many other methods of recruiting members
which have not been discussed in this article, such as large
events, canvassing, phonathons, and use of direct mail, all
of which require a large investment of staff time and money
to be done effectively. Before investing your resources in
these kinds of activities, it is important to engage in a
thorough evaluation of your membership program to date.
You may find that, at the end of a year of trying to attract
members, you are spending a lot more time and money
than the results merit. Not every organization is one that
can attract members, and you may find that yours is one
that cannot. This does not mean that you should stop
pursuing small contributions from individuals. However,
membership may not be the method to use.

The next article on membership will discuss how to
keep records in a way that they are useful both for ongoing
membership development and ongoing evaluation of your

your

membership program,
on’t
be afraid to try out
different letters to
different organizations.
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Thc donor interviewed for this
profile lives on the West Coast in
a major metropolitan area. She
holds an MBA degree and is a Certified
Financial Planner. She has her own firm
with three “associates” which mainly
works with women helping them to
budget, invest, and set appropriate fi-
nancial goals.

she is nearly 40, and earns around
$45,000 a year. She inherited $200,000
when she was 31 and has invested that
and parlayed the capital into about
$350,000.

She is a strong supporter for what she
calls “the whole non-profit sector.” She
gives 10% of her gross income ($4,500)
and $£10,000 from the interest off her
inheritance every year. She sits on two
Boards, one a major national health
organization, and the other a commu-
nity arts group. She is divorced and
raising 2 children, ages 10 and 8.

She only gives when she is asked
directly by phone or in person by some-
one she either knows or by someone
who has some connection with her. She
never responds to direct mail and rarely
goes to special events. Her minimum
gift is $100. She wants to give gifts of a
size to make some impact on the group,
and believes that gifts of $15-50 are of
negligible value.

Her first question on being ap-
proached for a gift is, “Do all your Board
members give money?” She says, “If the

K o
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Profile
Of
A

Major

Donor
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answer is anything less than an unquali-
fied ‘yes,’ I say no to the request.” Giving
time, or giving donations of skills or
even things doesn’t count for her. “Only
actual money gifts from all Board
members to the group—regardless of
anything else they might give will get a
money gift from me.” When asked if the
economic profile of the Board made a
difference, she said, “No. I realize that if
you have a Board with poor people on it,
their gifts are not going to be substan-
tial.  don’t care about the size of the gift
only that they give. $1.00 would be
enough. 25¢ would be enough. I want
100% giving.”

She supports a wide variety of groups.
Included in her spectrum are two
church missions which are both schools
operated by Methodist churches in for-
eign countries, 3 women’s health organ-
izations, 3 of the largest museums in the
United States, local family planning agen-
cies, 4 environmental groups, two local
repertory theatres, a residential treat-
ment center for disturbed adolescents,
and a local anti-nuclear group. What all
these groups have in common, she ex-
plained, is well run Boards, track re-

February 1985

cords of success, and evidence that
money is carefully spent. In addition,
someone from each of these groups
personally asked her. Her largest gifts,
$2500 each, go to the organizations on
whose Board she serves.

She has three pet peeves about the
ways many organizations do fundrais-
ing. 1. The solicitor of the gift will not
actually ask for the gift, but hints that a
gift is desired. “Give me honesty,” she
says. 2. The organization does not have a
financial plan, has not set goals for fund-
raising, and has no long range plan. 3.
The organization does not write her a
thank you note within a week.

She is most likely to repeat or upgrade
her gift to organizations which send her
thank you notes promptly. The thank
you notes should be personal and
signed by someone. In addition, she
wants a copy of the organization’s An-
nual Report accompanied by a personal
note (even if the note is as brief as,
“Hope you are having a nice summer.”),
and organizations which ask her to re-
peat the gift must use a personal letter
and follow-up phone call.

