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New Regulations

Destroy Intent of Legislation

n December, 1987, Congress enacted
excellent legislation concerning the
eligibility of organizations for Com-
bined Federal Campaign participation.
The Office of Personnel Management was
asked to draw up the regulations to
implement this legislation. These regula-
tions seriously undermine the new law.

Summary of the new legislation

Henceforth “advocacy” charities will be eligible on
the same basis as all other charities, and any charity
meeting “human health and welfare” needs remains eligible,
regardless of how this is accomplished.

The legislation, however, will change how the CFC is
run. There will be two eligibility processes:

1. For national charities wanting automatic eligibility in all
500+ CFC locations, the US. Office of Personnel
Management in Washington, D.C. will decide their
eligibility; and . . .




2. For local and other charities seeking cligibility‘ in flﬂ)’
one of the 500+ local CFCs, Local Federal Coordinating
Committees will decide their eligibility.

No longer will write-in contributions be allowed. And
no longer will charities receiving money last year auton}‘:g
tically be included in a local CFC brochure (thﬁ: PC .
report). All charities have to pass one of the two c?hglbmty
tests above. (See sideboard on page four for details on the
new legislation.)

The new regulations

Basically the proposed new regulations erect major
new eligibility barriers that keep out legitimate charities.
Ostensibly “advocacy” is not the problem anymore. But
several new, seemingly benign, eligibility tests have been
proposed, and you may be one of many charities barred
JSfrom participating in the CFC this fall because of them.

1. There’s a new test for fundraising costs that could
drive your fundraising and administrative costs way above
the allowed 25% limit (though some flexibility is allowed).
“Fundraising” costs would include “all expenses of mail
that includes requests for financial support; all expenses
associated with membership drives; all expenses associated
with newspapers, magazines, radio, TV, or other adver-
tising.” Nonprofit accountants will be appalled.

2. You would have to state how you deliver “substan-
tive health and welfare benefits to people.” The definition
of this phrase would be up to the federal official examining
your activities. It would be difficult to convince a Federal
official if that person did not like your organization.

3. If you don’t qualify as a nationally eligible charity,
you would have to have a “staffed facility...open at least 20
hours per week” to qualify for local CFC. This virtually
eliminates rural and statewide groups or regional organiza-
tions who will not have a staffed office in all the counties
they serve. Under the old rules, a group had to show a
substantial presence in their community, and this was
defined to ix?clude home visits, a free phone call, or general
knowledge in the community of the group’s existence,

ey,
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4. To meet the public support test you would have to
. more than half of your revenues from sources other
receive vernment and at least 20% in contriby.

federal go
glbarrllstgim the general public. Last year only one of these

two tests was required (either on.e). o
5. Your publicity and promotlonal activities could not

include any “exaggerated” claims. Again, the problc?m of
definition of such a vague word would lead to arbitrary
enforcement. .

6. Only one compensated pers.on, your “paid staff
head,” may serve on your Board of Directors. Last year up
to a majority of compensated persons cpuld serve.

~. The titles and total compensation of your three
most compensated employees would be listed in the CFC

brochure if you became eligible.

The appeals process:

Local appeals: You would have five days to appeal for
a rehearing of a Local Federal Coordinating Committee
(LFCC) decision, and 10 days after the appeals decision to
appeal to OPM in Washington, D.C. BUT, the LFCC would
not have to notify you of either its nitial or rebearing
decision.

Most devastating of these rules for small federated
groups or new groups is the new requirement that you
must have a minimum of 15 member agencies to qualify for
“local federated group” status. There was no such minimum
requirement in the old regulations, and the legislation
from which these new regulations are created specifically
says, “Any requirement for eligibility shall remain the same
as the criteria in the 1984 regulations.”

What You Can Do

If any of these eligibility requirements would keep
your organization out of the CFC, you need to call your
congressperson or senator today. Tell them that OPM is
undermining the intent and the wording of the legislation
enacted in December. Tell them why your groups would
not qualify under these regulations.

