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Are you ready to start building an organizational nest egg? Kim talks about the good,
the not-so-good, and what to consider in deciding to create an endowment or reserve fund.

Prepare and Manage a Special Events Campaign Budget (PART 1) H
Lauren Goldstein

How do you know if your special event will raise money? This excerpt from The Special
Events Toolbox by the executive director of Cause Effective provides thorough instructions
for how to create a budget for your events, real-life examples, and a helpful checklist.

Early Focus on Membership Brings Stability: The Southwest Workers Union Story [14]
Ruben Solis

An early commitment to membership has kept this economic justice organization focused
on social change from the grassroots.
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| LETTER FROM THE EDITOR

STEPHANIE ROTH

In the early 1990s, Richard Steckel wrote a book called Filthy Rich and Other
Nonprofit Fantasies. The book was an excellent guide to creating earned income, but
the title captured something else. No matter how grounded and realistic, even cyni-
cal, many of us in development are, we do fantasize about our organization getting a
$1 million gift, no strings attached, and a 30 percent response on a 50,000-piece direct
mail appeal, which will cause us individually to win a MacArthur genius award,
which will allow us to retire.

To be sure, once in a while, things do succeed beyond our wildest dreams.
I recently helped organize a fundraising event for an organization whose board I sit
on. It was an awards dinner, the first event of this kind we had ever done. We decided
to plan conservatively, expecting to sell out the dinner at 300 tickets, but with limited
opportunities for sponsorship or other income, we hoped to net about $10,000. The
event was successful beyond our wildest dreams, and when one of the organization’s
funders presented a 2:1 match for any gifts pledged during the event, we ended up
netting more than $30,000 on the evening! Of course, even this magical event was the
result of hundreds of volunteers hours (paid staff played a fairly minimal role) taking
care of thousands of details. No magic — just a plan, followed by concentrated,
meticulous working of the plan.

This issue offers two articles on strategies that often fuel nonprofits” fantasies
of becoming “filthy rich"— endowments and special events. You will see that the
common thread is the importance of planning. First, you create a vision of what you
want to accomplish, and then you create and track all of the detailed steps required
to carry it out. Kim Klein writes in her article, “The Value of A Nest Egg: Thinking
of Starting an Endowment” that a great deal of work is involved before even $1 is
put into an endowment account. We are pleased to excerpt a chapter from Cause
Effective’s new book, The Special Events Toolbox (the first of a two-part excerpt) on
planning a year’s worth of events and budgeting accordingly. This piece of work,
when done properly, may well give your organization its fantasy event.

The issue’s final article is a first-person account of an organization that recog-
nized right from the start the importance of dues-paying members. Ruben Solis
writes that the founders of his organization, Southwest Workers Union, could see
how easily foundation funding could take a group off mission, so they did not seek or
accept any foundation funding until they had built a strong membership base.

The articles in this issue remind us that fundraising, like so much of our work,
is achieved largely by putting one foot ahead of the other, encouraging others to
walk along, keeping our eyes focused on the path we have created together. That’s a
fantasy that can come true!
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The Té ue of d Nest Egg:

Starting an Endowment

BY KIM KLEIN

In the boom years of the 1990s, even the smallest group
could be found putting money away into an endow-
ment, a reserve fund, or just a savings account. This
money was invested in mutual funds or certificates of
deposit and, with a little tending, the principal grew dra-
matically. Endowment income became a reliable and
increasing part of an organization’s annual needs, and for
organizations with large endowments, the endowment
gains were a major part of income. With the dramatic
stock market downturns beginning
in 2000 and the market’s continu-
ing instability, putting money aside
has not been as popular or even as
possible as it was in the last century.

But just like a family or an indi-
vidual who saves for retirement or
hard times, any organization that
possibly can, should put some
money aside. Organizations that
should be permanent fixtures in the
nonprofit landscape need to start
endowments. There are ways to invest safely and to ensure
both long-term growth and some income. In this introduc-
tory article, I will explore what an endowment is and isn’t
and what an organization needs to have in place to start
one. Most of what needs to be in place to start an endow-
ment also needs to be considered in starting a reserve fund,
or even in keeping large amounts of money in a savings
account, but an endowment is the most permanent of all
the “nest egg” options.

WHAT IS AN ENDOWMENT?

Coming between “endotoxin” and “end papers” in
Funk and Wagnall’s College Dictionary, “endowment” is
defined as follows: “1. Money or property given for the

Lke any source of money,

an endowment can lose
value, which is why organizations
should have diversified income

streams so that investment
income is not critical to survival.
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permanent use of an institution, person, etc., 2. Any nat-
ural gifts, as talent or beauty, 3. The act of endowing.”

The first definition is obviously the one most ger-
mane here. An endowment is a permanent savings
account for an institution. Money is put aside as principal
and a small percent of that principal (traditionally 5 per-
cent) is used for the annual needs of the institution. In
years when the principal increases more than 5 percent,
the value of the overall endowment increases accordingly,
which then increases the amount
the organization can use, while still
staying at the 5 percent figure. In
years when the principal does not
increase by 5 percent, the organiza-
tion can still take out 5 percent of
the asset without truly eroding the
original principal. On the other
hand, in huge market downturns
even the original principal may lose
value; taking out any of it for oper-
ating expenses is not as useful, as
that further lowers the endowment’s value.

Generally, using a mix of investments, an endowment
can weather market instability and still be productive.
However, like any source of money, an endowment can
lose value, which is why organizations should have diversi-
fied income streams so that investment income is not criti-
cal to survival.

WHY ARE ENDOWMENTS GOOD?

Though the advantages of endowments may seem
obvious, let’s review them anyway.

1. Just like a savings account, an endowment provides a
measure of financial security and takes some of the anxiety
out of annual fundraising.
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2. An endowment allows, indeed forces, an organization
to think in terms of long-range planning because an endow-
ment implies a commitment to exist in perpetuity.

3. Endowments provide a vehicle for people to make
larger gifts to an organization than might be appropriate for
an annual gift, and they allow people to make one-time-only
gifts with the assurance that the gift won't just be spent.

4. An endowment gives people a way to express their
commitment to an organization through their wills; few
people will leave money to an organization that does not
have some kind of permanent fund.

5. Endowments attract donors
who perceive the endowment to be
a sign of good planning and long-
range thinking in a group they
may not otherwise have thought
to support.

6. Principal from endowments
can be used for capital expenses
(such as a building purchase) and
as collateral for loans, if ever needed. In extreme circum-
stances, the endowment can be used to keep the organiza-
tion alive until it can generate other income. (While
“invading principal” is something organizations try very
hard not to do, there are circumstances in which it might
be the best or only recourse, and it is nice to know you
have that possibility.)

WHAT IS BAD ABOUT ENDOWMENTS?

