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LETTER FROM THE PUBLISHER

KIM KLEIN

Those of you who have been reading the Journal for the past few years will
note that we regularly discuss strategies, such -as capital campaigns or planned
giving, that don’t fit the stereotype of what “grassroots” groups would be doing.
That’s because we believe that “grassroots” is a philosophy of fundraising rather
than just a catch-all description of small-scale fundraising strategies. An organiza-
tion with a budget of $2 million, for example, that has a broad base of thousands of
donors and uses a wide variety of strategies to raise money is far more grassroots
than an organization with a $250,000 budget with 95% of its income from founda-
tions. Further, we have seen grassroots groups seek and receive bequests, conduct
capital campaigns, and build endowments, and we want to share how others can
use those strategies.

The articles in this issue point out that an organization’s true mainstay is its
donors. If treated respectfully, donors can be counted on to yield a certain amount
of money year in and year out, more predictably than any other type of invest-
ment. The donors who give you money year after year need to be also given the
opportunity to provide for you in their wills. Remember, those estates are going to
go somewhere—why not to your group? For myself, recognizing that the work of
social change is not going to get done in my lifetime, I have left most of my estate
to organizations that I care about. I hope they won't get my stuff for a long time,
but I feel good knowing that I have made those arrangements, and that what
I worked for during my life, my legacy will continue to work for.

In light of these-life-and-death considerations, it is fitting that Archbishop
Oscar Romero graces our cover. Although I knew almost nothing about him
during his lifetime, Archbishop Romero became a hero of mine after his death. He
was assassinated while saying Mass in El Salvador in March, 1980. He had been an
archbishop for only three years and came reluctantly to that post. He was a scholar
and often remarked on how timid he felt being such a public figure. Yet his
sermons galvanized the poor in El Salvador and he became an international voice
against violence and oppression. His “estate” is his writing and his sermons, and it
is through these that many people have come to know him. One of my favorite
quotes from Archbishop Romero is this: “All pomp, all triumphs, all selfish
capitalism, all the false successes of life—all of that passes away. What does not
pass away is love. When one has turned money, property, work in one’s calling into
service of others, then the joy of sharing and the feeling that all are one’s family
does not pass away. In the evening of life, you will be judged on love.”
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Seeds of Hope Campaigh:

A Case Study in Transforming

Donors into

Grassroots Fundraisers

BY MELISSA BANGS

ike most development directors, I fantasize that the

donors who give to my organization will begin to
fundraise for us within their families, communities, at
their work place, and as far as their networks travel. In the
year 2000, the Development Team at the SHARE Founda-
tion launched a campaign that began to make that fantasy
a reality. We call it “The Seeds of Hope Campaign.” This
article describes how we managed the campaign and the
elements that made it successful so that you, too, can turn
your donors into fundraisers.

The SHARE Foundation: Building a New El Salvador
Today works to help impoverished and marginalized
Salvadoran communities as they seek long-term, sustain-
able solutions to the problems of poverty, underdevelop-
ment, and social injustice. As with all grassroots organiza-
tions, fundraising is an ongoing challenge. The concept of
the Seeds of Hope campaign was to ask donors through-
out our base to commit to becoming a “Seed of Hope”
by agreeing to raise $1,000 from within their families,
communities, and work places.

At the heart of the campaign is the understanding that
the closer a donor feels to an organization, the more she
or he will give and the more likely she or he will continue
to donate year after year. When a donor makes a transi-
tion from giving to an organization to actually fundraising
for that organization, they begin to absorb and take own-
ership of the organization’s work in an entirely new way

Throughout the campaign, we have witnessed donor
after donor make that transition to grassroots fundraiser.
They have written fundraising appeals, thrown house
parties, made donor visits and one-on-one asks, and asked

for gifts to SHARE in lieu of wedding presents, engage-
ment presents, Christmas presents, and more. We have
watched their ability to articulate the work and what most
inspires them about it expand ten-fold. As these donors
have asked their friends and communities to give to
SHARE, they have indeed begun to take ownership of the
work. They have actually become a part of SHARE.

The success of this campaign is measured not only
by the total amount of money raised and by the vast
numbers of prospects the campaign has produced, but also
by the numbers of relationships we have strengthened
with the core group of donors who made the commit-
ment to be a Seed of Hope. These stronger relationships
are reflected in the size of the gifts from these donors

and, as we hope to see for years to come, the length of
their commitment,

THE LAUNCH

The SHARE Foundation has worked in solidarity with
the Salvadoran people as they have struggled for basic
human rights and socioeconomic justice for the past
twenty years. In 1980 civil war broke out in El Salvador.
The root cause of this conflict was landlessness and
poverty. During the war SHARE helped organize the poor
and refugees with grants to projects, advocacy work that
called for the end of the US.~backed war, and moral
and spiritual support. In 1986, we began to aid thousands
of refugees as they risked their lives to return to their
communities to be a part of the peace process. Since the
signing of the Peace Accords in 1992, SHARE has contin-
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ued to accompany the organized rural poor as they strive
to be architects of sustainable, justice-based development
in their communities. The living memory of the martyrs,
including Archbishop Romero, the six Jesuit priests, the
four U.S. churchwomen, and 75,000 others who were
killed during the war continues to fuel the Salvadoran
struggle for justice.

In March 2000, nearly 60,000 people came to El
Salvador from Japan, Africa, Europe, and throughout
the Americas to commemorate the 20th anniversary of
Archbishop Romero’s assassination. The SHARE Foun-
dation hosted a 103-person delegation to celebrate this
event, sponsoring people who have relationships with
SHARE through many different avenues. Some were
members of a parish in the United States that is sistered
with a community in El Salvador. Others are Salvadorans
living in the U.S. who are a part of a growing network of
Salvadoran-American SHARE committees. Still others are
individual supporters, faith based and secular, activists and
volunteers. Nearly every delegate was already a SHARE
donor. Some had given one or two gifts while others had
accompanied SHARE and the Salvadoran struggle for
justice for ten to fifteen years.

On the fourth day of this profound, awe-inspiring
delegation we launched the Seeds of Hope Campaign. We
waited until delegates had discovered and rediscovered the
heart of why they were drawn to the continued struggle
for justice in El Salvador, as they visited citizen participa-
tion and women’s empowerment projects that SHARE
supports in the countryside and took part with more
than 60,000 others in a procession and vigil. At that
point, we asked a room of about 70 of the delegates to

« We had a giant scroll with a corn stalk drawn on it on
which people were asked to sign their name as they
made the commitment to become a Seed of Hope.