If You do not receive CFC dollars or participate in
g:‘C, it s still imPortant to contact your representatives.
gul.atlo.ns or legislation that inhibit the work of grassroots
organizations or advocacy groups inhibit all of us concerned
with social justice. B KK
BonYormation for this article was supplied by Bob

; z::i;’lm of the National Committee for Responsive
Bt Py. If you have furtber questions about these
ns or the legislation thay they arose from, call or
CRP, 2001 S st, Nw *620, Washington, D.C.

o S e O
NCRP for thety th your senator or congressperson 10

ecords,
-
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This legislation affects eligibility, roles of federations,
responsibilities of Principal Combined Fund Organizations
(PCFOs), undesignated funds and more.

Intended as permanent legislation, it was supported
not only by NCRP, National Service Agencies (NSA) and
advocacy charities generally, but also by other major CFC
players: International Service Agencies (ISA) and United
Way of America. It was not opposed by the U.S. Office of
Personnel Management (OPM).

The legislation calls for OPM to issue new regulations
in conformance with 12 legislative rules or the CFC shall
once again be run under 1984 regulations (as it was from
1984-87). Draft rules were issued on February 17, 1988.

Eligibility: General

1. Advocacy charities are eligible on the same basis as
all other charities.

2. Write-in contributions are no longer allowed and a
charity will not be granted automatic eligibility in future
CFC campaigns based on receipt of write-in contributions
in any past year.

3. Any charity meeting "human health and welfare”
needs remains eligible. :

4. All eligibility rules concerning public account-
ability shall remain “similar” to the 1984-87 rules...

5. ..except that smaller organizations may submit IRS-
Form 990 instead of an independent audit.

6. A national eligibility process is instituted.

a) Organizations must meet all the above require-
ments.

b) Organizations must show activity in 15 or more
states during the last three years.

c) National eligibility status will mean automatic
eligibility in all 530 local CFCs (i.e. no “local
presence” must be shown).

d) Previous CFC litigant charities are automa-
tically eligible nationally, providing they meet
regular public accountability requirements.

7. OPM can bar for one year a charity failing to comply
with reasonable requests for information on its “accounting
and auditing practices.”

Eligibility: Federations

1. There is no change in basic requirements for
charities to be classified as approved national or local
federations.

2, However, new national federations must have at
least 15 member agencies, each of which meets national
eligibility requirements (see number 6 above).

3. OPM can withdraw federation status from new or

;\—_

Major New Legislation
Jor Combined Federal Campaign

old federations for up to one year if regulatory requirements
are unmet.

4. Approved local or national federations may certify
eligibility of their members. OPM, however, may challenge
such certifications.

Undesignated Funds

In the past nearly one-fourth of CFC contributions were
not designated to any specific charity. The PCFO (usually
United Way), which ran a local CFC, was allowed to decide
who got 100% of these undesignated monies.

1. PCFO shall no longer decide on distribution of
funds, but the following formula shall direct it.
82% goes to United Way

7% to International Service Agencies (ISA)

7% to National Voluntary Health Agencies (NVHA)

4% to others (by decision of Local Federal Coordinating
Committees): a) other national federations with at
least 4% of designated contributions in the local CFC;
b) local, non-affiliated charities meeting 4% desig-
nated test; or c) local federations.

2. The formula takes effect fully in 1990, and shall be
“adjusted” thereafter.

3. The formula is to be phased in during 1988 and
1989.

Principal Combined Fund Organization

The PCFO plans and runs a local CFC campaign.

1. Competition as to who shall be PCFO is encouraged.
All approved local and national federations shall be
allowed “to compete fairly for the role of PCFO.”

2. However, federations aspiring to be PCFOs may
find their hands tied in the use of consultants.

3. PCFOs are ordered to be more cooperative with
participating local and national federations in planning and
conducting a local campaign.

4. PCFOs must provide to participating local and
national federations, “timely access to all reports, budgets,
audits and other records.”

Other Issues

1. The official CFC information leaflet must contain
brief descriptions of each eligible charity (preferably of at
least 25 words), although CFCs raising less that $100,000
per year do not have to comply.

2. Intheleaflet charities must be arranged by federated
group.

3. Names of contributors will be released to designated
charities, unless contributors say “no.”

4. Protections against employee coercion “shall be
strengthened and clarified.” O
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The following article is written primarily for those
organizations whose Boards of Directors have been rela-
tively inactive and involved in little or no fundraising, and it
is directed to the staff of those organizations who have
concluded that the Board’s involvement in fundraising is
crucial.