Believe it or not, endowments have some drawbacks too.

1. If they are big enough, they allow organizations that
should have gone out of business, or at least changed the
way they work, to exist permanently and to stay the same.

2. The income from a large endowment can allow
organizations to become unresponsive to their constituency.

3. There is a philosophical point as well: money in an
endowment has been diverted from the tax stream but is
not being used directly for tax-exempt activities. Organizations
that are troubled by decreasing support from government
funding and increasing privatization will need to grapple
with this dilemma. An organization that believes it is
doing work that the government should be using tax
money for (such as social services, support of the arts, sup-
port of school programs, and so on) is essentially “priva-
tizing” itself by raising private “nest egg” funds. (A historic
footnote on this point: In 1791, as part of the French Revo-
lution, all endowments belonging to church or private
institutions were seized and sold off, reflecting the Jacobin
revolutionaries” belief that the state should provide what
its citizens need for quality of life and that private interme-
diaries, particularly “the long arm of the dead donor,” did

ome boards rule that the principal

cannot be touched even if drastic
cuts are required, whereas others
decide that the principal can be used
to balance the budget.

not promote a healthy society. The law that was passed,
which essentially curtailed the creation of foundations,
was in effect in France until 1987.)

4. As we have seen in the first years of this century,
endowments can provide a false sense of security. Interest
rates vary, stock markets crash and, of course, money can
always be invested badly.

5. The existence of an endowment may discourage
some donors from giving who prefer to support organiza-
tions that they perceive to need the money more. Further,
some donors may choose to give to an endowment rather
than to annual operating costs.

6. When donors give money
to organizations to endow
certain programs, the work of
the organization can become
donor-driven rather than mis-
sion-driven. (This pitfall is a
danger with foundations and
government funding as well, or
with any large source of money earmarked for a specific
program area.) The added problem of specific programs
being endowed is that the donor is usually deceased by the
time it is clear that the program needs to be changed or
abandoned, but the terms for changing how the funds are
spent may not be in place. If the endowment is large
enough, lengthy and expensive court cases may result.

7. Managing an endowment is an additional piece of
work for board and staff. This management time can
become the tail that wags the dog, particularly if there are
problems with the investments or disagreement about
using the income.

WHAT TO CONSIDER IN DECIDING TO CREATE
AN ENDOWMENT OR RESERVE FUND

When thinking of starting an endowment, organiza-
tions often focus on the money: how much to raise, how
to raise it, whom to ask for it. It is obvious that only orga-
nizations with strong annual campaigns are really in a
position to start endowments. But there are two critical
questions that must be answered before even one dollar is
invested in your endowment.

First, does everyone in the organization agree that your
group should exist permanently? Most nonprofits involved
in social change are formed with the idea that if their work
is successful, they will put themselves out of business. The
founders generally do not think of the group becoming
permanent and everyone may be surprised at how long it
is taking to solve whatever problem the organization was
created to address. Arts groups, independent schools, historic
preservation societies, parks and wildlands conservation
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groups, and some social services are clearly permanent,
with their work always needed or wanted. On the other
hand, environmental, feminist, liberation, and advocacy
groups, if they are successful, will cease to exist.

Sometimes the most interesting part of the endow-
ment process is discussing this question at the beginning:
Should we always be here? “Permanence” in terms of
endowment has shades of meaning. It can take its tradi-
tional meaning of “always and forever” or it can take the
meaning of “fifty years from now.” But endowments do
imply existing well past the lifetime of anyone in the
group, and they require the group to imagine the day
when people who are not yet
born are sitting on the board and
working as staff. Will your group
be needed then? What is the evi-
dence of that need?

It is important to make sure
that everyone among board, staff,
key volunteers, and donors (often
many of the same people) agree
that permanence is a value. When
people don’t agree on that, the fundamental reason to
have an endowment and the driving force of endowment
fundraising is already in trouble.

Second, what will endowment income be used for?
Just as couples may have differing ideas about how and
when to use savings, so may board and staff differ about
using endowment income. Some will see the income
stream as a relief from constant fundraising and will not
expect the group’s annual budget to grow very much.
Others will see the endowment income as paying for par-
ticular programs or doing things the group has not been
able to do before.

What you use the income for is related to how big you
want your endowment to be. An organization with a
$250,000 budget simply looking for a little financial relief
will be happy to start with a $100,000 endowment that
yields $5,000 a year. This money can be used to increase
staff health care benefits, or buy better equipment, or fix
up the office. It is not enough money to change the direc-
tion of the group in any way, but it is enough to make life
easier. A group looking for enough endowment income to
open a satellite office or explore new program directions
will need an endowment of $1,000,000 or more, from
which they can safely draw $50,000 a year.

Once these two questions are resolved (which, in
more than one organization I have worked with, took a
year of discussion), you are ready to begin the necessary
initial logistical steps. These involve authorizing the
endowment, determining what gifts will be accepted, and
deciding on investment policies.

t the beginning most grassroots

organizations should accept only
cash, appreciated securities (stocks
and bonds), and life insurance with
few or no use restrictions.

THE AUTHORIZATION

First, the board agrees to create an endowment fund.
This fund will be reflected in all financial reports as a sepa-
rate line item. The group agrees to hold this money in per-
petuity. It is at this point that the group should consider and
decide on a series of policies about the endowment money.

A Use Policy

Policies detailing how the interest income from the
endowment will be used can be couched as broad state-
ments, but should not be so broad that they are subject to
a variety of opposing interpretations. For example, one
organization’s policies stated,
“Endowment income is to be
used for operating costs.”
Later, they opened another
office and added new pro-
grams. Some board members
thought the
income should be spread to
include all operating costs for
all programs; others felt the

endowment

income was limited to operation of programs in place at
the time the policy was created and that new programs
were therefore on their own to raise all their money.

Use policies should also specify how the use of the
endowment income could be changed. Most organizations
use the income to fund their ongoing program and gen-
eral operating expenses. Others, however, may use endow-
ment income just for one aspect of their program, or, if
they own their own building, just for expenses related to
the maintenance and improvement of their property.

An Invasion Policy

Are there any circumstances under which the group
would use (invade) the endowment principal? There are no
right or wrong answers to this, except to say that in most cases
endowment principal is not used except under the most dire
circumstance, or in the years when the principal does not
grow by 5 percent. The group will need to decide on the cate-
gories of “dire” Most board policies establish that the endow-
ment can only be used if the organization itself is in danger
of closing and that the amount taken from the principal must
be paid back within a given time period. Some boards rule
that the principal cannot be touched even if drastic cuts are
required, whereas others decide that the principal can be
used to balance the budget. These contingencies should all
be spelled out in the authorization. There have been several
circumstances in which a board of directors and staft worked
very hard to build an endowment, then years later, after all
those people were gone, another board with too much lati-
tude to invade voted to use endowment principal to balance
the budget, gradually burning through the whole corpus.
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Related to this question is the question of who will
have the authority to decide whether to use endowment
principal. Most boards rule that the whole board would
have to approve of such a use. Others stipulate that up to a
percentage of the principal can be used on the vote of the
executive committee; beyond that percentage the decision
must go to the whole board. At the full board meeting,
some boards require unanimous agreement, while others
deem that a simple majority or two-thirds” vote is suffi-
cient. Some of these procedures will be determined by
how the group makes decisions on other matters.

