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Essential Ingredients for
Fundraising Planning

by Tricia Rubacky

Successful fundraising begins with a clear organiza-
tional mission and people committed to achieving it.
These ingredients are critical; without them, your
attempts to raise money will surely suffer. Assuming
your organization satisfies these basic conditions, my
advice is to follow these three commandments of fund-
raising:

I. Thou shalt always plan, plan, and plan some more

II. Thou shalt always strive for a diversified fundrais-
ing plan

II1. Thou shall tie your program and budget planning
to your fundraising planning.

A frequent complaint from fundraisers is, “I sent in
all these proposals and I haven’t heard anything from the
foundations. We’re headed for a financial crisis if we
don’t hear something soon!” This is the classic “blame
the funder” approach, which you should decide right
now to abandon. It assumes it is up to foundations to pre-
vent your funding problems.

A plan alone cannot solve a financial crisis. However,
it can help prevent one, because it incorporates the steps
you must take over a prescribed period of time, the stra-
tegies you can employ to make your program attractive
to a variety of funding sources, and the internal back-up
systems for times when your strategies and plans fall
short.

A fundraising plan is much more than a list of funders
and amounts requested. A real plan reflects an income
goal that is tied to your organization’s program goals and
incorporates the following components:

1. A list of all sources from which you are seeking
funds (both grant and non-grant fundraising) organized
by likelihood of support and priority of effort.

2. A calendar including all deadlines and a follow-
up schedule.

3. An income projection based on likely funding.

4. A cash flow projection.

The most successful fundraising plans also demon-
strate a commitment to diversified fundraising. Diversity
in fundraising prevents organizational over-dependence
on one source of funding (such as foundation grants or
direct mail), and provides a greater margin of safety for
those inevitable times when circumstances prevent one

source from continuing its support. In addition, depen-
dence on a single type of fundraising limits your group’s
exposure in other arenas, exposure that is necessary to
achieve the familiarity needed to attract new support. It
is true that considerable organizational resources must
be used to achieve funding diversity; however, it is also
true that your organization’s future could be in serious
jeopardy without the stability provided by diverse in-
come streams.

A good fundraising plan also produces important
management benefits. It can forestall the need for crisis-
mode fundraising and keep you informed of where you
stand at all times. A plan helps you identify progress and
anticipate problems, and it forms the basis for informed
decisions and budget adjustments as new developments
occur or new information is received. A plan also helps
you set and balance priorities and avoid the pitfalls of
competing goals and timetables. Finally, a plan helps
build the organization’s confidence in its fundraising
capacity.

Step 1. Set goals and timelines

Before making a plan, considerable preparation
work is needed. First, you must have a ballpark idea of
how much money you need to raise and when it is
needed. This ballpark figure will help you build the plan,
but it is important that the program and budget goals are
informed by the fundraising plan and vice versa.

The most logical place to start is with the amount
you raised during the previous year. Later, armed with a
realistic estimate of what can be raised and from what
sources, you may decide that no increases for new pro-
grams are feasible. Or you may determine that adding to
your program and budget is feasible in light of your fund-
raising potential and the time and resources you have
available for raising the funds.

Before committing to a budget and a fundraising
plan, all the people involved in your program, finance
and fundraising operations, including members of your

This article first appeared, in slightly different form, in the
Journal, Vol. 7, Nos. 4 and 5.
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governing board, should review the plan and agree on
goals that are both realistic and achievable. .

If you are starting for the first time, you should df’ in-
cremental budgeting. Incremental budgeting essentially
means that budget line items are added only as income al-
lows. For example, if an organization just starting out
wants to raise enough money for an office, a phone, two
staff people and travel expenses for a total of over
$50,000 a year, it would be better to decide what the
priorities are and add the lower priority items only when
sufficient funds are raised. Perhaps you are very sure of
$25,000, which could permit you to rent an office, buy
supplies, install a phone, and hire one staff person. You
would put the second staff person and travel funds as a
goal, but would not hire until funds were raised. When
groups decide to hire someone with only a few months’
salary raised, they often have to lay off that person very
soon.

Step 2.
Identify potential funding sources

The next step is to create a list of all the potential
sources of income for your organization. Here are some
possibilities to consider:

Grant fundraising: Sources of grants include cor-
porations, foundations, government programs, religious
organizations, and individuals who make grants through
philanthropic institutions, labor unions, or professional
associations, United Ways, and civic organizations.