What does it take to get a Board of Directors to
fundraise? Perhaps the most essential ingredient in the
making of an active fuhdraising Board is motivation, And,
for Board members to feel motivated, they must feel that
they are a part of the organization. For this reason, a staff
cannot expect a Board to become active in raising funds
unless its members are active in other aspects of the work.

It is this “activism” that presents some of the most
difficult problems for many organizations. The problem is
often stated by staff members as, “We want them to raise

L

izati to the conc .
oner or later, every organization comes : _ i
?o involve their Board of Directors in ;a:lsmgl money.t ngrillggugﬁ, fgﬂfl Siz?sdouf fon
i i opment,
is reached in the first few months of deve . e
anizati i i le of the Board. Sometimes it 1S .
organization are discussing the role of : e i
Ing i capacity. At either stage, .

many years of a Board serving in a purely adws_ory . : !

invo};fz:ment is not easy to achieve and, more importantly, it won’t happen overnigh
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SO, You Want Your Board
to Raise Money

lusion that they should try

money, but we want them to leave the decision-making to

us.” Many staff, run organizations never successfully involve

their Boards in fundraising simply because, out of fear of

losing control, they are unwilling to share ownership.
What does it mean to share ownership?

o share ownership means involving the Board in

actual decision-making that affects the organization.

Often, organizations that are trying to increase the
Board’s involvement in decision-making lose sight of
which decisions are Board decisions and which should
remain with staff. An organization trying to make this
transition should be aware that it is easy for the staffto feel
resentment at times at the seeming loss of power, and for
the Board to resist, at times, the burden of new respon-
sibilities. A transition of decision-making responsibilities

]
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must be aslow and careful process in which both the staff
and the Board members must be willing to make changes.
People initially join Boards of Directors because of
their commitment to the work of the organization. How-
ever, they often find themselves frustrated by the seeming
lack of role for themselves in that work. Particularly where
there isan active paid staff doing the day to day work, Board
members find themselves only being able to contribute
advice on an irregular basis. Paid staff often resist asking for
more involvement out of a fear of asking for too much. The
uestion from staff becomes, “If we get paid to do the
work, why should someone who do does not get paid be
asked to help.” The answer is, people join Boards because
they want to help.

ften, the only thing keeping a Board member from
ecoming more active in an organization is simply
that they were never asked. Or, if they were asked, it

was in terms of, “What do you want to do?”’

Board members need to be asked to be involved in
concrete ways. The staff, being the most involved group of
individuals, must help identify areas where assistance is
needed. And, these areas should include, but not be limited
to, raising money. To simply ask a Board member what they
want to do to help, is like asking a volunteer who walks in
off the street the same question. It will leave the Board
member feeling that it is his or her complete responsibility
to develop an active role in the organization. Given that
responsibility, they will probably remain inactive. It can
also result in the Board member feeling that his or her help
isn’t really needed. In the case where the Board member
does come up with something to do, the chances are great
that the activity will not fit in with the current priorities of
the staff, or will simply be inappropriate. The staff will then
have to find a way to quell the Board member’s enthusiasm
without alienating him or her and eventually losing him or
her as a Board member.

Amuch healthier process is for the staffand the Board
to discuss areas which need involvement. In this process,
the staff must provide leadership. At the beginning, the staff
should not be too worried about asking too much of the
Board members. The Board members can say no, and will
probably feel flattered that their assistance was valued
enough to be requested.

Policy making decisions are the most natural decisions
for the Board involvement. Boards, because of their fiscal
responsibility for the organization, should be involved in
all policy making decisions related to fundraising, spending,
banking, investments and budgeting. This does not mean
asking them to approve every check written. But it does
mean asking them what kind of investments are acceptable,
getting their approval of long-range fundraising plans, and
involving them in the review and adoption of an annual
budget,

Board involvement in long range planning of any sort
can be useful simply because of the objectivity that can be
brought by individuals who are not immersed in the day-to-
day dealings of the organizations.

Board members can be helpful in the planning of
events. Some will even be willing to help in such seemingly
mundane activities as organization of bulk mailings or
addressing envelopes. What is essential is to identify all
possible areas in which there is a need for assistance, and
encourage Board members to get involved.

Because each Board member brings different experi-
ences and skills to the Board, their levels of involvement
will be and should be different. One of the first steps in
trying to involve Board members must be getting to know
them.

