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| LETTER FROM THE PUBLISHER

KIM KLEIN

As we approach the end of 2005, I find myself in a sea (or possibly swamp) of
conflicting emotions. I, like all my colleagues in the fundraising consulting
business, are fielding lots of questions about fundraising post-Hurricane Katrina.
But I am so aware that these questions are also post-tsunami, post-9/11, post-welfare
reform, and the devolution of government begun years ago. Prior to Katrina,
nonprofits faced other crises — government cutbacks, government regulations,
whether or not to comply with anti-terrorist language in grant contracts, how to pay
for health insurance for employees, how to educate donors about the appropriate-
ness of overhead costs, and so on.

I continue to be amazed and heartened by ordinary working people’s response
to need. The responses from churches, temples, mosques, synagogues, service clubs,
sororities and fraternities, and everyday people who sent not only vast amounts of
money but also legions of volunteers to rebuild homes, take in families, board pets,
feed, clothe, and counsel the hundreds of thousands affected by Hurricane Katrina
are all heartwarming. And yet, I am so struck by how so much of this outreach
would not have been necessary had the government been doing its job all along.
Katrina was one more disaster in a series of disasters called poverty, racism, environ-
mental destruction, reactionary tax policy, corruption, greed, neglect, and profound
incompetence. We as private citizens are privately fixing what somehow we as
public citizens and taxpayers cannot mobilize ourselves to prevent.

Nonprofits must keep raising hard questions and keep the faces of this most
recent disaster in the public eye and in the public debate. Coming out of Katrina, we
must look at the root causes of social problems and create, for the first time, a
course toward justice. Taxes and philanthropy will be a big part of this work, and
those of us in fundraising need to be fearless not only in raising money but raising
questions and posing answers.

In this issue of the Journal, I conclude my series on endowment campaigns with
a look at prospecting and what you might be able to learn from a feasibility study;
Andy Robinson provides some tips on using the mail, and we introduce two new
authors: Mike Kelly, who writes about his experience with the Lance Armstrong
Foundation, and Rona Fernandez, who describes one man’s journey through
cultural barriers to fundraising.

We wish all of our readers success in your year-end fundraising, and encourage
you to visit our website for more articles, more information, and more inspiration:

www.grassrootsfundraising.org.
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BY RONA FERNANDEZ

he first thing Wes Mukoyama asks me after we greet

each other at the beginning of our phone interview is,
“So, tell me a little about yourself.” It’s clear from the start
that Wes likes to make a connection with whoever he’s
talking to, even if it’s over the phone. Our conversation
starts off amiably, and Wes’s easygoing manner and
rolling, husky voice make it easy to understand why he
can relate well to clients and donors at the Yu Ai Kai
Senior Center.

“It goes back to social work. I know I can connect to
people,” says Wes, and his story — starting off as a reluc-
tant fundraiser and moving along a transformative path
that led him to be a firm believer in the art of grassroots
fundraising — shows that his knack for connecting with
people has served him and his organization well.

Yu Ai Kai is a 31-year-old organization based in San
Jose’s Japantown. The center serves more than 200 Japanese-
American, Filipino-American, Korean-American, and
Chinese-American
seniors daily. The
center works to
provide culturally
appropriate pro-
grams like Meals
on Wheels with
hot Asian food as
well as social activ-
ities such as ball-
room dancing classes and Tai Chi. The center is also a
social hub for the Japanese community, and it hosts events
for the Japanese-American Museum of San Jose and other
local institutions. Wes is a counselor at Yu Ai Kai as well as
the center’s executive director.

Before his tenure at Yu Ai Kai, Wes had been a social
worker with the Veterans Affairs bureau and traveled to

“I was not a;ki&g for money for me
but for the organization, which

I love and believe tn very mauch.
Just realizing wmy own resistance
gave me a sense ofbei«ﬁ ﬁeed up.”

faraway places with the Peace Corps. He also served on Yu
Ai Kai’s board of directors for fifteen years before transi-
tioning to his current role in 2001. Despite the challenges
of being the lone fundraiser on staff, Wes has succeeded at
building a strong donor base and is preparing to launch a
capital campaign so that Yu Ai Kai can purchase a neigh-
boring building as well as expand their current facility to
include a sunroom where seniors can play ping pong or
chess, or sit and read the newspaper.

Currently, about one-third of Yu Ai Kai’s income
comes from government sources, one-fourth comes from
individual donors, and the rest is a mix of United Way,
foundation, and in-kind support. But it wasn’t until
recently that Wes began to focus more of his energy on
individual donors. As a participant in last year’s Fundrais-
ing Academy for Communities of Color (a training
and coaching program co-sponsored by the Journal and
CompassPoint Nonprofit Services in San Francisco), he
was initially quite resistant to the idea
of asking people directly for money.

Journal editor Stephanie Roth,
one of the trainers in the Fundraising
Academy, remembers, “Wes was skep-
tical about how donors to Yu Ai Kai
would respond to a personal solicita-
tion for a major gift, and he was very
outspoken about it in the training.”

Part of Wes’s resistance was rooted
in a cultural dynamic that he felt would make fundraising
difficult for his organization and his community. Accord-
ing to Wes, Japanese culture is less direct and less aggres-
sive in general than Western culture, so the idea of asking
donors face-to-face for money was “rather alien” for him.

But with support from his colleagues and from train-
ers in the Academy, and from Yu Ai Kai’s development
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consultant, Maria Gitin, Wes has not only identified the
roots of his fears of asking for money, but has learned how
to overcome them.

“I came from a poor background in Chicago,” says
Wes. “Money was something that was [considered]
ugly.... As a social worker, it was not an ambition of mine
to make money.”

In his role as executive director at Yu Ai Kai, however,
fundraising is Wes’s primary responsibility. The Academy
not only helped Wes develop concrete fundraising skills,
such as how to do a
face-to-face ask or
write an annual appeal
letter through story-
telling, it also allowed
him to move beyond
his fears of fundrais-
ing so that he could
better fulfill his organization’s needs.

During the Academy, Wes says, he realized, “I was not
asking for money for me but for the organization, which
I love and believe in very much. Just realizing my own
resistance gave me a sense of being freed up.”

