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Planning & Running
A Phone-a-Thon

by Susan Monce Brown

d

We are pleased to present the following article on
Dhone-a-thons by Susan Monce Brown, who bas
tremendous experience in planning and running
large phone-a-thons. For smaller scale phone-a-thons,
readers are referred to Volume 2 No. 6, December
1983, ‘Introduction to Phone-a-Thons” by Susan
Eisele, and Volume 3 No. 1, February 1984, “Using
Phone-a-Thons for Renewal” by Kim Klein.

The Editors

phone-a-thon is an effective, quick way to raise

funds for a non-profit organization. The

advantages of a phone-a-thon over other fund

raising efforts stand out because of the

amount of personal contact necessary during
a phone-a-thon. When a donor is contacted personally, s/he
is much more receptive to the organization and is less
likely to say no. The volunteers are actively involved in
your cause, and they are more motivated to contribute
as a result. They pass this enthusiasm on to the people
they contact.

The personal contact allows another major advantage.
Unlike other types of appeals, an organization gets
immediate feedback from the phone-a-thon. One can
instantly see how effective the campaign is in soliciting
funds without waiting weeks for a letter reply. If the
response is not good the whole approach can be changed
immediately and often until the desired response is
obtained.

Besides the volunteer based benefits, there are many
economic benefits of a phone-a-thon. Plain and simple, a
Lphonca-thon is an easy, effective way to raise money over

a short period of time. The money comes immediately in
a phone-a-thon. A day or two after the first calls the trip
to the mailbox is filled with happy anticipation. The joy
of finding a pile of checks is enough to raise any
organization’s spirits. Coupled with another happy surprise
that happens often in a phone-a-thon when someone sends
more than they pledged, a phone-a-thon can really brighten
the work day.

As with everything worthwhile, a phone-a-thon takes a
great deal of planning and preparation to make it work.
Naturally, the first thing needed for a phone-a-thon is up
to date records of alumni, subscribers or friends. There
are several ways to update these files. The most accessible
way is to use local phone books and city directories for
the local donors. For those who are located elsewhere in
the state, the telephone company many times has a
collection of phone books that may be used. In addition,
many local libraries have phone book collections, but be
careful in using these, as many of them are out of date.

If you can’t find what you need in the local phone books
or city directories, use directory assistance. In some areas
directory assistance within your own area code is subject
to a charge. Long distance information is still free. Although
the directory assistance calls can add to your phone-a-thon
cost, consider the calls an investment because each number
you discover is a potential donor.

Don't forget to make use of all your office resources.
Past records can be updated often with a simple calling
campaign to verify the information you have on file. Also
address correction requested stamped on your mailing;
w bring back a corrected address for a quarter charge.
With a correct address, finding a phone number becomes
a more simple task.




If you haven't already done so, try t0 include 2 SP(:::ZZ
name on your permanent records. This information CO!

. ts because

in handy especially in the case of women prospects be P
husbands’ names are usually the only ones listed in

phone books. nt of

When conducting a phone-a-thon, the least amou
information needed is a name and phone m}mber. The
caller can ask for address information while on the
telephone, although this will slow down the progress of
the calling, It is best to have the address in front of the
caller and merely verify it with the donor.

Another major consideration that must be made before
deciding .on a phone-a-thon is the location. If there is a
large room in your building that can be adapted to a phone-
a-thon room, this is ideal. The advantages of bringing your
volunteers into your organization to see your operation
first hand are very great. Also, since the phone-a-thon will
be in familiar surroundings you will be more comfortable.
The advantage of not having to depend on the good graces
of someone else in order to conduct your phone-a-thon
provides security for future phone-a-thons.

Instead of using its own building, many organizations
borrow a business from which to conduct their phone-
a-thons. There are possible advantages to this procedure
also, but they must be weighed carefully. The ideal business
to borrow is one in which a large bank of phones exists
in close proximity. Many times an organization will find
a generous business that will allow free access to the WATS
line, which will save phone bills. Do not assume this,
however, or you could be in for a big surprise. Disadvantages
of borrowing a business far outweigh the possible cost
benefits. When an organization goes someplace else, it must
worry about getting access to the building, work at the
hours the business will allow, and worry about damage
and unfamiliar surroundings while conducting the phone-
a-thon. The organization is dependent on the good graces
of someone else, and in case the business closes or the
friendly manager is transferred, the phone-a-thon could die.
In your own building, you are dependent on only yourself,

Equipment is another major issue that must be carefully
considered. The options are to buy your own phones or
rent them from the phone company each year. We haye
found the cost of renting the equipment a great deal cheaper
for our yearly phone-a-thons. In our organization
purchasing the equipment would not be economicau};
feasible at this time, since the only time we use 3 large
bank of phones is during the annual phone-a-thon. To make
the big investment and use the phones once a year is a
waste for us, but this is a consideration that you will want
to make yourself,

Equipment charges can be given to you exactly by the
phone company representative. He or she will be able ¢
tell you how much installation, line charges and rentg] wil(i
be for the organization, We found it cheaper to pay th
one time line installation of $400, and then rent the plfonez
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2 one month period each year for .$400. This

Judes a connection charge, but no installatiop
e st year.

has been paid smeh Z“;uﬁt; 0); your phone-a-thon, and pq

NoIRIRERE arl(; lanned it is, if you lack volunteers yoyy
matter how weanﬁm succeed. I found volunteers in many
Phonc.a-th(;ns;rted with the alumni association, the group
Placels, btl(leters that I work most closely with. I asked these
of volllﬂfor their own help, and then for the names of the
Pcoplz they knew who could help. Then I contacted those
g zgg le the first year and explained the phone-a-thon, ang
asked for their help. The second year, I asked the alumpj
association to draft the volunteers for me because all of
them had been through one phone-a-thon, and yndemtood
how it worked. They had more success in drafting
volunteers because they asked their peers for help.

Once the volunteers sign up, I immediately send a letter
to thank them for their offer of help, confirm the time
and place of the phone-a-thon, and give them additional
information on why we’re conducting a phone-a-thon. |
also inform them that we will send a reminder one week
before the work date, and phone them the day before they're
scheduled.

