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Planning a Capital Campaign — kim Kiein
The idea of raising money for big needs — a building, new computers, office furniture —
often seems overwhelming to small nonprofits. Kim Klein explains where money for capital

improvements comes from and how to begin planning for a capital campaign.

Creating a Culture of Fundraising In Your Organization — Stephanie Roth

Fundraising needs to be integrated into all aspects of an organization’s work and structure;
similarly fundraising staff should be included in program discussions, plans, and activities.
Stephanie Roth provides 10 tips for how to create a culture of fundraising.

Looking Good: Working with Print Production Professionals — Nancy Adess

Chardon Press’s editor talks about how to work with production professionals to create
materials that sell your organization.

My Adventures in Fundraising: My First Major Donor Visit — Sonya Garcia

An organizer is hooked on fundraising with a successful first major donor ask.
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LETTER FROM THE PUBLISHER

Fair and Progressive Taxation

KIM KLEIN

From his environmental policies to his disregard for the rights of workers, from
his plans for expanding faith-based delivery of social services to his proposed tax cuts,
President Bush is giving me enough material to fill this entire issue of the Journal
with a critique of his antijustice approach to public policy.

To me, the most galling of Bush’s proposals is the repeal of the estate tax. By
the time you read this, the Senate will have voted on the tax reduction bill. Even if
it keeps estate tax, the forces that want it abolished will no doubt try again and
we will have to keep the pressure on. If it abolishes the tax, we will have to work to
have it restored.

Estate tax was created by President Theodore Roosevelt in 1916, making it our
nation’s oldest tax. Along with other prominent Americans, Roosevelt felt that large
inheritances should not be allowed to create a permanent aristocracy through a
concentration of wealth and power that could threaten our democracy.

The estate tax is raised from the wealthiest two percent of Americans — those
who leave more than $675,000 to their heirs. Bush’s proposal to repeal the estate tax
would provide as much money in tax reductions to the heirs of the 4,500 largest
estates — each of whom would save $6 million — as his entire plan to cut taxes for
all would provide to 81 million families — whose 142 million people would each
save $341.35.

‘Without the estate tax, charitable contributions will decrease dramatically. The
Treasury Department estimates that repealing the tax would reduce charitable
contributions by $5 billion to $6 billion a year; others say the amount would be even
greater. However, the damage to private philanthropy from the estate tax repeal
would pale by comparison to the damage in the public sector. In 2001, the federal
estate tax is expected to raise $30 billion, an amount equal to the entire budget of the
Department of Housing and Urban Development. Over the next two decades, the
loss of estate taxes to the federal treasury would be more than $850 billion. How
would this loss be made up? By increasing taxes on those less able to pay? By cutting
Social Security? By reducing Medicare coverage?

All nonprofits must work for fair and progressive taxation. Estate tax is only one
example. Please tell -your senators and the president that you will work for fair
taxation because fair taxation and appropriate use of tax revenue are intricately tied
to your ability to operate as a nonprofit.

For more information, visit these Web sites: www.ufenet.org (United for a Fair
Economy), www.ctj.org (Citizens for Tax Justice), and www.cpbb.org (the Center for
Budget and Policy Priorities). The statistics cited here come from these sites.
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Planning a

BY KIM KLEIN

THREE SMALL NONPROFITS ARE CONSIDERING CAPITAL CAMPAIGNS:

An advocacy organization whose annual budget is $150,000 pays monthly rent of $600 for a two-room office
with a shared bathroom and kitchen. Their landlord tells them that at the end of their lease their rent will increase
to $1,000. As a result, the group is pondering whether to buy a small house that could be converted to office space.

A modern dance company with a yearly budget of $300,000 rents a loft for $1,500 a month. The company
managing their building tells them the building has been bought by an Internét company and they have two months
to move. Desperately searching for space, they are invited to join other arts organizations in buying a large building.
With so little time, they don’t know whether to move to a temporary space and continue to look for a rental or take
the plunge and help buy a big building now.

The elderly owner of ten acres of forestland on the outskirts of a small town has been approached by a
developer wanting to build a mini-mart and parking lot on the property. A local land trust wants to convert the
property to a park. The owner would sell to the land trust for less than the developer is willing to pay, but still the

price tag is far more than the land trust can afford.

All three of these organizations find that thinking
about owning property is both exciting and terrifying.
They have no idea where to begin their planning process
and how to figure out what is realistic for them.

Rising rents, paving over of open space, and the sheer
number of nonprofits competing with for-profit businesses
for space have led a large number of relatively small organi-
zations to explore buying and owning property. The rental
situation is, of course, worse in fast-growing cities with
already high property values, but all over the country, find-
ing affordable quarters has become an enormous need. Even
for nonprofits with secure locations, seismic safety require-
ments, the need to remove asbestos[ and lead paint, and mak-
ing buildings fully accessible may put them in the position of
needing to embark on some kinds of capital improvements.

For grassroots groups like those in the examples
above that have their hands full making ends meet from
year to year (or even month to month), a capital campaign
can seem daunting at best and impossible at worst.

Over the next several issues of the Journal, we will
discuss how small groups can conduct large capital
campaigns, with profiles of some successful organizations
that have bought buildings, built playgrounds, renovated
historic Jandmarks, and the like. This article will help you
understand what you need to have in place before you
begin to plan a capital campaign.

PUTTING THE CAMPAIGN IN CONTEXT

First, let’s remind ourselves of the fundraising context
for a capital campaign by reviewing what organizations
need financially and what donors can provide.

Organizations have three types of financial needs:

Annual Funding. The money they need every year. For
mOst grassroots groups, raising this money consumes all
their fundraising time.

Capital Funding. From time to time, groups need
something that they don’t need every year. Items such as
computers, a new phone system or furniture, or main-
tenance, such as rewiring or installing carpeting, are all
capital improvements. For these, additional money needs
to be raised beyond a group’s annual budget. For small
capital needs, a group may just add the items to its annual
budget and raise the money with an extra appeal, or
submit a proposal to a foundation or an appeal to a gen-
erous major donor. When the capital improvement
involves buying, retrofitting, or renovating a building,
however, the group usually needs to conduct some kind of
campaign to raise the money from a number of sources.

_ Endowment Funding, Organizations that think they
will be needed forever, or at least as far into the future as
they can project, will want to invest some of their money
and. use only the interest from the investment as part of
their annual income. The principal that is set aside to be
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invested is usually referred to as an endowment.

Donors can provide income for these various funding
needs through a few different vehicles:

Gifts of Income. The majority of people earn money
every year from a job, investments, a pension, or some
combination of these. About seven out of every ten people
give some of their earned income away. These gifts gener-
ally provide for the annual needs of the organizations they
donate to. In other words, some of my income as a donor
becomes some of your income as an organization.

