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How to Conduct Your First
Capital Campaign and Live to
Tell About It

by William C. Mengerink

Bob and John, fundraisers for two different social ser-
vice agencies, went on a camping trip together. At
dawn, a huge bear began to prowl their camp. Bob started
to put on his tennis shoes. John said, “Why are you
putting on your tennis shoes? You can’t out-run a bear!”
To this Bob calmly replied, “I don’t have to outrun the
bear . . . I just have to outrun you.”

Over the past several years at Parmadale, my boss,
our board and I have worn through several pairs of
sneakers trying to outrun our competition.

Without previous experience, an established constit-

uency, or the support of a paid consultant, we raised well
over a million dollars in three years for Parmadale, a
leading residential child care agency in northeast Ohio.
Through hard work, an increasingly energized volunteer
board and the grace of God, we are dedicating a newly
constructed home for children with multiple problems
this fall. The suggestions made in this article are based on
the encouragement that came from our little successes
along the way and the failures that were our greatest
teacher.

The Mouth of the Grizzly:

The Problems We Faced

n 1985, words and phrases like “solicitation” or
I“major donor prospect” were simply not in our vocab-
ulary, We didn’t just start from scratch, we didn’t even
arrive at scratch until about six months into the cam-
paign. The bear outside our camp was formidable. See if
any of these problems sound familiar:

1. Our most obvious drawback was that we had not
only never conducted a capital campaign, we had never
done individual fundraising of any kind. Besides founda-
tions and government entities, no one among us had ever
asked anyone to give us money.

2. Although we had served nearly 100,000 people




Grassroots Fundraising Journal

over the last 65 years as a residential child-care treatment
center, our “graduates” didn’t choose to attend Parma-
dale as an alumnus of Harvard would have chosen to
attend Harvard. In fact, we only had records of 38 indi-
viduals who made a gift the year previous to starting our
campaign. We had an extremely small base of individual
constituents.

3. Like many smaller non-profits throughout the
country, we receive funds from our local United Way Ser-
vices. These monies are vital for the continued provision
of our quality services, but, in exchange, we have been
historically restricted from developing funding partner-
ships with major local corporations.

4. We had a “working” board that was composed of
educators, public officials, human service professionals
and religious persons. We had no one on our board of
great wealth or great community influence. Further, no
board member ever had the expectation that he or she
should make a cash gift to Parmadale.

We assumed that if we paid for an outside consultant
to conduct a formal feasibility study that these factors
would emerge as reasons why we should not proceed.
wWhat we believed couldn’t be fully factored in, though,
was our deep conviction that if this building was not
built soon, many children would suffer.

A Map Out of the Woods:

The Guidelines:

Isuggcst that you consider these steps if you are
thinking about trying to outrun the bear and raise
capital money:

1. Conduct your own feasibility study. Here’s how
we conducted ours:

My boss said we need to raise a million dollars to construct a
building. I said I don’t think we’re ready. He said, you're
probably right, let’s do it anyway.

This is not to imply that there isn’t an advantage in
doing a sophisticated feasibility study. There is. For one
thing, you learn how much support you have in advance
of “going public” and, by framing your interviews with
key prospects as “non-solicitous,” you can get informa-
tion without the confrontational stress that comes from
actually asking for money face-to-face.

However, at Parmadale, we concluded that small
social services agencies will never “be ready,” not when
readiness is defined in comparison to the colleges and
cultural organizations that have been raising money for
decades.

How do you reconcile this need for information, on
one hand, with the compelling need to proceed with
your project on the other? I suggest that one way to do
this is to conduct your own informal feasibility study.

Develop a list of key people in your community,
people like bankers, realtors, attorneys, CEOs, etc. Send
them a letter asking if they would give a 20-minute inter-
view to a volunteer on your board. Promise you won’t
ask them for money. Write some questions like, “Do you
think the community would support our campaign?” or,
“What kind of public image do we have?” Conduct the
same interview with all of your volunteers. You will
acquire good information and make some new friends.

2. Learn everything you can about the capital cam-
paign process. Assuming that you can’t afford $20,000 a

month for a prestigious fundraising company to come in
and run your campaign for you, you will need to learn as
much about the capital campaign process as you can. As |
had done many years earlier as a rookie English teacher, I
stayed “a chapter ahead of the kids” this way.

Talk to anyone you can find who has been involved
with a campaign. A resource who has failed in a cam-
paign may be as valuable as someone who has succeeded.
Secretaries can give you insights that you can’t buy out of
Chicago. Join your local fundraising organization if one
exists. Subscribe to magazines. Go to your library.

