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introduction

Principled Fundraising 101’s typical student:

• Is a fundraising volunteer or professional in the United States.
• Works in a small fundraising shop with few mentors or
role models.
• Wants to validate her/his knowledge of fundraising or is new to
fundraising and wants to learn the basic principles of fundraising.

What you can learn from Fundraising 101

• Sources of funds for nonproﬁts.
• Why people give.
• How to ask for a donation.
• What to do after you receive the gift.

Additional resources found at the end of this book

• Footnotes and Resources.
• Glossary of Fundraising Terms.
• Certiﬁcate of Completion.

Background:
Nonproﬁt Organizations in the United States 1,2,3,4

There are more than 800,000 nonproﬁt organizations registered with the Internal Revenue Service. These charities are
sometimes known by the section of IRS Code that covers them:
501(c)3. Approximately 60% of those charities are not required
to submit annual reports to the IRS, many because they are religious in nature or have gross receipts under $25,000. The other
nearly 40% report to the IRS on Form 990. Information from
these reports gives us overall statistics for the nonproﬁt sector.
As a group, these reporting organizations receive nearly threequarters of their funding from fees they charge for their services.
Private contributions — donations from individuals, foundations, and corporations — account for nearly 15% of their
funding. Approximately 10% comes from government grants.
Small amounts from investment income and other sources make
up the balance.
Private contributions in 2005 totaled more than $260 billion.
Individuals gave most of that — about 76%. An additional 7%
4
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came in the form of bequests from individuals. Foundations and
corporations account for the remaining amount.

Origin of the Principles

In the early 1980s I was invited to teach a fundraising course at
a California community college. I based the course on what I
considered to be the most important principles of fundraising. I
called them the three axioms of fundraising.
• Ask.
• Ask for the right amount.
• People give to people.
Over the next decade, I added to the list of axioms. A list
of eight axioms has been included in the Fundamentals of
Fundraising course which I have taught at San José State
University5 for several years. The course — and several others
on fundraising which I also teach — is offered in a nonproﬁt
management program.
These are the eight axioms of fundraising that are part of the
Fundamentals of Fundraising curriculum.
• Ask.
• Ask for the right amount for the right project.
• People give to people.
• See viewpoints other than those of your organization.
• Never have the attitude that “they” owe us something.
• Be a good manager. Keep impeccable records and use them.
• Be accountable — be a good steward of the funds donated to
your organization.
• Say thank you properly and promptly.

Principled Fundraising Moves Online

Feedback from students in my classes inspired me to develop
a basics-of-fundraising curriculum to share freely with anyone
with a desire to learn fundraising.
Several students told me, “I wish I’d had this information when
I started fundraising.”

5
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A student who worked in the accounting ofﬁce at a nonproﬁt
said, “Now I know what they do in the development (fundraising) ofﬁce.”
Another student confessed, “I’m going to send the handouts to
my sister. There’s nothing like this where she lives.”
A web search found tons of information about fundraising and
numerous training courses to take online, on the phone, or in a
classroom. I found no downloadable do-it-yourself fundraising
training courses.
I decided to ﬁll the gap.
I’d always liked the concept of the axioms of fundraising, and
decided to review all of the curriculum I’ve taught over the
years to develop a more comprehensive list of rules. I looked
through course materials on fundraising fundamentals, major
gifts, direct mail, annual campaign, donor and funder research,
proposal writing, and capital campaigns.
The list of axioms — or rules or principles — grew. As of this
writing, there are more than sixty principles on the list. The list
is not complete, and I hope readers will submit suggestions for
additional principles. Send them to principles@augmentdirect.
com. Visit augmentdirect.com to learn about new courses being
offered in the Principled Fundraising series.

6
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More Than 60 Principles of Fundraising
Here are the principles of fundraising. The ﬁrst fourteen listed
are the ones described in Principled Fundraising 101.
The remainder are not listed in any particular order and will
be described in other courses offered through the College of
Fundraising Knowledge.
• People want to give.
• People give to people.
• Ask.
• Ask for a speciﬁc amount.
• Ask for the right amount for the right project.
• Make it easy for someone to make a gift.
• Focus on your mission — it attracts donors.
• People give to support success, not to underwrite failure.
• Be optimistic and enthusiastic. Assume YES.
• Cultivate before you solicit.
• Use your resources wisely.
• Be a good manager. Keep impeccable records and use them.
• Say thank you promptly and appropriately.
• Enjoy your work. Make a place for fun in fundraising.
• Educate donors.
• Listen to donors.
• Plan for natural donor attrition. You’ll always need to look for
new donors.
• Don’t spend the money you haven’t yet raised.
• Learn from other professionals.
• 80% - 90% of gifts come from 10% - 20% of donors.
• Set goals. Have a written plan and a budget.
• Write a case statement and a case for support — and use them.
• Predict the outcomes before raising the money.
• Goals should be measurable, attainable, clear, and speciﬁc.
• Know what you need to get the job done.
• Segment your donor list (database) and treat each segment
appropriately.
• Raising funds from individuals is a high priority.
7
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• Understand why people give. WIFM (What’s in it for me?)
• Give donors choices.
• Be accountable — be a good steward of the funds donated to
your organization.
• Invest more resources in retaining donors. It’s easier than
acquiring new donors.
• Offer many ways to give.
• Think marketing.
• Develop key messages that tell your story as the donor needs to
hear it.
• Tell human interest stories that show how donor dollars work.
• Look at your cause and your presentation from the donor’s
point of view.
• Raise awareness.
• Don’t ask others to do something you haven’t done.
• After you ask, wait for the donor to respond.
• “No” sometimes means “not at this time.”
• Appreciate volunteers, staff, donors.
• Plan for succession — staff, board, volunteers.
• Network with others who fundraise.
• Steward donors.
• Steward gifts. Be open, transparent, and accountable.
• Be professional.
• Be ethical. Trust, truth, and integrity work.
• Be lawful. Understand IRS, federal, state, and other laws that
govern fundraising.
• Plan for growth.
• Stay current in your profession.
• See viewpoints other than those of your organization.
• Never have the attitude that “they” owe us something.
• Don’t do anything unless you can do it well.
• Recruit others who can ask.
• Getting people to ask is a major challenge.
• You can train a fundraiser.
• Not everybody is cut out to be a fundraiser.
• It’s all about relationships. Build relationships with donors.
• Interactions with donors should be pleasant for them — and you.
8
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• Determine how each donor wants to be involved in your
organization.
• Motivate donors to give.
• Involve advisors — people who give donors legal, ﬁnancial,
and other advice.
• Challenge the donor by asking for the largest possible gift.
• Donors give assets and income. Know which you are asking for.
• Close the gift.
• Name recognition is powerful.
• See the big picture.
• Pay attention to the details.
• Fundraising is hard work.
• Make philanthropy a part of your organization’s strategic plan.
I resolved to develop curriculum that is based on these principles. I call this course of study Principled Fundraising. Most of
the principles apply world-wide, but their application may vary
by culture.
ax•i•om
established rule or principle
rule
prescribed guide for conduct or action
prin•ci•ple fundamental doctrine, rule, or code of conduct
Principled Fundraising is a set of rules or guiding principles
for fundraising.
The Association of Fundraising Professionals6 has developed a
Code of Ethics and several professional organizations developed
the Donor Bill of Rights6. These documents spell out accepted
professional standards of conduct.