People contribute time to an organization for the
same reasons that they contribute money. At the top of that
list of reasons are commitment to the issues and personal
relationships with other people involved in the organization.
For Board members to want to raise money to pay the
salaries of the staff, it is helpful for them to feel a sense of
personal involvement with and commitment to the staff
members. This does not mean that the staff members
should make the Board members their best friends. It does
mean developing some sort of ongoing relationship
between staff and Board, outside of Board meetings. If the
organization has an Executive Director, this should be his
or her responsibility. The ongoing relationship could take
the form of a phone call every few weeks to chat about the
current activities of the staff. It could mean having lunch or
a drink every few months. It does mean someone taking
the time to get to know each individual member of the
Board. The staff should know why each Board member

Jfeels strongly enough about their work to be on the Board;
they should know what kind of time each person bas to
give, and what their hobbies and other interests are.

nce this kind of familiarity with each Board member

is developed it will not be that hard to find ways to

involve them. For example if you find out that one
person is particularly interested in one project or issue that
you are working on, begin to give him or her regular
updates on the project’s progress. Send him or her
clippings related to the issue. Keep the Board member
involved. It is this involvement that will motivate the Board
member to raise money.

Involvement alone however, will not get your Board
to raise money. For the same reasons that you cannot
expect Board members to become involved by asking the
what they want to do, you cannot expect them to raise
money by simply asking them to do so. You, as a staff must
identify specific tasks or roles in the fundraising process
that Board members can take on.

—
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you cannot decide that the organization

ds to raise some money from foundations and go to the
nccem; ers of the Board of Directors and ask them to do that,
m

Lt the research to identj
i taff's responsibility to do . vi
ah likclypto contribute, and to write the proposals

For example,

ions
:f:r)llclin::wt::l)gp support materials. However, a Boaiu'd member
GRASSROOTS FUNDRAISING might know one of the people on the distribution Board of
VIDEOTAPES the foundation, inwhich case a cover letter should go from

that Board member. It might l?e heleul to ask Board
. members to be involved in meetings with the foundation
with KIM KLEIN representatives to discuss the proposal.

If the organization decides to start looking for contri-
butions from individuals, it is helpful for the staff to begin
Educate and motivate your staff, board members, | py presenting names of potential donors for the Board to
and volunteers with Kim Klein’s updated and re- | review. Many organizations have made the mistake of going

. . . . . to their Board of Directors and saying, “We need to raise
vised grassroots fundraising videotapes: money from individuals. Do you know anyone who has

money?” and receiving no suggestions. If you want your

* Planning for Fundraising Board to identify potential donors, provide them with a list
* The Role of the Board and ask what they know about each person on it. If you
* Raising Money by Mail want them to solicit contributions for you, you must tell
« Asking for Money: How and Why them who to ask, what amount to ask for, and provide them

with all of the support materials necessary to enable them
to sell your organization.

Every aspect of fundraising that involves Board
members, involves staff as well. Ideally, the implementa-
These popular videotapes are designed to stand | tion of any fundraising plan should be a team effort.
alone or to be used together for a complete one day
seminar in grassroots fundraising techniques. Tapes

are in VHS 1/2" format only.

» Finding and Soliciting Major Gifts
* Special Events

syoubegin to explore ways in which the Board can
participate and assist you in your fundraising efforts,
keep in mind that Board members, like

anyone else, can be apprehensive of asking for money. They
need to be trained, coached, and encouraged throughout
the process.

You must remember that, depending on each Board

“Thank you for developing these videotapes! The
discussion on fundraising that followed their view-
ing was the most enthusiastic I have ever seen from
our Board. Our group is truly ‘grassroots’ and it’ s member’s 1 i
4 evel of invol i k of
so helpful that you speak to issues we understand.” your organization ﬂ:':yv;r:; r:)trl?n;l;enﬁybt: ggn;;(:ab(l)e
— Michelle A. Green talking about it. It is the stafPs job to make sure that every
Wildlife Rescue, Inc. Board member is familiar enough with the organization’s
activities and finances to answer whatever questions might
be raised in a fundraising meeting.
One final word. In the early stages of involving your

g . Board in fundraisi )
For lnformatlon. please write to: raise your ermsarf&;tciritfsﬁatllli? 0ar;,tt egpeizierg;gd;g
The Youth Project/V ideotapes part ofit. Set realistic goals’. Ifyoull-) goz;ls aeri unreasonable,
2335 18th Street, N.W. and the Board fails to meet them, the Board will probably
Washington, D.C. 20009 become demoraliz :