Shop for a full-time development director who is not
a consultant, but who, for a small fee, would gladly sit
down with you for a couple of days and share his or her
insights. An investment of a few hundred dollars will pay
big dividends.

Attend workshops. Drag along, even if they’re kick-
ing and screaming, any key players you think would also
benefit from the workshop. For example, bring your
board development chairperson to a seminar on the role
of the volunteer, This will help neutralize the potential
“Nazarene in the hometown” effect that can happen as
you acquire some knowledge in the area.

3. Identify your volunteer leadership. If you don't
already have your board positioned to fundraise (and
most of us don’t), make this a top priority. For your top
leadership person, or campaign chairperson, you should
look for these qualities:

a. A willingness and capacity to make a large gift very
early in the campaign.

b. A willingness and capacity to be visible and accessi-
ble to other board members.

C. Because of his/her wealth and status, the ability to
manage the process of setting up interviews between
other key corporate leaders and members of your

|
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staff/volunteer team of solicitors.

4. Share the ownership of the capital campaign
with your board. For your capital campaign to be suc-
cessful, the ownership of the campaign absolutely must
be shared between the director of the agency, the key
board members, and whoever you have on staff to help
you raise money. If you don’t insist on this level of sup-
port from the beginning, your team will walk into the
circuitous trap of finger-pointing if the campaign begins
to struggle.

5. Insist on one-bundred-percent gift support from
your board members. This isn’t a guideline. It’s a rule.
Some foundations in Ohio won’t even consider making a
grant to an agency that doesn’t have this level of support.

6. Write your proposal. Write it right. Your pro-
posal is arguably the most important single tool for your
whole campaign. Follow this classic formula and don’t
cut corners:

Summary statement (write it last and put it first)
. Credibility statement
. Statement of problem or need
. Objectives (in concrete and measurable terms)
. Methods (describe your entire campaign strategy)
Evaluation
. Budget
h. Appendix

Keep it brief. Put enhancements of main points in the
appendix for those readers who may want more in-
formation.

The actual process of writing the proposal will force
you to think strategically and carefully about the project.
Next, the proposal will become your marketing tool and,
finally, after you have reached your goal, the proposal
will become your blueprint for implementation or, in
some instances, even your contract.

7. Plan on spending some money. Depending upon
such variables as the size of your campaign goal, number
of active major donors in your constituency, visibility in
the community and local economic factors, you can
expect to spend between 8 and 18 cents on a dollar.

8. Identify your prospects. Develop a firm list of all
of the organizations and individuals you know who
might contribute to your campaign. Involve your board
volunteers in the process. This is how we divided ours:

a. Board members
. Staff
. Foundations (private and community)
. Foundations (corporate)
. Businesses (that don’t have formal philanthropic
divisions)
. Individuals (who might give a major gift and give
carly in the campaign)
g. Individuals (who, collectively, would make many
small gifts)
For internal .reasons, we chose not to solicit from
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government sources although, of course, this is another
legitimate source to consider. As a general rule, many
social service agencies overestimate the amount of sup-
port they expect from corporations.

9. Go after your major gifts first. We realized that
we could either ask one person for a million dollars or
ask one million people for a buck. We hoped that we
would end up somewhere in between. The Pareto Prin-
ciple, or 80/20 rule, suggests that 20 percent of your
donors will give you 80 percent of your money.

Major donors like to be asked early, in the beginning
of a campaign.

10. Plan the “public” portion of your fundraising
for the end of your campaign. Don’t expect to raise
much money this way. Your campaign should be nearly
completed before you “go public.”

11. Develop your materials. You will need at least
the following materials for public distribution:

a. Proposal

b. Short-form of your proposal

c. Agency flyer

d. Capital campaign flyer

e. Pledge cards

f. Mailing and return envelopes

g. Posters (optional)

h. Brief video presentation (optional)

12. Create a bheadquarters for the campaign. De-
pending upon the size and resources of the agency, desig-
nate some restricted space to run your campaign.
Whether you have a fundraising staff or not, someone
will have to keep accurate records of who:

. has been solicited
. made the solicitations
. made a gift and of how much
. has been thanked
. does and doesn’t want public recognition
has made a pledge and when he/she wants to be
reminded
You will need to generate reports for volunteer team
members (to keep them accountable and motivated),
foundation sources, and your auditors. If you can’t hire a
temporary bookkeeper during the public portion of your
campaign, help your present clerical staff to divest of
some responsibilities to enable him or her to handle the
considerable minutiae in store for you.