Principled Fundraising 101

Here are 14 Fundraising Principles that we’ll cover in Principled
Fundraising 101.
1. People want to give.
2. People give to people.
3. Ask.
4. Ask for a speciﬁc amount.
5. Ask for the right amount for the right project.
6. Make it easy for someone to make a gift.
9
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7. Focus on your mission — it attracts donors.
8. People give to support success, not to underwrite failure.
9. Be optimistic and enthusiastic. Assume YES.
10. Cultivate before you solicit.
11. Use your resources wisely.
12. Be a good manager. Keep impeccable records and use them.
13. Say thank you promptly and appropriately.
14. Enjoy your work. Make a place for fun in fundraising.
Now, let’s take them one-by-one.
First, we’ll begin with a deﬁnition and explanation of the
principle. Then, I’ll describe ways the principle may be
applied. Finally, each principle — or group of principles
—will have a worksheet.
If you are using this workbook on your own, I suggest you read
the description and application sections for each principle. Then,
ﬁll in the worksheet based on your knowledge of your own nonproﬁt organization.
If you are working with a group of fundraisers, you will ﬁnd
one or more discussion questions for each group of principles
following the worksheet. You might want to take turns leading
the discussion.

10
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chapter one P R I N C I P L E

Principle #1:

People want to give.
More than 70% of Americans give to charities, demonstrating
that a hefty majority of people are philanthropically inclined.
These philanthropists are rich, poor, and in-between. What they
have in common is their desire to help others.
If you know someone has wealth, but you haven’t heard about
their philanthropy, it may be because they haven’t had the time
to select a charity or project for their philanthropy.
Or, they may choose to be a quiet donor who is listed as anonymous
on donor lists. It also may be that they are not philanthropic.
People give for a variety of reasons or motivations. Many donors aren’t even aware of their speciﬁc motivations. Think of it
this way: the donor has a need or desire. Making a gift fulﬁlls
the need. We call this WIFM or “What’s In It For Me?” For example, a woman may feel indebted to the nurses who cared for
her when she was ill. A gift to the hospital or nursing college
may help lessen her feeling of indebtedness.
In fundraising we offer donors opportunities to fulﬁll some of
their needs. We open doors for them, educate them about our
cause, and give them an opportunity to invest in something they
believe in. We give them an opportunity to feel good. And, this
is how we should view our task of requesting a donation — as
an opportunity for the donor.
Here, not in any particular order, are some of the reasons people
give. Many of these same reasons also apply to foundation and
corporate giving.
• Gratitude — giving in return for help given to the donor or
a loved one.
• Feelings of guilt — because they are wealthier, healthier,
better off, etc.
• Fear and self-preservation — to save themselves and loved
11
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ones from disease, disaster, or whatever else they consider a
threat.
• Recognition — individualized attention and public acknowledgment. Only a small percentage of donors give anonymously. The
rest take credit for their gifts.

IDEAS

• Religious and spiritual beliefs — giving is seen as a moral obligation. It is good to be selﬂess. Giving fosters spiritual growth.

As you read through the
section at left, jot your
ideas here.

• Political and philosophical beliefs — giving supports the cause
and reinforces the validity of the donor’s beliefs.
• Pro-nonproﬁt organizations — some people believe that nonproﬁts are more honest and efﬁcient than government and more
empathetic than for-proﬁt business.

•

• Charitable at heart — it feels good to give.
• Sense of obligation or indebtedness — those who have resources
should help those who don’t — they have a responsibility
to give.

•

• Tax advantages — a tax advantage is especially likely to affect
the size of a gift.
• Family tradition — their family taught them that it is important
to give.
• Connection with the person who asked for the gift or the person who advised them to give, such as a ﬁnancial advisor.

•

Most often, donors give for a combination of reasons.

•

12
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Principle #1

People want to give.
Your role as a fundraiser is to build relationships with people
who are philanthropic. At the most basic level of fundraising,
you’ll beneﬁt from knowing why donors give. At the most
advanced level of major donor fundraising, you’ll be more
successful if you know what motivates a speciﬁc donor to give.
Discovering why donors
give isn’t easy. You have
to be a detective.
One method of uncovering
donor motivations is to ask.
Donor surveys can be used to
successfully uncover reasons
why donors give. Create a written survey. Distribute it by mail,
online, or by telephone interview.
For example, you can ask, “What prompted you to donate money to (name of organization)?” List several options including
program-related answers and motivation-related answers.
Tally your results for a list of most popular responses. Apply
that information to your fundraising plan.
Another method is to interview donors in person, either individually or in focus groups. Individual interviews may be formal or
informal. For example, if you would like to know what motivates a speciﬁc donor, prepare a few questions that may be asked
in a group setting such as a fundraising event. A typical question
might be, “How did you decide to become a symphony sponsor?”
Listen carefully while they tell you who asked them (a business
friend), what beneﬁts they receive (such as VIP seating), special
connections (their daughter is a violin student), or their desire to
share a life-long love of music with the community.
Record this information and use it later to craft a plan to solicit
a gift from this donor.
13
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Donor Surveys are designed to
elicit donor attributes, attitudes,
beliefs, perceptions, and behaviors.
You can use this information to help
design your fundraising strategies.
Many nonproﬁts assume they know
what their donors want. In fact,
many don’t even know if a donor
wants to be Miss Smith, Ms. Smith,
Mrs. Smith, or Kathy. There’s only
one way to ﬁnd out. ASK.
What can a donor survey do for
you? It will allow you to:
• Discover the demographic proﬁle
of your donors.
• Find out how to address your
donors. Which donors are doctors?
Do two people living at the same
address want to be considered
a couple?
• Determine which of your programs
are most appealing to your donors.
• Uncover donor relationships with
your organization.
• Learn why donors support your
nonproﬁt.
• Discover which type of
communications donors prefer.
• Find out which donors have made
a planned gift with your nonproﬁt
in mind and which donors would
consider doing so in the future.

chapter one W O R K S H E E T
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Principle #1

People want to give.
Assume that you want to create a survey to send to your donors. You’d like to uncover what
motivates their giving. For each reason why people give, determine if anyone might be giving to
your organization for that reason. Then, decide how to word a question for your survey.
Reasons why
people give

sample
Connection with the
person who asked

This ﬁts our
organization

What prompted you to donate money to
Yes. Our president asks people for gifts.
Our direct mail letters are signed by the
(our organization)?
chairman of the board. Our volunteers ask Among the multiple choice answers:
people to fundraising events.
I was asked by someone whose
judgment I trust.

Gratitude
Guilt
Fear and self
preservation
Recognition
Religious and spiritual
beliefs
Political and
philosophical beliefs
Pro-nonproﬁt
organizations
Charitable at heart
Sense of obligation or
indebtedness
Tax advantages
Family tradition
Connection with the
person who asked
Other

14

Questions for our
survey
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Principle #1

People want to give.
1. What are some assumptions you have made in the past about donor motivations? Were they
based on your own personal experience or something else?

2. What donor research have you done so far?

3. Think about your own giving habits. Select one charity that you have donated to more than once.
What got you started in giving to them? Why do you continue giving? What would make you want
to give more often? What would motivate you to make a larger gift?