Non-grant fundraising: This fundraising can be

grouped in two categories: 1) individual solicitation, ip.
cluding planned gifts (wills, bequests, donations of ar¢
and property, €tc.), phone-a-thons, telemarketing, maj|
appeals, fundraising via the media (radio or telethons),
workplace and payroll deduction, special events, can.
vassing, and membership drives; and 2) earned income,
including sales of products, fees for services, and interest
income. -

While you may already be raising funds through a
variety of means, as part of the planning process you
must determine whether to try to raise more from cur-
rent sources or to explore new avenues. Some combina-
tion of tested and untested sources is a positive goal for
any organization, if the resources are available to under-
take new ventures. Before deciding, you need to do
some research and learn as much as you can about both
grant and non-grant fundraising. Armed with this infor-
mation you can determine the potential for your group.

Step 3.
Create record-Reeping systems

Once you have decided which avenues of support
you will pursue, you need a system for managing the in-
formation you compile about these sources. Essential
facts (such as contact person, address, phone number,
deadlines, and board meeting dates) and strategy should
be compiled for every source you are planning to ap-
proach. This information should be kept within easy
reach at all times, either in a notebook or on computer
(see Example 1: sample Funder Strategy Sheet).

| POTENTIAL SOURCES OF INCOME (

! }

| NON-GRANT SOURCES GRANT SOURCES |

‘3 Individual Solicitation Planned Gifts Foundation

;, Personal requests Wills/bequests Corporate

| Phone-a-th(.ms Donations of real Government |

i Telemarketing estate, art, etc. Religious |

| Mafl appeals Designated beneficiary Labor |

: Mailgrams/ of life insurance Professional

! electronic mail E S |

: ! arned Income Associations {
Radio or tv appeals Sales of prod United Way ?

! 3 ro '

3 Workplace (via Fees forlzerv;lcetss Civic Organizations/

’ payroll deduction) Kiwanis

Special Events
Canvassing
Membership
via % of credit
card sales

Interest income

Junior League
Anonymous

Individuals

via philanthropic

entities
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ExaMmpLE 1:

Funder Strategy Sheet

Name of funding source:
Address:
Telephone:

Known interest areas:

Summary of past support:

Contact person:

Who else knows/has connections:

Who can help with this source?

Deadlines (if any):

Amount to request:

Strategy:
Step 1

Step 2

Step 3

ExampLE 2:

Individual Donor Profile Sheet

Name:

Home Address:
Phone: ( )

Business Address:
Phone: ( )

Title/occupation:
Preferred place for correspondence and calls:

Personal financial information:

General philanthropic/political interests:

. Any foundation connections?

Who knows?

Who has connections?

History of contributions:

Date: Amount:
Other follow-up:
Inresponse to:
Notes from meetings, phone conversations, the grape- .
8%, P ’ grap Other notes/comments:
vine, etc.
Basic information on individual contributors, ship of your organization to its funding and holds many

whether major donors or members, should also be well

organized in a profile book, a card file or a computer data

base (see Example 2: model Donor Profile Sheet).

The information system you devise should be easy to
update regularly, since fundraising requires you to
handle many important details at once and you cannot
afford to allow any to fall through the cracks. Indeed, the
system itself is critical to developing and refining your
strategy in approaching funders and should be consid-
ered among the most priceless tools of your plan.

In addition, you need to establish a filing system on
funders to provide néw staff and board members with a
sense of the organization’s history with its funders, and
with those from whom it has tried unsuccessfully to raise
funds, This information is critical to the future relation-

clues to understanding problems the group may be hav-
ing raising funds from particular sources.

Step 4:
Develop your fundraising calendar

The next component in organizing your fundraising
is a calendar. Since much of fundraising requires advance
planning that you normally need to begin at least three
months before your fiscal year even starts, develop a cal-
endar that spans a 15-month time period.