13. Ask people for money. Most campaigns fail be-
cause staff and board, new to the game, don’t ask enough
people for money. This is particularly true of smaller
social service agencies that have traditionally relied upon
government support. Don’t make the mistake of doing
everything else well, except asking.

14. Divide the job of asking among members of
your team. At Parmadale, we succeeded with this
formula:

Executive director devoted much of his time acquir-
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ing an advance gift, a gift that turned out to be the single

largest gift of the campaign. »
Board members broke new ground by raising

money both from individuals and from corporations.

Development director did all of the foundation
submissions and was responsible for campaign man-
agement.

15. Use the “group of twelve” method of board solic-
itation. This is a simple (but not easy) way to help volun-
teers raise money. Here are the steps:

a. Identify the wealthiest and most influential people
you know who you think would join a committee to
help your campaign succeed.

b. Have the “right person” (or persons) on your board
ask these twelve to help. The right person is someone
who the prospect finds is difficult to say no to.

c. Tell members that you will have eight 1-hour meet-
ings over the next year and that attendance is ex-
tremely important.

d. Tell each member that they have two responsibilities:
make a gift early and raise a specific amount of
money from others.

e. Tell members that they will report their progress at
every meeting.

The secret to the success of this method is in reach-
ing as high as you can for the first member of this elite
group. He or she will attract the rest of the group.

16. Create a timeline. Next, give yourself extra
time. Done? Now go back and give yourself extra time.
The task of raising capital money will be stressful enough

—_—
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without the additional burden of an unrealistic, self.
imposed timeline. ' '

17. Use volunteers to belp you with foundation re-
search. Under my supervision, our eight volunteers re-
searched the Foundation Center Library and identified
over 350 foundations in Ohio that appeared to be pros-
pects for a proposal submission. Next, with a script I
wrote, they called all of them and reduced the list to 102,
I then submitted the proposals at a rate of 10 a week over
the next couple of months. We received funding from 32
foundations. Of these foundations, 27 were new grant-
makers to us, a welcome sign for future foundation fund-
ing at Parmadale.

18. Make sure that you send out a thank-you within
48 hours of receiving a gift. 1 once told my boss that my
job could be reduced to saying two things: “thank you”
and “I’'m sorry.” This simplification points to the impor-
tance of doing cultivation work for your future. You will
attract many new donors to your campaign. Think past
the campaign conclusion and remember that a majority
of these donors will become regular, sustaining contribu-
tors to your agency in years to come if they are properly
cultivated. A prompt and personal thank you is a first
step.

Consider writing your thank you to top donors in
long-hand. When was the last time you failed to read a
letter to you that was written by hand? Also, a personal
phone call should be made as soon as you receive what
you define as a large gift.

It’s important to know that if you're not careful you
can, at the worst, burn out doing a capital campaign
and, at the least, hurt some relationships with important
people.

1. Make sure that all the players on your team bauve
clear expectations. Board volunteers and staff should
know precisely what their roles and tasks are. Be candid
in the beginning.

2. To the extent possible, give everyone specific
concrete and measurable objectives. Volunteers,
especially, should know the answer to these questions:’

4, What do you want me to do?
b. When do you want me to do it by?
¢. How will [ know when I'm done if | succeeded?

Outrunning the Bear and Living to
Tell About It: Dealing with Stress of
Conducting a Capital Campaign

3. Provide training to staff and volunteers. Because
capital campaigns are periodical activities, very few
organizations, even colleges, have people on staff who
are experts. Money will be well spent that goes to pro-
viding good training experiences.

4. Create arealistic timetable. No matter what your
early estimate is regarding timeline, the fact is that it will
take you longer than you expected. Give yourself
enough time,

5. Accept the fact that most successful campaigns
will demand up to 40% of the director’s time and 95%
of your fzmdmz’singsmj_”f s time. All staff must communi-
cate regularly about campaign developments and volun-
teers will need more of your time than ever before.

R
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After the Race is Won:

Hidden Benefits to Your Agency

fter you've successfully completed your campaign

and shaken your head clear from the few whacks
you’ll be sure to take along the way, you will discover
these extra benefits:

1. You will have an increased constituency. You
will have new donors who will become future annual
donors. New foundation benefactors and corporate
sponsors will also emerge.

2. You will have raised your volunteers’ fundrais-
ing consciousness to new beights. New volunteers will
emerge as leaders while you weed out those members
who aren’t prepared to invest themselves, financially, in
your future.

3. You will have a much bigher profile in your com-
munity. With work and any kind of luck, the media
attention you will have received will help future fund-
raising efforts.