This donor illustrates a phenomenon
which is increasingly common: giving to
organizations less because of what they
do or what they stand for, and more
because of how well they are run. She
also underscores the need donors have
to be cultivated, sought out, and asked
honestly and straightforwardly. K|
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by Laurel Zien

Note from the Editor:

Many readers bhave inquired about selling products
as a fundraising strategy. For groups who bave pro-
ducts related to their work, such as educational mate-
rials, bumper stickers, t-shirts, or art work, products
can be a steady source of income. However, products
rarely generate large amounts of income and they
require a significant investment of time and resources
to bandle the marketing, advertising, responding to
orders and keeping an inventory.

The following article describes one organization’s
venture into the field of product sales, and their mixed
success with it.

arly in 1983, two past presidents of the Eugene
O’Neill Foundation, Tao House, were discuss-
ing possible fundraising projects that would
bring the existence of Tao House and the
Foundation to the attention of a wider au-
dience. The only national park for the performing arts in
the West, the Eugene O'Neill National Historic Site in
Danville, California, is unique in ways far beyond its goal to
honor America’s only Nobel Laureate in playwrighting. Tao
House is the home where the masterpieces Long Day’s
Journey Into Night, The Iceman Cometh, A Touch of the
Poet, A Moon for the Misbegotten, and Hughie were
written. Plans for the wilderness site include residential
workspace for performing artists, a conference center and
a unique theatrical library, in addition to tours of the
restored home. Clearly, a unique fundraising tool was
called for.
At that time, the Foundation had recently acquired 3
copy of the diaries of Carlotta Monterey O'Neill, O'Neill’s

third wife (and the person responsible for the construc-
tion of Tao House and, some say, the creation of the Tao
House Plays), and had earlier obtained copies of O'Neill's
work journals. Never before published, these private pap-
ers, along with accompanying photographs, became the
core of the proposal to produce The Years at Tao House,
the 1984 fine quality calendar published by the Foundation
in 1983.

A fine art calendar is a costly venture to produce. Several
major donors were approached by Board members relative
to possible underwriting and receiving credit for such a
project. $2,000 was raised in this fashion. 1000 calendars
were printed at a cost of approximately $5.40 each.

The calendar was of extremely high quality, it was
unique, and it showed a side of the O’Neill’s life that had
never before been available to the public. It was marketed
in several ways. First, the Foundation Auxiliaries sold
copies to their members and friends. Second, reviews were
solicited from book reviewers. Due to popular and unani-
mous acclaim, orders flooded in. Third, while several
bookstores had been approached, only one agreed to sell
the calendars without commission (it was feared that to
exceed the $10 cover price would be poor public rela-
tions). Fourth, advertisements were placed in Atlantic
Montbly, and the Los Angeles Times.Fifth, a glossy postcard
calendar announcement, featuring a photograph of O'Neill
at Tao l.iousc was sent to the Foundation’s mailing list of
approximately 1500 names. Approximately 300 calendars
were extended as public relations gestures. 500 were sold,
2‘;; tthFpupdation netted approximately $1,600 on their

- publishing venture. If you called this beginners’ luck,

you'd be absolutely correct.
thgfagz, :lOmd.thei.r success, the Board of Director, and
develop e ? 1torial committee of two, procceded to
P 1deas for the 1985 calendar, This was no small task.
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Sample Calendar Order Forms

0'NEILL CALENDAR TO CELEBRATE FOUNDATION'S TENTH ANNIVERSARY

1985

f‘ Qur 1985 Tao House calendar will celebrate ten years of the Foundation's
existence. The history of how Tao House was saved for future generations
15 long and tortuous. The calendar will provide a detailed, accurate history
for our members, auxiliaries, and the general public. It can be referred
to for years to come for factual mform._n‘on about the project. It will
be exciting, too. Pictures of past special events: HUGHIE, THE HAIRY APE,
and A MOON FOR THE MISBEGOTTEN u\'ll‘ be included along with some historic
teurprise’ pictures. Darlene Blu‘r_ is hard at work ploughing through moun-
tains of clippings. photographs, minutes and personal recollections in order
to produce our second successful calendar.

>. OROER YOUR 1985 TAO HOUSE CALENDAR EARLY!! DON'T RISK A SELLOUT!