« We had asked some people ahead of time to commit
to be a Seed of Hope at the launch. These people
were also prepared to give an inspiring testimony
about why they wanted to make that commitment.

The actual pitch was staggered among three speakers.
One reason we decided on this method was that
among the three of us we had personal relationships
with nearly everyone in the room. Another reason
was that we each have very different styles of asking.
SHARE’s Executive Director asked in a very powerful
personal manner, amounting nearly to a testimonial.
The El Salvador Director asked for commitment to
the project within the context of the history of the
martyrs and the principles and values at the heart of
the continued struggle. I called to mind the faces and
stories we had experienced that week and asked
people to remember those who had touched us
deeply that week.

We paused after each of us spoke, allowing ten to
fifteen people to commit before the next presentation.
We could have chosen to give up after the first or
second long, drawn-out pause but we continued on.
Even after the third long pause, at least ten more
people committed to being Seeds of Hope.

Of course, not every organization has the opportunity
to celebrate the memory of a martyr who is known
throughout the world and not every cause can recreate

the collective songs, tears, and

commit to becoming
Seeds of Hope. They
would have one year to
fulfill the $1,000 commit-
ment. Thirty-seven peo-
ple in the room commit-
ted. Of these, 25 fulfilled
their commitment of
raising $1,000. Ten raised

The concept was for donors to become
a “Seed of Hope” by agreeing to
raise $1,000 from their families,

communities, and work places.

goose bumps of 60,000 people
in the heart of San Salvador.
On the other hand, every orga-
nization can find ways to bring
its donors in celebration to the
heart of its work. That is
where the request to join the
work is the most powerful and
produces the best results.

beyond the $1,000; in
fact, one person raised $60,000! We call her the Garden of
Hope. Collectively, this initial group raised $99,000.

Key elements of the launch
These were the elements that made the beginning of
the campaign so successful.

» The request to join the campaign came at the end of an
inspiring day, before people got too tired and during a
party with music, food, laughter, and good feelings.

ONGOING RECRUITMENT

While the delegation appeal produced by far the high-
est yields, we continued to implement recruitment pitches
in a variety of ways throughout our work in 2000 and
2001. Here are the additional ways and places we appealed
to our donors to become Seeds of Hope:

* Direct mail appeals (including becoming a Seed of
Hope as one option on the reply device)

GRASSROOTS FUNDRAISING JOURNAL |8
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* Sustainer letters (as a P.S.)

* Progress report (as one option on the reply device)
* During one-on-one visits

* Atlocal events

* On our Web site

» To additional delegations

Second to the delegation appeal, the one-on-one
requests and requests at local events have proven to be the
most effective modes of asking for a Seed of Hope commit-
ment. Although only a handful of people commit to being
Seeds of Hope through any one direct mail appeal, sus-
tainer letter, progress report, or on the Web site, we have
found it well worth including a Seed of Hope appeal on a
reply device or in a PS. because of the power in repetition.

For every Seed of Hope, not only does the organiza-
tion stand to gain $1,000, we also stand to gain

current totals. Because corn is central to the Sal‘,/adoran
people’s way of life and a pa.rt of .SHARE s logo,
I used an image of a cornhusk in w%uch every kerne]
of corn represented $500. Since thlrty-fe?re'n people
committed to be Seeds of Hope in the initial group,
I drew the cornhusk so that when full, it would
contain 74 kernels, or $37,000. With each mailing, the
cornhusk continued to fill with kernels of corn.

Follow-up calls proved to be crucial for the campaign,
Not only did the calls allow us to cultivate much more
personal relationships with donors, but we were also able
to intercept people in moments of fear around fundraising
or simple procrastination. We also used the phone calls
to give updates in person from the work in El Salvador.
On all phone calls, we took notes about individuals’

fundraising efforts to share with others. We also noted
the pieces of SHARE's work

from three to fifty new donors.

that most appealed to each
donor and recorded this

When a person \ nd
THE CAMPAIGN ) information in o?n: database
The ongoing campaign has focused on movesﬁom donatmg fo'r }fl'udr;Jre fundraising efforts
keeping in touch with our Seeds of Hope ’ - with that person.
g tOf undratsmg fb r After each round of calls

donor-fundraisers and following up with each
prospect and new donor.

Maintaining contact

After a donor committed to becoming a
Seed of Hope we kept in touch with them at
various points throughout the year of their
commitment, sending three mailings and mak-

an organization,

they begin to take

ownership bf the
organization’s work.

anew wave of energy would
emerge from the Seeds of
Hope efforts. In many cases
people truly found new
courage after our contact
with them. In other cases we
were simply able to increase

ing one or two follow-up calls. We sent the first
mailing within one month of their commit-
ment, and the next two about two to three months apart.
We did follow-up calls after the second and third mailings.

The mailings consisted of various core pieces and met
a number of objectives.

* A personal hand-written cover letter, in which I
connected with each Seed of Hope in a personalized
manner, thanked them for their on-going commit-
ment and let them know that I was there to support
them in their efforts.

» Updates on SHARE’s work, which provided the Seeds
with current materials for their appeals.

« Articles and outlines containing fundraising ideas and
step-by-step guides.

¢ Sample fundraising letters from other Seeds of Hope
as well as written descriptions of successful and
creative fundraising efforts of other Seeds of Hope
for inspiration.

* A visual update of the projected campaign goal and

the fire a little in their burner.
Even at the end of the year,
we found people raising their Seed of Hope commitments
in the twelfth and even as late as the eighteenth month
due to year-end calls.

Thank yous

Although perhaps painfully obvious, it still bears
repeating that crucial to this and any fundraising campaign
are prompt and personal thank yous. We wrote thank-you
notes not only to the donor of each individual gift raised
by the Seeds, but we sent periodic thank-yous to the Seeds
of Hope as well.

Prospecting
~ Also key in the campaign was ensuring that the donor
of each gift was either put on our direct mail list or on our
major donor list. The original thirty-seven Seeds of Hope
yielded a total of 309 new donors.
Our objective has been to visit and /or ask for an addi-
tional gift from each one of these donors within two or
three months of the initial gift. All donors who gave $500
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or more were put on the major donor list and we have
attempted to connect with them by phone or visit within
the first few months. If they gave $499 or less, we ensured
that they received a second appeal within three months.
Because our donor base is spread throughout the country,
it is extremely difficult to visit as much of our base as we
would like. For an organization whose donor base is local,

I would suggest trying to visit as many of these donors as
possible within a few months.