Gifts of Assets. In addition to their income, many
people have saved or inherited assets that are in various
forms of savings or investments — stock, property, bonds,
art, insurance policies, and so on. A donor can also give
these assets to an organization, which generally uses them
for capital. In other words, I give some of my savings, or
my capital, to increase the capital of an organization.

Gifts from Estate. Everyone eventually dies, but they
control what they own even in death through the terms of
their will. Through their will, a trust, or other estate plan-
ning mechanism, a donor can arrange for nonprofit orga-
nizations to receive some or all of their estate. These gifts
are most often used for endowment. In other words, the
last set of gifts I give, which form my legacy, are used for
the group to exist long after I am gone.

Unless restricted by the donor, organizations can, of
course, use gifts of assets and estate for their annual needs.
In the case of very small gifts, or when donors regularly
give stock as their annual gift, this may be appropriate. But
for the most part, using assets and estate gifts for annual
purposes is unwise because these gifts will not recur.

Similarly, but probably less obvious, using gifts made
from a donor’s income for capital or endowment purposes
is also ill-advised. First, you don’t want to raid your annual
income for funds to pay for capital costs (which many
groups do), and second, any amount that a person can
afford to give from income they should be encouraged to

give every year and not just for a one-time event such as a
capital or endowment campaign. I hope that it goes with-
out saying (but I will say it anyway, just in case) that if a
person wishes to give a gift from their income to a capital
or endowment effort, a group should not turn that gift
away but accept it and thank the donor appropriately.
When contemplating a capital campaign many groups
will say, “Our donors don't earn that kind of money.”
However, the donors’ earnings are less important than their
savings. I have seen groups mount successful capital cam-
paigns with lead gifts from older donors living on fixed
incomes who have some highly appreciated stock or a piece
of property they are willing to give. Because the donor can

deduct the fair-market value of their gift, they avoid the
capital gains tax on that part of their savings, enabling
them to make a much greater gift than they might have
thought they could and at considerable tax savings.

Keep in mind, then, that in capital campaigns you are
not asking donors to make extra gifts from their income;
you are asking them to go to a whole new level with your
organization — giving assets and often paying their gift as
a pledge over a period of several years.

THE CAPITAL CAMPAIGN CASE STATEMENT

Once you are clear on the kind of money you are
trying to raise, you will need to develop a case statement
for the capital canfpaign. The capital campaign case state-
ment is a variant of the case statement every organization
should have, so we begin with a discussion of the general
case statement.

All fundraising should start from a clear and compelling
case statement. (See the sidebar on the next page for com-
ponents of a case statement.)

The case statement justifies the existence of the group
and answers the question, Why should this organization
exist?

The case statement for a capital campaign justifies the
need of the organization for whatever will be bought or
built with its capital campaign funds. The capital cam-
paign case statement says, “To do our work properly, we
must have this.”

The capital campaign case statement will use much of
the language in the organizational case statement, but the
goals and objectives will be specific to the capital cam-
paign. They will describe why having the building is
imperative or why the renovations will make the group able
to fulfill its mission better. The capital campaign case state-
ment may also describe how savings generated by the work
of the capital campaign will be plowed back into program.

If your capital campaign is to create an endowment,
the case statement must justify the need for the group to
exist in perpetuity. It takes little commitment or even
knowledge of a group to donate $25 to it; it takes a little
more to donate $100 and quite a bit more to donate $1,000.
Capital and endowment gifts usually begin at $10,000 and
can go into the millions. The more that is at stake for the
donor, the clearer the group needs to be about why the
need is so critical and what it is going to do with the money.

The Capital Campaign Budget

Probably the trickiest part of the case statement is the
budget, which will be the basis of the fundraising goal of
the campaign. This is because there are a lot of variables
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and some of the them are hard to estimate ahead of time.
Let’s look at all the components that go into a capital
campaign budget:
s Cost of a building, renovation, property, or whatever
is the actual capital expense.

o Cost of furnishings, including new computers, new
phone systems, and wiring for these.

o If you are moving, include transition costs such as
movers and staff time spent setting up the new space.
If you are renovating, you may need to move out of
your office for a period of time, which may mean
including the costs of renting a temporary office.

o Cost of the capital campaign itself (staff, equipment,
events, recognition items for donors such as plaques
or certificates, etc.). Generally, for campaigns seeking
less than $1 million, budget 15% of the goal for this
item; for campaigns of $1 million to $3 million, bud-
get 10% of the goal; if you are trying to raise moré
than $3 million, add 7%-10% of the goal.

* Maintenance fund. Add some money to the campaign
for big repairs and updating equipment. This fund is
not for general operating costs of the building. This
money should be invested like an endowment. You
want to have enough in this fund that you can pay for
most repairs with the interest generated by the fund,
or at least so that you will not deplete the whole
amount with one large repair.

o Debt service on bridge loans. Money pledged during a
capital campaign comes in over a period of time and
usually accrues more slowly than the expenses associ-
ated with the capital project. As a result, groups often
have to borrow against the unpaid value of the
pledges. Banks recognize pledges as collateral and
will loan money against a certain percentage of their
value. Debt service is the interest on these loans. This
amount can vary widely and may be hard to deter-
mine in the very beginning of your campaign.

Remember, you can change your budget if neces-
sary, but it is much better to lower it than to have to
raise it. Of course, you will not have this item if you
choose to wait for all the pledges to be paid before you
start spending any money. Also, a generous donor may
loan you the money you need at no interest, but don’t
plan on that unless you know for sure it will happen.

e Cost overruns. Building projects inevitably run over
their estimated costs. A contractor may be able to sug-
gest a percentage of the total to add to your budget to
cover such overruns. Also, ask other groups and indi-
viduals what their experience has been on this point.

GOALS: These are broad statements of what you are going
. to do about why you exist. Goals start with the word “To...”

- OBJECTIVES: Objectives describe very specifically how you §
will go about meeting your goals this year. Objectives are
. specific and time limited.

o Discount. Not all pledges made will be paid. Sometimes
stocks aren’t worth as much by the time they’re sold as
when they were transferred; some donors cannot pay
their pledges despite their good intentions; and once in a
while a donor simply does not pay. Most groups build in
13% for loss of pledge income. This is a conservative
estimate, which means you would almost never lose
more than this amount.

- All of the items below brought together in one document
© comprise a case statement. From this document you will
" take information, language, and ideas that you will use

. in -foundation'prdpoéals, dirécty mail appeals, brochures,

~ speeches, and the like. None of your marketing and fund-
. raising material will contradict the ideas and information
. in the case statement, even though the information may

. be presented in very different ways for different purposes.

~ MISSION/PURPOSE: This is a one- or two-sentence state- |
~_ment describing why the organization exists. A mission ‘
. statement generally begins with the words, “We believe...”