GIFT ACCEPTANCE POLICY

The second broad category of decisions involves what
types of gifts you will accept, who has the authority to
accept them, who will draw up contracts with donors
about them, and under what circumstances the organiza-
tion will accept or decline a gift. (Most organizations
should have some gift acceptance policy in place even if
you don’t have or never intend to have an endowment. As
you can see from the examples below, any kind of
fundraising effort could run into the questions listed.)

For example, will you accept the gift of a house?
“Well, why not?” you ask brashly. One group discovered
that a house was given to them because the owner could
not sell it, even at a huge loss. Another group accepted a
house with a lien on it. Another accepted a duplex with
tenants. They were going to convert the duplex into an
office and sought to evict the tenants, creating an enor-
mous public relations nightmare, including this headline:
“Single mothers evicted for ‘social justice.””

Will you take jewelry or art or antiques? You have to
think about what you will do with this stuff. How will you
sell it? Do you have access to appraisers and buyers of fine
art? These items may be worth a lot of money, but you
may not be able to sell them. You can spend hours of staff
and volunteer time trying to getting a fair price for these
items, and at the end of the day they have cost you more
than they were worth.

Will you accept stock from companies that make
weapons or degrade the environment or use sweatshop
labor? (Because stock should be sold immediately, most
organizations can accept stock from companies they dis-
agree with without supporting them.) For a thorough dis-
cussion of gift acceptance policies, see “Fundraising Medi-
cine: Creating Gift Acceptance Policies,” by Rick Cohen.
Grassroots Fundraising Journal, Vol. 21: 1, 2002.

Will you accept endowment gifts that are restricted in
use? For example, if someone wants to endow your chil-
dren’s program forever, will you accept that restriction? If
they want to create a new program and endow it, will you
consider that?

To keep things simple, at the beginning most grass-
roots organizations should accept only cash, appreciated
securities (stocks and bonds), and life insurance with few
or no use restrictions. Other kinds of assets can be negoti-
ated on a case-by-case basis.

Your published gift acceptance policy can be very simple:
“The Board of Directors of People for All Things Good
reserves for itself the right to turn down any gift that we
believe will not be in the best interest of our mission or
that we feel we cannot handle appropriately.” What you
publish is not as important as that you have this conversa-
tion with your board and staff and that everyone under-
stands what you are getting into. The tendency of most
organization is to accept all gifts (“Don’t look a gift horse
in the mouth”), but without spending an inordinate
amount of time on it, you need to be clear that some gifts
can be burdensome beyond their value.

If you have questions about the types of gifts you
should accept and what is involved, hire a consultant to
help you. This may save you money and time later.

INVESTMENT POLICIES

Your organization also needs an investment policy.
Will you invest entirely for income or will you have a mix
of investments that allow for growth of the principal and
income? Will you require socially responsible investing,
and if so, what screens will be put in place? For example,
some groups have screens that exclude specific kinds of
products or businesses, such as “no tobacco, box stores, or
logging.” Others require evidence of no union busting,
racially diverse staff and board, or domestic partner cover-
age. If you do social screening, you need to set priorities. If
you try to screen for everything bad, you will have few
places to invest.

The board will need to create an investment commit-
tee. This can include people who are not on the board.
Friendly bankers, your biggest donors, or program officers
at foundations can recommend people for this committee
and sometimes can serve themselves. For many grassroots
board members, their biggest investment is a new car;
investing endowment funds requires learning a number of
new concepts. Even if the board delegates responsibility
for investment decisions to others, it must still educate
itself in order to monitor the management of the endow-
ment. It is not always easy to tell what is a good or bad
investment, nor is it always easy to tell if someone is using
your lack of investment knowledge to their (and not your
organization’s) financial advantage. While you may want
to hire an investment professional, don’t ever trust your
investment decisions to just one person or a group of peo-
ple who are all friends with each other.
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ARE YOU READY?

Here is a brief checklist to help you determine if you
are ready to start an endowment:

The entire board, staff and key volunteers

(“We") agree that our organization needs VES MO

to exist at least 50 more years. . ... ............... O

We currently have a strong individual donor program

in place. Thank you notes, newsletters, and appeals

go out on a regular basis. We regularly meet with

our major donors, and a majority of our staff and

board feel comfortable asking for money in person.

Further, our annual income from individuals has

been growing for the past three years, both in

amount of money and in number of donors. . ... ....... 0 0O

We have considered the drawbacks of having

an endowment and have decided the advantages

to our organization merit the risks. . . .. ... ... ... . ... 0 0O

We have decided on the use of the income

fromour endowment. . . ... .. ... 0 0O

We have decided on an approximate ideal size

for the endowment (understanding that this

may take several years to achieve). ... .............. 0 0O

Authorization (reflected in the minutes) to open

an endowment has been given by the board. . .. ... ... .. 0 0O

The board, in discussion with all appropriate

parties, has created the following policies:
—Ausepolicy . . ... O O
—Aninvasion policy . .. ... ... O
— A gift acceptance policy . . ... ... ... ... ... 0 0O
— Aninvestment policy . ... ... ... ... ... ... ... 0 0O

We have a plan for creating an investment

committee (it is not really necessary to have such

a committee until you have some investments). . . ....... ] O

We are excited about moving into this next

phase in our organizational development. ... .......... 0 0O

If you answered yes to all the items, you are ready to
go ahead and start an endowment.
In the next issue, we will outline how to create an

endowment campaign. [l

KIM KLEIN IS PUBLISHER OF THE GRASSROOTS FUNDRAISING JOURNAL.
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Prepare & Manage
a Special Events Campaign Budget

BY LAUREN GOLDSTEIN

EDITOR’S NOTE: The following article is adapted from the book, The Special Events Toolbox: A Nuts-and-Bolts
Guide to Planning and Implementing Successful Special Events Campaigns for Nonprofit Organizations,

reprinted here with permission of the author, executive director of Cause Effective. This article offers

excellent ideas about budgeting for special events, placing the planning process in the context of what the authors

call a “Special Events Campaign.” Here's how they describe such a campaign: “Think first about all of the events

you want to do over a whole year rather than focusing on each event individually. A campaign is a series of special

events, each with its own primary objective, designed to fulfill a set of objectives over a period of time.”