Donor recognition

At the end of the first year, we sent a symbolic gift to
each Seed who had either met their fundraising goal or
had come very close ($800 or more). The gift was a book-
mark with a watercolor painting of a husk of corn and a
beautiful quotation from one of Archbishop Romero’s

homilies that refers to the power of individual acts for
peace and justice.

THE RESULTS

Now twenty-one months into the Seeds of Hope
Campaign, 72 donors have committed to being Seeds of
Hope. In total, they have raised $114,000 and have brought
to SHARE 414 new donors. ’

In its initial phases, the campaign required an average
of five to eight hours of staff time each week. Once the
campaign was running, it required as little as five hours

every two to three weeks, with crunch periods around
mailings and rounds of calls. We found that having a solid
fundraising database for tracking gifts and donor informa-
tion was extremely valuable and saved a lot of time.

The Seeds of Hope Campaign has proven to be a
tremendous prospecting tool. Working from their own
personal relationships, our donors have opened the doors
to new communities and networks throughout the coun-
try. When we approach these prospects for their second
gift we are in part relying on the fact that the initial ask
often came from a trusted friend or co-worker. In this way,
alevel of credibility has been established for our work. The
campaign has provided us with a pool of “hot” prospects
to approach for second, third, and continued gifts.

As we had hoped, perhaps the most powerful gain has
been solidifying and personalizing our relationship with
each donor who committed to being a Seed of Hope
along with the transformation that each of them under-
went as they became grassroots fundraisers for SHARE's
work. Now members of the SHARE family, current Seeds
of Hope and graduated Seeds as well reveal a new level of
commitment to the work as donors and as grassroots
fundraisers. It’s a fantasy come true!

MELISSA BANGS IS THE DEVELOPMENT DIRECTOR OF THE SHARE
FOUNDATION: BUILDING A NEW EL SALVADOR TODAY. SHE CAN BE
REACHED AT MELISSA@SHARE-ELSALVADOR.ORG.
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THE COMMUNITY RAP:

OG0

A PRESENTATION TOOL FOR COMMUNITY LEADERS

BY JENNIFER HENDERSON

COmmum'ty organizations have learned the power of
voice—the ability to create persuasive images with the
spoken word. It is often a bold statement of the obvious or
a spectacular turn of a phrase that rallies a community to
action that will lead to change. We know an effective
speaker when we hear one: well informed, well organized
and brief!

Because attention spans have shortened so much over
the past two decades, the presentation of difficult or com-
plex issues can pose a real challenge even to the most
gifted speaker. Several factors are responsible for this short
attention span: the remote control (Don’t like it? Click it!);
the delete key on the computer keypad (Don’t like it?
Delete it!); and most important, the threat of violence
(Feel threatened? Act fast!). These factors have created an
environment where each of us is less likely to extend our
time and attention to speakers unless their message is
compelling, clear, and crisp. ,

But our communities and organizations are complex!
Is it really possible to communicate effectively about our
work or issues in a short time, like a minute? The answer is
yes! With practice and an innovative tool—The Commu-
nity Rap: 10 in 60—boards, staff, and leaders of community
organizations can become effective, confident presenters.

CREATING SHARPER PRESENTATION SKILLS

The Community Rap: 10 in 60 is a dynamic tool for
ensuring the accuracy and sharpening the presentation
skills of community leaders. It can also help community
leaders increase their confidence in presenting the work of
their organization to prospective donors and developing
talking points for issue and policy campaigns.

The tool is built around three elements: the organi-
zation list of 10, the issue list of 10, and attitude. The lists

of 10, presented below, are 10 pieces of information that
all leaders should be able to communicate about their
organization, and 10 pieces of information that leaders
should be able to communicate about an issue. The goal is
to present the 10 key points about the organization or
issue in 60 seconds—with attitude!

The Community Rap provides attitude. It has six
components for communicating a memorable message
effectively and creatively. Here are the six components of
the Community Rap:

The HOOK: A memorable beginning that immedi-
ately captures the attention and interest of the audience.

The FACE: One or more people who are or will be
affected by the issue.

The CONNECT: How the issue connects to the self:
interest of the audience.

The STATS: One stunning, unforgettable statistic or
number connected to the issue.

The FLEX: Options the audience may select as responses
or actions to the issue.

The CRUNCH: A clear request for commitment to
action by the audience including a timeframe for the action.

THE ORGANIZATION 10 IN 60

1. Your name and position with the organization
. Name and age of the organization

2
3. Mission of the organization
4

. Primary constituency or membership of the
organization

bt

Geographic focus of the organization
6. Priority issue(s) of the organization

7. Budget of the organization
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8. The name of one of the organization’s funders

9. One of the organization’s greatest current
challenges

10. An example of the organization at its best

THE ISSUE 10 IN 60

1. Your name and position with the organization
2. Name of the organization

3. Mission of the organization

4

‘4. Primary constituency or membership of the
organization

“

Geographic focus of the organization
6. Priority issue(s) of the organization

7. Example of the organization’s success or impact
on that issue(s)

8. The current issue of the organization
9. Who is affected by the issue and how
10. What action is being requested and by when

HOW TO USE THE COMMUNITY RAP: 10 IN 60

The Community Rap: 10 in 60 is a tool best used by
people organized into teams. The number of people can
range from as few as three to as many as hundreds. This
makes the tool appropriate for board trainings as well
as larger community gatherings. There are eight steps to
using the tool.

Step 1: Ask all participants who have a watch with a
second hand to stand. Then ask the remaining participants
to stand next to someone already standing.

Step 2: Announce that teams have been formed. The
team member with the watch becomes the coach. The team
member(s) without the watch become the presenter(s).
There can be a single presenter or a group presentation.

Step 3: Tell the teams they have about 25 minutes to
develop a 60-second presentation that captures all 10 items
of either the organization or issue “10 in 60.” Remind the
teams they can present the 10 items in any order. Each
presentation must also include the six communication
components of the “Community Rap.”

Step 4: Announce a “two minute warning” when two
minutes remain for team preparation. Call time at the end
of the 25-minute preparation period.

Step 5: Ask a team to present. Before they begin, ask
for three volunteers from those who are not part of the
team presenting to assist. One will be a timekeeper for
the 60 seconds; the second will be a listener for the 10
pieces of information; and the third will be a listener for
the six components,

Step 6: Ask the presenting team to indicate who their
intended audience is. Once this introductory information
is provided, ask the timekeeper to give the starting signal
to the presenter(s).

