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Current Patternsfor Giftsand Givers

» Giving begets giving. Giving primarily is
responsive.

* People seldomgive serious sumswithout be-
ing asked to do so directly. Thisprinciple
holdsevenfor trusteesand all othersat thevery
heart of the cause.

* People give because people at their own or a
higher level ask them to give, usually more
thoughtfully when asked with good reasons,
more proportionately when the giving require-
ments are explained—and the solicitor himself
has hel ped set the standards—and more regu-
larly and dependably when the contact isper-
sonal and influential.

Peopletendto beresponsibletothedollar amount

sought from them and seldom register any con-
cern about being givenahigh evaluation. For ex-
ample, being told they are thought by their peers
to be among the top 10% of the entire prospect
list, givers often will give more than they had
intended to give. Thelessonto belearned here
isthe thoughtful solicitor always should aim high.

» Givingisprompted emotionally and then ra-
tionally.

* Giving tendsto favor round numbers.

* Giverstend to follow old habits and patterns.

» “Tax talk” may facilitate giving, but seldomis
aprimemover. Don’t depend on it.

* Giving needs an atmosphere of optimism and
hope.

 Thereisplenty of roomfor improvementinthe
sums given today.

» Thekey to organized fundraising isthoughtful
and proportionate giving.

* The best way to raise money isto ask for it
directly with boldness and confidence.

Campaign Procedures:
Before, During and After

What you do ahead of time is what counts the
most. Thegoalssoughtinapre-campaigninves-
tigation are to

* |dentify the power structure, the very top men
and women who must make things happen.
* Locate desirable |eadership, as opposed to

easi|y available peoplewho can sing and cheer
but have neither the right status nor the right
rel ationships.

 Spot dependabl ewor ker sand committeemem-
bers for recommended choice and appointment.

 Learn as much as possible about probable
levels of support and sources of big money.

All thesefindingsshould be put inwriting—visit
by visit—cross-indexed and dated.

Six things belong in every fundraising plan:

1. Develop a case statement for fundraising in
the form of asummary. The case should ex-
plain the program and fundraising goals, and
constitute an official basefor al further com-
ments.

2. Theplanshouldindicatethebasic structureof
the campaign in terms of identification, lines
of authority and committee organization.

3. It should state the requirementsin terms of
volunteer and paid personnel, card and list
systems, office headquarters, campaign liter-
ature and necessary equipment.

4. It should lay out standards for giving in the
form of tables indicating needed numbers of
giftsof varying amountsand specify thework-
ings of a practical quota system by which the
job of solicitation can be brokeninto manage-
able units.

5. The plan must have atimetable.
6. The plan should have an approved expense
budget.



Once guidelines are devel oped, the next pre-
campaign moveisinvolvement. Themajor point
to be stressed here is people seldom are moti-
vated by information alone. They are motivated
best by involvement.

Deter mination of the Case

The basic document for the purpose of the
campaign has come to be knows as the “ case
statement.”

This is the one definitive piece of the cam-
paign which tells the story, answers the impor-
tant questions, reviewsthear gumentsfor support
and explains the plan for raising money.

It shows how gifts may be made and who the
people are who vouch for the project and will
giveit leadership and direction.

The case for fundraising should take into
account what has been said about people, causes
and giving. It should aim high, provide perspec-
tive, arouse a sense of history and continuity,
convey a feeling of importance, relevance and
urgency and havewhatever isneededtowarmthe
heart and stir the mind.

The Crucial Role of L eadership

For sheer importance, leadership belongs in
first place, but the case for fundraising usually
winsthat spot simply because you need the best
possible case in order to enlist the best possible
leadership. If thereisany onething you haveto
have in a successful campaign, it is exciting
leadership.

Top campaign leadership should be found in
the “family.” In fact, one fair and good way to
measure any organization isto seewhether it has

onitsboard of directors—closetotheheart of the
organization—a man or woman who has what
leadership takes. If not, some real institutional
shuffling should beinorder. Every causeshould
hopeto enlist campaign |eadership of the highest
distinction.

It should be noted here, retired individuals
usually are bad risks for effective leadership.
Perhaps because their influence tends to wane
with retirement and loss of leverage. But more
likely because older men also are apt to havelost
their zeal for thelong hour and hard swing of the
fundraising campaign.

The courtship of high leadership seldom is
easy. Theseindividuals always are “too busy.”
But finding and nurturing such leadership—and
bei ng content with nothingless—constitutesfund-
raising’s greatest art of all.