Special events can be an effective part of an organization’s
overall strategy because they can accomplish a range of
things in addition to raising direct dollars. To name a few,
events can help to raise an organization’s profile, recognize
volunteers, educate clients and achieve other program
objectives, enlist members, and cultivate new donors.

But for every reason to plan and implement a special
event there is a corresponding reason not to do one. They
can burn out your volunteers, take precious time away
from your program, alienate friends, and garner negative
publicity. And, let’s face it, they can lose money when
you’re trying to make money.

So before you guarantee the count with the caterer or
print the invitations, consider carefully if the special events
you are planning are right for your organization right now.
How do you do that?

First, determine what you want to accomplish—
net $50,000, announce a new program, honor a long-time
funder. Will this event help you reach that goal? Second,
take stock of your organization’s capabilities: Do you have
the human and financial resources to execute the event?

If your answer to either of these questions is no, then
this event may not be right for your organization at pre-
sent, and you should consider the myriad other ways of
achieving your objectives. Once you decide the place of

events in your fundraising program, this article will tell
you how to budget for them.

BUDGETS: TOOLS TO USE

We recently asked a new client what her budget was
for an upcoming conference. “How am I supposed to
know?” she replied. “The conference hasn’t happened
yet.” This interaction illustrates two common misconcep-
tions about special events budgets: that you have to know
precisely what you’ll invest and earn before you can pre-
pare a budget; and that budgets are a report of the past
rather than a forecast of the future.

Budgets are in fact an excellent tool. They can help
you do the following:

e Determine the financial benefits and risks of your
special events campaign and each special event.

» Assess the likely income and expenses of each special
event and of your overall special events campaign.

* Control costs and revenue, making sure money isn’t
spent excessively and that the greatest possible revenue
is collected.

» Make decisions by providing a financial context for
planning and implementation issues.

e Track income and expenses and prepare financial reports.

GRASSROOTS FUNDRAISING JOURNAL n



PREPARE AN OVERALL SPECIAL EVENTS
CAMPAIGN BUDGET

Prepare a budget for each individual special event and
for your overall special events campaign. The overall bud-
get will help you measure how the activities you've chosen
will combine to meet your overall objectives. If, for exam-
ple, your projected total net income for the campaign is
less than your direct fundraising objective, either the
objectives need to be changed or some of your events
need rethinking. Alternatively, you may find at the end of
the budgeting process that you haven’t set ambitious
enough objectives; if so, go back and change them.

The overall campaign budget also provides a way to
capture expenses that do not pertain to any particular
event, but to the campaign overall. For example, if you
decide to recruit an honorary committee for your entire
anniversary campaign or to print note cards that will be
used for all of the events, the expenses should appear in a
separate overall anniversary column.

PREPARE AN EXPENSE BUDGET

The most important step in preparing an expense budget
is to itemize your expenses. More people make mistakes
by forgetting an item than by incorrectly estimating the
cost of that item. Use the “Budget Checklist,” on page 12,
review past budgets from your own events or from other
organizations’ events, and think through each event,
writing down every item that comes to mind. When
itemizing, be as specific as possible. Although your budget
may contain headings like “administration,” “facility,” or
“decor,” be sure to also identify the actual items within the
categories that require expenditure. For example, rather
than writing “Promotion. . . §3,700,” put down each cost:

» o«

Graphicdesign ......... .. ... ... . ... .. $ 200
Press releases (printing) . . ......... ... .. .. .. ... ... ... 50
Printing 2,000 leaflets at $.25each .................... 500
Printing 500 invitations at $1.00each .................. 500
Printing 500 posters at $1.75each .. ................... 875
Envelopes/stationery . ...... ... ... . ... .. . .. 75
Purchase two quarter-page ads in the Star-Journal ........ 1,000
Copywriter: oneday at $500 .............. ... ... ..... 500

$3,700

Although we frequently tell our clients that there are
no hard-and-fast rules in special events planning, the
expense side of budgeting is the exception. Always include
the following categories in your special events budgets:

* Miscellaneous. This category captures all of the items
you legitimately cannot think of but are sure must exist.

* Contingency. This category covers the cost of things
that will go wrong that cannot be anticipated. Items even-
tually paid for in this category range from carpet cleaning

for the spilled wine to replacing the workers who were out
sick. To estimate a fair number for contingency start at
about 10 percent of the total budget and then estimate up
or down based on your familiarity with the event, your
confidence in the budget, and the size of the total budget.

A word to the wise: Only spend your contingency
money on a real emergency, and don’t take it out of the
budget until well past the close of the event. Remember,
the bills keep coming — even after the event.

» Staff and Overhead. If your staff weren’t working on
your special events, they would be doing something else
instead—perhaps raising foundation funds or soliciting
major gifts or generating income by providing services to
clients. This is called an opportunity cost. You must
include the cost of the staff time devoted to your special
events and a reasonable estimate of the corresponding
cost of overhead in your budget.

Special Events Budgeting Tips

Prepare a master budget for all your special events at the
same time. Not only will doing this save you time in the
long run, but you may find ways to save money by cover-
ing expenses of different special events in one shot.

Don’t spend—invest. In business, you either invest money
or you take it home. In a nonprofit organization, you can't
take it home, so anything you earn should be re-invested,
and any expenditure should be a carefully calculated
investment on behalf of the organization.

Don'’t invest money before you earn it. Don’t invest money
when you don’t have it in hand or firmly committed.

Don'’t spend the same money twice. This is a common
mistake. Make sure you replace any front money you use
to get a special event going. If your organization gets a
$500 grant and you’ve already made commitments based
on that income, make sure you don’t spend it again.
Keeping careful records will help you avoid this problem.

Don'’t invest what you can'’t afford to lose. Consider the
worst possible outcome of your special events program.
Can your organization afford to absorb that loss? If it can’t,
don't allow yourself to say, “That won't happen.” It might!

Be realistic. Don’t get caught up in wishful thinking; be
prepared to lay out some money, and don’t count on all
the potential income as coming through.

Make sure your special events budget is consistent with
your organization’s financial status and goals. If your orga-
nization’s annual budget is $12,000, can you or should
you be producing a $75,000 arts fair? On the other hand,
if your organization has a $15 million annual budget, does
it make sense to produce a cocktail party to raise $500?

Use your budget. Like any tool, a budget can help you
only if you use it. Refer to it before you make a purchase
or plan your fundraising, and revise it regularly as the
special event progresses.
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You need not broadcast this information to every
funder and friend, but someone must consider it in making
special events decisions. Senior-level staff can be expensive,
and when board members are faced with this reality, they
may be inclined to do more of the work themselves! The best
way to calculate this figure is to approximate the percentage
of time each staff member will invest in an event and apply
that same percentage of their salary to the event budget.
Use the same formula to calculate a share of the organiza-
tion’s overhead costs (such as office rental and business
machines) to apply to the budget, since those resources could
be used to carry out your organization’s program or raise
funds if they weren't being invested in the special events.