15
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Principle #2

People give to people.
People give to the people who will be helped by their gift.
• Donors don’t give to campaigns or causes.
They give because they have compassion for
the population your nonproﬁt serves.
• Donors don’t give to programs or projects.
They give because they want to help the
people who are served by those programs
and projects.
• Donors don’t make donations to build buildings, even though many buildings bear the
names of donors. Donors give to support
what goes on in the building.
Some donors give to the person who asks.
These donors give because they respect the person who is asking for the gift. They believe in the solicitor — often a volunteer
— and comply with his or her request.
For many nonproﬁt organizations, the Board of Directors is the
primary source of volunteer solicitors. Every board member
should be involved in fundraising in some way. The role of staff
is to assist board members ﬁnd their niche in fundraising; then
train them and support them in their fundraising assignments.
It’s a good idea to have a mix of donors, some who give to support the cause and some who give because of the solicitor.
A percentage of the donors who give to support the cause will
not agree to be solicited in person. This makes it difﬁcult to impossible to cultivate and solicit a major gift.
Some of the donors who give to the person who solicits the gift
will stop giving once that solicitor stops asking. When that solicitor leaves your organization, subsequent solicitations will fail.

16
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The Role of the Board of
Directors in Fundraising
The Board of Directors helps in
the selection, implementation,
and evaluation of fundraising
strategies.
Each board member should also:
• Make an annual ﬁnancial
contribution.
• Identify and cultivate prospective
donors.
• Be an advocate for the nonproﬁt
in the community.
Some board members will also:
• Ask others to give.
• Accompany other board members
or staff members on visits to
donors and prospects.
• Assist in stewardship activities.
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Principle #2

People give to people.
Fundraising involves relationships. There are the relationships
your donors have with the people your nonproﬁt helps and the
relationships donors have with their solicitors. You want to build
both kinds of relationships.
Further, you want to ﬁnd ways to build
a second relationship with some of the
donors who give to the person who asks.
If you can build a relationship between
that donor and your organization, the
donor may not leave when the solicitor
does. You will be adding an allegiance, not
changing allegiance.
Example: the board of one organization
included many people who professionally were involved in sales. These people
had lots of contacts and were happy to
approach friends and colleagues to ask for
donations. Each of the donors was giving
to the solicitor, and no attempt was made
to build an organizational relationship with these donors. When
six of the board members left the board at the same time, donations fell dramatically.

17
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Qualifying Donors
A nonproﬁt uses three criteria to
“qualify” a donor. Qualiﬁed donors
are the ﬁrst to be solicited for
major gifts. These criteria are:
• Linkages or connections with
the organization.
• Ability or capacity to make
a major gift plus a history of
philanthropy.
• Interest in the organization
or compatibility with the
organization’s mission and vision.
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chapter two W O R K S H E E T

Principle #2

People give to people.
In this exercise you will deﬁne “people”.
People

sample Clients

Who is this at our
organization?
Students who don’t have the
ﬁnancial means to attend our
school

How can we use this concept
in our fundraising?
Ask donors to give to scholarships. Each
donor of $500 or more will receive a
personal thank you letter from a scholarship
student.

Our clients (list people
we help by program)
Program:

Program:

Program:

Program:

The people who ask
• Staff
• Board
• Other volunteers
Others

18
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Principle #2

People give to people.
1. What are some of the ways we can build an organizational relationship with donors who are
giving because of their relationship with their solicitor?

2. What are some ways we can build personal relationships with donors who give to support the
cause and our mission?

19
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chapter three P R I N C I P L E
Chapter three covers the three principles of asking.

Principle #3

Ask.
A few years ago, disaster relief organizations, such as the Red
Cross, waited for people to be generous following a major disaster. Sometimes this worked well, and sometimes it didn’t.
Sometimes people were generous, but they sent items the disaster relief organization couldn’t use or didn’t have the ability to
distribute to the disaster victims. Now, when disaster strikes, the
ﬁrst message from disaster relief organizations is a request to
send donations of money. This is a strategy that works.
There are three major ways of asking for a donation: in writing,
on the phone, and in person. The most effective method is in
person or face-to-face. This is called personal solicitation. Least
effective is an impersonal advertisement. The closer the solicitor
– the person who asks — is to the donor — such as a friend or
relative — the more likely the donor is to give.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Here’s a list of the many ways to ask.

The ASK in Writing

The ASK on the Phone

Letters + email

Follow-up to a written request

Personal solicitation

Sent to: donors + prospects +
lapsed donors

After proposals, direct mail, or
invitations

Face-to-face with donor

Sent by: most often sent by the
CEO or board chair

Usually phoner is signer of written
request

Brochures

One-to-One Calls

Requests to purchase

Useful for recruiting members, but
not to solicit donations

To donors

Buy an event ticket, etc.

Calls made by volunteers or staff

By volunteers or staff

Sent by: the organization
Proposals

Telemarketing

Sent to: corporations, government,
foundations, individuals

To prospects and donors
By volunteers, staff, vendor

Sent by: the CEO or other staff
Invitations to events
Sent by: volunteers or
organization
Internet = website
Ask is from the organization
Advertisement in a newsletter,
newspaper, etc
Ask is from the organization

21
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chapter three A P P L I C AT I O N

Principle #3:

Ask.
For many people, the most difﬁcult ASK is the one done in person, face-to-face. Read through this step-by-step process and
think about how you can adapt it for your organization.

IDEAS
As you read through the
section at left, jot your
ideas here.

There are six steps in personal solicitation.
1. Cultivate the donor.
See Chapter Six for more information on donor cultivation.
2. Make your own gift.
3. Opening
• Reestablish your relationship with the donor.
• Describe your role with the nonproﬁt organization and tell why
you are visiting with the donor today. Be enthusiastic.
4. Involvement
• Explore the prospect’s opinion of your organization.
• Discuss community needs.
Listen carefully. A good solicitor, like a good salesperson, does
more listening than talking. Ask open-ended questions that
require more than a yes or no answer. It’s not enough to listen,
you need to retain the information the donor is giving you at this
stage of the solicitation. You’ll be using that information in the
next step.
5. Project Presentation
Clearly describe the project for which you are seeking funding.
Make your description brief and persuasive.
Think about what the donor says about your organization and
your community’s needs. Ask yourself, “What motivates this
donor?” Describe your project in terms of those motivations.
Focus on your project as one solution for your community.
22
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Ask for the donor’s reaction to the project and how it ﬁts
community needs.
Answer any questions the donor has. If you don’t know the answer, describe what you will do to ﬁnd the answer and how you
will communicate it to the donor.

IDEAS

If the donor expresses objections to your organization or project,
don’t be defensive. Try to ﬁnd out what is behind any objections.
Respond to objections. Objections are to be overcome, not debated.

As you read through the
section at left, jot your
ideas here.

6. Close the Gift
• Acknowledge the donor’s prior giving.
• Describe the donor’s response to your project. Be sure to
include beneﬁts to the donor.
• ASK for the gift. This might be just a few sentences. For
example, “Your past gifts to our organization have been so
helpful. Since you agree that our new project will help those
less fortunate in our community, I ask you to consider a gift in
the range of $5,000 to $7,000.”
• Be silent. Maintain silence. Wait for the donor to respond.
If there are questions or objections, respond appropriately,
then — again — ask for the gift. It’s a good idea to anticipate
objections and plan your response.