A carefully trained volunteer is the most effective caller,
and I do the training in two phases. As each caller arrives,
I go over the information, guidelines and scripts with them
individually. They seem to be more inclined to ask questions
and express fears one on one. Then I leave the caller alone
to review the brochures and material for a while. After
all the callers have assembled, I g0 over in more detail
the case, the procedures and even role play if they feel
It Is necessary. I always end with the statement that their
ﬁ'rst call will be their hardest and they’ll be making calls

€ pros in a few tries. The looks of disbelief I get when
Isay that are always funny. A few minutes after the beginning
of the phone-a-thon, though, the general hubbub always
proves me correct.

It is very important to maintain a festive mood in the
phone-a}.th()n foom to keep up the morale of the callers.
?arllle Way we do this is to stack the deck for the first few
Comideed e 5387 o o thrc popl who
and affiliag celent prospects based on their past giving
sl d“fn With the school. These prospects can be
" Aﬁsure donors,” but the callers don’t need to
confident .ander e fist round of Success, the caller fecls
for the rest fmfly choose
o e C<I)1 t.hls/her calls. I have found that the whole

'r€ phone-a-thon session can be determined

by those
. first two or three caylg A happy session nets more

glfzsn tcl)ltiai: : l'lev key or depressing session.
refreshmept ta}l;lzv :vi&mt morale is by offering a large

egg salad, various sandwiches like ham salad,
Sy dl‘inks:.m"?'hzarbeque’ crunchies, fresh fruit, coffee and
don’t partake, g Volunteers fee| appreciated even if they

+ =Very half hour or so, the hostess for the

and lines for
ﬁgure also inc




ves a fresh platter of sandwiches and takes orders
The volunteers don’t lose their concentration
ecial because someonc

for .
to take 2 preak, and they feel sp
m. Of course, if they feel the need for

is waiting on the
a break, they are free to go to the refreshment table at

any time.
As the callers leave each night, I personally thank each
and again stress how much s/he

one for his Of her time,
helped. The next day’s mail will contain a personal letter

that tells, among how the overall phone-a-
thon did the eve anks callers for their

contributions again.

The budget is 2 fact of life in fundraising, and a phone-
a-thon is no exception to that rule. It is very possible to
determine how much you will spend by knowing what

evening S€

other things,
ning before, and th:

you will need.
Budget
Stationery $ 849.25
Phone rental & connection $ 40850
Long distance $ 875.54
Postage . $1,004.22
Computer supplies $ 174.00
Office supplies $ 86.00
Food & drink $ 200.00
Total $3,597.51

Stationery that is all matched and professionally printed
ssion that your phone-a-thon

gives your donors the impre

is well organized and professional. The pasics of the

stationery should include an advance card that will inform
thon is coming up, 2 pledge

the prospects that the phone-a-
card with matching return envelope, thank you notes and
envelopes and reminders and envelopes for the people who

delay their payment. A window envelope t0 contain the
pledgt:: card and return envelope is also a necessity. This
fnatenal should be designed and ordered six to eight weeks
in advance. The advance card should be in the mail two
weeks befo’re the beginning of the phone-a-thon.
fPostage is probably the largest expensc after the cost
of the telephones. The advance cards can be mailed using
: bl.llk rate permit. The pledge cards, thank yous and
Cmders must be sent first class mail because they have
zzgnal message areas and different amounts filled in on
N oo?jnc. Th’e post office defines this as first class mail.
” 8“) al:vay I've found to estimate the cost of the postage,
cents t(zg the number of prospects and multiply by 49
.y cents each for the pledge card and thank you,
" '"c cents for the advance card). This estimate is
rally high because every prospect cannot be reached

The additional postage, however, usuauy ~~°
aves a litte money in the

by phone.
the cost of the reminders and le

account.
Office supplies needed include pens, scratch pads, paper
tch tape, rulers, pocket calculators,

ter board

clips, rubber bands, SCO
ds, magic markers and pos
will be the smallest

phone books, donor car

for thermometers. This budget item

of your phone-a-thon budget, as most of these things should

already be available in your office.
Although the installation and local phone cOSts should

be a rate that you will discover in the carly planning Stages

of your phone-a-thon, long distance charges ar€ harder to

determine. However, with the help of a very cooperative
phone company represe the information

atative, you can get
in advance if you want to you’ll need

do the research. All
to know is that the average phone-a-thon call lasts three
minutes, and the areas

you will want to contact. The
representative will then be able to give youarou

gh estimate
on what your long distance charges might be. Whatever

you do, don't discard groups of distant donors to save
money. As a rule, we have found that the further away
the donor gives. The long distance

we call, the more money
calls pay for themselves beautifully, and you shouldn’t worry

about losing moncy on them.
de 990 long distance

In our last phone-a-thon we ma
calls to 46 states, 347 cities for an average of three minutes
per call. Our total long distance bill was $875.54. From

these calls we netted gifts of $14,107.50.
The set up of the phone-a-thon room is very important.

The callers should all be within eye contact of each other,

but each should have sufficient work space so that s/he

doesn’t feel cramped. Callers seem to be most comfortable
with five to six feet of individual work space. They are
close enough to other people to keep up morale, but they
feel isolated enough to be themselves on the telephone.
Each' desk is equipped with the appropriate office supplies
a touch tone telephone, a record box of prospects anci
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pbone-a-thon is
an easy, effective
way 1o raise money
over a short period
of time.
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are
an OUT box where cards from the completed calls

placed. i ke
The office procedure during the phonc-a}-thOI;‘S g;f)unc)l,
to efficiency and quick dispersal Ofinfonlnaf“:;:voil‘;ers per
N . t least five cleric :
it most effective to have at leas ible for certain

phone-a-thon session. Each worker is respons
tasks, and nothing else. The set up is as follows: p

Station 1—This person picks up the pledge cards an ,

donor cards which are clipped together from the callers
OUT box. $/he then takes them back to his/her own desk
and files them in his/her IN box. His/her responsibility
is then to record the gift information from the pledge card
onto the donor card. If the prospect makes no pledge,
the clerk files the donor card and the pledge card into
a clearly marked NO PLEDGE box. If there is a pledge
the clerk transfers the information from the pledge card
onto the donor card and passes it on to the IN box of
the next station.