Once you have identified all of the items, determine
costs as accurately as you can. Don’t just guess on items
you don’t know. Do some shopping! Call potential suppliers,
sites, and consultants and find out what they charge for the
things you'll need. Another good way to determine costs is
to ask other special event producers and other organizations
how much they pay and to whom. You will also need to
consider your objectives in determining how much you are
willing to invest in each item. Invitations can cost anywhere
from ten cents to ten dollars each; your objectives should
help you determine where in the range you wish to fall.

These steps will help you prepare a solid budget and
might give you some leads for savings you wouldn't have
considered (see budget example on page 13).

PREPARE AN INCOME BUDGET

Preparing the income side of a special events budget is
similar. Begin by itemizing income sources. In the “Budget
Checklist” we have listed some general income categories.
Be as specific as you can. For example, rather than writing

“Ticket Sales. . ... $24,500,” specify contribution levels

as follows:

Benefactor tables at $1,500 each .. .................. $ 4,500

Sponsor tables at $1,000each .. .......... ... ... ... ... 5,000

Benefactor tickets at $150each ............... ... ... .. 7,500

Sponsor tickets at $100each ............. ... ... ... ... 7,500
$24,500

This is also a good time to consider ancillary income.
Ancillary income is the extra money you can make with
items such as raffles, T-shirt and button sales, silent auc-
tions, and paid greetings in your journal.

Do not make up income numbers! Think about the
maximum and minimum potential return from each source,
what is likely from each, and which of the sources you will
pursue. To get the most accurate information on how much
a donor is likely to contribute for a ticket to your event, do
the income equivalent of shopping: survey your past and
potential donors. Asking people not only eliminates the

uncertainty, it also shows your donors that you care about
what they think. As with expenses, consider objectives in
thinking about the income you might generate.

WORKING BOTH SIDES OF A SPECIAL
EVENTS BUDGET

Some special events will have variable costs (expenses
such as catering or journal printing) that depend on how
many people attend or how many journal greetings are
purchased. For budgeting purposes, estimate sales and
make sure your income and expense columns are based on
the same calculations. Add notes to your budget to explain
those assumptions for future reference.

When working with variable costs, it is sometimes
useful to prepare budgets based on different sales esti-
mates. This sort of information can be helpful in pricing.

Don’t forget the cost of free tickets. If you are produc-
ing a fundraising dinner with direct costs of $45 per person
and you have to give away 20 tickets to media contacts, a
few of the organization’s big contributors, the Mayor, and
volunteers, those freebies will cost you $900, and that
expense should be included in the budget. Likewise, if
your site has a maximum capacity and you are giving away
tickets, subtract the free tickets from the number you have
to sell. In the example above, if the site can only hold 200
people, estimate income based on selling 180 tickets.

Include all “in-kind” contributions (donated goods or
services) as income and expenditures. For example, if
someone donates the printing of 5,000 leaflets, that gift
has an actual monetary value and is equivalent to cash; list
it on both the income and expense sides of the budget. We
recommend doing this for several reasons. First, you want
a clear picture as you proceed of how much your special
events will cost and how much you will raise. Second, you
must be prepared to pay that expense if the contribution
isn’t realized. Finally, you’ll know for future special events
what the true costs were. Use your budget as a tool to
identify potential in-kind opportunities.

CASE EXAMPLE: Regional Arts Association
Creates a Special Events Campaign Budget

The Regional Arts Association’s Board of Directors
has tentatively approved next year’s special events cam-
paign, which includes the following:

* A performance of “West Side Story” followed by a
cocktail reception for large donors (Primary objective:
Showcase local talent)

» Two house parties (Primary objective: Enlist future donors)

* A picnic (Primary objective: Attract new friends and donors)

e A gala dinner with a journal and an art auction
(Primary objective: Raise money)
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Before giving final approval, the board asked to
review budgets for each event as well as a budget for the
entire special events campaign.

To create the budgets, Marcia Smith, the organiza-
tion’s development director, looked at budgets from last
year’s performance, gala, and picnic. Since they had never
done a house party, she called several colleagues for input.
Two of them emailed her budgets from house parties they
had done for their organizations.

Using the “Budget Checklist,” she crossed out the
expense categories that didn't apply to any of her events,
then developed a budget for each event, writing in appro-
priate budget categories. She filled in the numbers she
knew from last year’s events (noting some assumptions
about increase in both price and number of guests).

For “Miscellaneous™ and “Contingency,” she used last
year’s amounts for the repeat events even though none of

the contingency budget and only some of the miscella-
neous budget was spent. For the house parties she thought
about what could go wrong that money could fix and
decided the organization might need to provide food, so
she added that to the budget. She convinced the director
to include staff time in the budgets, even though it hadn’t
been included in the event budgets before.

On the income side, she listed the categories and
numbers in the same way, being careful to specify each
source of income.

She then designed a spreadsheet with a column for each

event and a column for the campaign total (see page13). [

Part Two of this article will appear in the next issue.

THE SPECIAL EVENTS TOOLBOX IS A PUBLICATION OF CAUSE EFFECTIVE,
INC, A MANAGEMENT SUPPORT ORGANIZATION BASED IN NEW YORK
CITY. TO PURCHASE A COPY OF THE SPECIAL EVENTS TOOLBOX, VISIT
WWW.CAUSEEFFECTIVE.ORG.

Special Events Budget Checklist*

INCOME
O Auction
[ Concession Sales
[ Donations: Cash
[ Donations: In-kind
0 Games
[ Journal Greetings
O Journal Sales
[ Raffles
[ Ticket Sales
O Underwriting
[ Vendor Fees

EXPENSES

Performers/Entertainment
[ Expenses
O Fees/Bonus/Pct.
[ Royalties

Catering/Refreshments
O Audience/Attendees
O Performers/Speakers
O Staff/Volunteers
Logistics
[J Accommodations
] Meals
O Transportation (for materials)
O Transportation (for people)

Tickets

O Box Office

O Printing

O Service Charge
Facility

[ Asst. House Manager

O Cleaning Crew

[ Coat Check

[J Company Manager

O Electricity

O External Security
O General Manager
O Heat/Air Conditioning
O House Manager
I Internal Security
O Maintenance