After the Gift
• Turn the donor’s yes into a commitment. Obtain a signed
pledge form if the donor isn’t going to make
the gift immediately.
• Thank the donor.
• Make a record of the visit.
• Follow up. This might mean contacting the
donor one or more times in the near future to
say thank you again or to further involve the
donor in your project.
A similar, but abbreviated, process of solicitation is used when asking for a gift by phone or
in writing.
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Principle #4

Ask for a speciﬁc amount.
Etiquette gives us a set of rules. If someone does something
nice for you, you say thank you. That’s good manners. We know
what is expected, and consequently, we feel comfortable when
we respond.
Donors don’t always know what is expected, so it’s a good
idea to tell them. When asking for a donation, ask for a speciﬁc
dollar amount — or a range of dollar amounts. All the better if
you can relate the dollar amount to the level of help it provides.
For example, “Your gift of $50 will feed a family of three for
one week.”
In person, we might ask, “Would you consider a gift in the
range of $2,500 - $3,000?”
Giving donors an idea of what’s expected and what that size gift
can accomplish helps them decide to make the gift.
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Sources of Gifts
Private contributions in 2005
totaled more than $260 billion3.
Here’s how that breaks down by
source of gifts.
• Individuals

76.5%

• Bequests

6.7%

• Foundations 11.5%
• Corporations

5.3%
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Principle #4

Ask for a speciﬁc amount.
When a nonproﬁt seeks funds for a special project, a new program, or a capital expense, it’s fairly easy to describe how the
funds will be used and exactly how much funding is needed.
This is asking for a restricted gift, one that must be used for a
speciﬁc purpose.
It’s often harder to describe what a nonproﬁt does on a day-byday basis and how much that costs. This is particularly true if
the organization manages a number of programs that may not
be broken out separately in the organization’s budget. Gifts that
support the organization’s general operating costs — or overhead — are generally unrestricted.
When you are preparing to ask for gifts that will be used for
general operating or overhead — funds that will be used to run
your nonproﬁt — it’s helpful to prepare a case for support. As
you write the case for support, you’ll address the need for your
organization, its unique role in your community, and how you
go about meeting community needs. More important, you’ll
need to put yourself in the donor’s shoes and answer the question, “What’s in it for me?” You’ll create a list of reasons why a
donor would want to give to your organization.

Seeking Unrestricted Gifts: Prepare a Case for Support
Prepare a case for support for your nonproﬁt. The case for support is usually a short document — perhaps two or three pages
— but it might be much longer if your nonproﬁt has a large
number of unique programs that need to be described.
Here are the things you’ll want to include in the case for support.
• Information about client needs and programs designed to help
meet those needs.
• Budget and timetable — with a sense of urgency — how funds
will be used over a period of time.
• Information about personnel who will guide, manage, and
25
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implement programs.
• Beneﬁts to the donor: WIFM.
Your case for support should make both your plan and the need
for your project apparent to the reader.
• Be accountable and accurate.
• Readable.
• Think “market orientation” — you’ll use it in marketing and
fundraising collaterals.
• Include unusual or unique characteristics as well as personal
and heartwarming stories.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Principle #5

Ask for the right amount for the right project.
If you rush into the ASK because you are nervous or just plain
want to get it over, you may miss an opportunity for a much
more signiﬁcant gift. This is especially true when you plan to
ask for the gift through face-to-face personal solicitation. If you
take the time to get to know the donor, you can explore their
interest in your organization. Through the process of donor cultivation, you may learn that the donor is highly interested in a
speciﬁc program you offer. If you ask for a gift for that program
or project, your chances of success increase over asking for a
gift for a project in which the donor has little interest.
Knowing what size gift donors are able to make also increases
your success. Ask for too little and donors may be offended. Ask
for too large a gift and donors, while ﬂattered, may feel unable
to participate because they can’t give enough.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Principle #5

Ask for the right amount for the right project.
Craft your ASK carefully, whether it is written or spoken. Put
yourself in the donor’s place and ask, “If I were this donor, how
would I want to be asked?” Think about the donor motivations
discussed under the ﬁrst principle — people want to give. If you
have the resources, craft an appropriate message for each donor.
If you don’t have the ability to do that, develop your ASK based
on a general picture of your donors.
You’ve probably received direct mail that includes a list of suggested gift amounts. Sometimes, one amount is circled and a
handwritten
note near it
reads, “This
amount would
really help.” In
this example,
we have two
demonstrations
of the principle,
ask for a speciﬁc amount.
First, we have the list of suggested gift amounts and second, the
circled amount.
The list of gift amounts should be based on two numbers. The
ﬁrst number is the size of your goal. Donors feel that their gifts
are more valuable to a nonproﬁt if the gift is a “signiﬁcant” portion of the goal. For example, if your goal is $5,000, a donor of
$50 feels that they have made a signiﬁcant gift in relation to the
goal. They wouldn’t feel the same donating $50 if your goal is
$50 million. The reverse is also true. If your goal is $5,000, few
individuals would choose to be the sole donor.
The second number is based on the size of the largest gift this
donor has made to your organization. If the donor made a gift of
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$100 four months ago, the list of suggested gift amounts should
start at or above the level of that $100 previous gift.
When asking for a major gift, it’s helpful to know more about
the donor’s philanthropy in general. One of the best ways to
learn about a donor’s ability to give is to ﬁnd out what gifts they
are giving to other organizations. This is part of donor research.
Lists of donors appear on hospital and university walls, in programs at events, and in nonproﬁt newsletters. Often these lists
are divided into categories by giving level, giving you strong
clues about the ability of those donors. You can collect this
information and include it in a donor proﬁle. If a donor gave
$5,000 to another nonproﬁt, you can assume they have the ability to give a similar gift to your nonproﬁt. If they also have the
motivation and the right person asks for the right amount for the
right project, your chances of success increase dramatically.
You can also use information gathered from your donor survey.
If surveys are returned to you with the donor’s name attached,
you can append the information from the survey to the proﬁle
you create for the donor.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

Most important of all, make sure that when you want a gift, you
ASK. Some nonproﬁts make the donor guess what is needed.
They don’t ask; they imply a need.
Over the years in my consulting practice, I have reviewed
hundreds of direct mail letters. A good percentage of them do
not ask for a gift or, if they do ask, they don’t ask for a speciﬁc
amount. When direct mail includes a request for a speciﬁc
amount, both the response rate and income increase.

•

•
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Principles #3-5

Ask.
Ask for a speciﬁc amount.
Ask for the right amount for the right project.
Preparing for Face-to-Face Solicitation with a Selected Donor
Imagine that you are visiting a donor who has been cultivated for a major gift. It might help to
think about one speciﬁc donor — one you know quite well. In the space provided, write the things
you can say or the questions you might ask during each step of your solicitation visit.
1. Opening — I will introduce myself and my organization by saying:

2. Involvement — I will describe the donor’s past involvement with our organization in this way:

3. Project Presentation — I can describe our project by saying:

4. Close the Gift — I will ask for the gift with these words:

I’ll pause and listen for the donor’s response.
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Principles #3-5

Ask.
Ask for a speciﬁc amount.
Ask for the right amount for the right project.
1. If you have done face-to-face solicitation in the past, describe your experience and how it made
you feel.