NAME,

ADDRESS, CITY STATE paly

PHONE Number of Calendars at $10 each Total §
Additional donation $
TOTAL ENCLOSED $

Make checks payable to: The Eugene 0'Neill Foundation, Tao House.
Mail to: P.O. Box 402, Danville, California 94526.
Donations are tax deductible to the extent allowahle by law. Thank you.

| Cps—— J

ADDITIONAL CALENDAR ORDER AND MEMBERSHIP FORM

if you would bike 10 join the Eugene O'Neill Foundation, use this membership apphcation. If you wish 10 order more calendars for holiday .

guing. you may do 50
NAME

ADOHESS
amy STATE P PHONE
Number of Calendars at $10 each

(Please add $1.50 for postage & handbng) Toial $
1984 Membership support level (check one): Pesrase §
E ?::' : :, 1059 Membership §
O Sponsor $ 100 1o 499 TOTAL ENCLOSED  $
O Patron $ 500 to $999.

O Benefactar $1000 and over

Make checks payable to: The Eugene ONell Foundation, Tao House Mail To: P.O. Box 402, Danville, California 94526
DUES AND DONATIONS ARE TAX DEDUCTIBLE TO THE EXTENT ALLOWABLE BY LAW

The editorial efforts of the first calendar took these two
dedicated women over 40 hours per week for the better
part of five months. The subject for the 1985 calendar was
at first undecided, but as the Foundation had been plan-
ning to produce a 10th Anniversary memorial book, this
seemed like a natural opportunity to combine two pieces
in one.

About nine months of painstaking research resulted in
an historic preservationist’s masterpiece. The Eugene
O’Neill Foundation, 1974-1984 (as the 1985 calendar is
titled), is the chronicle of the efforts of a public spirited
group of citizens, of their desire to rescue a precious
remnant of our cultural past and not only preserve it, but to
establish it as a National Historic Site and a national park
for the performing arts in the bargain. This document,
quite properly, provides a model for preservationists in all
areas of our country. The 1985 Calendar, like its predeces-
sor, shows unusual and rare photographs of such notables
as Jason Robards and Helen Hayes, two of the Foundation’s
Honorary Members. It has not slipped a mote in quality.

Funding for the 1985 calendar was provided in part by
21 local businesses (solicited in a major campaign which
contacted over 150 specially targeted firms), who spon-
sored the piece at $100 each. Based on the success of
1?84’5 calendar and on the belief that the historic informa-
tion contained therein would be of value in many uses,

1200 calendars were ordered. The cost for this calendar
went up this year to $6,800, not only due to the addition of
eight pages, but also to many last minute editorial content
changes. It was determined to keep the price at $10: 470
calendars needed to be sold to break even.

Marketing efforts were not improved over the previous
year: the paid ads were dropped as it appeared they had
drflwn few, if any, orders. However, the Foundation’s
newsletter, published in late summer, contained an order
coupon which brought a steady, and early flurry of orders.

And now for the bad news. Unlike its predecessor, the
1985 calendar has not sold at all well, revenues as of the
end of December showing a loss on the project of approx-
imately $2,490 (on a sale of 210 calendars). Perhaps this
edition relies too heavily on the Foundation history, and
not enough on O’Neill. Perhaps the Foundation needed, in
the second year, to anticipate that less than one-half of the
previous year’s purchasers would return, and make a more
concerted effort to move beyond this small circle of
devotees.

It should also be noted that local competition increased
this year. The Town of Danville, celebrating its 125th
anniversary, has just published a $25 fine quality book of
local history and photographs, and the San Ramon Valley
Kiwanis published a calendar of its own. These have
undoubtedly cut into the Foundation’s market, but cer-
tainly support the validity of the concept.

Due to the potential financial loss this year, the editorial
content of the 1986 calendar is being carefully studied.
Also being noted is the need for complete underwriting of
this project in the future. Additional recommendations
include: marketing efforts planned by a separate commit-
tee whose work would be facilitated by an early publica-
tion date. This would possibly allow for distribution
through small press/calendar distributors.

Why continue with this venture? The public relations

bhe
public relations value
of the 1ao House
calendar cannot be
underestimated.