In summary, we raised over 1.3 million dollars from

over 700 persons and organizations over the three-year
period. Our days were filled with excitement and dis-
appointment, conviction and confusion, and, certainly,
adrenalin. When it was done, we realized that we not
only raised our money, we also put together a team and
created a climate that will continue to help Parmadale
prosper well into the 21st century.

As you begin your own campaign, remember that
you can’t do everything at once, but you can do some-
thing at once. Why not start by lacing up your running
shoes? Happy camping. &

Bill Mengerink is director of development at Parma-
dale, a residential child care center a few miles south of
Cleveland, Obio. Parmadale’s Board, Executive Direc-
tor and he shared the responsibility of raising 1.3 mil-
lion dollars to build an intensive treatment center for
multi-problemed adolescents. Bill is past president of
the Obio Council of Fundraising Executives.
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Assigning Fundraising Tasks:

When Compulsiveress
is a Virtue

by Kim Klein

here are dozens of ways to encourage people to vol-

unteer for fundraising tasks and then to ensure they
do what they volunteered for. One particularly innova-
tive method is described below. The inventor of the
original version of the system is the Director of a small
nonprofit community center in rural New England. Her
Board of 15 community activists, none of whom are
wealthy, have all agreed that their Board function is
fundraising.

This Director faced a succession of problems typical
of many grassroots groups. It started with a Board that
didn’t want to do fundraising. To solve that problem, she
and the Board’s fundraising committee arranged for
Board members to have a training so they could under-
stand their role in fundraising. With recruitment of some
new Board members and agreement on the part of all
Board members about their fundraising responsibilities,
it seemed the organization would now raise money
smoothly and efficiently. But, human nature being what
it is, one problem is solved only to reveal another imme-
diately under it. The next organizational problem was
that Board members didn’t know what fundraising tasks
to undertake, didn’t necessarily finish the ones they vol-
unteered for, and the Director didn’t have the time to
coordinate their activities to the extent required.

To solve that problem, she and the fundraising com-
mittee decided to create a master fundraising plan at the
beginning of every year, prepared in the form of a chart.
The purpose of the chart was to get everyone to agree to
do their share of fundraising and to have a systematic
way of figuring out what everyone’s share was. The chart
would also give the Director (who is one of only two
staff) a clear sense of who was working on what, and it
gave Board members a great deal of planning time and
flexibility in choosing tasks.

The chart took into account all the variables that

Board members had presented. For example, some

Board members were free to do things during the day,

while others had to confine their work to evening time.

Some liked working on weekends, others refused. Some

liked working alone, others preferred groups. Also,

Board members had frequently voiced a concern that

while all fundraising is important, it is harder to ask

someone for $1,000 than to organize a raffle, even if the
former takes less time than the latter.

The Fundraising Committee made a list of the fund-
raising strategies for the year and the cluster of tasks for
each one. They then charted the variables for each task,
as follows:

* Number of people required to perform task

* Time involved, including number of hours and type of
time (daytime, anytime, summertime, etc.)

* Skills or resources required (for example, need a car,
typing, public speaking) and knowledge required (such
as familiarity with history of group, knowledge of
issues)

® Other: things that didn’t fit in other categories as well

Legend for Example 1 (right):

'Time—d: day; w: week; m: month; V: varies, or less than 1 day.
*Type—A: anytime; D: daytime; E: evenings.
30ther—

S: Sfaff heavily involved, 50 volunteers don’t have to know what
to do in order to take on this task

I: Written info & examples available

P: Previous year’s written material can be used again with minor
modifications

A similar list was Dbrepared for each strategy. The lists
are specific, but not so detailed as to be endless. They
imply a certain level of familiarity with the fundraising
brocess, and so require that all Board members are
trained well in the basic elements of each strateg).