Wes'’s first major donor ask was with a donor who had
consistently given between $500 and $1,000 to Yu Ai Kai
every year. “I decided this guy’s got to be recognized and
thanked,” says Wes, who got coaching from his develop-
ment consultant on how to approach the donor and, even-
tually, do the ask. Wes had two meetings with the donor
before getting to the ask itself, which was for $10,000 —
more than Wes had ever asked for before.

After Wes popped the question, he recalls that the
donor “just nodded his head and said, ‘OK.” I was ecstatic.
It felt like being on a first date.” The donor made a $10,000
contribution to Yu Ai Kai, and is now part of the center’s
capital campaign committee. His success with this first ask
gave Wes a new sense of confidence in his own fundrais-
ing ability and in donors” openness to being asked.

“I cannot be a phony,” says Wes about his
new attitudes about asking for money,

After Wes popped th&qwtiow,

he recalls that the donor “just nodded
his head and said, ‘OK.’ I was ecstatic.
It felt li/c&bei«g oma/ﬁrst date.”

Wes of his new role. Under Wes’s leadership, Yu Ai Kai has
established a 12-member capital campaign committee,
and they’re not done yet. But despite his successes in
building a fundraising infrastructure and raising money
for Yu Ai Kai, Wes is still working to address some key
challenges in order to make his organization’s fundraising
program even stronger.

One common challenge for nonprofits is getting the
board invested in working on fundraising. Though he has
helped get training for his board on creating a case
statement and cultivating
individual donors, and built a
solid capital campaign com-
mittee, Wes still feels that
more can happen. Prospect
identification in particular
has been difficult.

“There are three or four
people on our board who really know people in the
community,” says Wes, “[but] the board is resistant to
going out and doing fundraising even though they have
a lot of contacts.... It’s challenging to get information
about prospects.”

For others who are trying to raise money for their
organizations but have fears and doubts about it as Wes
did, he gives this advice: “Get training. Don’t think you
can do it all by the seat of your pants. Any time there’s a
training on fundraising, go for it. Don't think you can do it
on your own.”

“And,” he adds with a smile in his voice, “you can

teach an old dog new tricks.” [

RONA FERNANDEZ IS A FREELANCE WRITER, FUNDRAISER FOR
CALIFORNIANS FOR JUSTICE, AND CONSULTANT FOR SOCIAL JUSTICE
GROUPS. SHE CAN BE REACHED AT RONA_FERNANDEZ9@YAHOO.COM.

“T kept telling myself that if I build a rela-
tionship, even if that person is capable of
giving money, what’s important is the
understanding that she and I have this rela-
tionship with Yu Ai Kai. And it’s the relation-
ship that’s important, not the money.”

Even though, as Chair of Yu Ai Kai’s
board of directors, Wes helped oversee a
capital campaign to purchase the center’s
current facility, as executive director the
expectations of him are much higher.
“Now I have to act as a role model,” says

The Yu Ai Kai Senior Center in San Jose, California, is getting ready to launch a capital campaign to
purchase a neighboring building so that they can respond to the increased demand for their services.
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Planning an Endowment Campaign:
Finding Prospects and the Role of Feasibility Studies

BY KIM KLEIN

ENDOWMENT PROSPECTS

In all campaigns, the rule of “top down, inside out” is
the way to organize your prospects. Ben Franklin, who
was one of America’s earliest and best fundraisers,
advised, “Apply to all those whom you know will give
something; next to those whom you are uncertain
whether they will give anything or not, and show them
the list of those who have given; and lastly, do not neglect
those who you are sure will give nothing, for in some of
them you will be mistaken.”

Franklin’s advice is what we mean by “inside out.”
Start with the people closest to the group. Aside from
board members, who technically make the actual first
gifts to testify to their own commitment, think of other
major donors, volunteers, former board members and vol-
unteers (assuming no ill will accompanied their becoming
“former”), staff, and so on. Start from the closest to the
organization and work your way out.

“Top down” means organizing the list with the people
who can make the biggest gifts at the top, then going
down the list to smaller and smaller gifts. The first gift,
then, is solicited from the person closest to the organiza-
tion who can give the biggest gift. This person may not be
the closest person, or the gift requested may not be the
biggest gift you need, but it should be the biggest one you
can get right now.

How to Identify a Prospect
A prospect for an endowment gift is someone with
three qualifications: he or she has demonstrated a com-

EDITOR’S NOTE: In our previous two articles, we examined what must be in place to begin an endowment
campaign, including setting a goal, creating appropriate policies for accepting gifts and investing money,
and pulling together a working committee. When | work with organizations on these elements, a question
that is constantly dogging us is, “Do we have enough people to give to this campaign?” Obviously, the
board and people close to the group are primary prospects, but they may not have the capacity for the
largest gifts and usually more gifts are needed to complete the campaign. (Note: if board members are
not the people closest to the organization, then reconsider doing an endowment campaign until your
organization solves that problem.) To raise the rest of the funds, we need to identify more prospects.

mitment to your group, usually by giving over several
years and often through other than just financial involve-
ment; they have the money; and your organization has
access to this person. A common mistake is looking for
someone with money who cares about a cause similar to
yours. That person might be a major donor prospect or
may eventually give an endowment gift, but the primary
prospects need to be people who think that not only is
your cause very important, but that your organization is
doing such good work on this cause that they want to
ensure your long-term viability.

Many people will say that they have no idea what assets
their donors have. If you really have no idea, then you are
going to have to find out more about your donors before
you go asking them for gifts to your endowment. However,
an easy rule to follow in soliciting capital or endowment
gifts is to ask for a gift that is ten times the donor’s annual
gift amount. (You want to make it clear that this gift is in
addition to their annual gift. You don’t want your annual
income to decline while you are doing the campaign.)

So, when you think about who might qualify as a
prospect, ask yourself whether they could give this
amount, even if over a three- to five-year period. When
you tell donors that you are asking everyone for the same
thing — ten times their annual gift — people are not
offended, even if the size of the gift is absolutely out of
their range. The real risk in following this formula without
other knowledge is of asking someone for too little.

As we pointed out in the first article in this series, the
case for endowment is three-fold: the organization
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currently needs some financial stability, the organization
needs to exist indefinitely into the future, and the organi-
zation is mature enough or sophisticated enough to han-
dle this kind of money. Finding donors who agree with all
three premises and who also have the capacity to give
requires thought and some research.