[J Rental: Guarantee
O Telephone/Modem
O Ticket Takers

O Tips

O Ushers

O Waiters/Servers
] Water/Sewage

Production

O Bullhorn

O Chairs/Seating
[J Computer

O Curtain/Backdrop
[ Easels

I Ladders

O Lighting

O Music

O Overhead Projector
O Piano/Organ

[J Podium

[J Portable Toilets
[J Projectors

O Props

O Recording/Video Screens
O Sets

O Sound Equipment
[ Stage/Platforms
[J Tables

[J Taping

] Tents

[ Walkie-talkies

Production Personnel
[ Asst. Stage Manager

[ A/V Operator (PowerPoint etc. )

[J Choreographer

O Director

O Electricians

O Light Board Operator

[ Piano Tuner

O Production Coordinator

O Stagehands

O Spotlight Operator

O Sound Operator

[J Stage Manager

[ Teamsters/Unions
Insurance

[J Such as Liability,

Fire, Property Damage

Permits

[ Alcohol

[ Electricity

[ Merchandise

[ Sound/Light

[ Special Event

O Stage

O Street Closing

[ Vendor
Concessions

O Bumper Stickers

O Buttons/Caps/T-Shirts

O Credit Card Machines

[ Tables/Chairs

Promotion
[ Advertising
O Copywriting
O Direct Mail
[ Displays
] Envelopes

O Flyers/Brochures

O Invitations

O Journal

O Labels

O Letterhead

J Logo

[J Photography/Videography
O Posters/Media

O Public Relations

O Reply Cards

O Reply Envelopes

O Signs/Banners

O Save-the-Date Cards
[ Website

Decorations
[J Balloons
I Displays
O Flowers
O Napkins
O Photos
O Supplies
O Tablecloths
Administration
O Accounting/Legal
O Computers
O Consultants/Event Planner
O Copying
O Fax
[J Messengers
O Nametags
J Postage
O Software
O Staff
O Supplies

*Please note: This is a partial list
of budget categories. A complete
version is available in the book.
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PLANNING WORKSHEET (SAMPLE): Regional Arts Organization

ITEMIZED INCOME/EXPENSES “WEST SIDE STORY” HOUSE PARTIES GALA PICNIC GENERAL CAMPAIGN TOTAL
INCOME
Ticket Sales - Basic Single 5,000 0 10,000 0 0 15,000
Ticket Sales - Basic Group 7,500 0 10,000 0 0 17,500
Ticket Sales Higher Levels
Patron (24 @ $250) 6,000 6,000
Sponsor (14 @ $500) 7,000 7,000
Benefactor (6 @ $1000) 6,000 6,000
President's Club (6 @ $1500) 9,000 9,000
Individual Contributions 0 3,600 4,500 0 0 8,100
Corporate Contributions 0 0 5,000 1,000 0 6,000
Journal Greetings 5,000 0 5,000 0 0 10,000
Food/Drink Sales 1,000 0 0 1,500 0 2,500
Food/Drink In-Kind 300 800 0 300 0 1,400
T-shirt Sales 2,500 0 0 800 0 3,300
Total Income $21,300 $4,400 $62,500 $3,600 $0 $91,800
EXPENSES
Food**/Catering - Guests $0 $800 $11,700 $0 $0 $12,500
Food/Catering - Vols/Performers 150 0 200 0 500 850
Food for Sale 300 0 0 750 0 1,050
Transportation 0 0 75 0 100 175
Printing
Tickets 35 0 0 0 0 35
Program/Journal 1,100 0 600 0 0 1,700
Invitation 300 20 1,000 50 0 1,370
Save The Date Card 0 0 125 125 0 250
Posters/Flyers 1,000 0 0 100 0 1,100
Graphic Designer*** 0 0 0 0 1,000 1,000
Signs 0 0 350 50 0 400
Royalties 200 0 0 0 0 200
Facility Rental 600 0 included* 0 0 600
Lighting Rental included* 0 0 0 0 0
Sound System included* 0 included* 125 0 125
Photography 325 45 200 125 0 695
Walkie Talkies included* 0 50 0 0 50
Sets/Props 4,500 0 0 0 0 4.500
Insurance 0 0 0 1,500 0 1,500
Permit Fee 0 0 0 25 0 25
T-Shirts 900 0 0 300 0 1,200
Postage 330 66 330 99 200 1,025
Flowers/Displays 0 0 400 0 400 800
Staff time/Overhead 4,500 300 5,000 500 3,000 13,300
Messengers 20 0 75 0 100 195
Miscellaneous 300 100 300 100 200 1,000
Contingency 1,000 200 1,000 200 300 2,700
Total Expenses $15,560 $1,531 $21,405 $4,049 $5,800 $48,345
Net Income (loss) $5,740 $2,869 $41,095 ($449)  ($5,800) $43,455
NOTES ASSUMPTIONS

*Included as part of venue rental.

**Food for house parties is an in-kind
donation (listed under both
expense and income).

*** Graphic design for all printed
materials for the campaign.

1. “West Side Story” assumes a four-night run with 800 seats sold per night
(ticket prices: single ticket, $5; group tickets, $5 a person).
2. House Parties assume 3 parties averaging 40 guests ($30 per guest)
3. Gala income assumes the following: 250 guests plus ten comps
Ticket prices:
-Single, $100
«Sponsor, $500

«Group, $100/person ($1,000/table of 10)  «Patron, $250
«Benefactor, $1,000 «President's Circle, $1,500
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Building Membership Brings Stability:
The Southwest Workers Union Story

BY RUBEN SOLIS

SOuthwest Workers Union (SWU) is a 17-year-old non-
profit whose mission is to bring about environmental
and economic justice in San Antonio and South Texas,
including the Texas-Mexico border region. One of the cor-
nerstones of SWU'’s establishment is that it developed in
the first five years without foundation grants. It was an
intentional decision on the part of the leadership of SWU
not to take foundation money until the organization com-
pleted its first five-year plan (1988-1993), which had the
following goals:

e Transition the board of directors of SWU from profes-
sional organizers to indigenous grassroots leadership

* Secure the establishment of SWU as an organization
(incorporate with 501 (c)(3) status, develop organiza-
tional systems, and so on)

* Establish a membership base

The third goal was and remains the most important.

WHY EMPHASIZE MEMBERSHIP

Deciding to establish a membership that would pro-
vide SWU’s funding as well as our political base came
from understanding the dangers of depending on founda-
tion grants. SWU staff especially did not want to become
“professional organizers,” more focused on obtaining
funding than on creating direct social change.

In the 1960s and 1970s, the prevailing view among
political movements was that grants could make an orga-
nization compromise its political position, acting as
“shock absorbers” of the political movement for social
change at the grassroots. Many in the nonprofit move-
ment at this time had a service provider/reform strategy
that seemed aimed at righting the wrongs of the system,
but otherwise leaving it intact. Southwest Workers Union
sought to prove that another type of organization was
needed—one that focused on creating social change
through empowering individuals to act in their own
behalf. One criterion for this was the ability to develop a
member base. The membership would sustain the organi-
zation both financially and organizationally through the
commitment of the group’s indigenous leadership.