Step 7: After each presentation, do the following
five actions:

« Ask the timekeeper for the time the presentation took

» Ask the first listener for how many of the 10 items
were presented

* Ask the second listener for how many of the six
components were covered

» Ask the presenter for her or his reaction to the exercise

o Ask the audience for their feedback to the presenting
team.

Step 8: Repeat Steps 5 to 7 until all the teams have
presented. (In some cases there may not be enough time,
for all the teams to present.) Then debrief the entire

_exercise for lessons and insights.

Perfecting the Community Rap: 10 in 60 takes some
time and practice. It is well worth the effort, as it will give
your organization a powerful way to keep your audience’s
attention—and move them to action.

JENNIFER HENDERSON IS PRESIDENT AND CO-FOUNDER OF
STRATEGIC INTERVENTIONS, AN INTERNATIONAL CONSULTING FIRM

~ WORKING IN TRAINING, MANAGEMENT, DEVELOPMENT, ORGANIZA-

TIONAL DESIGN, RESEARCH, AND STRATEGIC PLANNING. YOU CAN
FIND THEIR WORK AT WWW.STRATEGICINTERVENTIONSBYDESIGN.COM.
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en su Comunidad

Articles by Kim Klein, Stephanie Roth, Maria Gonzales,
Dave Fleischer, and Lucy Grugett. Translated by Norma Del Rio

An introduction to the most common and
successful fundraising strategies in 14
of the best articles from the Grassroots
Fundraising Journal. Small organizations
can put these strategies to use imme-
diately, whether or not they have paid
staff or have done fundraising before.
These strategies do not require lots of
money up front, technical knowledge
or expensive equipment such as
computers and fancy databases.
In Spanish only. . $12
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Is an Endowment ﬁ)Lw

BY CHRISTINE GRAHAM

Of course an endowment is for you, and for every orga-
nization! The sense of freedom and stability offered by
an endowment is irresistible to any nonprofit. But is it
realistic to think you can raise endowment funds now?
That is the question so many nonprofits have started
asking over the past couple of years, when we basked in
the luxury of increased giving, good economic times, a
strong stock market, and people talking about the “wave
of wealth” that will sweep over us like a tsunami as baby
boomers’ parents leave large estates.
" Today, as we face the realities of a nervous economy,
we can almost hear the belts tightening and a whispering
hush when the word endowment comes up. This is not a
surprise. An endowment is traditionally viewed as a lux-
ury. Imagine a young family starting out in life and start-
ing a savings account. It’s pretty hard to put away money
for a rainy day when every day looks threatening; no family
invests heavily in their savings until they’ve provided for
the basics of food, comfort, and home. An endowment is
the equivalent of a savings account for a nonprofit. Once
established, it can generate much-needed operating funds
through its earnings, but to build the endowment initially
requires more sacrifice than most groups can afford.
Endowment funding has always been hard to raise
because it requires everyone, donors and recipients, to
think more about the future than we do about the present.
That is simply not human nature. In addition, the organi-
zations that need an endowment most are often the ones
that are looking strenuously for any promising source of
operating funds. Many of these are small, young, or don’t
have long-established annual funds. Yet those are the same
organizations that have the hardest time raising endow-
ment funds. (One could probably develop a mathematical
formula demonstrating how much easier it is to raise an
endowment for every iota less urgent having it seems.)
Also, it takes an awfully large endowment to make a signif-

icant dent in current budgets.
Donors are also reluctant to give to endowment funds

during harder financial times. They may no longer be
setting aside significant personal savings, so giving to a

nonprofit’s savings account may seem counterintuitive,
Many donors are extremely generous, but very few of
them give to nonprofits before they’ve taken care of their
own family’s needs.

From the organization’s point of view, in harder times
annual funds may become more urgently needed while
harder to raise. Truthfully, an endowment is not going to
resolve an urgent situation. It is not going to relieve you of
ongoing annual fundraising challenges or erase the need
for a capital campaign. Unless very, very large, an endow-
ment is not going to take the worry out of your budget.

Still, having an endowment seems irresistible. Before
we all jump on the bandwagon, however, we need to con-
sider it very carefully. Can we afford to invest that much of
our current time and energy in something that, if it
works, may not significantly help us very soon?

The following questions are often asked by first-time
endowment seekers. As you wonder if you should be
doing something more toward establishing an endow-
ment, consider the following thoughts.

WHY DOES AN ORGANIZATION NEED
AN ENDOWMENT?

When you are ready to plan for the future, and you
know that you probably have a future, you are ready for an
endowment. But raising funds for an endowment and
receiving income from it are two different things. You have
to keep in mind that an endowment only generates a small
percentage of its total in income for operating use: finan-
cial committees and advisors usually recommend 5% as
Fhe optimum drawn from the endowment. You need to be
11 a secure enough position with fundraising for current
expenses that you can afford to draw this minimal amount
so the endowment can grow over time and be as useful
years from now as it is today.

One of the biggest Questions for any organization is
ther or not to devote fundraising time to seeking
owment funds. There is always the chance that some
wonderful surprise gift will come along and you could

whe
end
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put that into an endowment and just call yourselves lucky.
But a serious and deliberate effort to raise an endowment

takes a great deal of time and effort, and also requires that

you ask your donors to focus on the long term. You have
to be in secure financial condition to have the luxury of
doing that.

It is also essential that you are offering a great pro-
gram if you want to raise an endowment. If you are not
meeting your mission, if you are struggling to keep your
members happy, if you are having trouble delivering a
quality product, you should put your energies into
improving the organization here and now. Endowment
is a gift forever. You have to have a program that is worth
keeping forever.

Whether or not you decide to initiate an endowment
campaign, you certainly can prepare to receive “lucky”
endowment gifts by establishing a few simple policies.
These might include:

» Any bequest or unanticipated windfall will be invested
in an endowment.

« The endowment will be professionally managed for
moderate (low-risk) growth according to the decisions
of the finance committee.

» No more than 5% of the endowment asset will be
drawn each year for support of operations. The orga-
nization will probably want some reliable draw in
order to budget, and over time the income earned
should average more than the amount of your draw.
This policy would allow a small draw from principal
in the occasional years when income earnings
dropped below 5%.