Whom to Ask First

Sometimes it is hard to figure out which of the people
closest to the organization you should go to first. You may
have a handful of people who are close and able to make a
big gift. Think about who is most excited about the
endowment. Keep in mind that some major donors who
love your organization’s work are not going to support the
endowment. There will be some who simply don’t agree
that a grassroots organization should have an endowment,
others who have given to endowments only to see that
money spent on annual needs by a careless board, and still
others who wish your endowment effort well but are only
interested in funding more immediate needs.

Use common sense in identifying these prospects.
What else do you know about the people on your list? For
example, a person giving $50 quarterly might be close to
the group but is probably far from the biggest donor.
However, if her $50 gifts are derived from investment
earnings, then she may go to the top of the list — maybe
she would just give you the asset that is yielding this $50
each quarter. Someone who ekes out a living as an artist
and whose last gift was $25, but then gives you $1,000 that
he won in the lottery, is not going to be high on the list,
but he may be an excellent solicitor because he actually
gave an asset that he could have used himself.

The Role of Research

A number of important details can be learned through
prospect research, which has become easier with various
search engines and databases on the Internet. (For more
on this topic, see Michel Hudson’s excellent article, “An
Introduction to Prospect Research,”in the Journal,Vol. 22:1,
2003.) Sometimes just entering a name into Google will give
you valuable information on other gifts the prospect has
made or more background to help you frame your request.

Another option is to hire a prospect researcher for a
few of your top names. For referrals, ask your local chap-
ter of the Association of Fundraising Professionals
(www.afpnet.org) or the Association of Professional
Researchers for Advancement (www.aprahome.org).
Check references to make sure the person is reputable
and competent.

In doing prospect research, keep these three things in
mind. First, while much can be known about a prospect,
not everything should be, and you need to observe a sense
of privacy. Ask yourself, “Would I like someone to find this

out about me?” Second, prospect research can be procras-
tination. You are not writing a biography of this person.
Think about what you really need to know and find that
out. Finally, the tendency in this kind of research is to find
out what people have — what they own, what they earn —
but what you want to know is what they give. How do they
think about their giving? Do they support the idea of
endowments? This information will most likely come from
people close to the prospects, so the best information tends
to be from friends and colleagues of the prospect. If you
have been doing your major donor work properly, infor-
mation will have come from the prospects themselves.

How Many Prospects You Need

Because half of your prospects will say no and half of
the group that says yes will give you less than what you ask
for, you need about three times as many prospects as the
number of gifts you seek. You don’t need all the prospects
right at the start, but you do need at least half of the
prospects for the biggest gifts right from the beginning.

In the last issue, we noted that for a million-dollar
endowment campaign, an organization would need about
186 prospects for gifts between $2,500 and $200,000 (and
another 75 prospects for gifts of $1,000 or less). You would
be ill advised to launch such a campaign with fewer than
100 prospects for the gifts of $2,500 or more. Far worse
than no endowment at all is an endowment campaign that
splutters and moves slowly. The energy of the campaign is
part of what makes it successful or not. “Our campaign is
going so well” makes people want to give. “Our campaign
is getting off to a slow start, “ or “We asked a bunch of
people who said no” is not as appealing.

THE FEASIBILITY STUDY

To find out whether that many prospects are within
your realm, consider doing a feasibility study. A feasibility
study is a survey of people most likely to donate to the
endowment to assess whether the goal the group has set is
reachable, or to see what goal could be achieved and in
what period of time. Such a study usually focuses on
donors, board members, staff, key members of the com-
munity, foundation staff, and so on. It is often a lengthy
process, involving written surveys, phone surveys, focus
groups and in-person interviews. Nevertheless, such stud-
ies are important because they allow you to set realistic
goals and avoid mistakes or public embarrassment.

There are firms that specialize in these kinds of stud-
ies, but because working with such a firm can be expen-
sive, it is not an option for most grassroots groups. How-
ever, you can put together a reasonable effort for much
less cost using a graduate student or perhaps a consultant
wanting to learn more about feasibility studies.
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Get Help

To be as accurate as possible, a feasibility study needs to
be conducted by a person outside the organization, and the
responses need to be kept confidential. This method confers
several benefits: people being interviewed will be more
honest when speaking to someone not affiliated with the
group; the person conducting the interview will not color
their questions or interpret the answer with their own sense
of what is right or wrong with the organization; the inter-
viewer can probe responses without reaction to them; the
interviewee need not censor a response to spare the inter-
viewer’s feelings; and the anonymity of the responses allows

the donors to be as honest as possible without immediately

committing themselves to give a specific amount. The sur-
vey report will not reveal who might give what amounts,
simply what donors as a group are able and willing to give.

There are people who will disagree with me on the
need for an objective survey. However, I have seen groups
get visions of sugar plums by using information gathered
from a survey they did themselves and, more important,
not get critical feedback that could have helped strengthen
the organization. Here is an example:

The development director of an organization sent a
written survey to donors asking about what would make
them give a large gift to an endowment. Many answers
came back with rather veiled references to “concern about

Typical Survey Questions for an Endowment Campaign Feasibility Study

YOUR INVOLVEMENT WITH THE ORGANIZATION

What is your relationship to the organization? (Check all that apply)
[ Donor (how many years? )
[ Board member or former board member (circle which)
[ Volunteer or former volunteer (circle which)
I Former staff
[ Friend of current board or staff member
[ Other (please specify):

How do you feel about the work of this group? (check one)
[ Very valuable [ Waste of money
[ Valuable 1 No opinion
[ Has some value [ Can't decide
[ Generally not valuable

Do you think the work of this group will be needed permanently?
(Please comment in addition to answering yes or no)
[ Yes:

I No:

YOUR GIVING TO ENDOWMENTS
Have you been asked to give to endowments before?
COYes [INo  [fyes, by what type of group? (e.g., university, religious,
arts, community foundation, social change):

Have you given to an endowment before?
CYes O No  [Ifyes, towhat type of group?

If yes, in what form was your gift?
[J Pledge over several years
[ Cash (including stocks or bonds)
[ Through an irrevocable planned gift
[ Property (art, real estate, coin collection)
[ Other:

Is any organization named as a beneficiary in your will?
OYes [ONo

Is this group named as a beneficiary in your will?
OYes [No

From what you know about this group, would you consider giving an
endowment gift? Please elaborate.