Setting Standards of Giving

First, all organized fundraising must have an
analysis of thetotal potential interms of careful
rating for the best of individual prospects and
then, based on the planning study, a system of
quotas. Otherwise, you cannot establish the
proper goal, you can’'t break down the total goal
into local targets and no solicitor or giver will
know what the gift requirements are.

All campaign goals need a cushion. Prudence
indicates the campaign goal should total some-
thing more than the publicly stated goa—prefer-
ably as much as 120% more—or as much as the
traffic will bear.

Withinthelimitsof practical operation, people
should be told not how much they should give,
but how much they will want to give or what
others at their level are giving presently.

Among habitual givers, half tend to come up
with the same amount they gave the previous
year, around 15% tend to give less, there usually
isadependable 10% of new givers or those who
have lapsed and come home again, plus about
25% who give more than they gave the previous
year.

Another test of an organization's campaign
goal is to determine how much the governing
board will give. Thisiscoming to be known as
the “trustee nucleusfund.” Generally, the trust-
ees should assume 10% to 15% of the goal and,
in smaller campaigns, much more than that.

Just asimportant as the percentage of the goal
to be assumed by the governing board, thereally
vital consideration isthe members unanimity of
response at an obviously sacrificial level of giv-
ing. Board membersmust bewilling to solicit as
well as give.

Themajor problemsinafundraisingcampaign
usually can be identified under three major cat-
egories—case, leadership and procedure. An-
other areaof concerniscampaign staff. Themost
effectiveinvestment for any campaignis toseta
high enough salary scale to get first class help.
Onetop staff person isworth at |east three bum-
blersand costs alot lessin more ways than one.

Developing Organization

Themost important element inanorganization
isinfluence. The other major element is action.
The best way to get influence in any kind of
campaign organization is to seek out the power
structure of the community. Everywhere, in al
communities, thepower structurecomprises four
Separate groups.



1. Thosewho haveinherited bothwealthandtra-
dition of public service,

2. the newly rich and newly powerful,
. the top executives of key corporations and

4. what may bereferred to asthe men/women of

“social significance.”

Theseindividual sarepresentinevery commu-
nity. They conform to similar standards, follow
and respect patterns of habitual success, patron-
ize the same resorts and very likely know one
another. They have the influence, and their ac-
tions—and good management by the organiza-
tion’' s staff—can produce the desired action and
results.

Organizations would do well to have one per-
son on staff who specializesin the geneology of
thegeographicarea spower structure. Inasmuch
as there is a considerable amount of intermar-
riage at upper socioeconomic levels, it can be
vital to the organization to know these interrela
tionships. The power structure leads to quality
and influence and in neither of these respectsis
sheer numbers of volunteers of significant im-
portance.

Lenin’'s advice, “reduce the membership and
strengthen the party” isdirectly applicableto the
executive side of organized fundraising and de-
velopment. So isthe dictum “ the ways of effec-
tive voluntary organization seldom are the ways
of democracy.” You don't elect people for this
kind of work, you choose them.

w

Solicitation

When soliciting funds for a particular cause,
it's best not to ask for money. It is better to ask
for anew laboratory, better dormitory, new piece
of equipment, etc. My ownway of puttingitisno
one ever buys a Buick just because General
Motors needs the money.

What it all boilsdowntoisthis—never ask for
money until you have sold the program, and
never tell the prospective donor what to do or
howmuchtogive. Alwayscontent yourself with
the expression of hope that he/she might give at
such alevel.

Insuggestingsuchagiftlevel,aimhigh. When
your prospect makes a commitment, regardless
of thelevel, the next immediate question is “for
three years?’

Solicitation should proceed from the inside
out, starting with the board of directorsand the
ingtitution’s “ family,” then spreading outward,
always starting locally with the top group, al-
ways remembering fundraising is subject to the
law of diminishing returns—the wider the pe-
riphery, the less the effect, the smaller the gift,
the higher the cost.

Solicitation also should be conducted at the
same or higher level. The solicitor should be a
giver whose own giving standards and placein
the community are commensurate with the goals
he/she seeks and the people he/she sees.

Communication and Publicity

Information alone yields little or no action.
Publicity does set the stage. It does state the
message and lets everyone know from time to
time our cause still isthere.