. or “Because...." Here are two sample mission or purpose

.. statements:

We believe reading is fundamental to a full life. (literacy j
program)

: Wé believe in the power of art to change the world.
(political theatre company) .

To eliminate adult illiteracy in Greene County.
To bring Ourtown the best in cutting-edge political theatre.

We will conduct ten 15-week classes for illiterate adults
each spring and fall. '

3 |
We will perform three new plays from three different i
countries every year. !

: HISTORY: Your history includes accomplished objectives
. and the lessons you have learned that make your group

qualified to do the work you have described. If you are a

i brand new group, your history will be the history of the
,} people who are starting the group and the history of other
. groups or movements like yours. '

- STRUCTURE: This section tells who is involved in the
. group and how people get involved. The structure makes

it clear that the right people are in the right places to

: accomplish the goals of the group.

- BUDGET: The budget shows where you get your money
. and how much money you need.
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When you add up all these costs, you will see that
the total budget can be twice as much as the cost of the
building itself.

Beyond these hard costs, you should factor in loss of
annual income. A good capital campaign will not cause a
decrease in annual income, but during a capital campaign it
is unlikely that annual income will rise significantly. If you
normally count on being able to raise 10% more every year
from your donors, during the two or three years of your
campaign you will probably not be able to do that. So, you
will experience a “loss” of the increase in annual income
you would normally count on. This means you either won’t
be able to expand programs during the capital campaign,
or you will need to put some money aside for one or two
years before beginning the campaign to cover your needs.

The good news about annual fundraising is that a well-
run capital campaign will always produce an increase in
annual income after the campaign is over. People will be
excited about the new facility, many people will have real-
ized that they can afford to give more than they had been
giving, and you may well have attracted some donors to the
capital campaign who then become annual fund donors.

WHAT ELSE YOU NEED TO HAVE IN PLACE

Beyond the case statement with its detailed budget,
you will need a number of other things in place before you
can begin planning your capital campaign.

A Good Database and Systems for Gathering and Entering Data

All groups should have a workable database and orga-
nized donor records. Your database needs to be easy to use,
able to retrieve and sort information easily, and fast. Find a
database that you like and spend the money to buy it and a
computer that can handle it. Above all, take the time and
money to train yourself and your staff in how to use it. This
does not mean you need to spend thousands of dollarsona
database — there are a number of inexpensive or free data-
bases. The next issue of the Journal will review some of these.

Of course, a good database is only as good as the data
entered in it. A capital campaign requires systems in place
to gather and record donor information. These systems
are more often what’s missing, even if the software and
hardware needed to use them are present. As an example,
I met with a 50-year-old independent school that had had
one development director for the previous ten years.
When he died suddenly of a heart attack, the new devel-
opment director came into an office full of scraps of paper
with donor information noted on them. The very expen-
sive database that the previous director had bought had
never been installed. Instead, he had used a simple mailing

list database for mailings. This list undoubtedly had all the
school’s donors on it, but it also had about 2,000 other
people who were on the list for no apparent reason.

It took almost 18 months before all the paper was fully
sorted and the donor history of the school reconstructed.
Fortunately, helpful board members and longtime active
alumnae were able to fill in mariy details; even so, the new

“development director remarked that she was only truly

able to start her job after she had been at the school for a
year and a half. Getting this system together delayed the
capital expansion the school had been on the verge of
planning when the longtime development director died.

In another example, an organization with only one
staff person was offered a chance to buy the house they
had been renting at considerably below its market value.
The owner had died, her children did not want to displace
the nonprofit, and they asked only that the group retire
the mortgage. The executive director and two board
members leapt into action to buy the building, soliciting
enough gifts to pay off the mortgage.

However, within weeks there were problems: Donors
were being sent pledge reminders for the wrong amounts,
many donors were not thanked, a check for $10,000 was
found by the husband of a board member in his wife’s
pocket as he was folding clean Jaundry — unfortunately it
had already gone through the wash and the donor had to
be asked to rewrite it, and so on. Because neither the lone
staff person nor the board had established systems to
handle the gifts the committee was generating, the group
ended up with a number of disgruntled donors.

An incomplete or inadequate database may (barely)
be used to manage an annual campaign, but such an
underpowered system will not work as the organization
moves into capital and endowment campaigns. Before you
even think about capital campaigns, make sure that all
your systems are in place and that you can deliver on the
back end what you promise on the front end.

Gift Acceptance Policies

Many groups already have gift acceptance policies; if
you don’t, you will need to create them. These are policies
approved by the board that spell out what kind of gifts you
will and will not accept. You may be wondering what kind
of idiot would turn down a gift, but here are some examples
of gifts given for capital campaigns that didn’t work out:

A small organization was given a house that they
decided to sell. The house was several miles from an EPA
Superfund clean-up site, but after the organization accepted
the house, the contaminated area was discovered to be
much larger than originally thought. Although neither the
house nor its property was in danger, the presence of the
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site discouraged buyers. While the house sat on the market
for seven years, the group had to pay insurance and prop-
erty tax on it. In the end, they sold the house, but for much
less than they had been forced to invest in it.

A group accepted a painting valued at $25,000 and
expected to be able to sell it for that amount for their capital
campaign. However, they could not find a buyer willing to
pay that much. In need of whatever cash the painting could
bring, the group sold it for $10,000. This angered the artist,
who then complained to the volunteer who had solicited
the gift in the first place; in a domino effect, the volunteer
decided not to pay her pledge of $50,000 to the campaign.

A group was offered $100,000 as a lead gift by a corpo-
ration known for its anti-union activities. After much
heated discussion, the group’s board decided to accept the
gift, only to be severely criticized in the press, by unions,
and by other nonprofits. The board then reversed itself and
turned down the gift, but the damage was done. The devel-
opment director estimated that this controversy cost the
group more than $150,000 in potential donations beyond
the $100,000 they turned down.

Grassroots groups should be very careful about accept-
" ing complicated assets such as real estate, art, or privately
held securities, and they may also want to discuss a frame-
work for thinking about accepting gifts from corporations.
Although a group’s policies can allow it to decline gifts
that could be more trouble than they’re worth, the board
always has the right to override its policies in order to
accept something they have deemed worth the exception.
There are two easy ways to create gift acceptance poli-
cies. One is to adopt an all-purpose policy that simply says,
“The board of directors reserves the right to review all gifts
and to decline gifts that it feels our organization is unable
to handle appropriately or are not in the best interest of our
mission.” The other way is to find another organization
that you trust that has developed a more detailed policy and
use parts or all of theirs, substituting your name for theirs.
Having the policy is important, but having the conver-
sation is more important. It is much easier to have a theoret-
ical conversation about accepting a gift horse than to look a
gift horse, who comes with his own pasture, in the mouth.