As you lay out your plan, keep the calendar nearby
and fill in as many deadlines or dates for your fundraising
activities as possible. You will add to the calendar and
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change it frequently throughout the year. The calend.ar
will also help you decide whether new program activ- | gy mprg 3:
ities can be added or must be deferred because they ] .
compete with each other or with other organizational 1991 Income Projection
activities. You may want to set aside a copy of your
original calendar and go back to it at the end of the year | plan Adopted: 12/1/90 Goal: $100,000
to see how realistic it was as a planning tool. )
- f 8/31/91 Conservative
Deadlines mean nothing unless they are accompa- Current as of 8/31/9 Projection: $92,100
nied by a work plan. Your next step, therefore, is to take
the deadlines calendar and create another calend’al.' for .all Source Projection Comiitted
the activities listed. Every aspect of your fundraising, in- To Date
cluding preparation of proposals, letters, printing n€Ews- | gocype (At beginning of year)
letters, travel, board and committee meetings, individual World Foundation $ 5,000 $ 5,000
meetings, events, and all follow-up should be mapped Community Chest 15,000 15,000
out on the workplan calendar. If the workplan is mapped Ms. Smith 2,500 2,500
out using the same 15-month format, then, when you are ) from 1990 1,500 1' 500
ready, the fundraising and workplan calendars can be in- Carryoyer it - :
tegrated and converted to whatever calendar system Sub-total $24,000 $24,000
works best for you—six-month, three-month, one-
month, or weekly calendars. Very likely renewals
Keep in mind that in order to be effective planning | Ms. Heir 10,000 10,000
tools, the calendars must be developed in conjunction March Mail Appeal 8,000 8,525
with your overall program and fundraising plans, incor- Jones Foundation 10,000 0
porating enough of your organization’s activity to know Payroll Deduction 6,500 In October
what will affect or drive your fundraising.
Sub-total 34,500 18,525
Running total $58,500 $42,525
Possible renewals
Second Edition— Penny Foundation 10,000 5,000
Updated & Expanded Nickel Foundation 10,000 10,000
Fundraising Topsfield Foundation 5,000 In September
£ Mr. Anonymous 5,000 10,000
or General Company 5,000 In September
Social Change October Phone-a-thon 5,000  In Oct./Nov.
By Kim Klein Sub-total 40,000 25,000
Running total  $98,500 $67,525
Internally Zenerated
Book Sales 2,500 1,125
Now in its second printing, Fundraising  Pleax xnd me Fundraising for Social Change. T-Shirt Sales 3,500 1’500
Jor Social Change contains the nuts and  Enclosed is my check or money Holiday Card Sales 1,500 In Nov/Dec.
bolts strategies that all nonprofits need to  order for —_copics @ §20 = g
i cessfully from individuals.  plus postage handling:
" In hi revised and expanded version, 5 bk 95 mesiuns Sub-total 7,500 2,625
Kim Klein has added chapters on: In California add tx: $1.25 Running total $106,000 $70,150
M Dealing with Anxiety TOTAL ENCLOSED 2
B Fundraising in Rural Areas
B Using Computers = Prospects
ition, this book tells you h
e you Do Dol T Mr. Stockholder 2,500  In December
your constituency. There's informationon  Times Ty Ms. Investor 1,500 In December
how to use direct mail techni _ : !
flly Youl lcam how 10 rase fnds by Spring Benefit 3,000 4,750
telephone or through special events, how s
lokgl:p and implement 2 major gifts Chardon ﬂg.‘nox 101 Sub-total 7,000 4,750
campaign. Inverness, CA 94937 Runm’ng total 5113’000 574’900
I

I
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Source Projection
Secure $ 24,000
Very likely renewals 34,500
Possible renewals 40,000
Internally generated 7,500
Subtotal $106,000
Prospects 7,000
Total $113,000

FUNDRAISING PLAN— SUMMARY/ CONSERVATIVE PROJECTION

PR TSI,

% Likely Total i
@ 100% = 8 24,000 ?
@ 90% = 30,600
@ 75% = 30,000
@ 100% = 7,500
Total = $ 92,100 l

Step 5. Estimate income projections

A significant part of the fundraising plan is an income
projection. Because budget and program decisions will
be based on the fundraising plan, extra caution must be
taken not to overestimate the potential for funding from
any source, whether a traditional one or an entirely new
one. All funding sources should be organized in order of
probability, according to a likelihood rating based on
your most informed judgement. For example, all things
being equal, you will probably be able to raise $5,000
from an annual mail appeal in the second or third year.
However, before counting on that income, you must ask
yourself if all the factors that produced that level of
response last year are unchanged. Maybe you have more
names to approach than last year, which could enable
you to raise more money. Perhaps staff turnover during
the year kept the organization from communicating with
donors since their last contribution, which could cause
you to lose support. Use this kind of information to esti-
mate your proceeds, and when in doubt, err on the con-
servative side.