: ed and will be unwilling to try raising
Or call us at (202) 483-0030 goneyinthe future. If, on the other heand, they raise more
than the goal they will be proud of their ef’forts and willing

to continue to assjst in this ki
years to come, B Ly kind of work probably for many

Reprinted b B ‘
February 19{;3001)”1“’ demand. Originally published in
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The Four Basic Principles
of Fundraising

our basic principles govern all

fundraising, and can be extra-

polated from organizations with
successful fundraising records. These
principles are as follows:

People give

o out of self-interest.
Your organization is a business.
Perhaps it is incorporated and has
tax-exempt status from the federal
government as a Section 501(c)3 or
Section 501(c)4 organization. Cer-
tainly, someone must keep track of

Editor’s Note: About once a year,
theJournal prints an article reminding
readers of the basics of grassroots
fundraising. We do this ostensibly
Jor those people who are new to this
line of work. However, it is important
Jorall of us to be reminded of these
Cornerstones, so as we pursue our
various fundraising strategies with
ever more sophisticated methods, we
8round them in the very simple but
Profound ground rules of our work.
Tbe following brief article is taken
Jrom the introduction to Kim Klein’s

lraining Workshops on grassroots
fundralslng,

\

money coming in and going out, and
provide budgets, financial reports,
and so on. From a fundraising stand-
point, the fact that your organization
is a business means that your donors
are customers who “buy” your “pro-
ducts” which are your services, your
organizing, your advocacy, or what-
ever it is you do.

People will give their money to
your organization when it serves their
self-interest to do so. Some rewards
of giving to support social change are
that a donor helps to move the world
a little closer to his/her vision of
what it should be. Maybe a local
situation is changed and the “little
guys” win. Or maybe the donor is
recognized by friends as a generous
or caring individual. Sometimes self-
interest is more direct: the donor’s
water is cleaned up, the donor’s
candidate wins, the donor is no longer
discriminated against because of sex,
race or sexual orientation.

The first task is effective fund-
raising is to figure out the diﬁcre_nt
rewards donors will have if they give
to your group. Each donor will haYe
multiple motives, and donors will
have different motives from each
other. However, if you do not touch

on one of their motives, you will not
get your gift.

Fundraising is

e alongtermprocess.
Itis not enough to get a donor to give;
we must always be thinking about
how to get that person to give again,
to give more, to encourage friends to
give, and to become involved. The
first gift is just that. As you develop
strategies to raise money, you need to
balance your fundraising plans by
including some strategies whose main
purpose is to bring in new donors
(i.e. direct mail, special events, can-
vassing), as well as strategies to
encourage donors to give bigger gifts
(i.e. personal solicitation, pledge pro-
grams) and strategies to encourage
donors to give several times a year
(i.e. special mail appeals, phone-a-
thons, house parties).

Personal contact
o isthemost effective.
Ingeneral, the most effective strategies
for raising money involve personal
contact with the donor. The most
effective specific strategy is for one
person to ask someone he/she knows
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in the context of a personal visit. Asa
rule, the closer you get to the the
donor, the more likely you are to get

the gift.

4 Diver szfy

o funding sources.
To implement principles 1, 2,and 3,
you need two things: diversified
sources of funding and an active
volunteer force involved in fund-
raising. (An active volunteer force
means five or more people committing
8-10 unpaid hours a month to your
organization. For service organiza-
tions, this group of people would be
in addition to hot-line volunteers,
crisis counselors, and so forth.) This
volunteer force should be generally
led by the main decision-making body
of the organization. An organization
cannot maintain successful diversity
without also having a large number of

people working on fundrmsmg Fur-
ther, an organization which rcluf:s on
one or two people, whether pa.ld or
volunteer, to do all the fundraismg is
no more secure than an organization
with only one or two funding sources.
The same things happen to people
that happen to funding sources: they
die, they move, they move on, they
get mad, they run out of energy, or
they change their priorities.

Summary
Successful fundraising is built on
marketing and sales principles, a fact
of life that sometimes makes progres-
sive people and organizations queasy.
It is important to understand
that, like money itself, marketing and
sales are neutral. Positive values and
behavior can be marketed, such as
wearing seat belts, or practicing safe
sex. Important “products” can be

«sold” such as a bilateral, verifiable
nuclear arms freeze, or pay equity.
«Abolish Apartheid” is as much a
sales slogan as “Coke is It.”