[J Possibly O Unlikely

[ Definitely I No

I Quite likely [J Need more information
Comments:

If you answered yes to the previous question, what size donation might
you consider:
[ More than $100,000
0 $25,000-99,000
[ $10,000-25,000

O Less than $1,000
1 Depends on goal
(1 Depends on other factors (please specify):

How would this gift be made?
O Through my will
I As a one-time donation

[ As a pledge over the next five years
[ Other:

ABOUT YOUR OTHER GIVING

Do you support other nonprofit organizations?
OYes [CONo  [fyes, please name some:

How many nonprofits do you make contributions to in one year?
Ol 02-5 0 6-10 O more than 10

What amount do you give most commonly?

O Less than $50 O Other:
0 $50-500 O No set amount
O $500-2500 [ Not sure

O $2,500-10,000

Approximately how much money do you give away in a year?
O Less than $1,000 O More than $25,000
[ $1,000-5,000 [ More than $100,000
0 $5,000-10,000 I Not sure
O $10,000—25,0000 I No set amount
O Other:

DO NOT SIGN YOUR SURVEY. Place it in the enclosed envelope.
Your answers will be tabulated with others to give us a picture of what those who are close to our organization think of our plan.
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leadership,” or “not sure all the leaders are competent,” or the
even more obtuse, “fundraising has become too important.”
While people seemed to favor the idea of an endowment,
overall the study showed that the organization was “not
ready,” but gave little indication of what that meant.

Since the development director and the executive
director both felt that the board was weak and the chair of
the board incompetent, they interpreted the survey to
show that the donors agreed with them. The development
director shared his findings with the board and in a fairly
diplomatic way suggested that board weakness was a
problem. Fortunately, the board (who had not been inter-
viewed because all agreed that the board was “in favor” of
the endowment campaign idea) decided to postpone the
campaign for a couple of years.

Two years later, a few new board members were able
to insist on a new study, this one done by an outsider. This
study revealed that the real problems were with the devel-
opment director himself. Donors felt he did not listen, that
his letters and reports were poorly done and embarrassing
to the agency. Several noted that he was a gossip, sharing
information that donors had given him in confidence and
revealing the identity of an anonymous donor. Some of
this information had been brought to the attention of the
director, who had merely reprimanded him. These organi-
zational problems became clear in an anonymous survey.

The Written Survey

Organizations using an outside consultant to conduct
their endowment feasibility survey can sometimes save
money by creating the survey questions they want the
consultant to ask. The consultant should have input into
the study, and the group should look for someone who has
done this kind of thing before, but there are standard
questions to ask and it is not necessary to pay someone to
think them up for you (see box).

You will always get more surveys back and have more
comparable and honest information if you give people
mostly multiple-choice questions, with answers expressed
as a range.

The Phone Survey

The written survey is sent to people who are close to
the group, but those who are closest to the group should
be interviewed on the phone. Most of the multiple-choice
or yes/no questions are the same on the phone as in the
written survey. In addition, the caller can ask other, more
open-ended questions, such as these:

¢ Do you think there is a clear case for an endowment
for this organization?

e What important facts must this organization commu-
nicate in order to succeed in raising an endowment?

» Would you be willing to influence others to partici-
pate financially in an endowment campaign for this
organization?

¢ Can you think of other people who should be inter-
viewed about this campaign?

e Are there major weaknesses you see in the organiza-
tion or any of the people involved in it that might
weaken an endowment campaign?

Obviously, you also want to ask about levels of sup-
port, as in the written survey. It is important that the
phone surveyor have good active listening skills and that
he or she be willing to ask questions for clarification with-
out conveying judgment about what the prospect is say-
ing. For example, to say, “It sounds like that incident made
you really angry,” shows that you heard the person but
don’t agree or disagree; voicing agreement by saying, “I
can see why you were so mad,” or questioning the
prospect’s judgment with, “No one else has expressed
anger about that. I wonder why it bugged you so much”
are not objective responses.

Who Should Be Surveyed

Everyone who is a “stakeholder,” that is, anyone with
a high degree of commitment to an organization, should
be surveyed. Stakeholders are people who care that the
group exists and have opinions about and some invest-
ment in its work. The biggest group of stakeholders is, of
course, people who give money or time; those who give
more of both, or have given one or both for many years,
should be surveyed by phone.

Ideally, all donors should be surveyed. If you have
thousands of donors, at least survey all donors giving $50
or more, and all donors giving any amount for more than
three years in a row. In addition, former staff and former
board may be sent a modified survey or phoned. Others
who have a relationship with the organization or whose
opinion about your campaign will be sought by others
should also get some form of the survey. These people
may include staff at foundations, corporations, and volun-
teers with the organization.

Some groups also survey clients and former clients,
politicians, vendors, and the like with questions about the
reputation of the group and to get a better sense of how
the group is perceived by others beyond the immediate
stakeholders. This is not necessary unless you have reason
to think that your donors’ and volunteers’ perceptions are
going to be significantly different from those in the rest of
the community.

How To Decide Whom To Phone
At least 15 people should be phoned, but usually not
more than 25. Your decision will depend in part on how
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may phone surveys you want to have to tally; your consul-
tant will help you with this. You can always decide to call
more people if your responses are wildly inconsistent or
you want to seek clarity on a particular point.

Definitely call donors giving the most money in terms
of size of gift, those who you know give significantly to
other groups and give generously to you but may not be
your largest donors, and those whose gifts are both large
and a stretch for them. Include a random sample of those
who have given consecutively for three years or more
regardless of the size of their gift. If there are people you
think would make endowment gifts or who have encour-
aged you to begin an endowment but do not fall into these
categories, interview them by phone as well.

Analyzing the Data

In doing this kind of simplified feasibility study, the
idea is to learn what you need without having too much
data to sort through. That’s why I recommend against
convening in-person focus groups and producing several
versions of your written survey.

The type of survey outlined here will reveal what
people who care about your group think of endowments,
whether they would give to one for your group, and in what
range. You will surface serious problems or misperceptions
about your group, and you will have a sense of what would
be good timing for beginning an endowment campaign.

You will also get sense of how much money your
donors give elsewhere and whether you have strong, loyal
donors for whom you are their top giving priority (which
is what you need for an endowment campaign).