In addition, the board of directors would transition

from one composed of professionals to one led by the
rank-and-file members of SWU. The accomplishment of
these goals was imperative to establish the organization as
truly grassroots and to develop leadership and plans of
action before applying for grants. Thus the strategic direc-
tion of the organization would not depend on the will of
the funding world.

GETTING STARTED

In 1988, Chavel Lopez and I founded Southwest
Workers Union in recognition of the need to organize
public school workers. While carrying out our the first
five-year plan, SWU brought in money for operations
from donors and members. At the time I was working for
a university and was able to donate part of my salary so
SWU could hire a director. I was also able to provide a free
office to SWU at my house, along with the use of my
phones and computer. Chavel Lopez, the original director,
worked for the SWU organization on a full-time basis.

In these early days, SWU relied heavily on community
fundraisers, especially BBQ plates (in Texas...), bringing in
about $1,000 per event. We developed a donor drive each
summer, which raised between $1,000 and $3,000. This
was a challenging time for SWU, and all involved formed a
strong commitment to make the organization succeed.

PLANNING

The first five-year period was a strategic one for
Southwest Workers Union. During this time, SWU and
the leadership developed an analysis of the reasons and
conditions that made the establishment of Southwest
Workers Union necessary. SWU developed its vision,
defined its mission statement, and created the structure of
the organization, which would be made up of local orga-
nizations working for environmental and economic jus-
tice. SWU’s member board of directors would be made up
of the presidents and vice-presidents of each of these
organizations, who are elected by the membership at the
annual membership convention. Today SWU’s fourteen
organizations include public school workers fighting for a
living wage, community members working for environ-
mental justice, and youth members—all learning to
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empower community members to fight for their rights.
(There is also an executive board, elected from the mem-
ber board, that oversees the administrative details of the
day-to-day activities of the overall organization.)

In 1995, I moved from being a benefactor to being
SWU’s second full-time staff person. By then SWU had
nearly 400 members and was in its second five-year plan of
action. SWU was ready not only to support two full-time
staff members but also to receive funding from founda-
tions. We knew exactly what we needed the money for
and how it would advance our work.

MEMBERSHIP REMAINS FOREMOST

In the beginning, membership was slow in taking off,
and it took several years to bring in enough money from
dues to cover one salary. At the end of the first five-year
plan, SWU had 250 members, with average dues of $5 per
month. By the end of the second five-year plan (1993-
1998), SWU had grown to a membership base of 1,000. By
the end of the third five-year plan in 2003, SWU was up to
1,500 members. Today SWU has 2,100 dues-paying mem-
bers who together contribute approximately $40,000 per
year. While the dues income represents only a fraction of
SWU’s existing budget, the goal is for dues income to
cover core staff—about $150,000 or half of the operating
annual budget—by the time of SWU’s 25th anniversary in
2013, with interim goals of 5,000 members by 2008 and
8,000 by 2013.

Membership is key because SWU’s goal is to develop
grassroots leaders to see each of their struggles as part of
the greater movement for social change and to develop
their leadership skills so they can take action on their own
grievances—with the support of the community behind
them. As a result of understanding the common interests
that underlie any one person’s encounter with economic
injustice, wage discrimination, or racial issues, SWU'’s
membership has made the link of personal to regional,
national, and global issues. This has created a strong bond
among members and a strong organization.

SWU is also strengthened by its view of membership
as a family commitment, and we involve everyone in our
member families in working from a community level for
change. This approach helps to overcome the gender
divide between wage earners and non-wage earners and
the generational divide between parents and children.

One of the benefits of membership in SWU is the
opportunity to attend Leadership Days, in which we pro-
vide intensive skill development in leadership using popu-
lar education methodology. As members see their own
lives in the context of the larger world and understand
how working on any issue advances work on all issues of
justice, they also work to expand SWU’s membership

because they see the membership itself—rather than the
organization—as the tool for social change.

Sticking to our unwavering goal of a member-based
organization has kept SWU continually focused on mem-
bership development. With so much at stake, and so many
unknowns as the foundation world shifts funding and pri-
orities in the wake of 9/11, we feel we made the right deci-
sion years ago of committing ourselves to the member-

ship, who then commit themselves to SWU.[H]

RUBEN SOLIS IS A FOUNDER OF SOUTHWEST WORKERS UNION.
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,/j/[,l/ (/‘/[4 [U&} Y (%72 /Z&('J,//Z(/‘[U .

TRAINING

C}(?(‘ % a7 /s/u:&{[:z‘

UNRIVALED TECHNICAL SUPPORT

e care alboul JOUL SUCCess.
o

DATA CONVERSION

pc//{;{ every lome. Neo J'!(%‘/‘l;f&)‘,

Free Demo — Visit us online or call today!
www.FundRaiserSoftware.com * InfoGFJ@FundRaiserSoftware.com

800-880-3454 (US/Canada)
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TECHNOLOGY

1821 a3 puﬁ

e

adjust the features you need over time so you're not paying for items you don't use. Try the new Eu? mp es tr y

Needs Assessment at é[apestry.com to find a combination that will save you money and frustration.

elapestry is designed to make fundraising more efficient. Our online format allows you to

888.739.3827 www.etapestry.com
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| SERVICES & PRODUCTS

u/ckQGUIDES

ever 'g,f ot weed to @m..ﬂz%

NEW books foronprofit

QuickGuides are:

® Everything you REALLY need to know in under an hour

® In a 24-page format you REALLY have time to read

® An ideal way to come to grips with a subject fast

® Inexpensive so you can have a library of information at hand

® Fundraising and Management subjects

Order Online: www.quickguidesonline.com

t(/')) 0 9 The Grassroots Institute for
0ZZ28i0 ) Fundraising Training (GIFT) presents
Qg”ﬁ W‘om our NEW VIDEO & DVD
If your organization is planning a RE A"Y SET R AI EI
fundraising event and live auction, I | ]

Bizzarro’s Auctions will provide the services
of a professional auction team for your event. Do you want to learn how to build a

We participate in more than a hundred b_mad _base of. t.lun.ors and achlgve )
auctions per year and schedule our events financial stability in your organization?

on a first come, first served basis. YOU CAN with READY. SET, RAISE! | T

Please call for more information.

Featuring noted fundraising trainers

KIM KLEIN & RUSSELL ROYBAL. With knowledge and wit these

trainers take you step-by-step through these fundraising topics:

GENERAL PRINCIPLES - BOARD ROLES + FUNDRAISING READINESS
SPECIAL EVENTS « DIRECT MAIL + ASKING FOR MONEY
MAJOR GIFTS - PLANNING FOR FUNDRAISING - AND MORE!