2. Individually, list reasons why donors don’t give. Share your lists and discuss the reasons.

3. Individually, make a list of ways your organization could improve its ability to ask for gifts. As
a group, discuss the ways and brainstorm ways to get started on asking more people more often.
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Principle #6

Make it easy for someone to make a gift.
The ﬁrst principle in this course is “people want to give.” Most
people do want to give, but if they have to struggle with the details, they may do something else with their money.
How many times have you received a request for a gift and
found you have to ﬁll in your name and address on a form?
Perhaps you like to make donations with a credit or debit card,
but that option isn’t offered. Or, you’ve visited a nonproﬁt website and been impressed with the work they are doing. You’re
ready to give, but can’t ﬁnd a donation button.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

These obstacles may result in no gift being given.

•

•

•
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Principle #6

Make it easy for someone to make a gift.
It’s important to make it easy to make a gift. If you are sending
direct mail, include a reply envelope and a reply form with the
donor’s name and address printed on it. Make sure your address
is on it also in case they lose the reply envelope.
You do not have to put postage on the envelope, but be sure to
put a box where the postage should go with some kind words
such as “your stamp helps too.” Avoid using unkind phrases
such as “the post ofﬁce does not deliver mail without a stamp.”

IDEAS
As you read through the
section at left, jot your
ideas here.

•

The same is true for invitations. Make sure the response device
has the donor’s name and address printed on it.
Every time you send the donor a reply form — for a gift response or another reason — be sure to include the donor’s name
and address. There are two reasons to do this. First, this personalizes the form, making it speciﬁc to that donor. Direct mail research shows that one of the ﬁrst things donors look for in mail
is their name. Your including their name on the reply form reinforces their perception that they have a personal relationship
with your organization. Second, having the name printed avoids
misreading a donor’s poor handwriting.
Include a list of suggested gift amounts with direct mail requests. Don’t make the donor guess how much they should give.
Accept gifts made by check, credit card, and debit card. Take
this a step farther and establish a regular or monthly giving
program where the donor’s credit card is charged regularly or a
withdrawal is made from their bank account through electronic
funds transfers (EFT).
If you are requesting large donations (major gifts), consider
allowing the donor to pay them over time. If you develop a
pledge program, make sure to work with your accounting staff.
There are accounting implications for pledges, so you want to
think the process through carefully before starting.
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Principle #6

Make it easy for someone to make a gift.
Think about the many ways people contact your organization and the many ways you contact
donors. Do you make it easy for donors to give in all these venues?
Contact Point

Current Process

Donor phones us — who answers the
phone/who responds to offer to donate?
Donor walks in — who greets donor/who
responds to offer to donate?
We send direct mail to a donor — does
it include reply envelope & reply form? Is
the donor’s name & address printed on the
form?
Donor wants to give by credit or debit card
— do we allow that/do we limit which cards
can be used?
When we ask by direct mail, do we include
a list of suggested gift amounts? Are the
amounts based on a donor’s giving history?
Do we have a monthly giving program with
automatic EFT or credit card payment?
Do we have a pledge program for major
gifts? Is it integrated with our accounting
program?
Is there an easy way for a donor to make
a gift through our website? Do we offer
different methods: download a form and
mail it with a check/click to pay online?
Are there other ways we can make it easy
for a donor to give?
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Principle #6

Make it easy for someone to make a gift.
1. On the worksheet, what are some of the processes you want to change?
What will be the hardest part of this? Who else will have to be involved? How long do you think it
will take to make these changes?

2. Do you have any written protocols or policies for gifts? If not, how might you start to prepare
written guidelines? Who else in your organization will have to be involved?
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chapter five P R I N C I P L E
Chapter five covers the three principles related to mission
and success.

Principle #7

Focus on your mission — it attracts donors.
Most donors are interested in your mission — the work you
do and the people for whom you do it. Every activity in your
fundraising plan should be tied in some way to your mission.
A prospective donor who is interested in helping cancer patients
will be attracted to a nonproﬁt organization that is doing that
kind of work.
If your organization promotes activities, such as special events,
over mission, the prospective donor will be confused about
what kind of work you do. Instead, try promoting your mission
in every activity you do. Showcase client successes in direct
mail, newsletters, and at events.
Some funding opportunities are tied to a certain type of project.
It’s tempting to apply for that funding even though it doesn’t
match a project you are already planning to implement. If you
wouldn’t choose this project without the potential for funding,
avoid the temptation. Programs and projects should be started
and continued because there is a need in the community that
your nonproﬁt can uniquely ﬁll because of its experience, vision,
leadership, and mission.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Principle #8

People give to support success, not to
underwrite failure.
“If we don’t raise $35,000 in the next three weeks, we’ll have to
close our doors.” This message is only appropriate in times of
disaster. It is a demonstration of poor management and will not
inspire donors. It’s as if a hole has opened in the ground, and
you are inviting donors to toss dollars into the hole. This is crisis
fundraising.
Donors invest in your mission and your organization. They want
to believe that their investment — their donation — will not be
wasted or lost due to failure. You wouldn’t think of suggesting
to someone who invests in the stock market that they
should buy a certain stock right now because next
week the stock price will fall, and three weeks from
now, the company will fail and the stock will become
worthless. That is the same message you send to
donors if you engage in crisis fundraising.
The best way to position your request for funds is to
explain it as a gap. Your organization is successful
and doing good work — your programs and projects
are highly successful — but you could do more work or help
more people or… (you ﬁll in the blank), with additional funding.
That’s the gap that you ask donors to ﬁll.
Avoid crisis fundraising by having a written fundraising plan
that has realistic goals.
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Jumping on the Bandwagon
If you jump on the bandwagon,
you can ride along with the band
and be part of the fun. If a donor
supports a successful nonproﬁt,
it’s a lot like jumping on the
bandwagon. The donor can have
an enjoyable time while moving
ahead with the nonproﬁt. That’s
music for everyone’s ears.
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Principle #9

Be optimistic and enthusiastic.
Assume YES.

IDEAS

“You probably don’t want to give, but I promised the board president I would ask you.”

As you read through the
section at left, jot your
ideas here.

This is not an motivational message!
In the classes I teach, students role play asking a donor for a gift.
The students who throw themselves into the ﬁctional situation
and are enthusiastic about the process and the outcome, enjoy
the experience. Those who look at fundraising as begging or a
chore don’t enjoy the role play exercise.
If you cannot be optimistic and enthusiastic about fundraising
for your nonproﬁt organization, you will convey, either overtly
or covertly, your attitude to the prospective donor. This will
harm your chances of success.

•

•

•

•
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Principles #7-9

Focus on your mission — it attracts donors.
People give to support success, not to
underwrite failure.

IDEAS
As you read through the
section at left, jot your
ideas here.

Be optimistic and enthusiastic.
Assume YES.
Put each fundraising activity through a test.
• Does it ﬁt our mission?
• Is it compatible with the image we want to project in the
community?
• Is our appeal wide enough to be successful?
• Does it help to label us as a successful organization?
• Are we inviting donors to jump on our bandwagon or go down
with our Titanic?
• Will donors feel they are investing in a better future?
• Do we have the resources to do it — and do it well?
• Are we conﬁdent we will make our goal?
How do paid and volunteer fundraisers feel about raising funds
for your organization?
• Do they have a positive attitude?
• Do they view the opportunity to fundraise as a challenge or
a chore?
• Do they believe in the mission and the vision?