What Other Groups Have Learned

Here are three examples of what grassroots groups
learned from their feasibility studies.

A social service organization serving twenty rural
southern counties learned that, while the organization was
well liked by people close to it, the balance of people
responding had no opinion. Many felt the organization
concentrated too specifically on local, topical issues rather
than seeking broader social impact. They questioned
whether the group needed an endowment to let it keep
fighting brushfires. Though nearly half felt the organiza-
tion’s programs were “outstanding” or “above average,”
the bulk of the other half replied, “Don’t know.” The
organization concluded from their study that they need to
be better known and understood before they can expect
people to give to an endowment.

A church in a decaying urban neighborhood, where
church members are increasingly drawn from outside the
immediate area, had embarked on a renovation program
and wanted to see how much money it could raise for an

endowment at the same time. The consultant interviewed
church members, foundation officials and nearby corpora-
tions that had funded social service projects housed at the
church. He learned that many in the congregation did not
agree with the scope of the renovation campaign and
would resist any increase in the campaign goal to accom-
modate an endowment. Others believed that the church
should not tie up money in an endowment that should be
used to feed, clothe, house, and take care of poor neigh-
bors. He recommended both rethinking the scale of the
renovation and not undertaking an endowment at that
time. Despite this negative assessment, the church went
ahead with both the renovation and endowment projects.
After three years, the group had been unable to raise more
than half their goal, leaving it without enough money to
complete the renovation or begin the endowment.

A community foundation wished to expand its endow-
ment by $1 million. The consultant discovered widespread
support of the foundation, with more than half the
respondents reporting that the foundation was already
named as a beneficiary in their will. Criticisms of the foun-
dation focused on donors’ desires to do more: “They have
asked me for the same gift three years in a row. While I am
grateful that they are not constantly asking for more, I
think they could be more assertive.” “They need to do
more planned giving education. I set up a charitable
remainder trust at my college, which I don’t care as much
about as this foundation, but the college showed me
exactly what to do and where to sign.” When the consul-
tant asked in phone interviews about the highest gift these
donors would consider to an endowment campaign, three
people said they would give $250,000, a few named
$100,000, and several suggested $50,000. These were
much higher than the foundation had expected. The con-
sultant concluded that the foundation should raise its
three-year goal for the endowment campaign to $3 mil-
lion. After one year, the group had raised $2 million.

CONCLUSION

Feasibility studies for an endowment can be extremely
valuable if they are done well, analyzed properly and
acted on judiciously. They should be undertaken by
groups not afraid of finding out what people think about
them and willing to correct misimpressions or fix prob-
lems. Groups determined to launch an endowment cam-
paign no matter what need not bother commissioning a
study. However, groups that do a feasibility study would
be well advised to heed its results. If an endowment cam-
paign is supported by the results of the study, finding will-

ing prospects should not be difficult.

KIM KLEIN IS THE PUBLISHER OF THE GRASSROOTS FUNDRAISING JOURNAL.
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More Money
i~ tHE Mailbox:
Eleven Tips for

Improving Your Mailings

or years, the response rate for direct mail fundraising
has been gradually declining, due in part to increasing
volume: more and more organizations sending more and
more mail. If you're not raising as much as you want
through the mailbox, consider the following ideas.
WARNING: These strategies require more time —
from the staff, board, and/or volunteers. However, the
time invested should more than pay for itself in higher
returns and larger gifts.

PERSONALIZE, PERSONALIZE, PERSONALIZE

1. Mail-merge letters to your top donors and prospects.
Rather than sending “Dear friend” letters, mail-merge
them so that each begins with the donor’s name, address,
and salutation. This is basic technology; if you have a
word processing program and a database, you can learn to
do this. It will take an hour or two to print the letters your-
self — rather than sending them to a commercial printer
— depending on the speed of your equipment.

If it feels too daunting to attempt this approach with
your entire list, identify your top 200 to 500 donors and
prospects and use this personalized approach with them.

2. Add hand-written notes. Scrawling personal notes in
the margins is a time-tested way to improve your results,
especially if the writer knows the donor. Novels or lyric
poetry are not required; a simple “Thanks for your support”
or “Thanks for considering a gift” should do the trick. The
content of the note is less important than the fact that
someone took the time to write a personal greeting.

This is a great strategy for involving board, staff, and
volunteers. Pass around the mail-merged letters and ask

BY ANDY ROBINSON

anyone who knows the recipient to add a note. The most
effective letters are covered with personal hand-written
messages from multiple friends and acquaintances.

3. Use Post-Its. For even better returns, write your
personal notes on brightly-colored Post-its (the adhesive
sticky notes) and affix them to the letter. These really
stand out.

4. Hand-address the envelopes. This is the only guaran-
teed way to get your mail opened. (Have you ever thrown
away a hand-addressed envelope without opening it?)
Again, you may be unable to do this for everyone, so
“segment the list” and give your best candidates a little
extra attention.

5. Use first-class stamps. If you have a choice, buy big,
fat, colorful ones. With a relatively small number of pieces
— again, we are talking about your top 200 to 500 donors
and prospects — the extra cost above the bulk mail rate
is marginal. Your returns will more than exceed the
additional $50 or $100 you pay for postage.

6. Customize “the ask” to the donor’s giving history.
Have your local print shop create a variety of response
cards that you can use with members and donors based on
their past giving: $25 and up, $50 and up, $100 and up, and
so on. Always include an option marked “other,” in case
they choose to give more or less than the check-off options.
As you collate the letters and stuff the envelopes, match
the response cards to the donors. Don’t send a $100 con-
tributor a response card that begins with a $25 check-off.

7. Include snapshots. These photos can relate to your
programs: childcare seminar, lobby day, guided hike,
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community meeting, and so on. They can also be personal:
the executive director’s new baby or your board picnic. If
you're in the middle of a capital campaign, consider send-
ing construction photographs that document the progress
of the building. If you're working to protect a special
landscape, take a picture of it.

Whenever possible, use action photos. These are
much more effective than shots of people sitting around a
table talking to each other.

You can get inexpensive bulk photographs at Price
Club or an equivalent place. It’s also possible to send
photos electronically, but somehow this feels less personal
that pulling a snapshot out of an envelope — an activity
that many of us associate with family and friends.