Similarly, if last year the XYZ Foundation made a
$10,000 grant, and the year before a $7,500 grant, would
it be safe to assume the foundation would renew again?
What about planning for a similar increase? The answers
must be based on your most recent information about the
funder. Have you stayed in touch with them to know
their impressions of your work? Does the foundation
still fund groups working on the same issues? Has there
been staff turnover at the foundation? Has anything hap-
pened that would affect their level of grants or the timing
of their grant cycles? )

The point is that in order to anticipate income r'cahs-
tically you must have current informationupon whichto
base your probability estimates. .

The sample annual plan in Example 3 should give
you an idea of what is meant by probability-based plan-

N

ning. This hypothetical organization had a fundraising
goal of $100,000, but the conservative projection was
$92,100, so the budget was based on the latter figure.

By the end of August, this group had raised $74,900.
Perhaps when they did not receive the $20,000 grant
from the Jones Foundation they put more effort into the
Spring fundraiser to make up the difference. The impor-
tant thing to see is that this kind of plan enables an organ-
ization to evaluate its progress continuously, to monitor
its fundraising successes and evaluate its program ac-
cordingly, and to correct for disappointments in a timely
manner. ,

Observing the following rules in the preparation of
income projections should increase their reliability.

1. Base percentages on an informed sense of what is
likely, even if sources in a category are only 25 to 50 per-
cent likely. This sample plan was based primarily on re-
newals, and this organization had a considerable amount
of committed income when it started the year. Many
plans will not allow for such high probability of success.

2. Do not include prospects in the income projec-
tion. (A prospect is a source that is untried, as well as one
for which you have no reliable experience or informa-
tion upon which to evaluate the probability of support.)
Groups often become so caught up with efforts to raise
funds from other categories of support that they never
get around to the prospects list. Therefore, it is better to
treat income from these sources as the funds to expand

) yodr program if they are raised. If prospects do not yield

success, your existing program will not suffer if they
were not included in your original income projection.

3. Remember that you are developing a plan, and
like any plan, it needs constant monitoring to determine
progress. It is not a fool-proof calculation and should not
be considered immune to failure. Your projections may
be wrong, but if they are, you will know what the impact
will be relative to your other fundraising activity.
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Lo 1991 Income Cash Flow Projection
JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC
New World Foundation 5,000
Community Chest 7,500 7,500
Ms. Smith 2,500
Ms. Heir 7,500 2,500
March Mail Appeal 3,000 | 4,000 | 1,000
Jones Foundation 10,000
Payroll Deduction 3,500 | 3,000
Penny Foundation 5,000
Nickle Foundation . 5,000 .
Topsfield Foundation 2,500
Mr. Anonymous 5,000
General Company 5,000
Oct. Phone-a-thon 2,500 | 1,500 1,000
Book Sales 500 500 500 1,000
T-shirt Sales 300 | 1,000 | 1,000 200 500 300 300
Holiday Card Sales 400 500 600
TOTAL 7,500 2,500 | 3,000 (17,300 | 24,500 [ 14,000 200 500 300 11,200 | 6,500 4,600

TOTAL CASH PROJECTION: $92,100

Step 6. Prepare the income
cash flow projection

The last piece of the fundraising plan is the Income
Cash Flow Projection. This is a necessary complement to
the Expense Cash Flow projection that your organization
needs in order to meet monthly bills. To prepare your
income cash flow projection, begin with an accounting
sheet with 12 columns. List all the sources of income on
your fundraising plan down the left side, and label the
top of each column with the names of the months (see
Example 4).

Then go over your potential sources and make a real-
istic, conservative projection of when grants might be
expected, when income from individual contributions is
likely to be received, when the proceeds from sales and
events are possible, etc. Put the conservative projected
amount in the column under the month the income is
anticipated.

It will soon be obvious which months will be your
high-income months and which will be low-income
ones. This will help you plan your expenses, especially
those that can be deferred or spread over time.

As you can see from the example, none of the pros-
pect income is included in the cash flow plan. Because
you have not made an income projection for the sources
in that catcgory, you should not include those sources in

the cash flow plan. You should also exercise caution with
some sources you have categorized as “possible.” It may
be advisable to project less income or to put the projec-
tion later in the year when it is not as vital. While this
conservative approach means that your cash flow pro-
jection will not equal your income projection, this is a
precautionary measure to prevent over-extending your
organization’s cash flow.