There are now 1.2 million regis-
tered 501(c)(3) and (c)(4) non-
profit tax-exempt corporations in
America, and up to eight million
organizations which may not have
any kind of tax exemption. With all of
these groups raising money, thereisa

eat deal of competition for the
billions of dollars available. As more
and more organizations are forced to
raise private sector dollars to replace
previous federal funding, the compe-
tition increases every day. The organi-
zations that will survive and grow in
the next few years will be those who
apply the adage “work smarter, not
harder” to their fundraising by imple-
menting effective fundraising tech-
niques. B KK

Now in its
Second Edition—
Updated and Expanded

Fundraising for Social Change

BY KIM KLEIN

Now in its second printing, Fundraising
Jor Social Change contains the nuts and

bolts strategies that all nonprofits need to

raise money successfully from individuals,
In this revised and expanded version,
Kim Klein has added chapters on:
B Dealing with Anxiety
0 Fundraising in Rural Areas
B Using Computers
In_ addition, this book tells you how to
motivate your Board of Directors and analyze
your constituency. There’s information on
how to use direct mail techniques success-
fully. You'll learn how to raise funds by
telephone or through special events, how
to plap and implement a major gifts
campaign.

“We rely on your book—our Bible,”

Please send me Fundraising for Social Change.
Enclosed is my check or money
order for copies @ $20
plus postage/handling:

@ $2/book ($6 maximum)
California sales tax $1.20
TOTAL ENCLOSED

"

NAME

ORGANIZATION

ADD
RESS PHONE

CITY/STATE/ZIP

SEND TO:
Chardon Press, P.0. Box 101
Inverness, CA 94937

—Lisa Schultz, Director, Peacenet, Denver, CO
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Warehouse of Resources
at Bargain Prices

ne reason your small non-

profit organization often has

to raise funds is the acquisition
ofnew equipment, desks, filing cabinets,
typewriters, cOpy .ma.chifles, etc.
Whether your organization is new, or
well established and expanding, you
probably need some office item. Find-
ing needed items “for nothing” or at
bargain prices is still very much a part
of fundraising. Money saved on such
purchases remains available for the
salaries of new personnel or assistance
to clients who cannot pay for the
services your organization offers.

Every organization wishes it had
a giant storeroom with an inventory
of supplies and equipment from which
to select needed items. Such a ware-
house exists, and it supplies much-
needed equipment to more than 8,000
member paying a yearly fee of $395
plus the cost of shipping.

The organization, NAEIR—Na-
tional Association for the Exchange
of Industrial Resources—has an 11-
acre warehouse in Galesburg, Illinois,
filled to the rafters with the very
supplies and equipment on your
shopping list. The constantly changing
mV.Cntory of computers, copiers, type-
writers, books, auto parts, and office
furniture is available to members
Wwith only one stipulation—they must
be non-profits,

NAEIR is the brainchild of
Norbert C. Smith, a former executive
Inthe fields of electronics, aeronautics
and metal working, He had started
andsuccessfully operated several small
Companies and had been a gifts-in-

———
Tom Conroy is a consultant to non-
brofitonganizations specializing inlarge

g’“’“’ events, He Hves in Walnut
reck, cu,

\\__

!dnd consultant to large corporations
in the early 1970s. In 1976, when he
contemplated retirement, Smith recal-
led the millions of dollars’ worth of
surplus material lying .dormant in
warehouses, useful materials that
could be put to good use by many
non-profit organizations that were

actually raising money in order to

buy such items.