Station 2—This person keeps a running tally on the gifts
pledged during the evening. S/he also checks the company
of the donor and spouse on the donor card and then checks
file for matching gifts. If there is a matching funds company,
the clerk attaches the appropriate matching gifts form and
info onto the pledge card-donor card pile and passes it
on to the IN box of the next station.

Station 3—This worker checks the information on the
pledge card and the donor card for accuracy, especially
address information, then if all is in good order, separates
the donor card from the pledge card. The donor card is

in front of M/hef, the pledge card ang
form, if applicable, are Psfsefd on to the
: is also responsible for undat:
next station. 13:: alfés;ilr:ming misceIl)laneous errangsatmg
the tl:fgln;)f?ﬂlis, person stuffs the return envelope, pledge

S(tja 2nd matching funds form into the window envelope,
Ca;ls, it. stamps it, sorts for mail anq bundles.
se Stati;)ﬂ 5 This person Serves triple duty as informatigy,
orrecting wrong phone numbers, typing

esses in case of change, and serving as hostegg
g;:tefgi?lcgidsrandwiches and drinks to the callers periodically
during the evening.

The head of the phone-a-thon circn.ﬂatcs all evening, The
primary function is to anSwer the difficult questions that
arise on the telephone, make sure th‘at the office staff js
functioning properly, and that all is going smoothly.

The day after the phone-a-thon, record keeping must
be taken into the development office. The daily mail must
become a priority during these phone-a-thon days. The daily
receipts are entered onto an accounting sheet (the checks
are again checked for verification of address, career and
other little bits of info on them), and the checks are turned
in to the school accountant. The pledge card stubs are
taken to the computer, and each donor’s record is searched
and the appropriate information on the gift is entered. When
all of the day’s receipts have been computerized, the
computer prints mailing labels for the immediate return
of the thank you notes which have also been prepared

filed in a boX
matching funds

operator, by ¢

|

SET UP OF PHONE-A-THON ROOM
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during the morning. A thank you is always in the mail within
24 hours after the receipt of a gift.

The use of a computer makes the phone-a-thon a
streamlined pleasure. It can run labels, keep track of
receipts, tally in a moment, and provide quick easy retrieval
of alumni records and statistics related to the phone-a-
thon. I highly recommend the use of a computer for a
phone-a-thon.

After the phone-a-thon, a careful evaluation is necessary
for wrap up and for the beginning of the next phone-a-
thon. The computer is a very valuable tool to study the
cost effectiveness of the phone-a-thon and the returns.

The advantages and benefits of a well run phone-a-thon
make it, by far, my favorite fund raising activity. Many
organizations use the phone-a-thon as the major fund raiser.
At Assumption High School the phone-a-thon is designed
to bring in hundreds of “small” gifts, those gifts of usually
$100 or less from our alumni and friends who had never
been asked to contribute before our three year old
development program was initiated. Since it has been
implemented, however, we realize the great potential of
the phone-a-thon and plan to expand it every year until

A At e e o 2 v 2
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it becomes a much more major part of our fund raising
program. The first year our goal was $10,000 and we netted
just under $20,000. The second year our goal was $20,000
and we will reach at least $25,000 by the time all our
pledges are paid. Next year we hope to raise $40,000
through increased pledge amounts from past donors, the
addition of some “unknowns” and an expanded prospect
list to include more than just alumni.

Besides the monetary benefits of our phone-a-thon, we
have reaped tremendous participation increases from
alumni who have been out of contact since graduation.
The phone-a-thon call brings them back to school, revives
happy memories, and has greatly increased our volunteer
corps. I'm really sold on the phone-a-thon as a fund raising,
organization building tool, and I firmly believe it can be
a valuable fund-raising activity for almost any group. u

Susan Monce Brown s the Director of Development
and Public Relations for Assumption High School,
a Catholic High School in Wisconsin Rapids,
Wisconsin.

Sample Handouts for Phone-a-thon Volunteers

Sample Script

Hello, this is
Assumption High School for
(When prospect is on the line) Hello, this is

and I'm calling for the 1984
DPhoneathon at Assumption High School. We're raising
money to supplement tuition, provide scholarsbips,
refine the curriculum and help with energy projects.
Would you consider a pledge this year to belp us meet
these goals? (Wait for reply.)

If YES, repeat amount and verify below information.

If YES, but no amount is volunteered ask “Did you
have an amount in mind?” Enter the amount on the
Pledge card. If the prospect is uncertain about the
amount, explain to bim that we are keeping track of
all th pledges tonight and you would like to add bis
Dledge to the total. If be is still uncertain, fill in “your
choice” on the pledge card and send it to bim with an
encouraging note. v

calling from

Continue:

1o keep our mailing lists up to date, may I please verify
some information with you right now? Do you still
Hve at ?

Are you employed at (read

Jrom card). If there is no company on the card, say
‘Many companies will match the contributions of their
employees. Are you employed? What is your company
name?”

Thank the pm.speci Jor bis/ber support and tell bim/
ber that a pledge card will be in the mail tomorrow

morning. Say goodbye.

Sample Script to Verify Info before
Phone-a-Thon :

Hello, Mr. I'm calling for
Assumption High School. We're in the process of
updating our alumni files and we would like to verify
some information with you right now.

The address we bave you at is
Is this correct?

Are you still employed at ' asa
?

Have you been receiving Alumni mailings?

Do you bave any comments or suggestions regarding
Assumption that you would like for me to basson to
the administration bere?

Thank you very much. Goodbye.




Sample Handouls

Procedures

Make call and ask for alumni. If you reach parents of
student no longer living there—get correct phone
number and write it on donor card.

Use script leads.

Verify address, phone number, and get occupational
information. Make all changes or corrections on label
on donor card.