You should regularly adjust the cash flow plan based
on new information about your funding sources and the
projected outcomes of fundraising events. Constant
oversight of income and expenses is one way of prevent-
ing cash flow crisis, provided that the other facets of the
fundraising plan are being followed carefully throughout
the year. ‘

Planning an organization’s fundraising does not re-
quire sophisticated systems. All the suggestions offered
here are straightforward means to help keep fundraising
efforts organized. They are simple to use and can be
modified to meet an organization’s particular needs.
While planning alone cannot guarantee fundraising suc-
cess, it can do the next best thing: it can enhance the or-

ganization’s capacity and bring order to what is too often
an overwhelming process. @&

Tricia Rubacky, Jundraising consultant and trainer,
was formerly director of development at the Youth

Project.
]
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10 Keys To
Selecting A Mailing List
That Will Get Results

by Lin Grensing

he mailing list is the most important element of a

successful direct mail program. The list is your mar-
ket—that’s what makes it so special, and so specialized.
Your marketing dollars aren’t wasted as they might be in
other forms of advertising because you’re targeting your
promotion specifically to the people who will be most
interested in your product.

The Difference Between Compiled
and Respondent Lists

There are two major types of lists: compiled and
respondent.

A compiled list is a list of people who share a com-
mon characteristic. They may all be members of a certain
association or a certain profession—a list of attorneys,
for example. Or they may share an experience, such as
with a list of new mothers. But that’s all they are. All you
know about them is that they share a certain characteris-
tic. They are not necessarily direct-mail purchasers.

While compiled files have the drawback of not rep-
resenting known buyers, direct marketers are beginning
to have a wider variety of options as compilers enhance
their lists by applying to them various selection options
related to demographics.and psychographics.

A big advantage of compiled files is the price. You
will be able to rent compiled names at a substantially
lower cost per thousand than respondent lists. And, be-

cause you are not competing with a list’s owner group,
you do not usually need to provide a sample mailing
piece or to adhere to a certain mailing date.

A respondent list is a list of people who have re-
sponded to some other offer, such as a list of people who
subscribe to a magazine or a list of people who are
known donors.

Respondent lists are usually more expensive than
compiled lists (sometimes substantially more), because
of their responsiveness. Someone who has already been
identified as a donor, particularly a donor to a specific

group or cause, is more likely to contribute to a similar
cause.

How to Read a Data Card
or “SRDS” Listing

There are two common places where you can go for
specific information about lists: the Direct Mail List
Rates and Data (DMLRD)—one of several catalogs pub-
lished by SRDS (Standard Rates and Data Systems)—oOr
list data cards provided by list owners or through list
managers. Each source will provide you with basically
the same information about the list:

Contact: The person or company to contact for
?lore information or if you are interested in renting the
1st.

Description: Some information about the list, such

©Lin Grensing

et |
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as whether the list is compiled, if it is a list of purchasers,
what they have purchased and the purchase price. There
may also be some demographic information: male or
female, average age, average income, etc.

List Source: How these names came to be on this
particular list. If they were acquired through direct mail,
this tells you that they are amenable to direct mail efforts
and would probably be responsive to your offer as well.
Another common source of names that you’ll find in the
DMLRD is “space ads.” These are people who have seen
an advertisement in a magazine and called or written for
more information or have made a purchase.

Quantity and Rental Rates: How many names are
available and how much you will pay per thousand to
rent the list. When looking at the list price, keep in mind
that the price listed, for instance $80/m ($80 per thou-
sand names), is only a base charge. There will be addi-
tional charges for the various “selects” you might
choose.

Each list contains more information than simply
names and addresses. Each bit of additional information
allows you to make more well-defined selections of
whom you will mail to. As you get more and more spe-
cific about your choices you’ll be mailing to fewer and
potentially more responsive names. Some common se-
lections include zip code, sex, age, title, size of business,
household income, unit of purchase and date of
purchase.

Method of Addressing: The available list formats.
The most common is 4-up Cheshire labels. This is simply
an address format where four names and addresses are
listed horizontally across a page of computer paper.
These labels are affixed by a standard labeling machine at
a mail processing house that cuts the labels, applies glue,
and affixes them to your mailing piece. Other formats
include pressure-sensitive or “sticky” labels and mag-
netic tape.