An Active, Motivated Board of Directors

In order to have everything you need for your capital
campaign in place, your board must understand how seri-
ous a capital campaign is and must be willing to do its part
to help raise the money. In fact, board members should
make the first gifts to the campaign. Traditionally, board
members contribute 10% of the goal, but that amount is
too high for most grassroots groups. Rather than setting a
specific percentage or dollar goal for the board as a whole,
it is important that each board member give what is, for

him or her, a significant gift over and above the significant
gift they should already be giving to the annual fund.

Almost more important than making their own gift is
board members’ willingness to help ask for money and to
find volunteers who will ask. A capital campaign cannot
be done by a few overworked staff people. Even if it is pos-
sible for the staff to raise the money, it will be at the price
of program or other fundraising. Moreover, with staff
doing the work, the organization misses a great opportu-
nity to involve the larger community in their goals, which
will strengthen the group in ways other than financial.
Without a good board or a strong set of volunteers who
take the place of the board, a capital campaign is not going
to get out of the starting gate.

As you can see, everything that an organization needs
to have for a capital campaign it needs to have in place any-
way. Getting ready for a capital campaign often helps a
group strengthen its annual fundraising by instituting nec-
essary elements or updating ones already in place. Any
weakness in your annual fundraising program will be 100
times more debilitating in capital fundraising.

NEXT ISSUE: DEALING WITH ENDOWMENT ELEMENTS OF CAPITAL
CAMPAIGNS, SETTING A TIMELINE FOR THE CAMPAIGN, AND
IDENTIFYING PROSPECTS. :

KIM KLEIN IS CO-PUBLISHER OF THE GRASSROOTS FUNDRAISING
JOURNAL. ;
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Creating a Culture

of Fundraising in your Organization

BY STEPHANIE ROTH

Monica, the development director of a small legal
services organization, called me recently. She had just
received a grant to pay for some board development train-
ing with a focus on fundraising. Many of the group’s
board members have been on the board since the organi-
zation was founded eight years ago. They are very com-
mitted to and involved with the work of the organization.
However, they have never done any fundraising, and
the executive director felt they shouldn’t have to since
they were making a contribution in other ways. Monica
asked me if I would conduct a one-day training to try to
persuade board members to participate in fundraising.

My friend Estelle is development associate of a women’s
health organization. Prior to taking on this fundraising
position, Estelle was an activist working on a variety of
women’s health issues. She has experience in organizing
and public speaking and knows the issues well. When she
was hired by this organization, she expected she’d continue
to be involved in the issues — discussing program plans,
writing about the issues for the organization’s newsletter,
and participating in various organizational projects. Eight
months later, she is disillusioned. She barely interacts with
staff outside of the development department and the only
conversations she has about the work are related to the
content of fundraising appeals and grant proposals. Her
opinions about political strategy and program priorities
are not solicited. Estelle feels that she is losing touch with
what excited her about the work in the first place.

These two situations may sound familiar to you. They
point out two sides of an issue that many fundraising staff
struggle with: the separation of fundraising from program.
Creating a culture of fundraising means understanding
that fundraising must be integrated into all aspects of an
organization’s work and structure. However, it also means
not isolating the fundraising staff from program discus-
sions, plans, and activities.

In my work with organizations around the country, I
find that one of the biggest obstacles to fundraising success
is groups’ inability to mobilize diverse people in the organi-
zation to participate in fundraising activities. Staff and board
members come to trainings to learn the skills and strategies,
but only a handful of people end up actually doing any

fundraising work. As consultants like me make their living
trying to entice board members and others to participate
in fundraising, we often leave out the bigger picture — the
need to integrate fundraising and program work.

There are two aspects to the problem of getting people
to raise money: one is people’s socially conditioned reluc-
tance to ask for money; the other is the status accrued to
“program” versus “fundraising” work. Program staff are
often seen as having a deeper understanding of the issues
and of the political terrain in which the organization
functions. Fundraisers, on the other hand, are seen as
technicians with skills to carry out specific tasks that have
little to do with the mission of the organization.

As organizations grow and create not just fundraising
positions but whole development departments, the prob-
lems increase. Fundraising gets more professionalized.
Not only do the program staff not want to be part of the
development team, the fundraising staff come to feel
they’re the only ones whose role it is to bring in the cash.

Turnover in fundraising staff is often far higher than
for non-fundraising staff. I frequently hear complaints
about how hard it is to find a good person to fill a fund-
raising position. Well, no wonder! Fundraisers are seen as
doing the work that no one else wants to do, but not as
having the programmatic skills, political vision, or connec-
tions to the issues that would make their jobs more inter-
esting and their contributions to the work more powerful.
By ignoring these potential strengths, an organization loses
some valuable input from key staff people as well as a way
to decrease turnover in their development department.

When an organization embraces a “culture of fund-
raising,” in which fundraising and program responsibili-
ties are shared among staff and integrated with each other
in their planning and implementation, these problems
lessen, if not disappear.

The following are ten ways organizations can start to
build a culture of fundraising.

Ten Tips for Creating a Culture of Fundraising

1. Send staff and board to fundraising trainings —
not just once, but periodically as the need for greater
skills arises. Helping staff and volunteers get the basic
skills from a one-time training is extremely useful, but
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providing regular opportunities for trainings in specific
areas — such as asking for money, organizing house parties,
or writing effective letters — will build more skills among
a broad group of people in your organization.

2. Don’t segregate fundraising from program activities.
When planning for either fundraising or program work,
invite input from people whose primary work is in the
other sphere. It is important that fundraising not be rele-
gated to one or a few people in a development office, but
distributed among board members, non-fundraising staff,
and volunteers. This is a practical approach, as it increases
the opportunities for money to be raised and distributes
the workload among more people, but it is also a political
one, as it recognizes that asking people to support your
group’s work through their financial contributions is a
form of organizing a constituency. People who give you
money can also be called on to take political action on
behalf of your group — whether by writing letters, attend-
ing demonstrations or other actions, or talking about your
work to their friends, neighbors, and colleagues.

Another part of this equation, however, is giving fund-
raising staff opportunities to share in the program work by
actually having responsibilities traditionally associated
with program or by being part of the planning, problem-
solving, and evaluation that goes on around program work.

3. Set aside time once or twice a year at board or staff meet-
ings to discuss some aspect of money and our society’s attitudes
about it. You can start with an old favorite: “What are your
earliest memories of money and what were the messages
you got about money from your family, your community, or
your school?” From there, the group can come up with topics
they want to pursue, such as whether money can be consid-

ered “dirty” or “clean,” the role of taxes and the government
in funding the work we do, and so on. These conversations
are extremely useful in helping people become more forth-
coming about money in general and more comfortable
when talking to donors. Greater comfort among board and
staff in speaking about money will not only give your
fundraising a boost, it will also increase your level of engage-
ment with each other about issues that affect your work.
This helps build morale and a sense of shared involvement.