February 1985

L\—;
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value of the Tao House calendar cannot be underesti-
mated. Unlike many major businesses in our area that easily
become a part of the community, the O’Neill Foundation,
due to current restrictions on access to Tao House,
remains somewhat isolated. In addition, most arca resi-
dents, while perhaps aware of our existence, have not seen
the House or the results of any of the Foundation’s efforts.
The calendars, especially when sponsored by local busi-
nesses, allow the community to feel a part of our efforts—
they can see and “buy into” this cultural resource by
purchasing a share in one of our projects. The calendars
also remind local and national politicians of the value of
the project to the community, and the need for continuing
support not only for Tao House, but for all of the perform-
ing arts. Calendars displayed in local libraries remind
residents of the great works of dramatic literature that
were written in our midst, and perhaps will encourage
them to support the Foundation or other theatrical ven-
tures.

The Tao House Calendar wins the admiration and
support of all who see it. Kudos have come from a wide

February 1985
variety of sources, and provide the enCO}lragement to
continue with this publication effort. Here is a sample:

«Thank you for the handsome calendar. I want to order
more...” Helen Hayes, Honorary Member.

«It's an excellent work of O'Neill memorabilia, done
with impeccable taste.” Louis Sheaffer, author of the
Pulitzer Prize winning «O’Neill, Son and Artist.”

«] can attest personally to its beauty and assure potential
purchasers that it will be cherished long after its 365 days
on the wall have passed...its only flaw is quality: though
space is provided, I couldn’t imagine defacing it with
ephemeral scribbles of my own! This one, like the writer it
celebrates, is for the ages.” Frederick Wilkins, Editor,
Eugene O'Neill Society Newsletter, an organization of
scholars from around the world. ]

Laurel Zien is an arts management consultant, writer
and instructor. She served for six months as Planning
Consultant for the Eugene O’Neill Foundation, Tao
House, before being bired as the Foundation’s first Execu-
tive Director in September of 1983.

£ PR il y E BT ROLER e

o

EUGENE O’NEILL

The Years at Tao House
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Important

Questionnaire
please fill in

February 1985

1984
Budgeted

Source of Revenue Actually Raised

st |

In the December, 1984 issue of the Grassroots Fundrais-
ing Journal, we published an article on fundraising during
an election year. Many readers have been asking whetber we
Enow how other organizations were affected by the 1984 elec-
tions. As a result, we bave developed the following question-
naire to assess the actual impact of the ‘84 elections on var-
jous organizations’ fundraising efforts. We encourage you to
Sfill it out and send it in as soon as possible. The results will be
compiled, analysed and reported in the June issue of the
Journal.

Name (optional )

Organization (optional ).

Location: City State

What is the geographic focus of your organization’s work?
urban O rural O neighborbood O state O nation U

Briefly describe what your organization does.

Annual Budget 1983 § 1984 §—

Results of Fundraising Efforts

1983
Source of Revenue Budgeted Actually Raised
————
\
L\
Totul:

Total :

Did you bave an end-of-year fundraising campaign in 1984 ?
0 yes O no
What kind of campaign was it?

O Special Event  [] Major Gifts Other_

What was its goal? §

How much was raised? $

(Dlease use gross figures)

If you bad the same campaign in 1983, what were the resulits?
Goal $ Actually raised $

Do you have a membership program? [0 yes 0O no

If yes, what wereits goals? 1983 §— 1984 $ '

How much was raised? 1983 8 1984 8

How many new members joined? 1983

1984

Do you believe the ‘84 elections bad on an impact on your
fundraising efforts? O yes 0O no
If yes, the impact was O positive [ negative

Please describe the impact:

Thank you for taking the time to fill in this questionnaire, All
of the information you have provided will remain completely
confidential. Please send completed questionnaires to:
Grassroots Fundraising Journal; PO Box 14754;

San Francisco, CA 94114.

—
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Book Review

The National Bestseller Q

Gﬁ“G

Negoﬁatithgreement
Without Giving In

Roger Fisher and WilliamUry
Of the Harvard Negotiation Project

Getting to Yes: Negotiating Agreement
Without Giving In.

by Roger Fisher and William Ury.
Penguin Books, 1983. 161 pp.