Maintenance: All lists need to be maintained on a
regular basis to assure that the names and addresses are

current and deliverable. Some lists are “cleaner” than
others. The data card or SRDS listing will tell you how
often the list is “cleaned,” what percentage of duplica-
tion there is within the list, and other information about
how well it is maintained.

10 Keys to Selecting a Mailing List
That Will Get Results

There are a number of things you need to consider
when ordering a list and some standard information that
you need to provide. Knowing the right things to look
for and the right questions to ask can mean the difference
between a successful mailing and a dismal failure. There
are many areas you should explore before making the de-
cision to rent a particular list. Following.are some of the

L

most important:

1) What is the source of the names? Is the list com-
piled from various sources? Is it comprised of respon-
dents to other direct-mail efforts who have made a
purchase or of inquirers only (people who have asked for
additional information but have not made a purchase)?
Be aware as you’re reading list descriptions that not all
lists contain names of actual people. Some contain only
titles and company names. This may or may not be what
you’re looking for. Make sure you know what you’re
ordering.

2) How often is the file updated? Some files are only
updated on an annual basis. Naturally no list is going to
be 100% deliverable. But, considering the mobility of
the American public (moving at the rate of at least 15%
each year!), an annual update means a high percentage of
undeliverables. Quarterly updating is better and most
common; monthly is best.

3) How is the list updated? The two common ways
for lists to get updated are at the source, meaning that the
list owner updates the addresses on an interactive basis
as orders are enteréd and address changes are received,
or mechanically, using some of the software available
through the post office or other avenues.

4) How old are the names? When you’re renting a
list from a business that’s been around for several years
many of the names on that list may be “old”—that is,
people who haven’t placed a new order for quite some
time. You’ll want to know what that time period is. Gen-
erally any name that’s been inactive for more than three
years isn’t worth renting. If you're ordering magazine
subscribers, be certain that you’re renting active sub-
scribers and not those whose subscriptions have expired.
The closer in time you can capture these people (that is,
while they are receiving a publication or within a few
months after they’ve placed an order), the better your re-
sponse will be.

5) Are “botline names” available? Hotline names
are respondents who have replied to a direct-mail effort
in the recent past. Hotline names are often available in
three-month, six-month and one-year selections. These
names will be more responsive than older names on the
same list. If they’re available, they’re often charged at an
additional rate—well worth it for the added response
you’ll achieve.

6) What other offers bave been mailed to this list
and what offers bave been mailed more than once?
Answers to these questions will give you a basis for com-
paring your offer with other offers that have proven suc-
cessful. If nobody else seeking the type of respondents
you’re seeking has used the list with any success, it’s un-
likely that you’ll break this trend.

7) What selections are available? While selections
are listed in the SRDS and on the data card, there may
have been new additions to this list that you’ll want to be
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aware of or different sorts that are possible but weren’t
included because demand for those selects isn’t high.
Don’t be afraid to ask.

8) What is the minimum order? When you firstuse a
list you'll be testing a segment of it. Minimums are usu-
ally at 3000 or 5000 names, but you needn’t mail the en-
tire segment you receive just because you've ordered it.

When testing a list you should also ask if the names
you receive can be marked. Then, if you do schedule a
roll-out of the test, you won't be mailing to the test
names again.

9) Is a sample mailing piece required? With most
compiled lists a sample piece is not necessary. Owners of
respondent lists, however, have two reasons to want to
know what kinds of mailings are being sent to their cus-
tomers: to guard against what they consider to be objec-
tionable mailings, and to keep competitors from mailing
competitive promotions that overlap with their own
mailings.

10) When can I expect the list? You'll be expected to
provide your mail date to the list owner, but you'll want
to receive the list a week or two before that mail date just
in case it’s not what you wanted or it’s delayed for some
reason.

By ordering your lists well in advance you can avoid
the added costs of express delivery.

The Visual Check

When your list arrives check it over before you send
it on to the lettershop or mailing service. A quick visual
check is all that’s needed, looking for:

e Proper format of the list. If you requested 4-up
Cheshire but received 1-up pressure-sensitive labels,
you’ve got an obvious problem.

e Placement and accuracy of the key code you re-
quested.

e Address format and accuracy. Are all elements of
the address present? Are zip codes correct and in proper
sequence? Do these names look like the type of list
you've ordered? If you've ordered a list of doctors’ of-
fices and you see company names like “Dave’s Pet Sup-
plies,” something is wrong.

e Is the count accurate? Make sure you received the
number of names you requested and were invoiced for.
You don’t need to count every label—a quickly calcu-
lated estimate will suffice.