The board may also choose to set up two different
types of endowment funds: “Pure” endowment whose
capital investments can never be spent and is used only to
generate income. “Quasi” endowment funds, more like a
savings account, that may be used as organizational collat-
eral, an internal loan, or for other long-term purposes at
the discretion of the board. Most organizations that have
such a “quasi” endowment fund fully intend to repay it if
they use it, but the circumstances that cause it to be used
often preclude repayment.

WHEN IS THE RIGHT TIME TO START
AN ENDOWMENT?

If you have the policies suggested above in place, and
any others you think would be helpful in guiding the orga-
nization concerning endowment funding, you may start an
endowment whenever someone makes a bequest or unan-
ticipated gift, But in most circumstances, organizations
start an endowment at one of these points in their lives:

* When a new building is purchased or built, and
fundraising can include an endowment component

* During a capital campaign that includes a variety of
projects

« When a special drive is established to honor a person
or accomplishment

* When the money is there, the organization is riding a
crest of accomplishment, and donors want to secure
the future of the organization

Probably the only bad time to establish and fundraise
for an endowment is when the organization is in financial
stress and needs to fund its operating budget. Even if you
could convince donors to make endowment gifts at that
point, the return would probably be too small to get you
back in stable financial condition fast enough.

HOW DO WE SET A GOAL FOR
THE ENDOWMENT?

From the planning distance, it seems that the more
endowment, the better. But it is possible to have too much
tied up in endowment, just as it is possible to have too lit-
tle to make a difference.There is probably no “right
amount” of money that an organization should seek for
an endowment, as it’s unlikely that any size endowment
would be able to cover a group’s annual costs from its
earnings. So setting the goal is more a matter of creating a
motivational target than of getting the right amount of
money. In a capital campaign for a building, your endow-
ment goal will probably be set at some reasonable percent-
age of the campaign, which will also generate a significant
enough amount to offset operations or maintenance costs
for that building.

For instance, if you are running a $2 million campaign
for a new building and you anticipate that the increased
operations costs to run that building will be $125,000 per
year, you might want to raise enough in endowment funds
to generate that $125,000 annually. But at a 5% draw rate,
you'd have to have $2,500,000 in endowment to accom-
plish that. Would your donors really give a total of $4.5
million in order to help you get that building? You can test
that in your feasibility study; perhaps they will, but it’s
more likely they’ll see a $1 million endowment on top of
$2 million for the building as reasonable. So you can set
your campaign goal at $3 million, with an endowment
goal of $1 million within the campaign. Some day in the
future, you can try to raise the remaining $1.5 million for
the endowment. If you go over goal, of course, you can
put more into the endowment.

Such figuring is always influenced by non-financial
issues. For instance, the older and more established the
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organization, the more likely your donors would be to
support an endowment approaching the actual need. For a
young organization raising funds for a $2 million building,
the $1 million endowment might be a challenge, whereas
a century-old, beloved community organization might be
able to raise the full $2.5 million desired for endowment. It
is an irony of fundraising, of course, that the older and
more established organization probably has more ways to
raise operating costs than the young, struggling organiza-
tion, but can also raise the endowment more easily. The
same goes for highly controversial organizations, those in
financial difficulties, and so on. The characteristics that
make operations fundraising difficult for these groups are
going to provide endowment challenges.

The real secret here is that your endowment will
never be complete; you only need the goals to motivate
solicitors and donors at various points in time. Your goal
will have to factor in need, ability to raise funds, motiva-
tion, and other demands on your income.

WHAT ARE THE WAYS TO RAISE
AN ENDOWMENT?

As mentioned above, a capital campaign drive is a
great way to raise endowment funds. Not only do you
have a tangible goal to work toward, but your donors can
see that building, program, and endowment are carefully
interwoven to create a productive, stable organization
with a strong future.

But you can also be working on raising endowment
funds over the long term, as an underlying foundation of
all your future-building work. This is not the kind of
fundraising that you do within the context of a single
annual fund drive. It is the long-term, relationship-based
fundraising that you achieve with your most devoted
donors. Many organizations tie their endowment efforts
to planned giving, because large endowment gifts more
often come through estate planning and bequest planning
than through current income gifts (see the next article
in this issue).

Unless you have such a strong annual drive that you
can afford to be obsessed with seeking endowment
money, your organization would probably be wise to
develop several ongoing efforts that can be implemented
by the organization, such as the following:

* Create the policies for raising and managing an
endowment mentioned above.

¢ Include discussion (incidental at least) of the future, and
mention endowment, in every major gift solicitation.

« Feature news about endowment gifts and the uses of
endowment income in each publication year round.

« Create a small pamphlet about the future of your
organization and leave it with people when you visit,
send it to major donors from time to time, offer it at
performances or other events, and include notices of
its availability in your newsletters.

« Include a check-off on your donor reply envelopes
that says, “Yes, I'd like to know about gifts that pre-
serve the future of the organization.”

« In a strong fundraising year, offer some annual donors
the option of restricting their gift to a preexisting
endowment. You might carefully suggest this to long-
time donors who might be thinking about planned
giving, to get them started. Only do this if you can
afford to give up the operations money!

« Educate yourselves about planned giving vehicles and
find a specialist who can be available in case the oppor-
tunity arises to solicit or negotiate a trust or bequest.

HOW MUCH OF MY TIME SHOULD BE
SPENT ON RAISING ENDOWMENT MONEY?

Very few organizations, especially young, small, grass-
roots organizations, have the luxury of spending large
percentages of staff time on raising endowment funds.
Annual needs are too pressing. If your organization is in
terrific shape for operations, by all means devote a large
percentage of your time to raising an endowment. If you
are doing a capital campaign, absolutely include an
endowment component. '

But if you are like most organizations, hoping for a
good year and working like the devil to assure it you
should design a long-term plan for your time investment.
Educate yourself and do some of the simple, less time-
consuming things mentioned above. Find a board member
or two who might be endowment donors and who
might help you create this plan and start talking to donors
about endowment.

Most important, build strong relationships with the
donors who care the most about your organization. All
good fundraising is built around people and relationships,
and endowment projects as much or more so than any-
thing else. An endowment gift is a permanent gift for the
future; it requires a donor who is totally committed to the
organization. If you build great donor relationships and if
you run a wonderful organization that serves its mission
well, you will eventually have a great endowment.