Getting to Yes is a book about negotiat-
ing. Its premise is that the standard
methods of negotiating tend to leave all
parties dissatisfied, worn out or alien-
ated but that there is an alternative. This
alternative is known as principled nego-
tiation.

What is principled negotiation and
why is a book about it being reviewed in
a fundraising journal?

Principled negotiation is a method of
negotiation that sees everyone involved
as problem solvers working together,
looking for mutual gains, discussing mer-
its, looking at options, focusing on each
party’s interests rather than their posi-
tions. It avoids trickery, establishing bot-
tom lines, making threats, or applying
pressure. It is an honest, non-
antagonistic method of resolving differ-
ences and it is in keeping with the
principles of most social change organ-
izations,

Getting to Yes was produced by the
Harvard Negotiation Project, Inspired

by the question, “What is th.e b(?st way
for people to deal with their qnferen-
ces?” the authors drew on their back-
grounds in international law and
anthropology and an extensive collabo-
ration with practitioners, colleagues
and students. The result was a practic:fl
method of negotiating agreement ami-
cably without giving in.

The authors of this book have been
working together for four years. Roger
Fisher teaches negotiation at Harvard
Law School and is the Director of the
Harvard Negotiation Project. He has
also practiced law in Washington and
served as a consultant to the Depart-
ment of Defense.

William Ury is the Associate Director
of the Harvard Negotiation Project. He
has served as a third party in disputes
ranging from landlord-tenant grievan-
ces to labor-management conflict at a
Kentucky coal mine.

The methods described in the book
are based on four points: separate the
people from the problem; focus on in-
terests, not positions; generate a variety
of possibilities before deciding what to
do; and insist that the result be based on
some objective standards. One section
includes a chapter devoted to each of
these points describing how, when ap-
plied, this form of negotiating obtains
different results from standard negotiat-
ing tactics. Another section, for the
skeptics labeled “Yes, but...” answers
common questions about the method.

Principled negotiation is a methodol-
ogy that can be used by social change
organizations in many facets of their
work. For example, drawing on its prin-
ciples, Getting to Yes suggests ways to
approach some of the common reserva-
tions - expressed by fundraisers. One
such- reservation is that often people
seeking contributions feel that they are
“using” their friendships, and that as a
result, some relationships that they care
about @ght be destroyed. The authors
of Gettfng to Yes see this as a problem
thaf c?usts_for everyone engaged in ne-
gotiation in that they are interested
bth in the substance of the problem
being resolved and in maintaining a

Feb

ruary 1985

relationship with the “other side.” Their
solution is to separate the people from
the problem. Among the suggestions
they make to accomplish this are: un-
derstand the other side’s thinking, don’t
deduce their intentions from your fears,
discuss the other side’s perceptions and
make your proposals consistent with
their values.

Appliedtoa fundraising situation, the
above suggestions might be translated
into: put yourself in the donor’s shoes.
What would you want to hear to be
convinced to make a contribution?
Don’t mistranslate what are legitimate
questions into attempts to say no. Take
everything the donor says at face value.
If you are afraid that the donor will feel
that you are using their friendship to get
something, discuss that fear openly so
that it does not interfere with a discus-
sion about the merits of your organiza-
tion and why it deserves to be
supported. Finally, ask for what is rea-
sonable for that donor to give and
phrase your request in a way that ad-
dresses their interests as well as yours.

This is simply one example of how
principled negotiation can be applied to
fundraising and to the work of social
change organizations. The methodol-
ogy will be equally if not more useful in
attempting to resolve differences within
the organization, such as those between
staff members or between staff and
board members, or in trying to achieve
the very changes that your organization
is seeking in the community. In the
words of the authors, it “shows you how
to obtain what you are entitled to and
still be decent.”