Selecting, ordering and using mailing lists can be a
confusing process. But if you follow the above steps, ask
the right questions and carefully consider every mailing
you do, you can simplify the process and guarantee that
your next mailing is correctly targeted, financially fea-
sible and responsive! B

oo (617) 720-5627 » Fax (617) 720-1318 -

3 $30.00/ndividual for 1 year (12 issues)
[ $25.00/ndividual for 6 months (6 issues)
Q| would like to recelve more information
i Bulk Rates Available st

Please note: Add $15for first class delivery,
$90 for overseas delivery. First Class mall guaran-
three days; all others are bulk
an take up to 12 working days.

Advertisement
“The section on developing the program
budget is worth the price of the book. The
narrative and the graphics explain clearly the
process for preparing this most frequently used
type of budget.” —Diana Tolpegin, NonProfit Times,
February, 1991

Budgeting Guide for
Nenprefit Administrators
and Velunteers

by Michael E. Burns

Written in a clear and concise fashion, Budgeting Guide is
a “how-to” workbook that guides the reader through the
budgeting process step-by-step, or it can be used as an
exceptional single source reference. It is especially helpful
for people who are unfamiliar with budgets and the
budgeting process.

Paperbound, 64 pages, $19.95 includes shipping and handling

To order send a check payable to &
D.A.T.A, Inc., Dept. CC, ﬁ]ﬂﬁ ﬂ[]
70 Audubon Street, New Haven, z

Connecticut 06510 203-772-134s D.ATA.

|
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Book Reviews

by Joan Flanagan

P ersuasive publications and a
modern marketing strategy will
make your fundraising easier and
more profitable. Here are two great
books to help your staff and volun-
teers tell your own people and the
general public who you are, what
you do, and why your organization
deserves their support.

Marketing Workbook
for Nonprofit
Organizations

Gary J. Stern.

The Amherst H. Wilder
Foundation

919 Lafond Ave.

St. Paul, MN 55104.
1990. $26.00

New projects can get founda-
tion grants and special programs
can get corporate sponsorship, but
it is tough to get support for your
everyday operating expenses. Even
individual donors prefer to think
their contribution is earmarked for
their own pet project. As church
volunteer Barbara Pierce says,
“Everyone wants to pay for mis-
sions; no one buys the toilet paper.”

One reason fundraisers have a
harder time raising operating sup-
port is that they have a hard time
saying what the money is for. What
is the organization’s mission?
Whom do you serve? How are you
unique, special, superior? What is
your focus? What do you not do?

Gary Stern’s book can enable
your leaders to choose the answers
to those questions and more. Excep-
tionally well written, sensitive, and
free of jargon, this is a most uscr-
friendly book for any team new to
marketing. Use it to get consensus
on your mission and methods be-
fore you ask for money.

How to do
Leaflets,
Newsletters &
Newspapers

Nancy Brigham, Maria Catalfio,
and Dick Cluster.

PEP Publishers

3519 Yorkshire

Detroit, MI 48224.

1991. $14.95.

This book is ideal for grassroots
organizations. Beginners get every-
thing they need in one book: advice
on hardware (desktop publishing),
software (fun with fonts), and what
to beware of (legal limits on what
you can print). Low-overhead, low-
tech editors will appreciate tips
such as how to calculate how much

space you need to allow foravolun-

teer’s hand-written article. All in an
easy-to-use guide packed with real
examples and memorable cartoons.

Nancy Brigham has made an in-
valuable contribution with this up-
dated version of How to do Leaflets,
Newsletters & Newspapers. This is
the only volume that combines
everything you could learn in Jour-
nalism 101 with the street smarts of
aunion organizer and the values of a
veteran in the fight for social jus-
tice. If you want to produce publi-

cations that appeal to both the
minds and the spirits of your read-
ers, read, mark, and use every page
of this book. &

Joan Flanagan is the author of Suc-

cessful Fundraising: A Complete
Handbook for Volunteers and
Professionals. (Chicago: Contem-
porary Books, 1991). The new
completely revised and updated
version of ber classic The Grass
Roots Fundraising Book will be in
your bookstore in May from Con-
temporary Books.