B
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Example 1. Master Fundraising Plan
Put your Number Time:' Time:? Knowledge, skills Others Degree
ZZ;iiee asks Strategy & Tasks % f;:gle ia;yez :r type or resources required g{; ;g{f'
you want (1-10)
Direct Mail
Planning Tasks
Plan direct mail campaign 2 1d A Know DM strategy SI 4
Acquire lists 2 lw D Know DM strategy S 2
Design package 1 1w A Some design I 6
Write letter 1 1d A Writing IP 4
Oversee production of enclosures 1 1w D Proofreading 2
Oversee printing, including picking up
stuff from printers 1-2 lw D Car 2
Mailing tasks
Fold, stuff, sort for bulk 10 3d E Can be learned IP 4
Take to Post Office 2 1d D Go w/someone S 4
Monitoring tasks \% A SP 4
Keep track of responses 1 \Y A 4
Write thank you notes 3 A% A Clear handwriting 8
Enter new donors onto mailing list 2 v D Computer or typing S 8
Write evaluation of each list and package 1 1d D Computer or typing SIP 6
Major Donor Campaign (Fall and/or Spring)
Plan & oversee major donor campaign 2 3m A Experience S 3
Design gift range chart 1 1d A Experience SP 2
Collect names of prospects 2 lw A S 4
Verify research on prospects 2 1w A Ask questions IP 4
Recruit volunteers for soliciting 2 1w A(E) 6
Prepare package for volunteers 2 1w A Experience PS 10
sample letter
questions and answers
pledge cards
reporting forms
Train volunteers A% 1d E Training Consultant Vv
Solicit gifts over 8100 New prospects 10 \Y A Training 8 ea.
Renewals 10 v A Training 4 ea.
Keep track of responses 3 \ A Record-keeping S 6
Remind and encourage volunteers 2 v A None 6
i Send bi-weekly memos of progress 2 d A Writing P 10
N Evaluate campaign 3 1d A None (group effort) SIP 4
it e N W
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as three additional important pieces of data, which
were coded as follows:

S: Staff will be heavily involved, so Board members
don’t have to know what to do in order to help with
this task

I: Written information and samples available

P: Previous year’s materials can be used again with
modifications.

The final aspect of the chart is what gives it unique-
ness. The Fundraising Committee weighted each task
according to its difficulty. They took into account all the
above variables plus the most important aspect: the de-
gree of psychological difficulty involved. They assigned
a weight between 1 and 10, with 1 being the easiest and
10 the hardest.

Their chart was written on a long bookkeeping piece
of paper and looked like Example 1.

The purpose of the chart was
to get everyone to agree to do
their share of fundraising and
to bave a way of figuring out

what everyone’s share was.

Next, they added up the total number of points in the
weighting system and divided those by the number of
Board members. Then, as part of a day-long retreat, the
fundraising plan was presented, with each Board mem-
ber having his/her own copy of the chart.

The Chair of the Fundraising Committee explained
how the chart worked. Of course, there was much jest-
ing about the degree of compulsiveness required to
create such a chart, how the committee had probably
given themselves a lot of points just for creating this
thing, and so on. Since the committee was not defensive
and, in fact, joined in the fun, the rest of the Board agreed
to try this method of getting the fundraising tasks ac-
complished.

Each Board member worked quietly for ten minutes
and marked on their own chart the tasks and strategies
he/she wanted to be involved in. Each one added up his/
her points. When they were done, a member of the fund-
raising committee reconvened the group, and then read
each task out loud. On a master sheet (in this case a long
sheet of paper off a roll from a butcher shop), another
committee member recorded the results.

They needed to ensure that each task had enough
people to do it; in some cases, some tasks had too many
people. Sometimes Board members disagreed with the
weighting of tasks, thinking that some tasks were harder
than their weight indicated, and some were easier. Each
Board member had to have the same number of points at
the end. For some, this meant only a few hard tasks, and

for others this meant a dozen or more easier tasks.

Board members bargained, pleaded, complained and
traded tasks until a Master Task List was created. The
process of discussing the plan task by task created a level
of knowledge about each strategy that no amount of
training had been able to approximate. Further, Board
members owned the plan. This entire process took one
full day to create, three hours at the retreat, and one full
day to type up the Master Task List with everyone’s name
on it.

After the retreat, a final copy of the Master List was
sent to each Board member, with the tasks that he/she
had signed up for highlighted with a yellow or blue
marker. The Grand Master List hangs in the Director’s
office, and she is able to see at a glance who she needs to
talk to and meet with for every task in which the Board is
involved.

This community center has now used this method
for three years. Board members have routinely com-
plained that they don’t wish to be this compulsive and
that the scoring is arbitrary and rigid. They have also fin-
ished more tasks than ever before, and every year they
vote to create the task list again. The very things they
complain about create opportunities for humor and for
learning. Listing out tasks involved in each strategy pre-
empts Board members thinking that some people are get-
ting off lightly, or wondering why “staff can’t do that.”

Since this method of task assignment was first
brought to my attention, other groups have developed
modified versions of it. For example, for one Board, the
staff person created an individual list of tasks for each
Board member every three or four months, with choices
about accepting the tasks and the weight assigned for
doing different tasks. This chart looked like Example 2.

Each Board member checks off whether they accept
the task or not. If they check “Forget it,” then they have
to list something else (under “I'd rather”) and assign a
value to it.