4. Make sure you have representation of staff; board,
volunteers, and members for each fundraising activity.
Special events are one type of fundraising activity that often
involves a volunteer committee of board members and
others along with staff support. But what about direct mail
campaigns, or small-scale phone-a-thons to a targeted part
of your list? Major donor campaigns, too, will raise more
money if you make sure to include people on the committee
who represent different constituencies of your organization.

5. Develop specific ways for people to get involved. One of
the biggest mistakes I see groups make is to bring a
fundraising consultant in to conduct a training with the
board but not have a campaign or project for board mem-
bers to get involved with immediately. Telling board mem-
bers or volunteers that they must engage in fundraising but
leaving it up to them to figure out exactly how doesn't
work. For folks who are reluctant to have anything to do
with fundraising, find simple tasks that aren’t so threaten-
ing, such as adding personal notes to letters or making
calls to thank donors for their gifts. Later they can move
on to ask for money or plan a house party.

6. Create an annual pledge form on which board
members indicate what they are willing to do that year in the
area of fundraising (and giving). In addition to specifying
various activities they can choose from — such as joining
the special events committee, participating in phone-
banking or a major donor campaign, or selling raffle tickets
— you can give board members the option to decide for
themselves how they want to participate. This often gets
more positive results than giving them a pre-selected,
non-negotiable set of tasks to carry out.

7. Leadership from the executive director and the chair
of the board are critical. They both need to support the
notion that fundraising is a shared responsibility among all
members of the organization. If the executive director
believes that the development staff are responsible for
doing all the fundraising for the organization, then other
staff will follow that lead. Similarly, if the board chair is not
doing their share of fundraising and of encouraging and
motivating other board members, it is unlikely that you
will have much participation from the board as a whole.

8. Celebrate your fundraising successes. Make sure
people are recognized and rewarded for their contributions,
evenif there isn't a lot of money to show for them initially.

9. Use an organizing model to get people involved.
If you're starting with a completely resistant group of
people on the board or staff, don’t try to recruit everyone
to the cause at once. Approach those who seem most open
and use them to help convert others to the work. Don’t
worry so much about the people who complain and argue
that they shouldn’t have to raise money; concentrate on
those who understand why it’s important to be involved
and others will eventually follow.

10. Make a commitment to create a culture of fundrais-
ing, knowing that it may take some time. Keep in mind that
changing an organization’s culture can sometimes take
years. Don’t give up too fast.

STEPHANIE ROTH IS CO-PUBLISHER OF THE GRASSROOTS
FUNDRAISING JOURNAL
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Developing Effective Written Materials
Working with Production Professionals

BY NANCY ADESS

Better-looking and better-written materials will improve an organization’s visibility, broadcast

its message more widely, and ultimately generate more support. The first article in this series

described how to give your written materials visual impact. This article covers how to manage

the production of your materials. The final article will review the basics of good writing.

PRODUCTION PROFESSIONALS

Working effectively with production people is key to
getting the final printed product you want. Each person in
the sphere of graphic design and production is a profes-
sional with a large body of knowledge and skills that can be
useful to the final impact of your printed piece. However,
in order to make maximum use of both their time and
yours and to make sure you and they are on the same track,
it’s helpful to know the language they speak. The two
production professionals you are most likely to deal with
are graphic designers and printers or their representatives.

Even if you design much of your materials in-house,
include some money for professional graphic design in
your publications budget for pieces that need to have max-
imum impact. If you factor in the time that paid staff
spend fooling around at their computer trying to get
materials to look good, you may find that going to a
professional designer saves both time and money.

Here are some suggestions for working with designers
and printers.

Graphic Designers
Graphic designers are skilled and experienced in plac-

ing text and artwork on the page to best effect. They know
how different elements — text blocks, pull quotes, illustra-
tions, photographs, headlines, subheads, etc. — should be
balanced. They know what should be on the right-hand

side of a page and what should be on the left-hand side,
and they know how to keep the top and bottom halves of
the page in balance and proportion so that the eye is
drawn to each element without one or another getting
more emphasis than it needs. Finally, they are familiar
with design techniques to give your piece some flair.

However, a word of caution: To be sure your piece
reflects your group, be very communicative in working
with your designer. Don't assume the graphic designer
shares your perception of your educational message. Not
being as familiar with the content, they may be tempted to
emphasize graphic elements at the expense of the educa-
tional message. In my very first experience working with a
graphic designer, I was persuaded to let a photograph
dominate a poster, subordinating the educational text to
small type accompanied by obscure cartoon characters.
The graphic designer and I had not “seen” the elements of
the message in similar ways.

You can avoid such expensive and frustrating experi-
ences by thoroughly discussing with your designer at the
outset which elements you hold to be most important.
This is as true for designing newsletters and brochures as
for posters or public service ads.

Graphic designers have a host of fun things they can do
to make a piece look spiffy and sophisticated, and they under-
standably want to try out their techniques when they can.

GRASSROOTS FUNDRAISING JOURNAL m




Tints and screens, overlays, additional colors, special treat-
ments of photographs, colors or photographs “bleeding”
off the edges of the page, type reversed out of black or col-
ored backgrounds — all of these can make a piece dramatic
— and they all cost money when you get to the printer.
Because it’s in the graphic designer’s nature to expand
their creative vocabulary and to produce visually interesting
pieces, be sure you and the designer have an understand-
ing at the start of every job about its cost limitations. This
understanding should include an estimate of what the
design job will cost, with an agreement to renegotiate if
the designer begins to exceed the estimate by more than
10%; an understanding of the maximum you want to
spend on printing (this will help determine how much you
can invest in “special effects” at the design stage); and a
time line. Beyond cost agreements, you should discuss
with the designer at the outset the “look” or “feel” you
want the piece to convey and what you see as its most
important messages.

Proofreading

You are responsible for thoroughly proofreading mate-
rial before it goes to print. Any errors are your responsibil-
ity to find and have corrected, not the designer’s. This
means that you must allow enough time in your produc-
tion schedule (usually a couple of extra days) for proof-
reading and for corrections to be made. When the correc-
tions come back from the designer, these must be
proofread as well.

Proofreading is a skill in itself, and people who are
trained as professional proofreaders know how to look for
the types of mistakes that occur most frequently. Do not
count on your computer’s spell-check function alone to
proofread material you send to design. Spell-check pro-
grams will not question anything that is a word, even if it
is the wrong word at that point. So, for example, if you
type “and” when you meant “an,” “he” when you meant
“the,” or “our” when you meant “your, “ no spell-checker
will alert you to those mistakes.