What is special about this book is that
it is not just theoretical. All of the exam-
ples are realistic, and it is written in a
way that any reader can see how the
methodology can be applied to their
own every day interactions. In addition,
a noticeable attempt has been made to
us€ non-sexist language. For anyone
who finds the process of resolving dif-
ferences uncomfortable this book will
be very helpful. For activists in social
change work, it is highly rccommclrllﬂ

ded.
]
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New Subscriptions

YeS, | want to order the Grassroots Fundraising Journal,
1 understand that if I am dissatisfied with the Journal, my moncey will be refunded for all the issues I have not received.

Name ( Please Print) Organization

Address City State Zip

please send me a subscription for E] One Year (820) [J Two Years ($40) [J Three Years ($60).
(Please allow six weeks for processing of new subscriptions. )

Gift Subscriptions
want to do a good deed -for' your favorite causes? Buy them a subscription to the Grassroots Fundraising Journal.
Please send a gift subscription to the following organizations on my behalf. I enclose $20 per subscription.

2/85

Name Orgunization Addrexs
Name Organization Address
Namt Organization Address
Your Name Organization

The Grassroots Fundraising Journal will send a card acknowledging your gift. The subscription will start with the next issue.
Send to: PO. Box 14754, San Francisco, CA 94114.

Renewals
Please renew my subscription to the Grassroots Fundraising Journal for:

OOne Year ($20) [ Two Years (840) . [] Three Years (860). .
Make checks payable to: Grassroots Fundraising Journal. Send to: PO. Box 14754, San Francisco, CA 94114

\\\—-.‘

Back Issues

Many readers have inquired about get- | ers; Federated Fundraising; Asking Cur- | Responding to Put-Offs.
ting back issues of Grassroots Fund- | rent Donors for Extra Gifts. Vol. 3 No. Six: Developing a Membership
raising Journal. Limited quantities of | Vol. 2 No. Five: Prospect Identification; | Base; How to Break Through Bureaucracy;
cleven of the Journals are available. Vol- | The Cost of People; Tying Charity’s Hands; | But Will They Open the Envelope?
ume Two are $2.50 each and Volume | Tax Strategies for Charitable Giving. )
Three are $3.50 each. Order from The | Vol. 2 No. Six: Introduction to Phona- Order Form
Grasstoots Fundraising Journal, PO. Box | thons; 29 Ways for Board Members to Q[ ttem Totul
14754, san Francisco, CA 94114. The | Raisc $500; Planning for Fundraisers. Vol. 2 No. One
articles in each issue are as follows: Vol. 3 No. One: Cash Management for zg: . 12"::(

Smaller Non-Profit Organizations; Using Vol 2 No. Four

Vol. 2 No. One: So You Want Your Board | Phonathons for Renewal; Using a Vol. 2 No. Five
to Raisc Money; Four Months on the Road | Consultant. oL 2 B s
o Peace; Record Keeping, Part 2: | Vol. 3 No. Two: Personalizing Fundrais- % :"- fl?’f“
Rescarch, ing Appeals; Computers for Non-Profits, R
Vol: 2 No. Two: Getting Over the Fear of | Part 1; Setting Up a Canvass, Part 1. Vo, 4 No. Four
Asking; Evaluating Your Board of Direc- | Vol. 3 No. Three: Setting Up a Canvass, Vol. 3 No. Five
tors; Ideas for Expanding Your Mailing | Part 2; Computers for Non-Profits, Part 2; Val, 3 Nis. Six
i Fundraising Luncheons, Part 1.
Vol. 2 No. Three: The Fine Art of Asking | Vol. 3 No. Four: Fundraising Luncheons, | (. Total Enclosed
l&r the Gift; Summer in the Non-Profit | Part 2; Computers for Non-Profits, Part 3; | Name
t‘):.;"r'l'('l'; Expanding Your Board of Direc- | Fundraising During an E]f:ction Year._ Address
Vol Wenty Commonly Asked Questions. | Vol. 3 No. Five: Marketing Dcrpystlﬁcd; City

*2No. Four; Grammar for Grantseek- | Case Study of a Successful Special Event; | State Zip

15



Bulk Rate

US. Postage
PAID

San Francisco CA
Permit No. 14535