Using a form like this for every fundraising strategy
or campaign allows you to give extra credit to people
who worked hard previously, or to give out extra assign-
ments to those who did not do their full set of tasks. This

method requires much less overall planning than the first
example,

Drawbacks

The advantages of this kind of planning can readily
be seen. A clear list, clear assignments, a sense of team-
work on the part of the Board, etc. There are a few draw-
backs, and several problems this method does not solve.
One drawback is that for staff or committee members
who are not list makers or detail oriented, the plan falls

apart because it requires those skills to create and to
monitor.
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Example 2.

Confidential

proposed plan for: Betty Stein
(Total Points Needed: 15)

Item:
contact theseé people for renewal:
Joe paltic: $250, long-time supporter

Ann O'Malley: $500, your friend

Contact thesé people for first time gifts:
Tania Thigpen: $100

Rosa and Mauro sanchez (from their business):

Otber:
Take tickets at the dance

TOTAL

1'd rather:

Second, thisi
have limitezjtl;; gla harc? method to use with people who
primary langs ing skills or limited knowledge of the
er fory eldergle of the group. For example, a care cen-
ek I £t f.y has a Board of people for whom Eng-
Brtarel spesl, :;stdlanguage. Furthermore, two of the{i;r
whoups T t‘hat o not read, English. Even though
siosamilem c:n take time to explain the chart, it
Groip nd can Ze ucated or the more middle class in éhe
L ;:vzge or exacerbate a power imbalance
i FarizoiuBond mack is that it assumes a level of stabil'-
Al ipvenpe T embers and the organization that not
e. If Board members travel a great deal

. have tem
or j i i
porary jobs, or live with little daily routine, this

mechanism wi
Gt Tea w;v;:lirtlso;.be worlkable. Similarly, if a group has
inancial situation is goi
going to be from

1
i
L

month to mon S be
. th 1 i y
euitful y P anning a ear ahead could i

inherent in this chart.

i e,

winter Fundraising Campaign

George Magnuson: $500, he is mad because W€ picketed
the mayor’s house. You' 11 need to explain that to him.

Summary

No method of gettin
works wi . g people to take -
staff to (;:)hl,(:;;tt a r?mccre effort on the panrg?;gfrlg L
A .t at. some Board members sign and
will o intention of completing th g up for
: ot help them. g them. This chart
ome sta
they shonld gcpgople try to dictate to the Board wh
vl g oing pecause they do not trust at
fering,” and thS, or think of them as “lazy” or “.thelr
Work,’This me;n ;V Or.lder why Board member mtef-
Coad Gaith 02l will not work for them, eittfe:v ont
mutual account;lb‘lf‘ acceptance and commitme;1
part of a team effl ity and a sense that Board and aft ko
mental to the su ort for an important cause Startare
ccess of any plan. With thes:r:;l.f ol
ings in

place, this plannin,
m .
groups. B g mechanism works will with many
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August again? How did that hap-
pen? That means soon it will be
September, then October, then No-
vember, and then December. If this
brilliant observation is clouding
your day, it is time to get a grip on
August.

August is a fundraiser’s chance
to become proactive about the fall
so you won’t find yourself in the
first week of January making a men-
tal list of missed opportunities.

Here are some suggestions for
using August wisely:

1. Take a vacation. Get rested
up, get away. Remember that you
are not your work, and that you are
valuable because of who you are,
not just what you do.

2. Work regular hours. Work
eight-hour days, and take weekends
off. If you must work on the week-
end, take a weekday off.

3. Schedule one day to clean off
your desk and clear out your files.
Dust your bookcase, vacuum your
floor, and wash your windows, if
your office has a window. Look at
everything in your office and ask
yourself, “Do I need it? Do I use it?
Do I like looking at it?” If you can’t
answer “yes” to one of those ques-
tions, throw it away. That goes for
things you think you should read in
order to improve yourself but that
really bore you and expensive office
supplies that you bought in a fit of
getting organized and have never
used,

4. Encourage all your staff todo
#3, and clean up all common areas.
L (Staff includes unpaid staff, also

Gearing Up
For Fall Fundraising

by Kim Klein

known as volunteers.)

5. On one weekday during the
month, in the middle of the after-
noon, shut your office and take
everybody to a matinee.

These exercises will clear out
your head, provide a clean, clear
workspace and help you get ready
to make fall fundraising plans with-
out physical and mental clutter.
Going through all your stuff will
also remind you that you have done
a lot of work so far in 1989, and
allow you to feel better about how
your year is going.