•

•

•

•
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Principles #7-9

Focus on your mission — it attracts donors.
People give to support success, not to underwrite failure.
Be optimistic and enthusiastic. Assume YES.
Review your current fundraising strategies using this worksheet. Use it again when you are considering new strategies and activities. When you are sure that your strategies ﬁt your mission and your
image, add them to your fundraising calendar.

Strategy or Activity

sample
Direct mail sent to previous
donors

Ways this Strategy Relates
to our Mission
We’ll include stories about people
who have been helped; we’ll ask
donors for a gift to help others like
the people in the stories.

Grant proposals
Direct mail sent to previous
donors
Direct mail sent to people who
never donated before
Special event
Special event
Personal solicitation
Website fundraising
Other
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Ways to Include Information
about our Success
We’ll write, “Thanks to your previous
gifts and others like them, we helped
50 new citizens learn to understand
their ﬁrst voting ballots.”
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Principles #7-9

Focus on your mission — it attracts donors.
People give to support success, not to underwrite failure.
Be optimistic and enthusiastic. Assume YES.
1. Have you ever been tempted by an opportunity for funding that you knew instinctively wasn’t
right for your organization? What did you do? What might you do if a similar situation occurred?

2. Describe your organization’s biggest success. Would it interest donors? Why?
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Principle #10

Cultivate before you solicit.
My consulting ﬁrm, Augment, often surveys the donors of speciﬁc nonproﬁt organizations. One of the questions we ask is,
“Where do you get your information about this nonproﬁt?” The
most frequent response is “from letters.” Most nonproﬁts send
two kinds of letters: those that ask for a donation and thank you
letters acknowledging gifts.

IDEAS
As you read through the
section at left, jot your
ideas here.

Some nonproﬁts also send a newsletter to donors and invite
them to events.

•

If the majority of your communications with donors are
those that ask for gifts, you would be wise to include some
communications that help to build relationships with donors.
Whether you are communicating with donors in person, on
the phone, or in writing, there are many ways you can add
cultivation communications.

•

•

•
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Principle #10

Cultivate before you solicit.
IDEAS

Three Levels of Donor Cultivation
Impersonal Cultivation Communications
• Newsletters
• Thank you letters
• Invitations to special events
• Notes or telephone calls that conﬁrm special event attendance
• Telephone calls that leave a message
Personalized Cultivation Communications
• Informative cultivation letters
• Telephone conversations
• Greeting cards with a personal note
• Interaction at an event
• Personal thank you letters
Highly Personal Cultivation Communications
• Personal guided tour of your nonproﬁt organization
• Sharing a meal together
• Personal visit with a donor
• A gift-related conversation

As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Cultivate before you solicit.
Part of cultivation is learning more about a donor. Obviously, you are going to learn more personal
information through conversations with the donor. However, there is additional, less personal information you can learn through the donor survey.
In the worksheet on page 14, you developed questions for a donor survey that help to uncover donor motivations. Assume that you want to gather more information from your donor survey. You’d
like to learn which programs and projects most strongly appeal to all donors and to speciﬁc donors
(such as major gift prospects). Most people won’t answer questions regarding the amount of their
income, wealth, or the size gift they might make. Many, however, are willing to give you information about their preferences for speciﬁc programs or projects. Donors are also willing to share information about other charities they support.
Survey Question

44

When you think about (name
of your nonproﬁt), what
programs come to mind?
Provide a list of your programs
and projects.

Our Programs and Projects

What other charitable
organizations do you support?
Please check all that apply.
Provide a list of charitable
organizations that your donors
are most likely to support. Be
sure to include in the listing the
names of organizations that
publish their donor lists.

Charitable Organizations
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Principle #10

Cultivate before you solicit.
1. How are you cultivating donors?
What methods of communication and interaction are you using?

2. How many donors are you involving at a personalized level? How does your communication
and interaction with them differ from your communication with other donors?

3. How many donors are you cultivating at the “highly personal” level? What activities and communications methods are you using?
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Principle #11

Use your resources wisely.
Most nonproﬁts have limited resources. There may be too few
staff and volunteers to do all the work. Dollars may be in short
supply. Equipment may be outdated.
Yet, many nonproﬁts spend precious resources — such a staff or
volunteer time — chasing gifts that have:
• Little potential to be renewed.
• Very small return on investment initially and in the long term.
It’s wise, if your resources are limited, to ﬁrst invest your resources where they will reap the highest return and second, to
invest your resources on renewable gifts, not one-time gifts.
Here are some things you can do to maximize your resources.
• Calculate the cost of doing business for
every fundraising strategy you employ.
• Deﬁne the “real” reason for engaging in a
speciﬁc fundraising strategy. Is it to raise big
dollars, gain new friends and donors, raise
the name recognition of your organization in
the community, or some other reason?
• Cultivate donors through meaningful
communications.
• Build long-term relationships with major
donors.
• Focus your resources on fundraising
strategies you can do well.
In some instances, it can appear that
resources are not being used wisely, when, in
fact, they are. Start-up costs tend to be high.
Starting a new nonproﬁt or holding a special event for the ﬁrst
time are examples of start-up situations where expenses may
exceed or nearly exceed income. Once the nonproﬁt or special
event is established, this situation should reverse itself and
income should exceed expenses.
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Donor acquisition can also be expensive. Most nonproﬁts lose
money or barely break even when acquiring new donors by direct mail. If direct mail is managed correctly, most initial gifts
are renewable. That is, a large percentage of those new donors
will give repeat gifts if asked.
Many people think that a nonproﬁt organization should not —
or is not allowed — to make a proﬁt. Actually, they are called
nonproﬁts because there are no owners or shareholders who personally receive the proﬁts of the business. Proﬁts stay with the
nonproﬁt organization to be spent on implementing the mission.
If the nonproﬁt goes out of business, its assets must be given to
another nonproﬁt organization. In essence, the assets belong to
the “community,” not to any person or group of people.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Principle #11

Use your resources wisely.
Measure Your Fundraising Success

IDEAS

Here are some formulas to use to calculate the cost of
fundraising and the return on investment.

As you read through the
section at left, jot your
ideas here.

1. Net Income = total income minus total expenses
Sample:
$5,237 (total income) - $1,459 (total expenses)

•

= $3,778 Net Income
2. Cost to Raise a Dollar (CTRA$) = expenses divided by income
Sample:

•

$1,459 (total expenses) = $0.28 CTRA$
$5,237 (total income)
3. Average Gift = total income divided by total number of
responses
Sample:

•

$5,237 (total income) = $64.65 Average Gift
81 (gifts)
4. Response Rate = Number of responses divided by the
number solicited
Sample:
81 gifts (responses) = 75.7% Response Rate
107 (requests mailed)
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Principle #11

Use your resources wisely.
Place this worksheet next to the worksheet you completed on page 40 and complete this worksheet
for the same strategies you used on the mission/success worksheet. Fill in a similar worksheet
when you are considering new strategies and activities.

Strategy or Activity

sample
Direct mail sent to
previous donors

Actual or
Budgeted
CTRA$
$0.17 cost to
raise a dollar

Potential of Strategy
to be Proﬁtable in the
Long Term
Proﬁtable in both short and
long term

Grant proposals

Direct mail sent to
previous donors
Direct mail sent to people
who never donated before
Special event

Special event

Personal solicitation

Website fundraising

Other
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Potential of Gift to
be Renewed
71% of our current donors
make a gift sometime
during a calendar year;
29% stop giving

chapter seven D I S C U S S I O N

Principled
Fundraising

Principle #11

Use your resources wisely.
1. Who determines which fundraising strategies you use in your organization? How are new ones
developed? Do you want to make any changes in this process?