What to do when:

You get a pledge for definite amount

1. Enter amount on pledge card and write short note
on card.

2. Clip pledge card and donor card together.

3. Place in box on your desk.

You get a pledge for uncertain amount
1. Write “YOUR CHOICE” on pledge card in amount

space.
2. Write a short encouraging note like:

Dear Tom,

Great talking with you tonight. I know you will do

what you can for Assumption.

Jack Smith

3. Put “WILL CONSIDER” and date on donor card.
4. Place in box.

You get a “not now”
1. Fill in Donor’s Giving Record like this:

Donor’s Giving Record

Date Fund/Purpose  Contact Amount
1984 Phone-a-Thon Your Name

2. Place in proper receptacle.

There is no answer or line is busy

1. Put card on bottom of pile and try again periodically.
If you cannot reach your prospect by the end of the
session return the donor card with the notation
“couldn’t reach on date—(line busy) (no answer),”
Put this in empty yellow section under average gift
Place card back in donor file to call another night. .

You get a call back request

L. Get a definite time to call back (2/2-9 pm) and
write it on the card in empty yellow section under
“average” gift.

Jor Phone-a-thon Vo
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lunteers

Guidelines

fug ;i volunteers, alumni find parents a sense of
involvement with Assumption High Sch901.

2. To begin an annual giving program and increase the
number of alumni and parent .g1fts,

3. To update the alumni pppulatlon through
systematic record keeping.

Goals $20,000

Where the money will go: .
The cost of education rises €very year, along with the

cost of living. Tuition and fees cover only 37% of the
actual cost of educating a student and for this reason,
Assumption must explore other avenues of fund
raising.

The AHS Development Office was created three years
ago to find additional sources of funding.

The Royal Club, The Royal Event, and The Annual Sale
are all examples of these additional resources.

With these funds AHS can:

U] become more energy efficient through fluorescent
lighting, new thermal windows and
weatherstripping

0 add advanced placement courses in many areas

0 add to computer center on third floor

0 maintain and increase business and vocational
courses like shorthand, typing and home
€conomics and art

U sponsor a retreat program and liturgy prayer
sessions for students and faculty

O cncourage spiritual counseling within a youth
ministry program

a fntroducc computer literacy in major courses

O implement curricular improvements for below
average students

€xpand tutorial services through the use of the
computer

0 develop an equj
. “quipment replacement program for all
- :;?étvra; curricular activities P
€lop a formal fund rajsin,
. . g program to meet
with the extra curricular budget

O impleme i
p. 0t a transportation cost reduction
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ost non-profit organizations need more
money than they have. To increase their
funds, they either seek new strategies for
raising money, or they strive to upgrade

wdw their existing strategies. A significant
number of non-profit organizations that think they need
more money actually have any number of other problems
which must be solved before their fundraising efforts can
improve. In fact, these organizations sometimes have an
effective fundraising program in place, but their other
problems obscure its success.

Because most organizational problems affect money
coming in and going out, people often blame their
fundraising efforts for their shortage of money. But just
as a fever can be a symptom of any number of illnesses,
so lack of money may point to a deeper distress. Rarely
is lack of fundraising effort the main problem in a falterin;
Organization, and never is it the only problem. '

In this article, we will use several short case studies to
explore four of the most common organizational problems.
In each case, the problem appeared to be a lack of money
and the solution appeared to be more or different
fandraising, In fact, when the problem was properly
identified, the solution was unrelated to fundraising. Here
We present the solution to each problem chosen by the
8roup in question. Other solutions were also possible, but
You will see that the creativity applied in these instances
generally resulted in positive solutions for all concerned.

Problem Area One:
Organization sets goals that are
Unrealistic

Example A: A sexual assault prevention project faceq a

31400 shortfall in their community-based fundraising
fforts. They described the reason for this deficit as always
falling short of their fundraising goals. Their paid fundraising
cOordinator was depressed, feeling that no amount of work

Made any difference. Their fundraising plans, and past

performance looked like this:
Source 1983 1984 1985 1985
Actual Actual Goal Actual
Income Income Income
Raffle $ 2500 8§ 3,000 $10,000 $ 6,000
Membership 1,500 2,000 10,000 6,000
(so far)
Major 5,000 8,000 15,000 11,000
Gifts (so far)
Volunteer 3,300 3,500 8,000
Canvass
TOTAL $12300 $16,500 $43,000 $29,000
Real Problem:

The real problem is easy to see. Having showed steady
financial growth for two years, the group decided to hire
a fundraising staffperson to increase their income even more
significantly so that they could expand their program. They
then set goals that required raising two or three times
more than they ever had. The effect of the staffperson was
clear. Income in every category had gone up, and total
income to date in 1985 was nearly double that of 1984.
However, the goals that had been set were unrealistic. Once
they realized that just needing the money for a more
ambitious program was no reason to think they could raise
it, they were able to adjust their goals.

Solution:

The group revised their goals downward, and postponed
the beginning of the new program until 1986. Far from
feeling discouraged about their fundraising, they realized
that their decision to hire a fundraiser was a good one,
and that their efforts really were paying off.

Example B: A Peace Center planned and organized an
event to protest US. involvement in Nicaragua. A
demonstration would be followed by a small concert
featuring a local bluegrass band. Admission to the concert
was $5. They hoped to attract 1000 people, making their
gross income $5,000 and their net income about $3,000.




They planned to raise even more money by selling drinks
and food at the concert. Because they were SO caugh't up
in the preparations for the demonstration, they decided
not to advertise the concert widely, but to try to attract
most of the demonstrators to the concert. The
demonstration went well. About 2000 people came, the
press gave it good coverage, and there were N0 prqblems
with police or bystanders. The concert, however, did not
go as well. Though the concert was mentioned several
times during the day, and fliers about it were distributed,
only 500 people came. With sale of drinks and food, the
concert netted about $750, less than one-third of the hoped
for total. The problem was blamed on poor publicity.