You can do an adequate job of proofreading your
materials if you follow a few simple rules. First, two differ-
ent people should proofread all materials. Regardless of
how careful a reader one person is, they are likely to miss
at least one or two errors. Second, if possible, at least one
of the proofreaders should be unfamiliar with the text;
their mind will not race ahead of the type, knowing what’s
to come and skipping over what’s actually on the page.

Third, the proofreaders should become familiar with
proofreaders’ symbols to indicate what’s wrong in the type,
taking the guesswork out for the person who is correcting -
errors, The most common symbols are the following:

e = JROTE Delete one letter
FRIO e e Delete entire word
3 AN i Insert
_L} ............. Make this letter capital
% <H R L Start new paragraph
BRE e ot No new paragraph here (run on)
{ Rl Do Insert space
N Period
T ) Hyphen
: /)\ ........ ..... Comma
ialic _._.......... Ralic
bold _............ Bold
V. : ........... Apostrophé :
nJ Transposye .
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The illustration shows a piece of copy marked for cor-
rections. You can find full listings of proofreading symbols
in standard copyediting texts such as Copyediting, A Practical
Guide, by Karen Judd (Los Altos: Crisp Publications, 2001)
and The Chicago Manual of Style (University of Chicago,
14th Edition, 1993). Speaking the language of the designer
by learning basic proofreading symbols will ensure that
the corrections you want are the corrections you get.

Printers

As with choosing any professional, you need to get
the right printer for the job. One criteria is how many
pieces you are printing. According to one printer the Jour-
nal has worked with extensively, for jobs of less than 500
pieces, photocopying is often the best choice. Jobs of
500-2,000 pieces can be done by “quick printing” or
“instant printing” shops (which use less durable paper
printing plates). Larger jobs, up to 10,000 pieces, are best
done by offset printing (which uses metal printing plates),
and jobs even larger than that are usually run on a web
press, which prints from large rolls of paper.
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Printing prices vary widely, depending on many factors
beyond the print run, including the type of machinery the
printer uses, the number of colors on the job, the final size
of the piece, whether folding, stapling, or gluing are
involved, the turnaround time needed, and the type of deal
the printer can get on paper (the cost of paper is a major, and
constantly changing, variable). In addition, using a union
shop may cost more; this is where your political decisions
can affect costs. (For example, the Journal uses union print-
ers on principle and willingly pays the extra cost to do so.)

Always get at least two bids on your print jobs and,
where possible, visit printers to look at paper samples and
samples of their work. The lowest bid doesn’t necessarily

come from the best printer, so let price be only one ele-
ment in your choice.

As with the graphic designer, be very specific with the
printer about what you want your finished product to be.
When you deliver your job for printing, tell the printer in
writing the following information:

e The quantity

« The direction of the fold — for example, if you have a

legal-sized sheet being folded into four vertical panels,

do you want it folded in half and then in half again, or
do you want an accordion-style fold?

e The exact color(s) — most printers use colors from
the Pantone Color Formula Guide (also called PMS)

« The specific paper — the printer should show you
several weights and colors of paper and tell you the
difference in price and quality

« The delivery date and address for delivery

Like the rest of us, busy printers are always juggling
many projects and some of them may go past the agreed-
upon deadline; if your job can’t wait a few days past its
delivery date, make sure the printer knows that. Similarly,

if there is some flexibility in when you need the job, the
printer will be grateful to be able to build that into their
press schedule and may be particularly considerate in the
future if you need something in a rush.

PRODUCTION PEOPLE: WHERE TO FIND THEM

You find competent, efficient and affordable produc-
tion people the same way you find other consultants: ask
people in other organizations whom they recommend;
interview potential vendors, asking to see samples of their
work and discussing their pricing policies; check their
work style and reliability with their references.

ENOUGH TIME TO DO THE JOB RIGHT

The designer and printer are the last people in the
flow of getting your printed materials out to your audi-
ence. As often as not, the development of the piece has
taken longer than you anticipated: the annual report is
now a month overdue, the newsletter has to get out in the
next two weeks, and the fundraising letter really should
have been in the mail already. As a result of our own
delays, we often unwittingly end up saddling production
people with the final urgency for getting a job completed.
This puts them at a disadvantage in doing their best work,
frazzles their nerves and yours, and can contribute to mis-
understandings that will show up in the finished product.

If you've taken an extra week, or month, or more to
get your work done, don’t expect your production people
to make up that time for you. Give them enough time to
do their job right, and next time build more leeway into
your planning so that everyone can accommodate those
unexpected but inevitable delays.

NANCY ADESS IS EDITOR-IN-CHIEF OF CHARDON PRESS AND THE
GRASSROOTS FUNDRAISING JOURNAL.

Missed some of these

useful informative back issues
of the Grassroots Fundraising Journal?

Volume 20, #1 Vol. 19, #6

How to Create an Effective Asking the Right Person for the
Acquisition Strategy Right Amount

The Donor Survey Starting a Community-Based

How Technology Can Support Umbrella Fundraising Organization
Your Organization What Makes a Good Proposal in
Journal Index “Real People” Language

TO ORDER, AT $5 PER ISSUE + SHIPPING/HANDLING, VISIT OUR WEB SITE AT Wwww.chardonpress.com or ca ToLL-freE, (888) 458-8588.
ASK FOR A LISTING OF ALL AVAILABLE BACK ISSUES.

Vol. 19#3
Fundraising on the Internet
Common Mistakes in Building

Vol. 18 #4

Building a Donor Base with
Personal Letters

Relationships with Donors Making the Transition from
Emotional Intelligence and Organizer to Executive Director
Nonprofit Success Putting on a House Party

GRASSROOTS FUNDRAISING JOURNAL m




e ———

JAdventuresiNEundraising;

BY SONYA GARCIA

Ithough I had worked with nonprofits for more than a

year, when I began an internship with the Grassroots
Institute for Fundraising Training (GIFT) I had very little
fundraising experience. It had never been my “job” to
fundraise. I was always busy organizing, attending meet-
ings and events, and building relationships with commu-
nity members. It never occurred to me that fundraising is
about building relationships, that a good fundraiser is a
good organizer, and vice versa. I also had no idea that
there was a realm of fundraising beyond grantwriting and
working with foundations.

Needless to say, I was blown away by the information I
received, during my training with GIFT, concerning where
money comes from, who gives, and who receives. I was
exposed to a whole new way of thinking about philan-
thropy, community activism, and grassroots fundraising.

At GIFT, I learned that nonprofit organizations
receive funding from a variety of sources, including foun-
dations, corporations, government agencies, and, most
important, individual donors. And that individuals give far
more money than foundations and corporations com-

bined. But, for a variety of reasons, community organiza-

tions don't always take advantage of the potential of indi-
vidual donors. Building an individual donor program does
not happen overnight. It is a long process that takes hard
work and dedication, but it definitely pays off.