Now you can begin renewing
your fall fundraising plans. Make
sure you have the following in
place:

O A big calendar that shows the
months of September through De-
cember. Take a penand cross out the
days and weeks that you can’t work
with volunteers or schedule meet-
ings with donors. Although fall is
four months on the calendar, in
work time available it is closer
to two-and-one-half months. Also
cross out one day on either side of
the major holidays to account for
people being tired, getting back
from trips, and so on. Thus, on your
calendar, Labor Day weekend will
start August 31, Thanksgiving will
end the following Tuesday rather
than Monday, and Christmas/Han-
ukkah will begin December 15 and
end January 3. Consider elections,
Rosh Hashonna and Yom Kippur,
the World Series, and so on, andyou
will see why fall seems to pass sO

quickly.

OLooking at your fall fundrais-
ing plan, list all your strategies in
decreasing order according to the
amount of money you expect them
to bring in. Make a second list of
strategies by your organization’s
ability to do them annually, also in
decreasing order. With a pen, mark
as TOP PRIORITY those activities
that both bring in the most money
and that you can do every year
Thus a foundation proposal due
September 15 worth $10,000 is a
high priority of list 1. However, it
ranks near the bottom of list 2 if that
foundation has already said they
only fund groups for three years
and you are going for your third
year. A direct mail campaign to get
new donors is low on list 1 and high
on list 2. What is high on both lists?
Seeing an inherited wealth donor
who has given $2,500 every year
for three years. Calling a volunteer
who does a houseparty in Novem-
ber that always raises $3,000, and
that he always claims would raise
more if he got started earlier and
invited more people.

OHaving ranked your plans
like this, schedule all the top prior-
ity things first. Then decide which
items that appear high on one list
but not the other are still going to
get done, and in what order. So,
writing for a third year of funding is
a good idea, even if it is not repeat-
able. Sending a direct mail letter for
new donors is a good idea because
you always need new donors.
Spending a day at a booth at a street
fair when you are not currently

i
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working on any issues nor have any
literature that is useful to the com-
munity attending this fair is not a
good idea regardless of the fact that
the booth is free.

OUse the rest of August to
shore up your infrastructure. Write
down the information you have
about your donors that you cur-
rently carry in your head and on
tiny scraps of paper. Plan the articles
for your newsletter for the next two
or three issues and call people now
to begin writing them. Make sure
you have enough stationary, envel-
opes, and return envelopes for most
of the fall. If you don’t, order them
now, and ask the printer for a dis-
count in return for not needing
them very soon. (Because August is
a slow month for many printers, it’s
a good time to get good deals.)

O Finally, think about aspects of
your job that you don’t do or don’t
do well because you don’t know
how. For example, you don't feel
confident in your direct mail skills,
or your organization has no planned
giving program even though you
serve a large senior population, or
you are doing things by hand orona
typewriter even though you have
heard your computer can do these
functions more easily. Research
where you can learn about what-
ever you don’t know and sign up for
a class, or buy the books, or ask a
friend to take a couple of hours to
tell you, or hire a consultant. Fund-
raising is increasingly competitive
and automated. Though unfortu-
nate, these are facts of our lives. We
need to understand as much as we
can about all fundraising strategies
and technologies so we can make
informed choices about when to
use them.

Ideally, if you follow this plan,
you will enter September rested,
confident in what is to be done and
ready to do it. Although that feeling
does not last, it will make your
work easier and more productive
for a while, which is all that can be
said for any plan. &

Social Change Tool
for the 90’s

CHOMG |
L=2i\B

This quarterly subject index
to over 200 alternative publications
will be an invaluable tool in your
efforts to bring about social change.

So ask the folks at your library to
subscribe to the Alternative Press Index,
if they don’t already.

For more information write:
Alternative Press Center
P.O. Box 33109

Baltimore Maryland 21218




“pugust 1989

19

VOLUME FOUR
Number 3 (June 1985): Membership
Record Keeping: If We Onl)f Had an
Endowment (What to consider in starting
an endowment fund); A Community Un.xte’d
(case study of a farming community’s
fundraising efforts to help a family in ncec!).
Number 4 (August 1985): Throug,h. Rain,
sleet and Snow (the personal experiences

Back Issues

Number 4 (August 1987): Philanthropy in
1986; The State of the Journal; The Meaning
of Self-Sufficiency; Federal Policy and Non-
profit Postal Rates.

Number 5 (October 1987): Keeping in
Touch with Major Donors; A Few Words on
Better Board Meetings; Why Throw Money
Away?

Number 6 (December 1987): Penetrating

Social Action Alternative Fund; Financial
Management 101.