2. If you are considering a new fundraising strategy, would you expect it to be proﬁtable in the
ﬁrst year? If not, how long are you willing to wait for proﬁtability?

3. Do you include the value of volunteer time — about $17 per hour — in your cost estimates? If
not, how might you add that in and what might it tell you?
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chapter eight P R I N C I P L E
Chapter eight covers two principles of follow-up.

Principle #12

Be a good manager. Keep impeccable
records and use them.

IDEAS

On April 14, a donor phones and asks if you can give them the
dollar total of their donations for the previous year. Obviously,
this is someone working at the last-minute to ﬁle their income
tax. After verifying the donor’s identity, you provide the correct
information that same day, winning the donor’s gratitude.
You’ve decided to list donors in your annual report. You’d like
to list them under their category of giving — or “gift club”
— such as Friends $100 – $249; Benefactors $250 – $999, etc.
You are able to pull names and cumulative annual giving numbers from your software. You conﬁrm the information with the
donor while asking for permission to print their names. Some
may wish to remain anonymous. By asking, you accomplish
two things. First, you are able to honor the donor’s wishes, and
second, you make a personal connection with the donor. Both of
these please the donor.
Now, you want to go another step farther and establish a giving club for donors who have given consistently for ﬁve, ten,
or more years. Again, you are able to pull names and cumulative multiple-year giving numbers from your software.
Donors are impressed with this extra level of recognition.

As you read through the
section at left, jot your
ideas here.

•

•

•

•
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You are considering applying to a speciﬁc foundation for a grant.
That foundation requires a quarterly report on expenditure
of grant funds no later than thirty days after the quarter ends.
Before applying for the grant, you work with your accounting ofﬁce to make sure you can provide the ﬁgures within the
required time frame. When you receive the grant, you calendar
the dates for ﬁnancial reports and follow-up to make sure the
foundation receives each report on time. This gives you an “A”
rating with the funder.
A donor phones when the development staff is out of the ofﬁce.
You’ve trained the person who answers the phone to take
detailed messages from donors so you can return the call at the
right time. You’ll be ready with the facts you need to strategize
with the donor regarding a future gift. The donor is impressed
that your organization is businesslike as well as friendly.

IDEAS
As you read through the
section at left, jot your
ideas here.

•

•

•

•

52

Principled Fundraising 101 • College of Fundraising Knowledge • augmentdirect.com

Principled
Principled
Fundraising
Fundraising

chapter eight P R I N C I P L E

Principle #13

Say thank you promptly & appropriately.
You cannot say thank you too promptly or too often.

IDEAS

A thank you letter should be sent to the donor within three days
of receipt of the gift. Include speciﬁcs of the gift, such as date
and amount. If the gift is restricted, be sure to include the fund
or project for which it is restricted. Describe how the gift will
be used.
Some universities acknowledge one gift two or three times.
First, they send a gift receipt from the development ofﬁce.
Second, a thank you letter is sent by the university president,
a dean, a director, and/or other ofﬁcial.
A phone call to the donor immediately upon receipt of the gift
can be a welcome surprise for the donor. It is a complement to
the thank you letter, not a substitute.
Your thanks for a gift is an important part of the donor cultivation process. It is, in fact, the ﬁrst step in soliciting another gift.
Establish donor recognition systems that allow donors to be
thanked in the way they wish. For example, if a donor doesn’t
wish to be recognized publicly, arrange for a private recognition.
Make sure your donor recognition system is tied to your mission.

As you read through the
section at left, jot your
ideas here.

•

•

•

•
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chapter eight A P P L I C AT I O N

Principles #12-13

Be a good manager. Keep impeccable
records and use them.

IDEAS

Say thank you promptly & appropriately.

As you read through the
section at left, jot your
ideas here.

Impeccable Records Checklist
• Use an off-the-shelf donor database. In the ﬁrst three months
you use it, write protocols for data entry and stick to them.
• Set up systems for processing and acknowledging donations.
These might include:
- How often the content of thank you letters will be
changed.
- Who signs thank you letters.
- When a phone call will be made to the donor and who will
make it.
- A description of the “paper trail” — the ﬂow of the donation
through your organization from receipt of the gift to sending
of the acknowledgment.
- Disposition of the actual paper — the check, envelope, reply
device, and anything else that accompanied the gift.
• Set up systems for tracking grants so you can submit accurate
reports on time.
• Keep legal and ethical. Know IRS, federal, state, and local laws
that cover fundraising and adhere to them. Educate executive
management and the board of directors about these laws. There
are laws and regulations covering these and other activities.
- Receipts
- Special events
- Rafﬂes, bingo, casino nights, other gambling
- Direct mail
- Unrelated business income
- Auto donations
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- Auctions
- Hiring fundraisers
- Serving and selling food and beverages
- Door to door solicitation
- Telemarketing

IDEAS

• Put everything in writing — procedures for each system.
Assume that you might not be available to tell your successors
what each protocol means. Create a written document that successors can follow to make sure that the system of impeccable
recordkeeping that you set up will continue to work.

As you read through the
section at left, jot your
ideas here.

•

•

•

•
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Principles #12-13

Be a good manager. Keep impeccable records and use them.
Say thank you promptly & appropriately.
Six Ways to Thank a Donor
Method of
Thanking

For Which Group of Our Donors is this Method Appropriate?
What Would Prompt this Response?

Send a personalized
letter.

Send a receipt and a
personalized letter.

Send more than one
personalized letter.

Send a personalized
letter and a small gift.

Send a personalized
letter and phone the
donor.

Send a personalized
letter and invite the
donor to lunch.
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Principles #12-13

Be a good manager. Keep impeccable records and use them.
Say thank you promptly & appropriately.
1. At your nonproﬁt, what are the obstacles to setting up systems and keeping impeccable records?
How can you overcome those obstacles?

2. How many ways are you thanking your donors? Would it be appropriate to add new methods?
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chapter nine T H E F U N D R A I S I N G P L A N

Development — or fundraising — has three primary
responsibilities in the nonproﬁt organization.
• Identiﬁcation and cultivation of donors and prospects.
• Donor solicitation and stewardship.
• Development and maintenance of the resources needed for
fundraising — the infrastructure.

IDEAS
As you read through the
section at left, jot your
ideas here.

Each of the principles of fundraising ﬁts under one of these
three primary responsibilities of the development ofﬁce.

Identiﬁcation and cultivation of donors and prospects.
See principles:
1. People want to give.
7. Focus on your mission — it attracts donors.
10. Cultivate before you solicit.

•

Donor solicitation and stewardship.
See principles:
2. Ask.
3. Ask for a speciﬁc amount.
4. Ask for the right amount for the right project.
5. Make it easy for someone to make a gift.
6. People give to people.
8. People give to support success, not to underwrite failure.
9. Be optimistic and enthusiastic. Assume YES.

•

•

Development & maintenance of the
resources needed for fundraising —
the infrastructure.
See principles:
11. Use your resources wisely.
12. Be a good manager. Keep impeccable
records and use them.
13. Say thank you promptly & appropriately.
14. Enjoy your work. Make a place for fun
in fundraising.
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chapter nine W O R K S H E E T

Fundraising Plan
For each fundraising strategy or activity that you have planned for the next year, deﬁne the action
required under each of the three basic responsibilities of the development ofﬁce.