CREATE INCENTIVES TO BOOST GIVING

8. Identify challenge gifts. If you’ve ever listened to pub-
lic radio anywhere in the U.S., you know how this works:
“The Jones family will match every dollar we raise for the
next hour, up to a total of $2,500. If you want to double the
impact of your gift, please call now.” Many foundations and
government agencies also give grants on a matching basis,
and those grants can be matched by individual donors.

Challenges are perhaps the oldest trick in fundraising,
because they motivate your regular donors to make addi-
tional gifts and provide an incentive for new folks to join.
When I worked at Native Seeds/SEARCH, a regional
conservation group in Tucson, we used challenge grants
to begin and end a capital campaign for a new seed bank,
library, and grow-out garden. One of our foundation sup-
porters gave $20,000 on the condition that we raise an
equal amount from our members. We promoted this
challenge in our newsletter and sent two special mailings
to the entire membership requesting gifts for the match.
We also phoned selected donors. The result: $52,000 in
member contributions!

9. Reward top donors with more information. Create an
informal “insider” newsletter for major donors: what’s up
in the office, emerging issues, and so on. This can be
printed on a piece of letterhead or sent as an e-newsletter.
If you use paper, personalize it with a note or Post-it from
the executive director or board chair. The incentive: for a
larger gift, donors receive a more intimate perspective on
your issues, strategies, and challenges. Some groups send
these quarterly, though two per year is probably sufficient.

VARY THE FORMAT

10. Try sending the same appeal letter in both mail and
e-mail formats. If you collect e-mail addresses of your
donors — and you should — e-mail the letter, too. You
could send both formats simultaneously, or wait a week to

follow the physical letter with e-mail.

This approach would allow for an interesting test. It
would be easy to track the response rates from those who
receive just the mailed letter versus those who received it
via mail and e-mail.

11. Use photocopied news articles in your appeals.
In my experience, the most effective inserts are press
clippings about your work. Even if these stories are not
100 percent accurate or entirely flattering — the perfect
news article doesn’t exist — they add credibility to your
organization. Journalists also tend to write more suc-
cinctly than the rest of us. As a donor, I am more inclined
to read the newspaper article than the appeal letter itself,
and I suspect that my behavior is not unusual.

When implemented together, each of these strategies
is likely to improve your results. Taken together, they
could really boost your returns. Try them in combination

and watch what happens. Bl
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The Peloton Project:

/

How the Lance Armstrong Foundation

Builds a Broad Base of Individual Donors

BY MIKE KELLY

he Lance Armstrong Foundation was founded in 1997
by cycling champion Lance Armstrong. As a survivor of
cancer, Armstrong established the foundation to improve
cancer survivorship by providing the practical information
and tools necessary for people living with cancer. The
foundation believes that in a person’s battle with cancer,
knowledge is power and attitude is everything. The foun-
dation serves its mission through four core program areas:
education, advocacy, public health programs, and research.
The foundation’s financial health is grounded in its
major grassroots fundraising program, the Peloton Project.
The sale of more than 50 million yellow wristbands inscribed
with LIVESTRONG™ has made the Lance Armstrong
Foundation a household name. The Peloton Project
converts that recognition into substantial individual gifts.
This article describes the way the project works and what
has made it successful, and looks at activities that might
bring even greater success, should you decide to apply the
fundraising model described here for your own group.

ABOUT THE PELOTON PROJECT

Peloton (from French): the large main group in a cycling
road race. Like birds flying in formation, riders can save energy
by riding close behind one another.

The Peloton Project brings together a diverse group
of volunteers dedicated to furthering the causes of the

and the Lance Armstrong Foundation for letting us use it.

PUBLISHER’S NOTE: The following article by Mike Kelly is a slight departure from the kinds of articles
we generally publish in the Journal. He writes about the Peloton Project, a fundraising program of
the Lance Armstrong Foundation, which is a much larger nonprofit — and founded by a much more
famous person — than we normally feature. | met Mike last spring when he took a class | teach at
the University of California’s Haas School of Business. Mike told me that he is Lance Armstrong’s
stepbrother and also an avid cyclist. Mike’s life has been affected by both Lance’s cancer and by his
mother’s death from breast cancer. Mike immediately grasped the idea of building a broad base of
donors, and although few Journal subscribers have organizations with the name recognition of Lance
Armstrong, we can all attract far more donors than we think if we use teamwork and the name
recognition of each member of our team. This article is adapted from Mike's term paper; | thank him

—KK

four main program areas of the foundation. In 2004, 7,200
Peloton Project members representing all 50 states and 21
countries collected more than $5.6 million in donations
for the foundation.

More than five and a half million dollars is a consider-
able amount of money to be raised by any nonprofit orga-
nization; however, the foundation’s plans to advance its
mission are equally considerable. As cancer continues to
move from a disease of acute crisis and intervention to
one of maintenance for the survivors, the population of
survivors will grow steadily, increasing the demand for
services offered by organizations like the foundation.

How the Project Works

The mechanics of how the Peloton Project works are
fairly straightforward. Peloton Project members raise
funds and awareness for the foundation through personal
solicitation of donors. In return, the foundation rewards
members with various incentive prizes based on individual
fundraising levels achieved. Registered Peloton members
who raise a minimum of $150 can participate in the annual
Ride for the Roses Weekend in Austin, Texas. The Ride is
the cornerstone of the foundation’s donor acquisition
strategy. The weekend consists of a bike expo, cancer
screenings, survivorship panel conversation with Lance, and
culminates with a bike ride of various distances through
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the countryside around Austin. The Ride greatly increases
the visibility of the organization; thousands of people rid-
ing bikes through Austin definitely turns some heads,
attracts media attention, and in turn brings in new money.

Recruiting Members and Donors

Acquisition for the Peloton Project takes place on two
levels: first, new members are recruited to the project to
participate in activities that raise money for the founda-
tion. Then, those members solicit people they know for
donations to the foundation.

The foundation typically acquires new members of the
Peloton Project through efforts in its 14 geographic regions.
Each of the 14 regional “mentors” is encouraged to
increase membership in the Peloton Project through special
events and local advertising, all of which are supported by
the foundation. Examples of such events include a Peloton
Project booth at regional professional bike races, organized
amateur bike rides, Tour de France watching parties, din-
ners, golf tournaments, garage sales, and bike repair clinics
sponsored by local bike shops. Mentors are simply “super
volunteers” who rise to the tasks of leading a regional
effort. When a mentor decides to move on, he or she usu-
ally passes the torch to the next person interested in the job.