CHRISTINE GRAHAM IS A FUNDRAISING CONSULTANT BASED IN
VERMONT. SHE PUBLISHES A NEWSLETTER, HAS WRITTEN BOOKS

AND ARTICLES, AND CAN BE REACHED THROUGH HER WEBSITE AT
WWW.CPGFUNDRAISING.COM.
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Let’s Talk About

Planned Giving

BY BYRON JOHNSON

uch has been written about planned giving: establish-
ing a program, marketing it, identifying potential
planned givers, and so forth. But not much has been
said about the nitty gritty of planned giving: raising the
topic with your donors, becoming comfortable talking
about money and death in the same sen-

generational transfer of wealth. Simply put, this means
that trillions of dollars in assets (mostly stock and real
estate) are being passed from one generation to another as
our parents, grandparents, aunts, and uncles leave this life.
Half of them will die without a will. Of those who have
made a will, fewer than ten percent will

tence, and what a typical conversation with L have included a bequest to a charitable
a planned giving prospect is like. In this Askmg organization. Realizing the enormous poten-
article, I will attempt to shed some light on tial of this situation, many organizations
this crucial interaction. someonef or are not only encouraging their donors to
e e gt e 80 Bt | eirinpupas | e vIL b i e b
planning, both by n - ey can use planned giving to benefit
and by the organization wishing to receive you establish causes that they believe in. So should you.
these kinds of gifts. The donor will have a
variety of personal and financial factors to your Planned STARTING A PLANNED
consider wh akin lanned gift; the 5 s GIVING P
orga;iz:t:zne:vﬂT also ﬁaiep nian; fa%:tors to gwingp mgmm Let’s sayRygSrRorAggﬁzation doesn’t have
cons_idr:r1 whecrll ilficiding to ask for apd can lead to a planned gli:ving progli?m yet but wants to
receive planned gifts. start one. First, you'll want to set up a
There are three categories of planned mterestmg planned giving committee. This should
gifts: Outright Gifts, Bequests, and Life . consist of at least three people: the develop-
Income Gifts. Outright Gifts include stock, conversations ment director or fundraising coordinator, at
tangib] ks, . least board ber, .
e Bersonal OB o | andltimately | hesdy b fandrsing
estate when the organization can use the your ﬁTSt or major gifts committee, this could double
:}S:it Mgh ediately. Bequests are giftt:1 made lanned g1ﬁ asa gla:hned giving Commlgtee.h
ough the donor’s will or trust that are P . ach committee member should take it
distributed to the organization when the upon themselves to develop a basic under-

person dies. Life Income Gifts are the most

complicated of the three and allow the donor to make a gift

t0 an organization during her or his lifetime while contin-

uing to receive income from it. Of the three, bequests are

by far the most common, life income both the least used

and the most challenging for an organization to manage.
As you may know, we are in the midst of a great inter-

standing of planned giving concepts. If one
of them is a lawyer, financial planner, insurance agent, or
accountant, all the better. But don’t be dissuaded if this is
not the case. Donors usually work with their own advisors
when deciding what kind of planned gift to designate.
The committee’s job is to develop a framework from
which to work with the donor to help them match their

e ———
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goals with the needs of your organization. This includes
establishing gift acceptance and investment policies (see
“Fundraising Medicine: Creating Gift Acceptance Policies”
in Grassroots Fundraising Journal, Vol. 21, No. 1), adopting
bequest language, and deciding which planned giving
instruments to promote.

CULTIVATING PLANNED GIFTS

How do you raise the issue of planned giving with your
donors? Most donors hear about these types of gifts from
the organizations that they already support, usually
through mailings such as a newsletter, a brochure high-
lighting the benefits of making a will, or estate planning
seminars organized by one or more nonprofits and given

YOU STILL HAVE TO TALK ’ABOUT IT

What if, like most of us, youre uncomfc?rtable With
the idea of talking about money and death in the same
sentence, especially the money and the death of t},
donor you're talking with? I St}ggest that you St'art by
initiating this conversation with your most difficy]

i —yourself.
aUdlf::’es pZetend that you do not have a will, but you do
have some valuable assets, such as a house and a retiremen
account or stocks. Let’s also assume that you're aware that
if you do not setup a plan for these assets after your death,
much of their value will go to the government in estate
taxes. What would you do? Here are some questions you

might ask yourself:
« What causes or charities would you support?

by an expert in the field.

It has been my experi-
ence that simply asking some-
one what they thought about
a recent significant gift in
your community or soliciting
their input as you establish
your planned giving program
can lead to some interesting

Reach out to the very
people that your
donors talk to: their
lawyers, ai:countan’ts,

« What would you ask the charities that you
are considering?

« If you gave a large gift to a nonprofit would
you like to be anonymous? If not, how would
you like your gift to be recognized?

« Would you like your gift to be restricted to a
particular program?

conversations and ultimately ﬁnanaal planners, « Would you like to set up or contribute to an
your first planned gift. ] endowment?
For example, let’s say that and insurance i + Would you like to give a large amount of

Ms. Soandso has been a sup-

money now and receive payments from the

porter of your organization

for some time and you know from information you've
gathered in developing your relationship with her that she
is a good planned giving prospect (she’s well over 50, has

no children, dabbles in the stock market, and owns real.

estate). Call her up and ask her what she thinks about your
group’s plans to start a planned giving program. I'm
certain that she’ll have some ideas about what your organi-
zation needs to do to promote planned gifts to people like
her. She may even reveal that she already has a will set up
with your organization in it. Believe me, it happens!

But what if there is no Ms. Soandso involved with
your organization? How do you get donors interested in
making a planned gift? In addition to direct mailings and
estate planning seminars, you will want to reach out to the
very people that your donors talk to: their lawyers,
accountants, financial planners, and insurance agents.
Educate them about your organization and its mission. If
you have a board member from one of these professions,
perhaps they can speak at the local chapter of their organi-
zation. Or you can invite a few notable attorneys, accoun-
tants, and financial planners to an open house at which
you discuss the organization’s mission and desire to
receive planned gifts. Be creative.

income it generates while leaving the original
donation to the organization?

* Would you want to set up a private foundation? Who
would you want to run the foundation?

These are just some of the questions that people who
make planned gifts must consider. And that is why
planned gifts can take a lot more time and energy than
most major gifts. Even after a donor has answered these
kinds of questions for themselves, it can take at least a year
to write up and finalize a planned gift. Some more compli-
cated gifts take even longer than that.

Once you begin talking with donors about making
planned gifts to your Organization, your relationship with
them changes profoundly. You will have more contact
with them and learn a lot more about them. Ideally, most
of your dealings with them wil] be face-to-face and in their
home. But you may find yourself, as ] have, attending their
church or another cultural or community event with
them. Wherever they are most comfortable hanging.

out 'with you is where you will go. This is all a part of the
cultivation process.

