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Workshop Agenda

· Welcome and Logistics; Introductions*
· Colorado Nonprofit Association’s “Principles and Practices for Nonprofit Excellence in Colorado”

· Organizational Readiness for Fundraising

· The Context for Our Work:  Philanthropic Giving in America, Universal Truths About Fundraising

· BREAK

· The Fundraising Cycle; Potential Sources of Income

· Raising Money from Individuals; Asking for Money

· Final Questions, Wrap-up, Evaluation

* For your introduction, please give your name, the organization you represent and your role within the organization, and a response to the following:  I have $1,000 to give to the organization of my choice.  I will give it to:


___  a local “dog and cat” cause

___  the organization for which I sit on the Board of Directors

___  anything being sold by a kid (e.g. Girl Scout cookies, raffle tickets)

___  an event in which I’ll be participating (e.g. golf tournament)

___  my church

___  a cause that my best friend asks me to support

___  a soup kitchen serving the homeless in Atlanta

___  my college or university

___  an organization from which I currently benefit (e.g. public television, community radio, art
        museum, symphony)

___  a disorganized, poorly-run organization that provides really vital services in my hometown

___  smallpox immunizations for poor children in Ecuador

___  a local organization that gives really great perks (e.g. t-shirt)

___  local high school activities scholarship fund for kids from low-income families (for uniforms,
        participant fees, etc. for band, athletics, art, etc.)

___  a disease research organization that is addressing an issue that has impacted me and/or a
        family member (e.g. American Cancer Society)

___  other:
I chose the above because:

Assessing Organizational Readiness to Raise Funds

Consider your development goals:

What are the financial goals we are trying to reach through our development efforts (short/long term)?

What are the non-financial goals we are trying to reach through our development efforts (short/long term)?

How far off the ideal are our present development activities?  What will need to change for us to attain our development goals?

Answer the following questions:

Do we have…

…a clear mission

…passion for our work

…a niche within the community, and support from our users

…an effective structure for doing our work

…a track record

…board leadership and staff management with a good overall picture

…fiscal stability and accountability?

Does our organization have an effective marketing and public relations strategy and plan?  Are these being actively implemented?  Is support for these activities included in the annual operating budget?

Do board and staff members, as well as volunteers, talk about our organization to key people within the community?

Does our organization have clear guidelines on who can serve as the official spokesperson for the organization?

Does our organization publish an annual report?  Are there other methods for getting information out to interested parties and/or the general public?

Do we have an effective development strategy and plan?  Are these being actively implemented?  Are these activities included in the annual operating budget?

Does each board member provide financial support to our organization on an annual basis?

Do board members actively ask others in the community to provide financial support to our organization?  Does the board have a clear policy on each individual member’s responsibility to raise money?

Have we filed with the Secretary of State to meet Charitable Solicitations Act requirements?  If applicable, do we have a legal and active bingo and raffles license?

Review your organization’s outreach materials:

Do we have…

…A strategic/business plan?

…Web-based and printed materials?

…A case statement for support, including financial data?

…Question-and-answer or fact sheet?

…Letter of solicitation; pledge card/letter?

…Campaign materials – training, prospect contact sheets, activity tracking, etc.?

Universal Truths About Fundraising

1. Fundraising is a very personal business – people give to other people.

2. You have to ask for the money.

3. You have to make it easy for donors to say “YES.”

4. Success in fundraising is running a good program, letting people know about it (promotions) and asking for their support.

5. Success in fundraising is about meeting the needs of your donors.

6. Look for support at the local level first – money, in-kind contributions, volunteer time.

7. It is important to be clear about the use of the funds you are requesting (e.g. operational support, special building fund, etc.) and that you are specific about the amount of funding requested to meet this specific use.

8. The best fund raising plan develops a diverse and controllable funding base for your organization (see below).

9. The worst time to raise money is when you need it immediately. It is critical to plan ahead – allow 12 to 18 months for the fruits of your labor to be harvested.

10. Involve board members and other volunteers, who are the most credible spokespeople; their involvement will increase personal ownership.

Controllable Income versus Uncontrollable Income (from Community Resource Center)
The following is a list of what could be considered controllable versus uncontrollable income for an organization.  A long-term goal is to move an organization’s funding base to become largely controllable.

Controllable Income





Uncontrollable Income

Fees for Services and Contracts



Foundation Grants

Memberships






National Church Grants

Small Donations (less than $100) from Individuals

Corporate Donations

Large Donations ($100 or more) from Individuals

United Way Contributions

Special Events





Government Funds Attained
Endowment – Wills and Bequests



   Through Request for Proposals

Corporate Sponsorships (sometimes)


Workplace Giving

Service Club Contributions

Philanthropic Giving in America - 2009
From Giving USA 2010
Total of $303.75 billion contributed by:

Corporations                                    $    14.10 billion           4.6 percent

Foundations                                           38.44                   12.7

Individuals and Bequests                     251.21                   82.7

Estimated donors include 75 million households, one million companies, 120,000 estates and 77,000 foundations.  Total dollars represent a 3.6% decrease as compared with 2008 (3.2% decrease when adjusted for U.S. price deflation in 2009).

