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Start Where You Are – Move to Where You Want to Be:  A Short Quiz



Yes
No
1. Do you have an organized annual fund (solicit gifts annually)?
(
(


(yes = 1 point)


2. Do you use personal solicitation to raise funds rather than 

(
(

just mail appeals?  (yes = 2 points)


3. Do you have a “Friends of the Library” type group with 

(
(

fundraising as one of its purposes?  (yes = 2 points)


4. Do you provide timely and thoughtful thank you notes or

(
(

letters to your donors?  (yes = 2 points)


5. Do you know why your donors support you?  

(
(

(yes = 2 points)


6. Is there a full time staff person responsible only for 

(
(

fundraising?  (yes = 3 points)


7. Do you typically reach your annual fundraising goal? 

(
(

(yes = 2 points)


8. Have you ever completed a capital fundraising campaign? 

(
(

(yes = 3 points)


9. Do you have an intentional organized program to encourage

(
(

gifts from estate plan commitments?  (yes = 4 points)


10. Do you have goals established for raising endowment 

(
(

funds?  (yes = 3 points)


11. Do you wish you could answer “yes” to more of these 

(
(

questions?  (yes = 0 points)

Total your score for “yes” answers:  _________

        0  -   6 points:  You are “getting started”  

        7 – 13 points:  You can “take it to the next level”

      14  - 24 points:  You are “at the top”

For our discussion today:


Capital projects: 



    bricks and mortar (new construction, renovation, expansion)

          major equipment purchases ($25,000+ range)


Non-capital projects: 


    special events (golf tourneys, book sales, etc.)

          targeted needs (small equipment, special collections, subscriptions, etc.)


    annual fund activities (personal visits, direct mail, some events) 

          endowment growth activities (heritage society, personal visits, direct mail)

Choosing non-capital projects in which to invest time:


When arranged in order of time invested to dollars raised, non-capital projects are generally reversed from the order above.  Endowment activities raise the most dollars over time, annual fund activities pay off every year and build fundraising capacity for capital campaigns and other efforts, target need fundraising is limited in time and donor interest and special events generally raise insignificant dollars for the time invested by staff.

Establishing goals for non-capital projects:


Establishing goals is never easy, but some guidelines might be used for each category.


Endowment Growth:

Set a modest goal for a 2-3 year period if starting with a minimal endowment, i.e. “$100,000 in current and deferred commitments by December 31, 2009,” “15 members in our Heritage Society by July 4, 2009,” etc.

Set a goal of increasing the endowment by 4-5% annually if you have an established endowment.

Consider finding a donor to provide a challenge gift to be matched dollar for dollar in a reasonable amount of time. 


Annual Fund:

If you currently have an annual fund effort, set a realistic goal based on an average of the past 3-5 year totals, or based on a review of individual donor prospects that have the ability to make significant gifts, or based on the amount needed to continue operations at the current level (not the best method).

Increase your goal each year, or every two years, by at least 4% per year to counteract the effects of inflation. 

Targeted Needs:


Set a goal based on the identified need, i.e. “$7,800 is needed to purchase a computer based remedial math system,” “$200 will purchase an annual subscription to the NY Times,” “$300 will purchase a classic movie series in DVD format,” etc.


Special Events: 



Set a goal based on the amount of staff time needed to plan and conduct the event.  One benchmark used is $100 per hour of staff time needed.  For example, if an event takes 20 hours of staff time to plan, coordinate and implement, then the event should clear $2,000 after all expenses.  You may want to set a per hour goal for volunteer hours spent on the event also.


Some fundraising special events may be done primarily for public relations, marketing and/or public service reasons.  These events should not be thought of as fundraising activities.

Fundraising Basics—A Quick Review:

· Relationship is the key to successful fund raising.

· Know your donors—do not take them for granted.
· A mutual exchange of value(s) takes place when you receive a gift.

· Make an offer before you ask.

· Ask for the gift.

· Thank the donor/prospect for their gift or their consideration.

· Never stop relating.
Remember:

People give…

… because they are asked by someone they trust;

… to organizations that promote their values;

… when they perceive a benefit, directly or indirectly.

Your role is to enhance or build relationships between potential contributors and your organization, and then move them to a decision about their gift.