I also came to realize that people have a lot of issues
around money and asking for money. For many of us, feel-
ings of anxiety or embarrassment accompany seeking funds
for our organizations, especially when we are asking our
community members, friends, or family to contribute. Itis
known, though, that individual solicitations, that is, asking
an individual for a contribution face-to-face, are the most
successful way to fundraise. Statistically speaking, you have
a 50/50 chance of receiving a gift when you ask someone
directly for it. For a fundraiser, these are pretty good odds.

First Major Donor visit

During my training, a variety of fundraising techniques
were covered. The most esteemed and frightening of these
was “the ask.” We prepared for a major donor solicitation
by developing a plan of action, role-playing (which included
hearing the word “no” over and over again), and under-
standing the psychology of asking for money. Every intern
knew that at some point, no matter how much it was
avoided, we would all have to go on a major donor visit.

I was about halfway through my internship when I
received the call. My supervisor informed me that he
would like me to visit with a GIFT donor, by myself, and
ask her for a contribution of $500. The donor had given
previously to GIFT and was a personal friend of our direc-
tor, which put me at ease. I didn’t hesitate to accept the
assignment. When I hung up the phone I was excited that
I would get a chance to sit down with someone and talk
about the great work GIFT was doing, as well as my expe-
riences as an intern. I called the donor immediately, let her
decide when and where the meeting should occur, and set
the plans for my first major donor visit.

As the day approached, I began to feel more and more
anxious. When or how should I ask for the contribution?
What should I wear? What if she says no? How long do I
meet with her? All of these questions, and many more,
occupied my thoughts in the days leading up to our meet-
ing. That morning, I asked my fellow co-workers if I could
“practice” on them. We role-played throughout the day, as
my nervousness continued to grow. It was time. I left the
office and headed over to the low-key coffee shop where
my visit would take place. The last thing [ wanted to do
was add stress to my situation by rushing or arriving late,
so I made sure to give myself plenty of time.

The donor arrived several minutes after me. We
greeted each other warmly, got something to drink (I
bought), and settled down at a round table to visit. Before
discussing the organization, programs, structure, etc.,
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I though it would be a good idea to talk a little about
myself and try to find a common aspect between us. It so
happened that we are both parents of small children,
which automatically created a strong connection. We
talked about our kids, being parents, and being politically
involved in our communities. I shared a lot about myself
and how I had come to work with GIFT.

Although she was a previous donor, my prospect
wasn't very familiar with our programs and goals, so these
were discussed in depth. She also asked me a number of
questions concerning my personal feelings about the
organization and how my internship would influence or
benefit my future. I was very open with her, and always
honest. When she inquired about specific aspects that I
couldn’t address (budgets, breakdown of income, etc.)
I never pretended to know or made up an answer. But I
told her I would get back to her with answers as soon
as I could.

We talked for about 45 minutes, and then I knew that
my moment had come. I asked for the $500, and then was
silent, completely silent, as she pulled out her purse, took
out her checkbook, wrote a check, and slid it across the
table. Oh no, what do I do now? I had prepared myself for

the ask, but I didn’t prepare for the check. Should I look at -

it? Do I put it in my pocket? My anxiety had reached its
pinnacle. I looked. I know my eyes grew larger, and I
gasped slightly as I saw the check was for $1,000. I wanted
to jump up and start screaming, but I knew that I couldn’t
do that. So, I gained my composure, thanked her very
much, and sat there trying to continue our conversation
with the check still staring at me.

It became somewhat uncomfortable. I felt the urge
to leave as soon as possible without cutting her off short.
We soon said our goodbyes. I folded the check and put it in
my purse, and then left. I felt like I was going to hyper-

ventilate. I got into my car and immediately called my
supervisor, my mom, and several friends who were also
involved with GIFT. It was amazing!

Fundraising’s most coveted prize was mine. Not only
had I received the contribution I had asked for, but I was
given double. Double! Was this normal? I couldn't believe
my feelings of accomplishment and pride as I left with a
check for $1,000 in my pocket.

I was hooked. Right at that moment I realized that my
future was in fundraising, [ was addicted to “the ask” and
couldn’t wait to do it again. Every time you ask, you learn,
get better, and become even more hooked. I know that not
every visit goes this well, but for every “no” there is a
“yes,” and the feeling of a “yes” is well worth the let down
of a “no.”

SONYA GARCIA IS NOW THE INTERN & DEVELOPMENT MANAGER
FOR THE GRASSROOTS INSTITUTE FOR FUNDRAISING TRAINING,
AS WELL AS A DEDICATED MOM AND ACTIVIST IN THE FIGHT FOR
SOCIAL JUSTICE.
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Raise More Money

Donors who give major gifts each

year are the backbone of a fundraising
program. Learn how to ask for major
gifts and upgrades, respond to put-offs,
conduct major gift campaigns, and
more in these 12 instructive articles.

Two popular reprint collectlons from the Grassroots Fundralsmg Journall

$12 each. To order, visit our web site at WWW.Cha rdonpress.com or call our toll-free number, 888-458-8588.

Develop a Fundraising Board
An effective Board of Directors takes
major responsibility for fundraising
activities, setting a leadership role.
Learn how to develop a committed,
productive Board that raises money and
stays on track in these 10 how-to articles.
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you can attract $1000’s in new major gifts.

Intensive Membership Development Series
Ellis Robinson and others lead you in a year long, step-by-step
process for upgrading and expanding your membership program.

Fundraising for the Future Series
The perfect “first step” for new staff, introduction /overview for board members,

and refresher for busy multi-taskers. Invest 8 months working with Kim Klein
and others to raise even more money for your environmental organization.

P.O. Box 1978 . Vashon Washington 98070
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MEMBERSHIP AND
BOARD DEVELOPMENT

STRATEGIC AND
DEVELOPMENT ——
PLANNING

COMMUNICATION AND
MARKETING

If your answer is yes, please call
and let me help you better
achieve your important mission.

Integrated Development Consulting, Inc.

Amy O’Connor grew the membership of the Southern Utah Wilderness
Alliance from 1,000 to 20,000. She has a dozen years of experience
in the nonprofit sector. Here’s what some clients have said:

“Amy has an unusual ability to recognize the core of an
issue and help her clients find solutions to tricky problems.”

-- Caroline Woodwell, Development Director,
Greater Yellowstone Coalition

“It’s not simply Amy's hard-earned know-how and her systematic,

strategic approach that make her a terrific resource Jor nonprofits;
she is also friendly, flexible, down-to-earth and genuine.”

-- Ellen Levy, former Membership and Fundraising
Director, Amigos Bravos

Helping nonprofits build successful organizations
Amy O’Connor, MS, CFRE
929 Princeton Ave. STE 1, Salt Lake City, UT 84105
Phone: 801-533-8375; e-mail: amyoconnor @earthlink.net
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“Change, Not Charity’s.