The foundation helps Peloton Project members to
secure donations from as many donors as possible through
personal solicitation by providing a fundraising kit on its
website, complete with sample solicitation letters, a letter
from Lance, sample thank-you notes, and fundraising ideas.

As Peloton Project members solicit donations, it is not
uncommon for those solicited to pass along information
about the project to other potential donors, creating a
multiplier effect. I was fortunate enough to have this
happen. After e-mailing my initial request for donations to
a list of my friends and family, I found that some of them
passed my e-mail on to several people I didn’t even know.
These people also gave, with the happy result that
I received donations above and beyond what I was expect-
ing. Donors can make their gifts on the foundation’s
website, or the project members can collect funds and
mail them to the foundation. All donations are tracked
against a Peloton Project member’s ID number.

As an incentive to its solicitors, the foundation offers
different “Jersey Levels” for the amount of funds raised. The
jerseys are symbolic of the different jerseys worn by leaders
of the Tour de France. For example, a yellow jersey is the
top prize and is awarded to any Peloton Project member who
raises $25,000 or more. Yellow Jersey winners receive paid
travel to the Ride for the Roses, a special dinner at the event,
various foundation-related merchandise, and a private group
bike ride with Lance. By late summer of 2005, 19 members
of the Peloton Project had achieved Yellow Jersey status.

Both membership in the Peloton Project and acquisition
of new donors made on behalf of Peloton Project mem-
bers has grown substantially over the past several years.

Retaining Members

The Peloton Project sends an automated thank-you
note electronically to all online donors. The electronic
thank you references the Peloton Project member for
whom the donation was made. A separate form letter
thank-you note is sent via regular mail to donors whose
donations are not made online. The thank-you note,
which is critical to retaining donors, is sent regardless of
the size of the donation.

The key to retaining donors to the Peloton Project is a
function of retaining Peloton Project members. Without
sustained membership in the Peloton Project, the founda-
tion stands to lose individual donors.

The foundation’s retention strategies are to send
periodic newsletters to all Peloton Project members,
highlighting various topics that pertain to the fundraising
activities of the Peloton Project and the foundation in
general. In addition, foundation merchandise such as
T-Shirts, mouse pads, buttons, and stickers are sent to
Peloton Project members throughout the year.

POSSIBILITIES FOR GREATER SUCCESS

There are possibilities in all three areas of fundraising
— acquisition, retention, and upgrading of donors — in
which the Peloton Project — or another like it — could
possibly generate even greater success.

First, the way the project acquires new project mem-
bers and, therefore, new donors, is limited to the time,
imagination, and efforts of the regional mentors. It’s
possible that a strategy that was more centralized at the
foundation’s national office could expand the growth of
project membership.

Second, current retention of donors may be ham-
pered by the lack of a more personalized way of thanking
donors. The current thank-you letter is fairly generic.
Through the use of some simple technology, the founda-
tion could allow each Peloton Project member to use
some of the personal information captured when a
donation is made online to create a more personalized
thank-you letter.

Like other pledge-raising programs, one of the limita-
tions of this model is that there is no contact between the
donors and the project itself. If someone drops off orisn’t
asked again, there is no chance for renewal. In cases like this,
where the project does capture personal information about
each donor, it might want to initiate further contact beyond
the thank you, such as occasional direct-mail appeals, or
reaching out to donors who lapse for whatever reason.
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Third — and this is perhaps the area where the Pelo-
ton Project could use the most improvement — the pro-
ject has not put enough energy into upgrading donations.
The overall annual fundraising efforts of the project have
grown each year, but recordkeeping does not allow the
project to know if previous donors have pledged higher
gift amounts. Since the real key to establishing a consistent
donor base is asking existing donors to contribute more
than they did the prior year and to become “thoughtful”
donors over time, a benefits program similar to the “Jersey
Level” that establishes the benefits for Peloton Project
members who raise significant amounts of funds need to
be put in place for individual donors.

There are two more major problems with the
fundraising activities of the Peloton Project. First, rewards
for donations are limited to the Ride for the Roses event,
which only occurs once each year. More donors would
likely participate if the Ride for the Roses event occurred
in more than one city (presently, Austin), and if events
were spread across several months. “Franchising” the
event to a number of cities around the country would give
far more people a chance to ride, which would likely
increase donor incentive greatly.

Second, donors are not presented with an option to
donate on a recurring basis. The project plans to explore
the possibilities of online, periodic credit or debit card
donations using readily available and easy-to-implement
technology. Such an electronic pledge drive would spread
donations throughout the year, allowing donors to poten-
tially donate more than they would for a one-time pay-
ment. This simple option could help upgrade current

donations significantly.

MIKE KELLY, A STUDENT AT THE UNIVERSITY OF CALIFORNIA, BERKELEY
HAAS SCHOOL OF BUSINESS IS AN ACTIVE MEMBER OF THE LANCE
ARMSTRONG FOUNDATION PELOTON PROJECT. FOR HIS DAY JOB, HE
WORKS IN THE OFFICE OF THE CEO AT THE SOFTWARE COMPANY SAP.
HE CAN BE REACHED AT MIKE@MIKEKELLY.NET.

want more useful
fundraising information?
order DAck iSSUES of the

Grassroots Fundraising Journal

You’ll Find helpful articles on: Specific fundraising strategies that
will help you raise more money * How to encourage your board of
directors to become fundraisers * How to ask for money from
individual donors, and keep them giving ... and much more

Vol.24 #4

« The Value of a Nest Egg: Starting an Endowment

« Prepare and Manage a Special Events Campaign Budget
- Early Focus on Membership Brings Stability:

Vol.23 #5
« Designing Effective Surveys

- The Fundraising Letter

- Organizing & Fundraising: Sisters in the Struggle

Grassroots
Fundraising

Vol.23 #4
+ How to Run a Successful Volunteer Phonebank

« Fundraising from Corporations: Old & New Approaches
« The Effect of an Election on Fundraising

Journal
=2 :
il e _J;/

Rang

| Grassroots

Vol.23 #1
« Using E-mail for Fundraising
« Viral Fundraising: In the News and On the Net

« The Ten Most Important Things You Can Know
About Fundraising

For a complete list of available back issues visit us online at

www.grassrootsfundraising.org

GETTING MAJOR GIFTS

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

$12 each
T0 ORDER, VISIT 0UR WEBSITE AT WWW.Erassrootsfundraising.org or cawt our ou-rree numser: 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
stays on track in these 10 how-to articles.