	 
	Annual Fund Gift
	Capital Campaign
	Endowment Gifts

	Purpose
	 
	 
	 

	
	Operational Needs
	  Buildings, Equipment & Endowment
	Primarily Endowment

	
	 
	 
	 

	Gift Type
	 
	 
	 

	
	Regular
	From time to time
	Generally Once-in-a-Lifetime 

	
	 
	 
	 

	
	
	 
	 

	Characteristics
	 
	 
	 

	
	Frequently Given
	  Infrequently Given
	May Involve Combination of

	
	 
	
	       Giving Methods, Often Deferred

	
	Frequently Asked For
	  Infrequently Asked For
	 

	
	
	 
	Decision Becomes Increasingly Emotional 

	
	Decision Made Quickly
	  Decision Becomes Emotional-takes   
     longer
	    Receives Professional Input from Others

	Strategy
	 
	 
	 

	
	Market the Mission
	Focus on Select Audience (Financial
	Total Commitment to Institution's Mission

	
	
	       Capability & Interest & Involvement)
	 

	
	Seek Board Based Support and
	
	Educate Prospects Regarding Planned 

	
	    Peer Involvement
	Foster Stronger Personal Relationship
	     Giving 

	
	
	 
	 

	
	Begin Lifelong Relationship
	Leverage Association of Staff, Partners,
	Create Bonding Relationship

	
	
	        Volunteers
	 

	 
	Acquire, Renew, Upgrade, Repeat
	 
	 

	
	             ASK             CULTIVATE
        
	              ASK                   CULTIVATE
          
	               ASK                          CULTIVATE
        

	      Methods
	Direct Mail
	Regular Cultivation
	Personal Solicitation (a number of contacts)

	
	
	 
	 

	
	Mass marketing
	Personal Solicitation (several contacts)
	Special Events (for involvement and cultivation

	
	
	 
	 

	
	Personal Solicitation of Prospects
	Special Events (to focus attention and
	 

	
	 
	       cultivation)
	 

	Recognitions
	 
	 
	 

	
	Giving Clubs
	Naming Opportunities
	Heritage Club

	
	
	 
	 

	
	Plaques
	Lifetime Giving Recognition
	Naming Opportunities

	
	 
	 
	 

	
	 
	 
	Lifetime Giving Recognitions


PROSPECT EVALUATION GRID


	Unlikely

Prospect

1/9
	
	
	
	
	
	
	
	9/9

Ideal Prospects

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	Target Prospect

5/5
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	





Consider having a volunteer fundraising advisory group:

ROLE OF THE DEVELOPMENT COMMITTEE MEMBER

The principal function of the Development Committee is resource development for the organization.  Committee Members will be asked to provide advice and counsel about fund raising issues, as well as to personally solicit prospects for their financial support.

To ensure the success of the fund raising efforts, Committee Members are asked to:

(
Attend meetings, either in person or by telephone.

(
Participate in the discussion of issues before the Committee and to express their views.

(
Suggest potential donors and recommend a solicitation approach.

(
Assist with the solicitation of prospects.

(
Provide their own financial support.

(
Serve as an advocate for the organization within their sphere of influence.

Committee Members are encouraged to offer advice and counsel, drawn from their field(s) of expertise.

Elements of Fundraising Success:

1. Established, quality organization

2. Balanced, committed, respected board

3. Past fundraising success

4. Compelling needs

5. An articulated case

6. Informed donors and prospects

7. Relationship-oriented, trusted, respected fundraising staff

8. Involved volunteers

9. Significant leadership gifts

10. Appropriate goal and timeline

SUGGESTIONS FOR A FUNDRAISER’S LIBRARY

Achieving Excellence in Fund Raising by Henry A. Rosso and Associates (Jossey-Bass Publishers, 1991)

The Artful Journey:  Cultivating and Soliciting the Major Gift by William T. Sturtevant (Bonus Books, 1997)

The Art of Planned Giving:  Understanding Donors and the Culture of Giving by Douglas White (John Wiley & Sons, 1998)

Conducting a Successful Capital Campaign by Kent E. Dove (Jossey-Bass Publishers, 2nd edition, 2000

Growing Givers’ Hearts:  Treating Fundraising as Ministry by Thomas Jeavons and Rebekah Burch Basinger (Jossey-Bass Publishers, 2000)

The Millionaire Next Door by Thomas Stanley and William Danko (Simon and Schuster, 1996)




                  Name                                                                       Ranking (total of both numbers)





High





High





Financial Capacity Rating





1-2  Unknown/Uncertain


3     Annual projected gifts of $150


4     Annual projected gifts of $200-250


5     Annual projected gifts of $300-500


6     Annual projected gifts of $600-750


7     Annual projected gifts of $750-1,000


8     Annual projected gifts of $1,000-4,000


9     Annual projected gifts of $5,000+
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Ranking for Major Gift


(total of both numbers)


2-6	Very Poor Prospect


Marginal


Fair


Good


Very Good


17-18	A Superb Prospect!
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Current Interest/Involvement Rating





1	Not on mailing list


2-3	Some identification


Has demonstrated some interest


Has been involved


8-9	Heavily involved or significant record of giving	





Financial Capability





Financial Capability
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