However, while

i You are cultivatin Janned
gift and educating ating them forap

them about your organization, they
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may let you know that they don’t completely trust their
arorney OF accountant or that they are not happy with a
Personal or family relationship. This can be your greatest

challenge in soliciting planned gifts, as
once a donor decides to do some kind
of planned gift, they may see you as
less of a fundraiser and more of an
advocate for them. This is where you
must remind yourself of yourrole asa
representative of your organization
and their role as a supporter of your
Organization’s mission.

Once, while I was working with a
prospective donor who was setting up
a bequest to the organization I was
working for at the time, the donor
would relate conversations he had had
with his attorney and ask me what I
thought. I did not think it appropriate

to get into this “middleman” position, so I gently
reminded him of my role and suggested that the three of
us meet when finalizing his trust to be sure that we were

GETTING MAJOR GIFTS

Réise 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.

e ———

Once you begin
talking with donors
about making
planned gifts to
your organization,
your relationship
with them changes
profoundly.

all on the same page. This approach not only made both
the donor and his attorney more at ease with the situation,
it actually helped complete the planned gift.

You don’t have to be alawyer or an
accountant to solicit. planned gifts. A
basic understanding of the concepts,
enthusiasm about your organization
and its mission, and good listening skills
are all you need to begin. And they are
certainly worth the effort! Just imagine
if someone left you the proceeds from
the sale of their house. In the Bay Area
and other high real estate markets this
gift could equal a year of operating
costs for many nonprofits! That’s a lot
of meals for an organization feeding
the hungry. But, as the old saying goes,
a closed mouth doesn’t get fed. [

BYRON JOHNSON IS THE DIRECTOR OF FUND DEVELOPMENT
FOR THE EAST BAY ASIAN LOCAL DEVELOPMENT CORPORATION
IN OAKLAND, CALIFORNIA.
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$12 each, To order, visit our web site at www.grassrootsfundraising.org or call our toll-free number, 888-458-8588.

THE BOARD OF DIRECTORS

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
e stays on track in these 10 how-to articles.
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GRASSROOTS FUNDRAISING JOURNAL m



CLASSIF
]

DAKOTA RURAL ACTION STAFF DIRECTOR: Dakota Rura}
Action (DRA) a non-partisan, non-profit, grassroots, membershlp-
based organization, is hiring a full time staff director. This
permanent, salaried position is located in Brookings, SD‘.
Starting salary range is $25,000-$30,000/year depending
on experience and a generous benefits package.

JOBS

Duties include:
1. Management and Administrative including: Staff over-

sight and training, budget oversight, plan and take part
in regular staff meetings, staff retreat and planning
conference, and working with the board of directors.

2. Fundraising including: external (foundation) and internal
fundraising.

3. Issue Campaigns and Community Organizing including:
oversee all issue campaigns and assisting organizers and
staff with strategy for campaigns

4. Staff Training and Development including: participation
in WORC bi-annual meeting, the WORC Senior Staff
Meeting, the WORC Staff Director meeting and periodic
WORC Staff Director calls.

Qualifications: Any or all of these experience and skill areas
are desirable for the Staff Director position: community orga-
nizing; issue campaign development; non-profit management
experience; grassroots and foundation fundraising; fiscal and
financial management; personnel management experience;
strong communication skills; experience with a non-profit
board of directors; computer skills; able to conduct trainings;
commitment to grassroots empowerment and leadership.

Please send resume, three references, and two writing
samples to Frank James, Dakota Rural Action, Box 549
Brookings SD 57006 * 605-697-5204

DEVELOPMENT COORDINATOR/East Timor ACTION Network:
Develop and maintain sources of financial support for ETAN
i to continue its work with the East Timorese. Requirements:
| Proven track record in grant research, proposal writing & fund-
| raising campaigns; strong communication, research & organi-
. zational skills; self-motivated. East Timor knowledge desirable.

Part-time position, location flexible, $10,500.
Contact Karen Orenstein, 202-544-6911,
fax 202-544-6118, karen@etan.org, www.etan.org

MAJOR DONOR CONSULTANT: Successful environmental
organization seeks consultant to expand our major donor
program. Job description available at www.newdream.org.
Compensation commensurate with experience and based on
part-time workweek. Travel required. Full-time position possible.
Please send cover letter and resume to Monique Tilford;
CNAD; 6930 Carroll Avenue #900; Takoma Park MD 20912,

SERVICES

| ALLIANCE OF GRANT AND NONPROFIT MANAGEMENT
- Memberships only $25.00 ¢ www.grantconsultants.org

I

|/_

PROPOSAL WRI
HUDGINS and HUDGINS
PO Box 1950 ¢
336-593-9745 . 336-_985-
ranlmilresearch@egdhlt
AQLC4854@earthhnk.net

Our professional firm offe
for Companies, Foundati
and Civic Organizations.
on proposal
locating Foun
you choose to write yours
be sent providing you wit
us at the above addresses

——

ep AD S
TER & RESEARCHER FOR FUNDING SOURCES

Carolina 27021-1950
3356  fax 336-985-0594

nk.net

King, North

rs the writing of Proposals and Grants
ons, Businesses, Churches, Non-Profit
We have several years of experience
writing. Our firm will perform extensive research,
dations that fund your type of organization. If

elf, a listing of these foundations will

h this information. You may contact

to receive detailed information.

about our services.

Advertise in.th.e
Grassroots Fundraising Journal

Published bi-monthly.
Over 4,000 subscribers.

- Apass-along rate of 4 times the paid subscriptions.
Reaches over 16,000 people with every issue.
Classified ads also included on website and in e-newsletter.
Classified ads are $1.00 per word, minimum 10 words.

Contact Shelly at 888-458-8588 or shelly@chardonpress.com

i

EVENTS

The Association of Fundraising Professionals, Golden Gate Chapter
and Development Executives Roundtable,

PRESENT:
Giving
Wi t
w%ILgéiLO( /;&74,‘_’/
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/
Fundraising Day 2002

Thursday, June 27th
Hyatt Regency San Francisco

> Whether you are a beginning fundraiser or a
seasoned veteran this all-day training with
over 35 workshops has something for you

> Don't miss the six works

toward small and gras hops specifically geared

SToots organizations
> Scholarships are available for small and
grassroots organizationg

For more information

B ion please see our website at i
e-mail al'@ﬁmdraxsmgday, org or call 510527:31 ;;’;rw.ﬁmdransingdayorg,
MARCH / APRIL 2002 e
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h If you care about philanthropy...