Number 3 (June 1989): Board Members:
How Hard Should They Work?; Recycling
for Profit and Public Service; Raise the Bid
for Funds

i ER FORM
of a canvasser); Major Donor Prospecting;  the Mystique of Philanthropy; How to Hire an ORD :
Hiring 2 Development Director; Rapidly Executive Director; How to Do a Raffle. Q. | iem — Total |
Growing Women’s Funds; Long Beach —_— :ACK 185U o
“Friendraiser” (;;:sc St;]dy Oh B gpecidl Evedt VOLUME SEVEN Vol 4: No.S 3.50
designed for publicity). < Number 1 (February 1988): Confessions of Vol. 4, No. 6 350
Number 5 (October 1985): Planning and Grantspe(rson‘ Tax Rgcfogm has Neutral Vol. 5, No. | 220
Running 2 Phonathon; When Money Isn’t Tmpacis Stk Mark Coash, EEn o5
the Problem; Philanthropy 1984 Summary. Numb;ar 2 (April 1988): New CFC Regu- Vol. 5, No. 3 3.50
6 (D ber 1985): How to Use g P : Vol. 5, No. 5 3.50
Number 6 (Decem! A lations Dangerous; So You Want Your Board oL8.No. 1 350
the.Media; Grassroots Fundraising: Back to to Raise Money; Basic Principles of Fundraising; T v
Basics. Warehouse of Resources. Vol 6, No.3 350
VOLUME FIVE Number 3 (June 1988): Going Back to Vol. 6, No. 4 350
Number 1 (February 1986): State of the Major Donors; Hard Work + Steady Income = Vol.6,No. 5 350
Journal; Raising Money from Churches; piNGo, profile Your Ads; A $40,000 Bus. Vol 6,No 6 350
Creating a Successful Renewal Program. Number 4 (Au 1988): Candle Burning :I/(,:, : :0_ ; ;:g
Number 2 (April }98.6)= e Ty at Both Ends; Essential Ingredients for Fund- v:;: - Nz s ™
Part One (Organizational Development); ;no planning: Part I; Getting Small Donors —TTY o
Marketing for Grassroots (.)rgam'z?nons, l?art to Renew Year In and Year Out. Vol 7. No. 5 350
One; So You're On The Air: Writing PSA,S' Number 5 (October 1988): Essential Vol. 7. No. 6 3.50
Number 3 (June 1986): Seven Deadly $ins, yporedients for Fundraising Planning; Part I, Vol, 8, No. | 350
Part Two; Logistics of a Major Gifts p . ancing the Stars; Looking Good: Devel- Vol 8, No. 2 350
Campaign. oping Effective Written Materials at Low Cost, ol Nod 350
Number 5 (October 1986): Marketing, PartI. Sl s600
Part Three; Personal Giving Plans, Part Two; Ny mber 6 (December 1988): Looking mm'lmg for Fundraising_$6,00
Beating The Numbers Game. Good: Speaking the Language, Part II; Fund- Five-Year Index $2.50
raising in the Late 80s; Every Penny Counts, TOTAL ENCLOSED
VOLUME SIX Book Review.
Number 1 (February 1987): Strategic Plan-
sikg fis Bhuntary WoteBoraisg . Lo VOLUME EIGHT Send to
story: Raising Money for a Trip to the Soviet Number 1 (February 1989): The Alterna-
g Popeaty Wiends That S 1 ; tive Fund Movement; Looking Good, Part
Number 2 (April 1987): The Art and Science I11: Just the Words That Matter; State ofthe Address
of Direct Mail Copywriting, Part One; “Spelling _]m..\mal ‘
for Dollars”; How to Hold a Better Meeting. : April 1989): Lessons from City
“hnibier & (Juree LT Divesy Matl Shgy- Number ZG( pl's' Case S.tudy of 2 Small State Zip
writing, Part Two; The Celebrity Auction. Grassroots Groups; -
[~————————————————— - T T TTT T 1
i l
| Subscriptions |
: |
| Twant to subscribe: |
ee Years ($60
: O New subscriber: [ One Year ($20) (] Two Years ($40) 0 Thr ($60) s :
$60) (Canada & overseas a
| ORenewal: [JOne Year (§20) [ Two Years ($40) [ Three Years (860) ( |
. ; low:
: Change of address: enclose mailing label and write new address be :
| Name Organization |
: Address :
| (Please allow six weeks for processing new subscriptions.) _ '
\ . 517 Union Ave., #206, Knoxville, TN 37902 |
| Make checks payable: Grassroots Fundraising Journal Send to: 517 |
L




Bulk Rate

U.S. Postage
PAID
Knoxville, TN
Permit No. 961