Publicity hasfour chief rolesin fundraising—
announcement, general explanation, reporting of
eventsand progress, and providing conversation
pieces for organization advocates.

Most people “skim” more than they actually
read. Thewritten messageshouldbekept straight
and simple. It should be easy to read with short
sentences and short paragraphs.

Direct Mail

The key here is personalization.

L etters should be personalized in every pos-
sible way and never considered as something
preferable to eyeball-to-eyeball contact. Copies
should look and read like a personal letter.

The right sequence still isthe classic order of
attention, interest, confidence, desireand action.
Hopefully, the “P.S.” is reserved for the best
medicine of all—emphasizing what the letter-
writer him/herself has done and what he/she
hopes the friend will do to help.

If possible, direct mail timing should tie in
with current publicity. And whatever else, the
letter should contain alast paragraph asking for
something specific, preferably in terms of pro-
gram and services.



Campaign Costs

You can not raise money without spending
money. Annual campaignsrunning for lessthan
10% to 15% have al the cost responsibility
anyone has aright to expect.

People seldom ask about costsand it isapoor
practiceto raisetheissue by bragging about how
low costsare. Moreoftenthannot, organizations
do not spend adequate money on fundraising.

Every campaign should have a budget. The
budget should be areflection of plansand goals.

No ethical or reputablefundraising organiza-
tion, development officer or fundraising counsel
ever does business on a commission percentage
basis. All fundraising schemes designed on a
“remit or return basis’ for unsolicited merchan-
dise either areillegal and/or unethical.

Special Events

Special events are like raisins in rice pud-
ding—many people like them. However, they
take the time and talent of many fine people,
though they may give your cause some newspa
per publicity. Perhaps some people may even
becomeinterested inyour program. But grant all
thisand more, thefact remains special eventsdo
little or nothing for thoughtful or proportionate
givingand almost alwaysarecarried out at shock-
ingly high costs—both in terms of dollars spent
and staff and volunteer time used.

Fifty percent costs are more usua than rare,
and many special events have costs running
higher than that. It is the cost of these events
which trouble the more thoughtful fundraisers.

Memorial campaigns hardly ever obtain gifts
which would do any more than buy flowers.

Programs always should be promoted ahead

of fundraising. Y oumust sell your opportunities
and not your deficiencies, never forgetting the
public gives money to promising programs and
not to needy institutions. A strong case leads to
strong fundraising.

Never fear pressure; seek it out and useitin
full and cheerful measure. Without leverage,
nothing will move—and your campaign will
languish and die.

National Health Agencies

Most have three functions—research, edu-
cation and some sort of service to patients and
their families. Both for effective programs and
fundraising, national health agencies need sub
stantial power andinfluential representation. Few,
indeed, have this.

Herein lies their common dilemmainrais-
ing money. They either must try to raise their
ownfundsor gaininclusioninfederated appeals.
Foundationsgenerally are not interested in these
annual and supposedly popular causes. Thelarge
corporations learn to give amost exclusively
through local influence.

Special events and telethons can get publi-
city but don’t raise much money on a net return
basis. Turning to federated fundraising, the na-
tional heath agencies can obtain a welcome
degree of financial security but rarely any rapid
growth in programs, because of the general lack
of power and influencewithinthenational health
agencies.

Real fundraising campaigns among health
agencies have been replaced by collections
largely depending on a mass response, with all
that means in terms of personal significance to
theindividual, dramatization by symbols, slo-

gans and poster pictures.

Health agency appeals seem to do best when
they stress the universal danger, but at the same
timeshow proof progressisbeing madeand hope
is getting brighter. 1n essence, they observe an
ancient ruleof human persuasi on—giving people
something to look forward to.

The common problems of health agencies
such as over-reliance on publicity, lack of influ-
ential leadership, etc., tend to promote low stan-
dards of giving and higher fundraising costs.

L eadership

A fina word on leadership. Every good
fundraising operation needstwo kinds of leader-
ship—thedynamic influential laymanwho leads
and the competent staff per son who managesand
Serves.

Let it never be forgotten, leadership in itself
always is the key factor in successful fundrais-
ing—whatever the cause—whatever the scope of
the campaign.

Just asit is crucial to recruit the most influ-
ential and dynamic lay leadership, so too it is
important to remember cheap help is the most
expensive help and the best investment any
organization can make at almost any price is
an investment in top staff—people with inte-
grity, stability, loyalty, competency and
common sense. [