Announcement

New Video Available
on IRS Lobbying Regs

Non—profit groups who want to
take full advantage of their leg-
islated right to lobby, as clarified by
newly issued IRS lobbying regula-
tions, will be interested in a new
video. Designed to help groups un-
derstand the increased lobbying
opportunity created by the 1976
lobby law and the related 1990 reg-
ulations, the video is available for
$25. It is an hour long and can be
ordered from: Independent Sector,
1828 L St. NW, Washington, DC.
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State of the Journal

1991 9 our Tenth Year, passed in a flash. I
was determined to decide whether or not to keep
the Journal, fold it, or sell it. Since I never made
the time to think about it, I see that I made a deci-
sion to keep it. It’s not that I don’t love publishing
the Journal; it’s just that after ten years, 60 issues,
700 pages of articles, you have to begin to wonder
if you haven’t said everything. But just when I am
wondering what else I can say, | meet a group with
a problem I never heard before. For example, I
heard from an organization serving Berkeley and
Oakland, California. Of their donor base of 1000,
300 lost their homes in the devastating October
fire in the Oakland hills. They called to ask, “What
shall we do about this? Shall we send sympathy
notes? How can we ask them for money now? We
need money, but don’t want to be rude and insen-
sitive.” I didn’t know what to tell them, and I
thought, “I really haven’t heard everything.”

Here’s a happier unusual story: a group could
not find a place to recycle all the paper they use in
their office, so they got a paper shredder donated
to them, and now they sell bags of shredded paper
for cat litter. They have made $1,000 in six
months from this venture and report that morale
is higher because they are recycling and that
shredding paper is a great way to relieve tension.

On a more serious note, it’s clear that we can
never say all there is to say about fundraising be-
cause the context keeps changing. The Bush Ad-
ministration seems determined to make it harder
for nonprofits to exist, not just because of the re-
cession, but also because of new rules and regula-
tions, and stricter enforcement of existing rules
and regulations. Sources inside the Internal Reve-
nue Service have revealed that they have been in-
structed to make it more difficult for groups to
win a 501(c)3 tax status and to keep that status
once achieved. New regulations governing audits
require much more detail, causing the cost of an
audit to increase considerably. This burdens
already-stretched organizations. When President
Bush talks about a thousand points of light, it
seems that is all he wants, and not the more than
1,000,000 that exist now.

I could rage on and on about President Bush,

the recession, homelessness, AIDS, the Supreme
Court, Third World debt crisis, and the host of
seemingly insurmountable problems affecting us
both in the United States and abroad. However, I
remain convinced, with an optimism that grows
as I visit the thousands of grassroots nonprofits
around the country, that our work is making a dif-
ference. Further, unlike ten years ago, many small
organizations are looking to the future by creating
reserve funds and endowments, by buying prop-
erty, by paying decent wages and offering pension
plans for employees, and by planning to be in exis-
tence through the year 2000. In many ways, our
immediate job is both to keep working for and to
get ready for that time in the future when the pen-
dulum of history swings toward social justice and
peace and what is best for people and the earth be-
comes the measuring stick for taxation, the fed-
eral budget, foreign relations, and social policy.

In the meantime, the Journal will continue to
provide new ideas, and old ideas in new ways.

1992 will be an interesting year for many rea-
sons. The Quincentennial celebrating the arrival
of Columbus is being challenged by those remind-
ing the nation that 1492 marked the beginning of
genocide for many Native American nations, the
beginning of the African Diaspora through the in-
stitution of slavery, and an ongoing “eco-cide”
(destruction of the environment). Many organi-
zations will be celebrating the “People’s Quin-
centennial”—a celebration of the 500-year-old
struggles against oppression—and will use 1992
to form an agenda for the next 500 years.

For me, 1992 marks the end of an era. I will be
leaving the Funding Exchange in March in order
to take a trip around the world for a year or so. I
will be writing for the Journal from different
parts of the world, hoping to learn how the U.S.
experience of grassroots fundraising compares to
fundraising in Australia, India, Greece, Mexico,
and other places. I will have a chance to visit some
of our subscribers abroad, and tell their stories in
these pages.

The Journal will maintain its address and
phone number, and for most readers, little change
will be evident. See you here, or there!! H

Kim Klein
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