GRASSROOTS FUNDRAISING JOURNAL -

WWW.GRASSROOTSFUNDRAISING.ORG



ETAPESTRY IS THE LEADING PROVIDER OF WEB-BASED FUNDRAISING SOFTWARE
It tracks donors, prospects or alumni while managing gifts, pledges and payments.

In its full form, eTapestry adds contact management, email, ecommerce, event
registration and advanced executive analysis. As an Internet application, eTapestry
can be accessed from any location. In addition, all backups, maintenance,
and upgrades are included. eTapestry is used by over 3000 nonprofits
and is ideal for organizations of all types and sizes.

Revolutionizing the Charity World via Technology and Service
Visit www.etapestry.com or call (888) 739-3827

GRANTS DO EXIST. FUNDING SEARCH FINDS THEM FOR YOU.
Contact the RIGHT funder « 78,000+ funders investigated
20 years non-profit experience « Search includes free consulting
Customized report saves you time + Affordable searches from $195

www.fundingsearch.com < 707.823.2927 or nonprofitl@aol.com
The Non-Profit Assistance Group

FREE PARTNERS FOR PHILANTHROPY FUND RAISING PROGRAM
FOR NON PROFIT ORGANIZATIONS
What are some of the benefits?

Free website, member sign ups & online donations « No administrative support required
Grow your organization with stability  Create recurring monthly income
Member of the Association of Fundraising Professionals &

National committee on Planned giving
Go to: www.fundraising4npos.com and click on the Partners for Philanthropy logo.

Affordable,

easy-to-use

fundraising
software!

DonorPerfect.

Fundraising Software

Thousands of nonprofits achieve amazing
results with DonorPerfect. Find out how
you can use its saphisticated,

powerful tools to meet your

development goals.

sl 800.220-8111 .4

FREE www.donorperfect.com,/dp1

Demo CD! -
GROW FUNDRAISING SUCCESS!

Online and
PC/Network

DBizzavwwo’

Senefit Cudlions

If your organization is planning a
fundraising event and live auction,
Bizzarro’s Auctions will provide the services
of a professional auction team for your event.

We participate in more than a hundred
auctions per year and schedule our events
on a first come, first served basis.
Please call for more information.

650-363-8055
www.bizzarrosauctions.com

2581 Spring Street « Redwood City, CA 94063
fax 650.363.8057 + email bizzarros@earthlink.net

A PRACTICAL AND' INSPIRATIONAL
GUIDE TO GRASSROOTS ACTIVISM

“As an expert organizer,
Senator Paul Wellstone
empowered ordinary
people to do things they
never thought possible,
and in turn they work
with others to do the

same, the Wellstone way.

P \‘Xz‘ ay This book is  great tool

for progressive-minded
people to learn how to
take action in their
communities and win.”

—ROBERT REDFORD

paperback ISBN 0-8166-4665-1

Politi

Progressive Candidates
and Win on Issues

Wellstone Action!

UNIVERSITY OF MINNESOTA PRESS
Available at better hr;ii’:'(nsmres or to order call 773-702-7000
i b S\! www. upress.umn.edy

The Grassroots Institute for
Fundraising Training (GIFT) presents

our NEW VIDEOQ & DVD

READY, SET, RAISE!

Do you want to learn how to build a
broad base of donors and achieve
financial stability in your organization?

YOU CAN with READY, SET, RAISE!

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!

ORDER YOURS TODAY FOR ONLY $100 BY GOING T0 OUR WEBSITE

www.grassrootsinstitute.org
or cALLING our oFFicE AT 303-495-6361

m NOVEMBER/DECEMBER 2005




TECHNOLOGY |

Are you reaching your
fundraising goals?

Imagine a software program that allows you
to easily track donors, volunteers, plan
events, and do moves management grassrools

effectively and at one amazingly low cost. organizations,

Think it doesn't exist?
Think again.

MissionAssist

¢ All inclusive — no additional modules to buy o Secure

o Fully customizable
» Easy payment plans available

Call 1-888-722-2033 for your
free trial today!

DONOR x
STRATEGIES )
INC
www.donorstrategies.com

High Performance Fundraising

Built for

by grassroots

Jundraisers

® Easy to use

DonorMax™ offers powerful, web-based

data management with built in communi-
- szl cation tools. Build an online community
¢ Customized with interactive emails and web forms.
¢ Affordable Expand your network with Tell-A-Friend.

Manage events, volunteers and more.

Find out how progressive organizations

Jedatank

TECHNOLOGY FOR CHANGE™

across the country use our technology

1.877-603-0296 for change at www.thedatabank.com.
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Free Demo — Visit us online or call today!
www.FundRaiserSoftware.com * InfoGFJ@FundRaiserSoftware.com
800-880-3454 (US/Canada)
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elapestry is designed to make fundraising more efficient. Our online format allows you to Vi

adjust the features you need over time so you'e 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.  888.739.3827  www.etapestry.com
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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 <
CONSULTTN 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.
1125 McKinley Avenue, Oakland, CA 94610 = phone & fax: (510) 839-1375
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

MLM|

mary louise mussoline

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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Practical fundraising for
practically everybody.

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

Written for volunteers, board members, activists
(and anyone else who needs to raise money), The
Accidental Fundraiser is a how-to resource that
guides you through the process of raising money
from your community. The book describes how to
carry out eleven proven fundraising strategies
(from house parties to bowl-a-thons) with step-by-
step instructions, worksheets, sample letters and
forms. Fundraising has never been so easy!

Price: $19.95 (For a 20% discount, use code
JBNPD when ordering). To Order, please call
1-800-956-7739 or visit www.josseybass.com

JOSSEY-BASS
An Imprint of

F)WILEY

Grassroots o

Fundraising "PAID
Journal
3781 Broadway - Oakland, CA 94611