He surveyed many non-profits to
determine their equipment needs
and then began contacting friends in
corporate giving departments to see
how the two could get together. He
saw that he could act as a middleman
in the transactions. At the same time,
new tax laws in 1976 offered donor
corporations an above-average tax
deduction for their contributions of
merchandise. Thus was formed the
National Association for the Exchange
of Industrial Resources. NAEIR pro-
vides the documentation in the donor
needs for their tax forms and the
donation process carries no charge
to the corporations. By January, 1977,
a new non-profit was officially in
business...NAEIR.

ough NAEIR’s work, donor
corporations saw millions of
dollars in merchandise that
otherwise would be sold to liquidators
for a fraction of its worth or even
scrapped, go to small organizations
that needed it. .
Through his long career in the
business world, Smith has made the
contacts with the men and worpen
within industry who make decisions
concerning donations. NAEIR’s donor
roster now reads like a “Who'’s Who
of Industry”: Bissell, Inc., Dennison
Manufacturing Co., Fuller Brush Co.,

Georgia-Pacific Corp., Gillette Co.,
Rand McNally and Co., Reader’s Digest,
Westinghouse Electric Co., Brunswick
and hundreds of other manufacturers,
wholesalers, distributors and retailers
throughout the United States.

Membership for receipt of
donated merchandise is open to any
non-profit, tax-exempt 501( c) organi-
zation in the United States. The 8,000-
plus membership is comprised of
colleges, universities, school districts,
hospitals, nursing homes, church
groups, camps, senior citizens centers,
rehabilitation centers and a wide
array of other non-profit groups.
Originally, Smith had planned to limit
the number of NAEIR memberships
to 4000, but he soon discovered that
the more members NAEIR had the
easier it was to recruit corporate
donors.

or the annual membership dues

of $395, participating non-profit

members receive an average of
$6,000-worth of new supplies and
equipment in a year’s time. NAEIR
publishes a quarterly 700-page catalog
listing items in the Galeburg, IL
warehouse. Typical materials shipped
out every week include office supplies,
books, computer accessories, clothing,
arts and crafts materials, hardware,
maintenance supplies, plumbing fix-
tures, heaters and air conditioners,
sporting goods, paper stock, electric
motors and hundreds of other pro-
ducts. The most recent catalog had
over 9,000 items, representing a total
value of $20 million.

Smith admits that one of NAEIR’s
greatest ongoing problems is credi-
bility. All new members are offered a
moneyback guarantee. “If, after the
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first year, the value of the materials
received as a new NAEIR member is
not worth at least twice the cost of
the annual fee, NAEIR will either give
the second year’s membership free
or refund the member’s dues.”

On the other side the equation,
how do manufacturersfind themselves
inaposition where they over-produce
and have huge excess supplies of mer-
chandise? A typical situation: The
ABC Co. is optimistic concerning the
company’s annual sales. The company
has been selling an average 3,000
typewriters amonth for several years.
With this in mind, the company plans
to produce a year’s supply in a six-
month time, improving both company
efficiency and customer service. At
the same time, a rival manufacturer of
a similar product has introduced a
new line that is equal in efficiency
but lower-priced. So, the ABC Co.’s
sales drop to only 1,000 units a
month. Soon, the company has thou-
sands of units on hand. To match

their competition, they too design a
more competitive typewriter. The
surplus typewriters are good in every
way, but dated. How does ABC Co.
get out of this dilemma? The type-
writers are donated to NAEIR and
stored in the 11-acre warehouse.
ABC Co. gets a huge tax-deduction
for its donation and is happy to clear
its shelves of slow-moving merchan-
dise.

NAEIR lists the typewriters in
the catalogs sent to its 8,000 non-
profit member organizations. The new
typewriters soon find homes in small
non-profit organizations in all parts
of the country and some of their
hard-earned dollars are saved.

As a fundraiser myself, I know
the agony of seeing funds raised
through special benefit events dwindle
with a few major purchases. For
example three Honda hatchback
automobiles needed for a Meals-on-
Wheels operation, recently cost
$25,000, though purchased below

cost. We would have preferred to see
the money go to a pair of employees
as salary for working on other pro-
_ Sometimes, however, equip-
ment needs must take greater priority.
This is why a service such as that
offered by NAEIR is worthy of investi-
gation. Send for their catalog and
check out the items they have in their
inventory. Are the items on hand
applicable to your present needs?
Then measure the annual dues of
$395 against the cost of these items
from retailers where you may get a
break, discount or below cost. This
will help you decide whether to join.
Ask for a copy of NAEIR members.
Are there organizations similar to
yours? Their members seem to be all
over the country. You should be able
to find one organization near you.
Phone their fundraiser and see what
their experience has been.
For more information, write to
NAEIR at P.O. Box 8076, Galesburg,
IL 61402, or call (309) 343-0704 &
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ANNOUNCEMENTS

nding on the rise
{nur AIDgS-HeIaled Programs

The Foundation Center, the national
service organization for information
on foundation philanthropy, has just
released a new report on “AIDS: A
status Report on Foundation Funding.”
The findings offer encouraging news
about foundation response to the
AIDS crisis: grants for AIDS-related
programs have increased significantly
over the past four years and are being
distributed across a broad geographic
base.