(Government is a major “contributor” to philanthropic causes in America, estimated at a total comparable to all charitable giving.)
Distribution of Funds:

Religion



$
100.95 billion

33 percent 

    

Education




  40.01  
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Foundations




  31.00
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Human Services



  27.08


  9

Public/Society Benefit



  22.77


  8

Health





  22.46


  7

Arts/Culture/Humanities


  12.34


  4

International Affairs



    6.20


  3

Environment/Animals



    6.15


  2

Unallocated/Other



  34.79
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Estimated recipients include 1.2 million IRS-registered charities and an additional 350,000 religious congregations.
What can we learn from…

Religion???

Education???

Foundations???

And even those that work in the lower-ranking categories from above???

The Fundraising Cycle

Planning:
Prospecting:

Cultivation:

Solicitation:

Stewardship:

Assessment of Organizational Fundraising Efforts

	Activity
	Annual

Net Income
	% of  Income

Now/Plan
	Pros:

What Works  
	Cons:

What Does Not Work
	Likely Lifespan
	Next Steps

	EXAMPLE:
Quarterly trips to Las Vegas
	$60,000
	40% now;

50%-60% desired.
	Fun.  Multi-purpose.  Easy to get  board members  involved.
	Perception in community may be negative.  Does not fall within financial mgmt policies.
	No foreseeable end.
	Explore  investing more here! Change financial policies - ?

	Government grants, contracts
	
	
	
	
	
	

	Foundation grants
	
	
	
	
	
	

	Corp/business grants, sponsorships, cause-

related marketing promotions
	
	
	
	
	
	

	Civic group/church/ United Way grants, donations, contracts
	
	
	
	
	
	

	Individual gifts – first-time, small dollar-value from direct mail, unsolicited gifts, etc.
	
	
	
	
	
	

	Individual gifts – repeat, small dollar-value from

memberships, annual fund
	
	
	
	
	
	

	Individual gifts – special events
	
	
	
	
	
	

	Individual gifts – high dollar-value (major gifts)
	
	
	
	
	
	

	Individual gifts – planned/bequests
	
	
	
	
	
	

	Sales of goods, fees for services 
	
	
	
	
	
	

	Earned Income –

un/related business
	
	
	
	
	
	

	Investment/interest income (savings, endowment)
	
	
	
	
	
	

	Other:
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The Pyramid of Individual Giving

Individuals provide more than 80% of all charitable gifts in America.  This number includes gifts upon death (“bequests” in chart below).  Individuals are almost exclusively responsible for giving to religious organizations, which continues as the largest dollar category of giving.

Individuals also are unique in that they generally offer:

long-term funding and growth potential

quick turn-around time for your receiving funds

the ability to impact funding decisions

minimal reporting requirements, minimal demands on how money is spent

additionally may be a good source of volunteers and introduction to other donors


Bequest

________________

Major Donor

_________________________

Increased Donor

__________________________________

Repeat Donor

___________________________________________

Donor

___________________________________________________

Prospect 

The pyramid demonstrates how donors “move up” to become more involved in the organization’s life.  It also is typical that the more mature the organization, the more likely it will be working at the top levels of the pyramid.  Each level of giving requires a different strategy to develop and sustain; likewise, unique strategies are required to move donors to the next level.  Most organizations “stall out” at one or more levels.
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Asking for Money
As a solicitor, your job is to ask for and secure contributions from your list of prospects.  This job has four important components.

1. Inform the prospect - Know the campaign story and convey to the prospect the importance of the campaign to you and to the future of the organization and the industry.

2. Cultivate the prospect - Listen to your prospect and establish an atmosphere of shared concern and constructive communication.

3. Raise the prospect’s sights - Inform the prospect of recognition levels and named gift opportunities, tax benefits, ways of giving, and other factors that influence a gift.

4. Ask for a thoughtful, appropriate commitment - When you determine the time to be correct, invite the prospect to commit to an amount.

Points to Consider When Soliciting Gifts

· See your best prospects first.  Start with the prospect you believe will respond most favorably.  See your prospects in person.  Phone personally to set the date and time for your visit.  

· Plan to engage in ongoing cultivation, and two or more visits for the solicitation.  You must convey the attitude that you are committed to this project, and that it is very important to you to involve the prospect in this community of giving.

· In order to secure major gifts, you must ask!  You also must believe in the evaluated figure to be solicited.  This “considered amount” is an estimate of what prospects will contribute when they are sufficiently motivated.  It is only a measure of potential, not a price tag or what they should give.


I hope you’ll consider a gift of $X over a period of three to five years.


I hope you will join me as one of the $X gifts this campaign requires.


I saw myself at the $X level.  Is that where you see yourself?

      Others will stretch only if we, as leaders, stretch first. 

· Our goal is to never offend the donor.  In some cases we may have to accept a “substandard” gift, but always leave the door open to come back at a later time.

In a nutshell:  Be prepared to articulate a sound case.  Make a brief, clear and concise presentation.  Ask for a specific, reasonable and challenging gift.  Listen.  Demonstrate your own commitment.
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