...you'll want to turn to the source relied on by more than 40,000 leaders
of the nonprofit world—not to mention The New York Times, CNN, USA Today,
‘ the Los Angeles Times, NPR, Time, The Washington Post, the BBC, ABC,

ssmro

Business Week, and many more.

Insight.
Accuracy.
Understanding.
Authority.

The Chronicle of Philanthropy

Turntous. I
Editorial Inquiries: Advertising Inquiries: Subscription Inquiries:
Stacy Palmer, Editor David Dangler, Sales Manager Alvin Brockway, Circulation Director
editor @philanthropy.com david.dangler @philanthropy.com alvin.brockway@philanthropy.com
Telephone (202) 466-1200 Telephome (212) 758-5330 Telephone: (202) 466-1054

: The Chronicle of Philanthropy
| 1255 Twenty-Third Street, N.W, Washington, D.C. 20037

L http://philanthropy.com

S —

A erct————
GRASSROOTS FUNDRAISING JOURNAL m



PUBLICATIONS

.z S
=

-~ N A nonprofit bike
Z shop dedicated to
£ W emissions-free
transportation...
A food bank that
founded a profitable

farmer’s market...
You can build
successful earned
income ventures
that provide greater
financial security
and advance your

organization’s
mission. This lively
 CATIDMIISTED | xin xueis, seriss eoion guide shows how.
0-7879-6216-3 « Paper » 200 pp.
April 2002 - $25.00 JOSSEY-BASS
3) A Wiley Company

josseybass.com

Common Sense Fundraising...
books by Christine Graham

mAREERIY | Blueprint for .
CAMPAIGN A novice’s guide to planning a

capital campaign : $12

o montadon po
Bt Moot Viorarn om0

Blueprint for a Capital Campaign:

-

. . . T
Asking: a hands-on guide to gift Git Solciaton
solicitation: Two-booklet set v

including trainer’s guide. $37

Starting with Staff: on hiring your first director $10
Keep the Money Coming: annual fundraising $21
New Hampshire Directory of Foundations $48 (2002)
Vermont Directory of Foundations $45 (2002)
Where the Heart Is: an Allegory of Philanthropy $10

New for 2002: Applying for Grants $15

www.cpgfundraising.com
or call 802-447-0256

SOFTWARE

Mment Software

Visit our Web

From simple to sophisticated
. come, growwithus....

FundRaiser Basic for Windows
FundRaiser Jr. for Windows
FundRaiser Professional --

-- Windows version coming soon!

site: www.FundRaiserSoftware.com

Call for free evaluation copy and brochure
800-580-3454

]
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EDUCATION / TRAINING

-

Southern Empowerment
Project

Community Organizing and
Grassroots Fundraising
Training Program
July 2002

July 8~July 12, 2002 + Community Organizing
and Leadership Development

July 15-July 19, 2002 - Sisters in the Struggle:
Community Organizing and
Grassroots Fundraising
July 22-27, 2002 «+ Community Organizing
Beyond the Basics: Building Power
and Overcoming “Isms”

Location: Maryville, Tennessee
865/984-6500

souempow @bellsouth.net
Www.southernempowerment.org

| CONSULTANTS |
[ o
FUNDRAISING TRAINING & ORGANIZATIONAL DEVELOPMENT
FOR GRASSROOTS ORGANIZATIONS
VALERIE REUTHER
svoupswuz - U“ 360.678.3577
ASHING i
TON {] ﬂ . l] VREUTHER(@WHIDBEY.NET

MARCH / APRIL 2002




Grant Writing Services
* Government Grants

* Foundation Proposals

» Corporate Proposals

¢ Funding Research

* Organizational Readiness

* Budgeting for Proposals

* Program Planning

Consulting Services

* Strategic Fundraising
Planning

* Budgeting

* Individual Donor
Programs

* Marketing & PR

* Major Donor Campaigns

SM

* Ongoing Grants
Portfolio Management

* Grant Writing for
Start-Up Organizations

FORWARD
PROGRESS®

* Board Development

* Training & Retreats

* Consulting for
Start-Up Organizations

A Grant Writing & Consulting Firm helping nonprofits to help the world.”

sy iy~~~

' BruceGraham President wwyw.forwardprog

Presidio, Building’® 137YGraham Street, PO, Box. 3 Box129170!

ress.com.e bgraham@forwardprogress com

fSan YC 94]290[70 (415)56l3390

San Francisco, C -

JAD Consulting

Strategic Focus and Organizational Impact

John A. Decker, Jr., PhD

307 S. Alu Rd., Wailuku, Maui, Hl 96793-1509
phone 808-244-9486 / fax 808-242-0795

email jadecker@mauigateway.com

NATALIA LOPEZ

« Strategic Planning

« Facilitation

+ Board Development
¢ Fundraising

(415)282-6941 « Fax (415) 229-7738 * Email lopez186@aol.com

==

\
i Ohtani, Inc.

A Professional Consulting Service specializing in:

-Management Consulting, Training & Policy
-Marketing, Communication, Direct Mail &
Product Development

-Program Evaluation, Research& Planning
-Research & Grant Writing

Contact: ochang@earthlink.net

1259 Auwaiku St.Kailua, HI 96734
L 808-375-2632 (Ph) 808-261-9062 (Fx)

J

CATHERINE M. CONNOLLY
nStmteﬂles for Fund Raising Aising with Direct, Mﬁrk%’{ﬁ?ﬁ—

» Comprehensive Strategies & Projections

» Creative Development

» Target Audience & List Planning

» Implementation & Production

P Analysis & Future Action Plans /
TEL 916.683.6807 FAX 916.683.6814

wes www.cmconnolly.com EMAIL info@cmconnolly.com

GRASSROOTS FUNDRAISING JOURNAL m




ADVERTISEMENT

One World One Love

¢“We read books to find out who we are.
What other people, real or imaginary, do and think and feel
is an essential guide to our understanding
of what we ourselves are and may become.??

— Ursula K. LeGuin

-

The Nonprofit Quarterly is the management journal for grassroots leaders who are changing the world i
to reflect values of respect, inclusion, dialogue, justice and compassion.

Subscribe now — 4 issues for only $39 |

www.nonprofitquarterly.org - 1-800-281-7770

Grassroots N
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REDWOOD CITY, CAJ
3781 Broadway - Oakland, CA 94611
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