“Early last summer we learned of
increasing interest and activities
among foundations in formulating
responses to the epidemic proportions
of AIDS,” explained editor John
Clinton, as he described the origins
of the AIDS study. “However, based
on actual grants data we had at the
time, only 30 foundations had reported
awarding AIDS-related grants, for a
total of only $2.4 million. This data
appeared inconsistent with recent
activity in the foundation community.
Consequently, we undertook a survey
of foundations to gain a broader and
clearer perspective on foundation
funding in this area.”

Analysis of statistical data on AIDS-
related funding offers encouraging
fiews for those concerned with the
availability and dispersal of foundation
dollars for research and support ser-
vices for AIDS populations:

8 Foundation activity is occurring at
all funding levels, from small com-
Munity foundations to the very largest
Independent foundations of national
scope, )
; lE;e‘)gl‘?ll‘ihic distribution of grants,
though concentrated in New York
?:f, géjhfomia(which have the highest
¢nce of AIDS cases), now spans
a ]”'m(«‘i and the District of Columbia.
N addition to the 85 foundations
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inthis report, other foundations indi-
cated that they are evaluating pro-
grams for future funding

B AIDS-related funding levels have
increased markedly since 1983, from
$216,000 to over $13 million in 1986.

The Foundation Center’s report
focuses on AIDS-related funding by
independent, company-sponsored,
and community foundations. The
foundation population surveyed
included 568 foundations meeting
the following criteria: those with a
stated interest in the health or medical
fields; all active grantmaking com-
munity foundations; and those foun-
dations who have indicated some
interest in funding AIDS-related pro-
posals. Of 568 foundations, 170
responded to the survey, with 85
foundations indicating that they had
awarded grants specifically for AIDS-
related programs. These 85 founda-
tions awarded 253 grants from 1983

up through August, 1987 —account-

ing for over $18.6 million in AIDS-
related funding.

The body of the AIDS report consists
of descriptions of the 85 foundations
that reported awarding AIDS-related
grants, along with corresponding
grants lists that include information
about the recipients, the amounts
and dates of the awards, and the
purposes to be served. The descriptive
information for each foundation is
intended to clarify the foundation’s
purposes, geographic and program
limitations, and type of support
restrictions of each grantmaker. The
report is facilitated by four ind'excs,
listing recipient name and location, a
subject index, and a foundation loca-
tion index. .

Also included in the report is 2
statistical analysis of AIDS-related
funding which interprets data Qre-
sented in eight broad categories,

including:

B grants for AIDS by foundation

B grants for AIDS by type of founda-
tion

B yearly distribution of grants for
AIDS by subject categories

B the top 15 recipients of AIDS-
related grants

B grantsfor AIDS by state of recipient

B grants for AIDS by type of recipient

B grants for AIDS by type of support
given

B grants for AIDS by the population
groups served
Copies of AIDS: A Status Report on

Foundation Funding are available

from The Foundation Center for $20

plus $2.00 postage and handling for

the first copy and 50¢ for each addi-

tional copy. Credit card customers

may call toll-free 800-424-98306. Pre-

paid orders may be sent to The

Foundation Center, 79 Fifth Avenue,

Dept. HX, New York, NY 10003. Dis-

counts are available on orders of five

or more copies. [

Connecticut foundations
give over $150 million annually

D.AT.A’s survey of Connecticut’s
grantmaking foundations, completed
in January 1988, found that over $150
million was distributed in fiscal year
1986. D.A.T.A. Inc., a technical assis-
tance and research organization with
offices in Hartford, New Haven, and
Norwalk, surveyed over 900 founda-
tions for its 4th edition of the
Connecticut Foundation Directory.
Of over 900 grantmaking founda-
tions incorporated in the state, 74 are
corporate and 23 are community
foundations. Over 200 are managed
by local banks. Operating foundations
(those whose funds are usually derived
from a single source to support a
specific service or research function)
were not surveyed. More than 100
Connecticut cities and towns are
represented in the directory. [
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