Real Problem:

The real problem here is again an unrealistic goal. This
organization, with only one part-time staffperson, set itself
up for failure by planning a major demonstration and a
major fundraising event for the same day. They saw the
demonstration and the concert as related events, which
would naturally flow into each other. In fact, this was not
the case, Having spent their afternoon at a demonstration
which ended at 5 p.m., most people were not going to
turn around and go to a concert beginning at 8 p.m.
Solution:

The solution here is for the group to identify what they
want from their special events. When money is a primary
goal, they must give the money-making event enough time
for proper advertising and coordination.

When a good time for the demonstrators, plus publicity
for the group is the primary goal, then the concert needs
to be at the end of the demonstration. The demonstrators
could march down Main Street, and rally at the City Park,
then be entertained by the blue grass band, and then go
home. Poor publicity for the concert was only the symptom
of the problem.

Problem Area Two:
Organization maintains incompetent
or unqualified staff

Example A: An environmental organization needs an
accountant. With money coming in from many sources,
including foundation funding for several projects, they need
someone who can keep careful track of both project funds
and operating costs. The brother of a2 Board member needs
a job and a change of pace. A car mechanic by training
he has recently been the manager of a gas station, No oné
on the hiring committee has accounting skills, and needing
an accountant quickly, they decide not to do a full search
but to offer this man the job. Reasoning that he can ad(i
and subtract and has small business experience, they foresee
no problems.

During the annual audit, the organization learns that
foundation money given for a special project has been used
to pay opcrating costs. The cash flow generated by this
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d the lack of money coming in from other

grant has CHEC D e completed with this grant is

sources. The project t0 b
now jcopardized.
decides that they have slacked off in their

Board ' .
e i rts, and resolves to make up this deficit.

fundraising effo
Problem: ) o
Regl(/hile the Board’s decision to Increase fundraising is

i ill find themselves in this
ertainly commendable they will . ‘
situatioz or worse until they deal with the fact they have

ualified accountant. They either ignore or may not

an ung : ‘
realize the serious legal problems that can arise from “co-

mingling” funds. They risk alienating the foundation funding
the project, and destroying their rcputatif)n bY not finishing
their work on time, or by news of this mistake leaking

out.

Solution: . ‘ .
The accountant is happy in the job and everyone likes

him. They choose to pay his way to attend night classes
in accounting and to hire a consultant to set up the books
and supervise him for a few months. Although these were
extra expenditures for the group, they felt it was worth
while to retain a basically good employee.
Example B: The Director of a group advocating for senior
citizens in a small city has worked there for ten years.
With three other people, she is one of the founders of
the group. The organization is highly respected, and she
is a dynamic and capable leader. Last year she developed
a debilitating kidney disease which leaves here exhausted
much of the time and has affected her short term memory.
This disease is progressive, and will eventually result in
her loss of kidney function and require dialysis. She has
cut back from her more than full time schedule to three-
quarter time, and even then can usually only work
three-four hours a day. Her memory loss has caused her
to miss important meetings and some appointments with
dqnors. She insists that she is fine, just tired, and that her
missed meetings are the result of having too much on her
mind. No one wants to talk honestly about her illness, and
so the other two staffmembers are trying to do the Director’s
)ob_ as well as their own. Everyone has a “wait and se€’
attitude. One Board member sums it up, “I suppose one
of the.se days something serious is going to happen, but
ge;:lml_l cross that bridge when we come to it.” Meanwhile
ndraising efforts are beginning to fall off, as the Director’s

lack of ener: makes it i : :
her work. 8y makes it impossible for her to keep up with

Real Problem:

alcl;l)ﬁfﬁ:n a classic problem that most often occurs with
in denying the il s o C uding the ill person, participates
it will all work out:e s;:hl;opmg against hope that somehow
There is, in fact n(;ulms 1S a misplaced sense of kindness.
the organization th 8 kind about standing by watching
building slowly gy S woman has been instrumental in

Y Tall apact because she cant continue to
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o her work. Fu@er, Board members faj] in their
o ponsibﬂi“y to :}Ct in th.e bes.t Interests of the organization
by not dealing with the situation.

Solution: .

Two of her closest friends and co-founders of the group

ent an afternoon with the Director and 2 therapist
specializing in the need.s.of people with debilitating or
rerminal illnesses. The Director was able to admit that she
feared she was indispensable, and also that she was having
difficulty adjusting to her disease. In addition, she needs
her salary to pay her increasing costs related to her illness
such as special food and a housecleaner. A solution to ai]
these problems was fairly simple. The Director qualifies
for disability insurance and can cut back to half time without
any loss of income. Another staffperson will be promoted
to halftime director. The current Director will begin
phasing other people in to her meetings with funders and
donors. It is imperative that this organization have more
people doing fundraising so that the task does not fall solely
on the Director. Chances are with this decreased work
load and decreased worry load, the Director will be able
to stay with the organization as long as she wants.

In these two examples, and dozens of others, people
are given or retained in jobs for reasons that have nothing
to do with the job and which ignore the health of the
organization. “He’s in therapy,” “Her relationship just broke
up,” “He’s a single father,” “Her mother has cancer” are
not job qualifications. Obviously, social change groups want
to be more humane than corporations or businesses seem
to be. But giving people too much latitude is neither good
for the organization nor kind to the person. These crises
usually show up in lack of money. More money will only
buy time and extend the crisis for more months.

Problem Area Three:
Poor recordkeeping

Example A: A women’s health organization has a mailing
list of 1000 names. To be on the mailing list, one pays
Ofganizational dues of $20 per year. Every September, the
volunteer fundraising committee sends out renewal letters
©0 the entire list, then committee members take turns
coming in to the office for the next twelve weeks to thank
the donors and add them to the mailing list. No records
are kept of the date or amount of the gift. Over the past
[hrFe Years, income from the membership list has dropped
€ the cost of maintaining the list has risen. The
Ommittee’s solution is to recruit more paying members,
2d they plan to launch a large direct mail campaign.
Real Proviem,
. The volunteers who send the mailing and maintain the
ISt have ng agreed-upon system. Some volunteers sendfng
thank yo notes add everyone to the list without checking

t e i . . .
(())n?“ if they are already on it, creating duplicate listings.
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o th.e list. In two Years, no name has been removed from
the list because no one looks for lapsed members. The
Feneyvaj sent in September goes to everyone, even if they
Just joined in August or July. Angry letters from donors

are filed away in envelope marked “To be answered,” then
never are.