650-363-8055
www.bizzarrosauctions.com ORDER YOURS TODAY FOR ONLY $100 BY GOING T0 OUR WEBSITE
2581 Spring Street + Redwood City, CA 94063 www.grassrootsinstitute.org
fax 650.363.8057 * email bizzarros@earthlink.net OR CALLING OUR OFFICE AT 3“3—455—6361
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CONSULTANTS

BLUEPRINT FUNDRAISING AND COMMUNICATIONS

We believe innovative organizations and passionate people can change the world.
Blueprint helps grassroots organizations inspire the philanthropy they need to
achieve their missions. We successfully serve clients in Canada and the US.

= NATALIA LOPEZ

+ Strategic Planning

* Facilitation

* Board Development

* Fundraising Coaching & Training

415.282.6941 » Fax: 415.229.7738 » EMAIL: lopez] 86 @sbeglobal.net

CPG ENTERPRISES

For you, your board, and volunteers: practical, readable,
proven advice on capital campaigns, annual fundraising,
asking for money, hiring staff, writing grant proposals
and instilling true philanthropy in your community.

Visit our website or call Andrea Seale, CFRE, Principal.

Vancouver, Canada = Toll free: (866) 682-6582
FNTERPRISES

info@blueprintfundraising.com = www.blueprintfundraising.com
PLANNING & SUPPORT FOR

NON-PROFITORGANIZATIONS

Publications by Christine Graham
www.cpgfundraising.com

ErnestMark &=
CONSULTITN G provides services for small to large

social justice organizations with programs in environmental justice, social services, community
arts, community development and youth development. Services include group facilitation,
individual coaching, strategic planning, organizational development and customized workshops.
3620-B 17th Street, San Francisco, CA 94114 = phone & fax: (415) 701-1375
ernest@ernestmark.com = www.ernestmark.com

HOLLY FINCKE — Consulting for Social Change

Holly Fincke can help you develop a strong fundraising plan and dynamic strategies to
cultivate grantmakers and donors, helping you drive your plan forward with tailored
trainings and coaching. She is expert in crafting proposals and communications materials,
executing donor campaigns, and developing organizational leadership and program plans —
all from a social justice perspective.

Oakland, CA = (510) 336-0719 = fincke@shcglobal.net

PEGGY MATHEWS CONSULTING

Looking for a consultant whose practical experience is with community-based, grassroots-led
organizations — who understands your group’s unique challenges advancing its mission

on limited resources? Twenty-eight years of proven experience building, managing and fundraising
for social change organizations of all sizes. Consultant, coach and trainer specializing in
fundraising and organization management. “Helping organizations work smarter not harder.”
pegmathews@earthlink.net = (423) 562-8189 = 125 Grose Lane, Jacksboro TN 37757

Christine Graham — BETTER LETTERS

If you've got a phone and an e-mail address, you can access the fundraising advice and
skills of Christine Graham, author of books and references on fundraising, and consultant
to hundreds of New England nonprofits for over 35 years. Fundraising letter writing services,
along with proven recommendations for your community mailings, can make a difference
with each mailing.

Check www.cpgfundraising.com for details!

JO MOORE ASSOCIATES
Fundraising and Organizational Development Consultants
Working in partnership with nonprofits to

« |dentify growth opportunities
* Build fundraising capacity

« Develop an effective team of board, staff and volunteers
(773) 296-0933 = email: jomooreassociates@hotmail.com

GRASSROOTS INSTITUTE FOR FUNDRAISING TRAINING (GIFT)
Fundraising training and consulting for GRASSROOTS ORGANIZATIONS that want to:
« Diversify funding sources
« Increase financial sustainability
+ Raise money from individual donors
+ Build a strong fundraising team
« Develop fundraising plans and more!

(303) 455-6361 = email: generalinfo@grasssrootsinstitute.org

for undraising Training

MARY LOUISE MUSSOLINE
DEVELOPMENT « CONSULTING
TRAINING « FUNDRAISING

2969 N. Shepard Avenue

Milwaukee, Wl 53211-3435
marylouise @wi.rr.com

(414) 801-8212

mary louise musse

LisA HOFFMAN * CONSULTING

Major gifts, individual and institutional giving.
Coaching, training, board and staff development,
retreat and meeting facilitation, development plans.
HELPING NONPROFITS THRIVE!
(415) 759-0476 * lisahoffman@sbcglobal.net

FUNDRAISING CONSULTATION BY PHONE

Expert help by the hour to
++ Write your next appeal letter ++ Critique your grant proposal
++ Expand Board fundraising ++ Discover new donor prospects
++ Raise more money from your current fundraising activities

Diane Brown (707) 823-2927 The Non-Profit Assistance Group

www.NonProfitAssistance.com DianeB100@aol.com

INTEGRATED DEVELOPMENT CONSULTING

Helping nonprofits build successful organizations

Do you need assistance with. .. strategic planning & development planning?... building your
membership?... board development?. .. systematizing fundraising?. .. message development?. ..
direct mail?... staff coaching?... More? Through training, facilitation, and individual
consultation, we can help you strengthen your nonprofit. Call Amy to learn more.

1115 W Mead Avenue, Salt Lake City, UT 84104

(801) 533-8375 = fax: (801) 355-6236 = amyoconnor@earthlink.net

ANDY ROBINSON — Training and Consulting

Fundraising « Grantseeking « Nonprofit Business Planning « Marketing « Board Development
Facilitation « Workshops & Coaching.

25 years experience. Specializing in the needs of grassroots groups working for human rights,
social justice, and environmental conservation. Author of Grassroots Grants, 2nd Edition and
Selling Social Change (Jossey-Bass) and Big Gifts for Small Groups (Contributions Magazine).
PO Box 350, Plainfield, VT 05667 = (802) 479-7365 = andyfund@earthlink.net

EXPERT FUNDRAISING COACH

Put my twenty-nine years of fundraising experience on retainer and call on my expertise
whenever you need it — new effective strategies designed just for you, one-on-one coaching
with your askers, objective help with revamping fundraising, finishing up that never-ending
campaign, fresh ideas on finding and keeping leadership... whatever you need.

Call to discuss your options.

Burke Keegan Boards and Fundraising = www.BurkeKeegan.com = (415) 927-7752

ZIMMERMAN & LEHMAN

ZIMMERMAN LEHMAN

assists nonprofits with development, especially individual
fundraising, board and organizational development,
and coaching. See our trainings, publications and free
e-newsletter at www.zimmmerman-lehman.com.

Bob Zimmerman or Ann Lehman, San Francisco, CA

contact@zimmerman-lehman.com
(800) 886-8330 = (415) 986-8330

forging futures for nonprofits
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The Accidental Fundraiser

A Step-by-Step Guide to Raising Money for Your Cause

Available September 2005
$19.95
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