Money Can't Buy Social Change
...But It Sure Can Help

“This book trumpets a vital message.
No matter who we are, no matter how much money we have
...we can bring change to the world around us.”
—Alfre Woodard, from the Preface

“Wait! Don’t mail those checks yet...
[Robin Hood Was Right] will help you donate
your money with thought and purpose.”
—Arizona Republic

The Funding Exchange is a network of 15 community funds with a national office located at
- 666 Broadway, New York, NY 10012 / 212-529-5300 / fexexc@aol.com / www.fex.org

Available from WW Norton, 1-800-233-4830 or www.wwnorton.com, bookstores and online booksellers.
Find out more at www.RobinHoodWasRight.org. Now in paperback !

Cetimtis

Funding Tomorrow's
‘Social Change Today

Innovative

@w@@@a@a@’@aﬁ
ethical

Tll?CEiEﬁlTPlfilSﬁl&opy_ z;i'ln'fdiziﬁfl;U;liJaTsiiy
The]Fund]RaisinglSchool
Dudicared rothe adwncement ol etiiical fuod Busing.
The Fund Raising School Advantages:

* A tested and proven fund raising curriculum

* Our instructors are experienced fund raising professionals,
trained in interactive teaching and learning techniques.

* Class sizes are kept small in order to maximize opportunities
for interaction with the instructors and other participants.

(—

FundRaiser Basic ¢ FundRaiser Jr. ®» FundRaiser Professional

Donor Management Software
... from simple to sophisticated

Callfor free evaluation copy, demo, and brochure
800-880-3454

Professional
Support
Software

Visit our Web-site at: http.//www.fundraiser-software.com

Course 101, Principles &
Techniques of Fund Raising
April 23-27 - Seattle

June 4-8 - Indianapolis

June 25-29 - Chicago

July 16-20 - Indianapolis

July 23-27 - San Francisco
August 6-10 - Indianapolis

August 27-31 - Minneapolis
the Proper Start

July 25-27 - Indianapolis

Grant Proposals
July 9-10 - Indianapolis

August 13-17 - Washington D.C.

Course 103, Planned Giving: Getting

May 30-June 1 - San Francisco

Course 105, Preparing Successful

Course 107, Building

the Annual Fund
August 20-22 - Indianapolis

Course 109, Managing the
Capital Campaign

June 11-13 - Indianapolis
Course 201, Developing
Leadership for Major Gifts
June 14-16 - Indianapolis
July 11-13 - Indianapolis

Course 203, Enhancing
Donor Relations

June 18-20 - Indianapolis
Course 301, Marketing for

Fund Raising
April 18-19 - Indianapolis

= 2

Software for Fundraising
-~ & Memberships

£

§
§

.~ FUNDimensions”

www.fundimensions.com

download a Mac or Windows demo
and complete documentation now!

GRASSROOTS FUNDRAISING JOURNAL




% CLASSIFIED ADS%

GRANT FUNDING SEARCH — $250

We will conduct a computerized search of 54,000 foundations
and send you a report listing the best prospects — those
most likely to fund YOUR issue in YOUR location for $250.,
PHONE: (707) 823-2927 e emaIL: Nonprofitl@aol.com

CALIFORNIANS FOR JUSTICE

IS HIRING A SENIOR ORGANIZER IN OAKLAND

AND AN ORGANIZER IN LONG BEACH

Californians for Justice is a statewide grassroots organization

working for racial justice. Send resume and cover letter to
CFJ: 1611 Telegraph Avenue #1550, Oakland, CA 94612,

DEVELOPMENT COORDINATOR, FULL-TIME,
SOUGHT FOR A CONSTITUENT-BASED
NONPROFIT WORKING WITH NICARAGUA

Strong fundraising, communication, and administrative
skills required plus initiative and attention to detail.
$29,000 plus excellent benefits.

SEND RESUME T0: Quixote Center/Quest for Peace

P.O. Box 5206, Hyattsville, MD 20782

FAX: (301) 864-2182  EMAIL: quest@quixote.org

?Associyion {:f Fundraising Professionals—Golden Gate Chapter
e AT National Society of Fundraising Executives) and £

(formerl

R \;:“! ' // . Development Executives Roundtable present:
F:‘ ‘;"?” 3 ict Fundraising Day 2001
qaraisin un
/ ﬂtt"!ﬁef{p"eed of light g Thursday, June 13
3 l; N ¥

Hyatt Regency San Francisco

;’resenters include Kim Klein, Co-Publisher, Grassroots

~.. " fundraising Journal, Brian Cheu, Executive Directoq LYRIC,
o and Anne Walton-Sandberg, Development Director,
' Rainforest Action Network

i ‘i \ ; ',"

o,

%

For more information please see our website at
www.fundraisingday.org, e-mail ali@fundraisingday.org

Scholarshi ilable f
e L of call 510.527.1918

small and grassroots organizations

CIFT offers training and technical as-
sistance to social change organizations.
With a team of senior trainers, we can
customize sessions to meet your needs.
Call for information and rates.

Grassroots Institute for Fundraising Training
3035 Vallejo St., #4 Denver, CO 80211
303-455-6361p 303-455-4107f mike@grassrootsinstitute.org
www.grassrootsinstitute.org

e

. colorlines.com

the destination for
race | culture | acti

action

exclusive web features

welfare rights resources online
instant subscriptions

free copy of ColorLines magézine
join e-mail list ~ \

“Colortines, published quarterly by the Applied Research Center-510.653.3415

colonines@arcorg,4096 Piedmont AVe, PMB 319, Oakland,CA 94611

K #av/ione 2001




The Chronicle of Philanthropy

Online and in print, the nonprofit world’s No.1 news source

Subscribe Now.

http://philanthropy.com

¢GRANTS.Or'@

" - N
N jihelNonprofitdVoice;
re you are a leader in a nonprofit: This is your . n o
opportunity to tap into cutting edge thinking, best h 0 n lln e FU n d ra lS l n g

proven practices and a forum to exchange ideas.

Visit www.nonprofitquarterly.org

Accept Donations
on your Website

to get a sample of our
articles for FREE!

Develop an Online
Fundraising Strateqy

Special introductory offer
for first time subscribers —
Only $29!

That's a 25% SANINGE! eGrants.org is a nonprofit, internet-based foundation

dedicated to working with other social change nonprofits.

To subscribe visit ’ . .
Our online services allow you to accept credit card
www.nonprofitquarterly.org donations quickly and safely via your website.

and enter this code to get your special offer: yes29 Our financial, technical and fundraising compliance

or call 1-800-281-7770. infrastructure allows you to focus on your mission.

Satisfaction guaranteed. www.egrants.org « info@egrants.org

JAMEmberof theal,| D E;SIFamilyof. Organizationsy
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