Solution:

A consultant was hired to draw up a series of procedures
for each volunteer to follow. Without experience in
managing a mailing list, most had never realized their
mistakes. The list is small enough that a computer is not
needed at this point, and the group chooses not to go
that route. Instead a second list is started noting the name
and address of the donor and the date and size of their
gift. Renewals are now sent out quarterly, which decreases
the work in September and makes for a much higher
renewal rate. All lapsed donors can now be recontacted,
and eventually removed from the list. In a list of 1000
people, in fact only 390 were paid up; 200 were duplicate

- names; and more than 150 were wrong addresses. With

a simple five step procedure, any person wishing to
volunteer can immediately be plugged into mailing list tasks.
The savings in time means that the fundraising committee
can now launch its direct mail campaign without
compounding their problems.

Example B: A legal aid organization publishes three
booklets on various aspects of legal rights. The books are
priced to realize a slight profit, and an excellent marketing
strategy is implemented. The booklets sell much better
than expected. The secretary cannot keep up with the
orders. There is no system for keeping track of orders
needing to be filled or those that have been filled. As she
fills an order, the secretary simply throws away the order
form. Checks are often not cashed for three or four months,
and the wait for booklets becomes four weeks, then six
weeks, and finally three months, resulting in a number of
angry letters. The Director decides the sales are not worth
the effort and suspends the marketing plan. “It will be easier
to get the money from a foundation and give the books

away for free,” he says.

Real Problem:
Here the Director decides to abandon a successful

fundraising strategy and community service because he
doesn’t know how to put proper recordkeeping procedures
into place.

Solution: . '
A Board member who runs a retail store intervenes. She

helps the secretary set up a system of inventory control,
recording orders, and coding checks for deposit. She
suggests having mailing labels printed with the organization’s
return address which saves the secretary hours of typing
the return address on blank labels and gives a better look
to the organization. A work study student is employed three
hours a week to fill orders.

wﬂ checks the accuracy of the addresses
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Problem Area Four:
Intolerable working conditions

Almost all low-budget organizations make do with less than
adequate working space—conditions are often too
crowded, too noisy, too dirty, too cold in the winter, too
warm in the summer. But some make do with conditions
that rival the garment industry of the 19th century or the
living conditions of many migrant workers. Ironically, they
will work in conditions they would protest vociferously
if they found them among workers in other industries.

Example A: A tenants’ rights organization with two staff
people operated from a cabin-like shed in back of a block
of stores. The cabin measured 9° x 12°, was uninsulated
and had no running water. (They used the bathroom of
a nearby gas station.) Heat was provided by a woodstove
in the center of the floor. Light came from one bare bulb
and electricity was provided by a neighbor through a series
of extension cords. In the winter, a staffperson came in
early, built a fire and went home for an hour while the
office warmed up. The workers and the Board felt strongly
that the organization should be located in the neighborhood
it served and should not be fancier than the living conditions
of many of the tenants. They proudly brought donors to
the office to show that no extra money was spent on frills,
and felt their limited success in raising money was due
to the bias of the donors toward what they were trying
to do.

Real Problem:

Here the problem is one of assumptions: the first
assumption that anything but near-squalor would call the
organization’s sincerity into question; the second is that
donors are biased against them so their chances of raising
big money are slim. A compounding problem is work time
lost in preparing the feeding the fire, and in staff absenteeism
for almost constant colds and flu through the winter. The
organization was finally forced to face the problem when
the fire department declared the electrical system
inadequate and ordered the landlord to upgrade it, which
he refused to do. This forced the organization to move.

Solution:

The organization moved to a small office in a
neighborhood church. They pay little rent, as the pastor
of the church is sympathetic to their goals. They have access
to a photocopy machine and a conference room for
meetings. They are warm in the winter and cool in the
summer. At the same time, they have maintained their goal
of staying in the neighborhood, and not living better than
the tenants they serve. They agreed to give up their
assumption about the bias of prospective donors and to
try that avenue again. It was pointed out to them that while
many wealthy people are not sympathetic with their goals,
those who agreed to visit them and wanted to learn more
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probably not of that crowd. Their
e has significantly risen in the year
church. Those most supportive of
ts who are the leaders in the

about their work were
income from this sourc
they have been in the
the move: the tenan

organization.
B: A child care center operated its program in
ﬁ;;péem In the back of the barn was an office which
a horse stall. The barn had been

has previously been o )
converted into a wonderful, if slightly noise classroom. The

horse stall did not convert SO easily into an office. The
noise from the classroom Was deafening for the
administrator, so she normally came in late and worked
well into the evening, after the children had gone home.
Her office was overcrowded, and because it did not lock,
she often found that children had been playing in it.
Although she asked several times for an office away from
the facility, the Board felt it was an unnecessary E.ISC of
money, and that all extra funds should go to the children.
As time went on, funding deadlines were missed, letters
did not go out on time, and a major block of funds from
the state was almost lost because of failure to comply with
reporting deadlines. The administrator complained of
overwork, and having no time to do fundraising. The Board
proposed hiring someone part time to help her. This person
would share her stall. :

Real Problem:

This administrator may be overworked, but there is no
way to know how much is due to her working conditions.
She works mostly in the evening, which she resents because
it has adversely affected her personal life. Because she often
cannot be reached during normal business hours, she has
frustrated and annoyed funders, government officials and
donors. The problem finally came to a crisis when she
came in one day around 4 pm to find the Annual Report,

typed and ready for proofreading, covered with a rapidly
melting chocolate bar.
Solution:

The Board agreed to take the money they were prepared
to use for an assistant to rent an office space away from
the facility. They and the administrator will now be able
to see if she truly has too much work. This decision resulted
from the Board realizing that the good of the children

would best be served by making it possibl
Id e for the
administrator to do her job. ® P

Summary

Groups often find it liberating to le .
: arn th;
1S not money related, and ; at their problem




THE COMPLETE,
STEP-BY-STEP GUIDE
FOR ANYONE WHO
NEEDS TO RAISE MONEY.