Strategy or Activity

sample
Our ongoing special
event = a dinner

Identiﬁcationa
& Cultivation of
Donors & Prospects

Donor Solicitation &
Stewardship

We will add new
attendees to our
mailing list.

We will charge $40 more
than our costs, so the
dinner will make a proﬁt.

We will make sure
attendees learn
about our mission
through interesting
presentations by
clients.

We will introduce major
donors to the audience.

Grant proposals

Direct mail sent to
previous donors
Direct mail sent to
people who never
donated before
Special event

Personal solicitation

Website fundraising

Other
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Infrastructure
We will train staff &
volunteers to listen
carefully to what attendees
say about our client
presentations.
We will need event
software support for this
event.
We will use our regular
mailing service for
invitations.
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chapter ten O N E L A S T T H O U G H T

#14. The Principle & The Application

Enjoy your work. Make a place for fun in
fundraising.

IDEAS

As fundraisers, our work is serious. Our nonproﬁt organizations
— and their clients — depend upon us to raise the dollars that
provide critical services.
The very nature of our work dictates that we will be told “No”
on a daily basis. It’s easy to fall into the trap of taking each “No”
personally. It’s human nature to focus on failure, not success.
Here are some steps you can take to start enjoying your work
more and to make a place for fun.
• Build time into your weekly schedule for a personal assessment
of your work over the last week and a time for reﬂection on the
aspects of your work that you most enjoy.
• Fundraisers need to see the big picture as well as manage the
details. Is your work a challenge? Ask yourself a “three bears”
question. Is your work challenge too big, too little, or just the
right size?
• Build time for personal career-related growth into your monthly
schedule. People often leave the ﬁeld of fundraising because
they burn-out. They work long hard hours, sometimes with
little praise and sometimes, with less-than-stellar remuneration.
They have no time for challenging growth experiences in their
professional life.
• Attend a seminar or meeting of fundraising professionals.
Network with others in the nonproﬁt sector. Explore related
ﬁelds such as sales, advertising, and marketing. Sometimes a
workshop or seminar in a different ﬁeld will open your mind to
new opportunities you can apply in your work.
• Last, but not least, what about fun? If there’s not much to laugh
about at your work, you’ll have to create your own laughable
moments. Post funny pictures or cartoons near your desk. Share
jokes with co-workers. Offer a prize to the person who brings in
the best cartoon, photo, or joke.
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section at left, jot your
ideas here.
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#14. The Principle & The Application

Enjoy your work. Make a place for fun in fundraising.
If laughter is indeed the best medicine, how can we bring it to the workplace? List at least six
things that would make your work more enjoyable and/or put the fun in fundraising for you.
1.

2.

3.

4.

5.

6.
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#14. The Principle & The Application

Enjoy your work. Make a place for fun in fundraising.

1. Discuss the ideas you wrote on the worksheet. What might it take to
make these ideas work? What obstacles will you face?

2. Take a break. Go out and smell the roses.
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appendix F O O T N O T E S & R E S O U R C E S

Footnotes
1. The National Center for Charitable Statistics / The Urban
Institute —www.nccsdataweb.urban.org — Find statistics
about nonproﬁts.
2. The National Council of Nonproﬁt Associations — www.
ncna.org — Find statistics about nonproﬁts.
3. Giving USA — American Association of Fund Raising
Counsel — www.aafrc.org — Find statistics about donations
to nonproﬁts.
4. Guidestar — www.guidestar.org — Find 990s (ﬁnancial
reports to the Internal Revenue Service) of most reporting
charities.
5. San José State University — www.pd.sjsu.edu — Find information about classes in the Nonproﬁt Management program.
6. Association of Fundraising Professionals — www.afpnet.
org — Find the Code of Ethics members sign each year and the
Donor Bill of Rights.
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appendix G L O S S A RY O F D E F I N I T I O N S

bequest — a gift made through an estate, usually through a will
or trust.
case statement — a compilation of information pertaining to
the organization. It is a resource document. It is not a brochure
or printed sales piece. Informational material for all collaterals,
speeches, and proposals is drawn from the case statement. The
case is an in-house document that is not distributed outside the
organization.
case, case for support — a short document outlining the reasons why a donor might want to provide ﬁnancial support for a
speciﬁc nonproﬁt organization. The case may be distributed to
donors and volunteers.
charity — an institution, organization, or fund established to
help the needy.
collaterals — marketing communications pieces including
brochures, fact sheets, etc. used to showcase an organization’s
services.
cultivate, cultivation — engage the interest — and involvement — of a donor or prospective donor in a nonproﬁt’s programs and people.
development — the total process in which an organization
increases public understanding of its mission and acquires
ﬁnancial support.
donor — a person, organization, corporation, or foundation that
makes a gift.
donor acquisition — the process of identifying and acquiring
new donors.
donor intent — the purpose of the donor’s gift; most often this
term is used when the donor has restricted a gift.
donor proﬁle — information compiled through research about
an individual donor.
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donor recognition — the practice of providing recognition to
a donor through a private or public expression of appreciation.
This includes everything from listing the donor’s name with
those of other donors to naming a building after a donor.
donor research — research done to ﬁnd facts about a prospective donor, such as basic demographic information, ﬁnancial
resources, past giving, etc.
donor survey — a study or poll of donors which is often used
to obtain information about them (demographics), their giving
preferences, and their relationship with the speciﬁc nonproﬁt
conducting the survey.
fundraise — to seek donations from various sources for the
support of an organization or a speciﬁc project.
fundraiser — a person — paid or unpaid — who plans, manages, or participates in obtaining resources for an organization.
fundraising — organized activity of soliciting donations.
Fundraising is both an art and a science.
fundraising consultant, fundraising counsel — a person or
company that provides fundraising advice or other fundraising
assistance under contract to nonproﬁts.
gift or giving club — donor categories that are grouped based
on the level of donations. Various levels — Friend, Benefactor,
etc. — may receive different types of donor recognition.
major gift — a signiﬁcant donation to a nonproﬁt organization.
The dollar amount required to qualify as a major gift is determined by the organization.
mission — the purpose of an organization.
mission statement — a statement describing the value to the
community of a speciﬁc nonproﬁt organization.
nonproﬁt organization or “nonproﬁt”— a corporation that is
of beneﬁt to the community — sometimes called a public beneﬁt corporation. If there are proﬁts, they beneﬁt the community,
not those who manage the organization.
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personal solicitation — the process of soliciting a gift through
a face-to-face request.
philanthropist — a person who practices philanthropy; a giver
or donor; a person who is philanthropic.
philanthropy — the effort to increase the well-being of people
through personal actions and/or through charitable donations.
prospect, prospective donor — a potential donor.
restricted gift — a donation that has limits on how it may be
used; a gift that is designated for a speciﬁc use. Gifts may be
temporarily restricted or permanently restricted.
solicitor — a person who asks for donations on behalf of an
organization.
stewardship — the process of taking good care of donations
and making sure they are spent appropriately. Stewardship activities include gift acknowledgment, donor recognition, wise
investment of donations, and prudent use of funds in accordance
with donor intent and the nonproﬁt’s mission.
unrestricted gift — a gift made without any condition or
designation.
vision statement — a statement describing what an
organization should become in the future.
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