“ABSOLUTELY ESSENTIAL READING
FOR ANYONE ABOUT TO
LAUNCH A COMMITTEE OR A
FUND-RAISING CAMPAIGN™

Baiswra Boce Presicent The Chidiens Foundation

IRVING RWARNER

The Art of Fundraising

by Irving R. Warner

Bantam Books, New York, 1984,
163 pp., $3.50

be Art of Fundraising was written
by an individual who brings 35
years of fundraising experience to
bear on the topic. He has worked in
seventy two cities across the North
American continent and his clients have
included religious groups, public interest
Causes, private hospitals, think tanks,
colleges and universities. The diversity
of his experience is evident in this little
Paperback, pocket size manual on
fundraising,
The Art of Fundraising is a little like
4 cookbook written by a gourmet chef
Who has dabbled in the cuisines of the
World. The transition from one chapter’s
train of thought to the next is never
terribly apparent. The degree of tho-
foughness with which topics are
xplored is not entirely consistent. But
for the cook who is not sure just what
$he wants to create, this is a good place
to bﬁ'gin,
- This i 4 chatty book which makes it
Y 10 read and often very entertaining,

It is written primarily for the “amateur
Yolur,l,teer,” but often the use of the term
3’0‘11. can be confusing, as some of the
actuvities described are more appropri-
ately delegated to staff rather than
volunteers. Nevertheless, by directing his
thoughts to “you, the volunteer” the
author has written a very direct, and
often very opinionated survey of
fundraising, S

The bulk of The Art of Fundraising
focuses on what this journal often refers
to as major donor campaigns. It is the
direct, one-to-one solicitation of a large
gift from an individual Because of the
rambling quality of the writing, this is
not the greatest “how-to” guide on
developing such a campaign. But the
author touches on the most important
aspects of running a campaign, which
makes the book good reading for
someone in a slump about a campaign
failure or someone who has just begun
to consider the concept.

The one limitation of the author’s
handling of major donor campaigns is
that it seems directed to the fairly
wealthy large organization or institution.
The reader working with a small
community organization will probably
feel after reading the book that major
gifts campaigns are not for his/her
organization, mostly because s/he does
not have access to powerful wealthy
people in his/her community. That
assumption is not necessarily correct. If
readers can ignore this line of thinking,
however, there are many other interest-
ing items in the book.

The best parts of this book, in addition
to the discussion of major gifts campaigns,
are the little personal experience stories,
which are good examples of what works
and what does not work in different
kinds of fundraising efforts, and a chapter
called Cliches, Chestnuts and Caveats.
Within this chapter are some €xtraor-
dinary tidbits of fundraising advice and
commentary. A few examples:

«psychologists suggest light blue m:ily
be the color people respond to best in
2 fundraising context.”

«In families of great wealth, the
founder of the fortune and his grandchild
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will usually be more generous than the
generation in between.”

“If every man, woman and child in the
United States sent you $1 and asked for
areceipt.in response to your fund-raising
letter, you'd spend more than you got.”

“Never tell a prospect your organiza-
tion might collapse without his help. He
might let it. Nobody likes to think his
money could go down the drain.”

There are also some strange comments
such as:

“People who get angry when asked
to contribute to a worthy cause probably
kick their dogs.”

“When you plan your big fund-raising
dinner, leave out the soup.-It will save
you money; it will save about fifteen
minutes for your program; the soup will
probably be cold anyway; and if the
crowd is big enough, somebody is bound
to get soup dumped in his lap. Besides,
wealthy prospects don’t come to fund
dinners just for the meal.”

Returning to the analogy of a gourmet
cook book: The Art of Fundraising is
eclectic. On some topics it provides
enormous detail, on others it simply lists
the ingredients but now how to put them
together for a finished product. It
touches on events, direct mail, and
publicity and deals in depth with issues
about leadership. '

The book’s organization is so compli-
cated that it is impossible to describe.
This makes it not a very good resource
to return to in the middle of a fundraising
project; there are many other excellent
books for that purpose.

It is not a must-have, but it is not a
must-miss either. If one were seeking a
classification in a book catalogue, The
Art of Fundraising might be found under
the “easy reading” listings. The two
audiences for this book are the individ-
uals who have never done any fundraising
who will find the chattiness and broad
survey effective and those who have
spent years fundraising, have read all the
journals and books that have come out
and are interested in some new ways
of saying old thoughts or new perspec-
tives on experiences they may have
had. LH
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From the co-editor of the Grassroots Fundraising
Journal, a book guaranteed to get you results:

Fundraising for
Social Change
By Kim Klein

The nuts-and-bolts strategies that all small
nonprofit groups need to raise money
successfully from individuals.

Learn how to:

B Motivate your Board of Directors

B Use direct mail techniques successfully

B Raise funds by telephone

B Use special events to raise money

B Plan and implement a major gifts campaign
8 Analyze your constituency

Please send me copies of Fundraising for

Social Change @ $20.00 $

Postage/Handling @ $2.00/order
($5.00 maximum) $

Total Enclosed $
(Check or money order must accompany order)

Name Title v
Organization

Address Telephone
City/State/Zip

Make checks payable to: Kim Klein
I Send orders to: Kim Klein, P.O. Box 14754,
] San Francisco, CA 94114
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Philanthropy
1984

The American Association of Fund Ratsmg Counsel
(AAFRC) has released the total ﬁgures for private sector
giving in its 1984 Annual Report, Giving USA. According
to the report, giving by the private sector to_non-proﬁt
501(c)3 organizations came to $74.25 billion in 1984 It
is important to note that this rcpresenfs_only giving to
501(c)3 groups, and does not include giving to lo!)bymg
organizations or any group that does not have official tax-
exempt, non-profit status. Giving was as follows:

Total Giving 1984: $74.25 billion

Contributions Contributions as
(in billions) Percent of otal
Individuals .......... $61.55 Individuals ........... 82.9%
Bequests ............. 4.89 Bequests .............. 6.6%
Foundations ........ 4.36 Foundations ......... 5.8%
- Corporations ....... 3.45 Corporations ........ 4.7%
Distribution Distribution as
(in billions) Percent of Total
Religion .............. $35.66 Religion ............... 47.9%
Health & Health &

Hospitals ......... 10.44 Hospitals .......... 14.0%
Education ........... 10.08 Education ............ 13.5%
Social Welfare ...... 8.01 Social Welfare ....... 10.8%
Arts & Humanities 4.64 Arts & Humanities 6.2%
Civic and Public 208 Civic and Public .... 2.8%
Other ................. 3.44 Other ................. 4.7%

Overall, giving increased by 11.1%, meaning that with
inflation at 4%, real growth of 8% was realized. Of course,
even this dramatic increase in funding (the total $74.25
billion is more than double that contributed just seven
years ago) cannot make up for the cuts in government
sper}ding. According to Lester Salamon of the Urban
Institute in Washington, D.C,, federal budget cuts proposed
for 1986-1988 would reduce support for programs of
concern to non-profit organizations by $55 billion. Taken
together with funding losses which began in 1981, a further
reduction ‘on this scale would bring to $108 billion the
aggregate loss attributable to federal program slashes over
the past four years, (All information taken from Giving
Izrubh'dc:tion which provides in-depth
. ends in philanthro
mt‘eresting. information on tlt)le majorpyn"ecaispigletlsl ::Sf
phllant‘hropxc dollars, such as churches [by denomination]
thff pmted Way, universities and hospitals.) ’
Giving USA is available for $25 from AAFRC, 25 West 43rd
St Suite 1519, New York, NY 1003, ' )




From now through December only, the
Grassroots Fundraising Journal is offer-
ing the following back issues at the incredible
Jow price of 3 for $6. Due to an overstock
of some issues, the Journal can make this
amazing offer while supplies last. The issues
available are:

Volume One: Number Two (April 1982):
The Lisbon Area Community Organization
(case study of a small business endeavor);
Fundraising Events: Part One: Planning; Use
of a Fiscal Agent.

Volume One: Number Four (August
1982); The August Doldrums (How to use
slow time productively); Twenty Words That
Sell; Fundraising Events (Part Three):
Budgeting.

Volume One: Number Five (October
1982): Fundraising in Rural Areas; Advisory
Boards: No Miracle Solution; Why Most
Benefit Concerts Fail, In the Spirit: Fundraising
During the Holidays.

Volume Two: Number One (February
1983): So You Want Your Board to Raise
Money; Four Months on the Road for Peace
(a trainer’s experiences around the country
teaching peace groups to raise money);
Record Keeping (Part Two): Research.
Volume Two: Number Two (April 1983):
Getting Over the Fear of Asking (a series of
group exercises to help people get over their

New Subscriptions

Inventory Reduction Sale

r/’IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII.

fear of asking for money); Evaluating Your
Board of Directors; Ideas for Expanding Your
Mailing List.

Volume Two: Number Four (August
1983): Grammar for Grantseekers (Putting
together a readable proposal); Federated
Fundraising (a case study of a federated
fund); Asking Current Donors for Extra Gifts.
Volume Two: Number Five (October
1983): Prospect Identification; The Cost of
People (calculating staff costs in fundraising
events); Tying Charity’s Hands; Tax Strategies
for Charitable Giving,

Volume Two: Number Six (December
1983): Introduction to Phonathons; 29 Ways
for Board Members to Raise $500; Planning
for Fundraisers (Planning strategies for
fundraising staff).

Volume Three: Number One (February
1984): Cash Management for Smaller Non-
Profit Organizations; Using Phonathons for
Renewal; Free Advice for a Price (how to
hire and use a consultant).

Volume Three: Number Two (April
1984): Personalizing Fundraising Appeals;
Computers for Non-Profits (Part One);
Setting Up a Canvass (Part One).

Volume Three: Number Three (June
1984): Computers for Non-Profits (Part
Two); Setting Up a Canvass (Part One);
Fundraising Luncheons (Part One).

Yes, I want to order the Grassroots Fundraising Journal.
L understand that if I am dissatisfied with the Journal, my money will be refunded for all the issues I have not received.
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Volume Three: Number Six (December
1984): Developing a Membership Base; How
to Break Through the Bureaucracy (getting
access to government money ); But Will They
Open the Envelope? (designing carrier
envelopes for direct mail appeals). _
Volume Four: Number Two (April 1985):
The Lord Loveth a Cheerful Giver (Designing
and Maintaining a Pledge Program); The
Membership Brochure (Content, Writing and
Graphics for effective brochures).
Volume Four: Number Three (June
1985): Membership Record Keeping; If We
Only Had an Endowment (What to consider
in starting an endowment fund); A Commu-
nity United (case study of a farming
community’s fundraising efforts to help a
family in need).
Volume Four: Number Four (August
1985): Through Rain, Sleet and Snow (the
personal experiences of a canvasser); Major
Donor Prospecting; Hiring a Development
Director; Rapidly Growing Women’s Funds;
Long Beach “Friendraiser” (case study of a
special event designed for publicity). \

Buy any three of the above back issues for
only $6. Sorry, orders of three, six, nine, 12
or 15 only. Check must accompany order.
Offer good while supplies last. (Any issue
not listed here is SOLD OUT.)

ALL FIFTEEN ISSUES ONLY $30.

Namc (Please Print)

Organization

Address

Renewals

L

e

City

Please send me a subscription for [] One Year ($20) [J Two Years ($40) [ Three Years (3$60).
(Please allow six weeks for processing of new subscriptions. )

Please renew my subscription to the Grassroots Fundraising jourhal for:
OJOne Year ($20) [0 Two Years (840) [J Three Years ($60).
Make checks payable to: Grassroots Fundraising Journal. Send to: PO. Box 14754, San Francisco, CA 94114,

State Zip
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