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Introduction

‘ hances are you were initially drawn to nonprofit work because of a

cause you cared about — whether that cause was homeless families,
environmental concerns, cutbacks in the arts, or public policy issues. You
heard or saw something that touched your heart, and your mind opened
up to the possibilities of doing something to help. Maybe your checkbook
opened up, too.

Whether you wound up helping as a volunteer, joining a staff, or serving on

a board, you most likely connected with the agency because, first and fore-
most, you believed in the work it was doing. At some point, you realized that
the role of the fundraiser is right at the heart of the organization. After all,
without funding, the agency wouldn’t be able to do any of the good work that
got you hooked in the first place.

As you certainly know, fundraising in any economic climate is a challenge,
but raising funds in a time of financial upheaval is a challenge of new pro-
portion. Not only is your organization vying with other groups for donors’
attention, compassion, and financial gifts, but now you must swim against
the tide of economic uncertainty, reduced assets, and general insecurity in
the market. How do you encourage donors to give when they’re fearful about
their finances? How can you demonstrate the good stewardship of your
group and share your success stories — all while reducing costs and further-
ing your reach? Is it possible to connect with your donors in new ways during
economic hardship, honoring their contributions and inviting their engage-
ment no matter how big the check they write today is?

Fundraising For Dummies, 3rd Edition, answers these questions and many
more, offering practical, tried-and-true ways to raise the funds you need in
any financial landscape. Whether you run a one-person development office or
chair a 20-member board of directors, this book walks you through the pro-
cess of assessing your fundraising climate, getting ready to raise funds, pre-
paring a far-reaching fundraising plan, gathering your resources, and putting
your plan in place. Additionally, this book shows you how to find and work
with donors, set up a variety of fundraising campaigns, and explore effective,
low-cost ways — such as reducing your four-color print budget and begin-
ning to use social marketing techniques — to get the word out about the
good your organization is doing in your community and around the world.
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About This Book

No matter where you are on your fundraising journey, this book is here to
help you find just what you need. You don’t have to read it cover to cover
to find value, but we do suggest that you start by taking a look at Chapter 1,
which gives you a sense of the factors that influence raising funds in a shift-
ing economic landscape. Then feel free to wander where your interests and
most urgent needs lead you. When we cover a particular topic in more detail
elsewhere in the book, we include a cross-reference so you can easily jump
from chapter to chapter to read up on the areas that interest you most.

Throughout the book, we strive to make ideas and phrases easy to under-
stand, putting things in simple terms with advice straight from the school of
practical experience. The idea is to give you effective fundraising techniques
fast — ideas you can put in place right away — without requiring you to
spend a lot of time with complicated concepts that will rarely, if ever, affect
what you do in real-world fundraising for your organization.

Conventions Used in This Book

We use the following conventions consistently throughout the book:

v New terms appear in ifalics and are closely followed by an easy-to-
understand definition.

v~ Boldface text either indicates keywords in bulleted lists or highlights
action parts of numbered steps.

v All Web and e-mail addresses appear in monofont.

When this book was printed, some Web addresses may have needed to break
across two lines of text. If you come across a two-line Web address, rest
assured that we haven’t put in any extra characters (such as hyphens) to indi-
cate the break. So when you're using one of these Web addresses, just type in
exactly what you see in this book, pretending that the line break doesn’t exist.

What Vou're Not to Read

Sidebars — the gray boxes set apart from the regular text — are side topics
that may be interesting but aren’t exactly essential to the fundraising topics
at hand. Sidebars may point out the background of a term or practice, for
example, or give you additional details on a topic mentioned in the text. If
you want to speed through the book and skip the sidebars, go ahead; no need
to feel guilty.
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Foolish Assumptions

We made some assumptions about you as we wrote this book. Basically, we
think the following:

v You're a current or aspiring fundraiser.

v You're feeling the impact of the shifting economy and want practical
ideas for effective fundraising.

v Whether you have 20 years of experience or are just starting out,
you’d like some fresh ideas and advice that will help you use the best
approaches and technologies available today.

» You may be anyone from a full-time staff member to a volunteer charged
with fundraising tasks.

» You don’t have a huge staff or open-ended budget.

» You care about the mission you're raising funds to support and want to
make a positive difference.

» You don’t have time to waste; you need to get to work right away with
ideas and tools that can help you succeed.

How This Book Is Organized

Fundraising For Dummies, 3rd Edition, is organized into five different parts,
with chapters arranged to walk you (more or less) through the process of
preparing for, creating, implementing, and evaluating a cohesive fundraising
system.

Part I: Putting Your Fundraising
Ducks in a Row

Part I is all about your readiness — as an agency — to set up a fundraising
system. Long before you start taking those checks to the bank, you need to
make sure your organization is ready to raise funds. Getting ready involves
gaining a sense of the climate in which you’re planning to raise funds and
identifying the factors that may impact your efforts. It also means getting a
clear sense of the organization. What’s your organization’s mission? Why do
you do what you do? Whom does your agency help? What does your board
do? This part of the book helps you evaluate and answer these questions —
and many more — to make sure that you are, in fact, ready to roll out your
own fundraising plan.
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Part II: Finding — and Winning
Over — Donors

Part Il introduces the all-important donor and helps you understand what
role he or she plays in the effectiveness of your overall fundraising plan. Who
are your donors and where can you find them? What motivates a donor to
give? How can you lessen your chances of hearing “No!” on your donor calls?
How equitable is the agency-donor relationship? How can you write a win-
ning grant proposal that speaks directly to the grantor about the good your
organization does (and how a grant would help you do even more)? This part
introduces you to these donor-related aspects of any fundraising system and
helps you prepare for your eventual dialog with your donors.

Part [11: Telling Your Story
and Building Your Brand

Much of your work as a fundraiser involves telling the story of your orga-
nization in a compelling and engaging way. Whether you’re sending mail
pieces, working with the media, writing grant proposals, using social media
and e-mail approaches, or updating your Web site, understanding what your
donors see, hear, and think about your organization is key to ensuring that
you’re building the brand value you hope to create. When your name and
work are synonymous with compassion, quality, service, and good work,
your donors will be glad to be part of your organization and will undoubtedly
want to get closer. This part helps you use all these means — and more — to
engage your donors in a way that enables them to give gladly.

Part JU: Engaging Your Givers
with the Right Campaigns

As a fundraiser, you find out quickly that different campaigns enable you to
connect with different types of donors in different ways. You fund your year-
in, year-out operations with your annual fund. You purchase new playground
equipment with the help of a special event. You build the new library build-
ing thanks to the dollars raised for the capital campaign. You can go after
major gifts from corporations and foundations, or you can decide to build an
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endowment for longer-term financial security. This part explores these dif-
ferent campaigns and provides advice about when you should use each cam-
paign, what to expect from them, and how to evaluate the campaigns so you
can do more of what works next time.

Part U: The Part of Tens

In typical For Dummies fashion, this part of the book lists a few collections of
ten items, grouped around a particular subject. Chapter 24 offers ten inter-
esting ideas about changes on the fundraising horizon that may impact your
work in the years to come. Chapter 25 offers great opening lines that you can
use to engage your donors right off the bat. You never know when one may
come in handy.

Icons Used in This Book
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If you've ever used a For Dummies book before, you know that each book
has a lot of little pictures on the pages, showing you what’s special and
important about a particular paragraph. Here are the icons we use through-
out this book:

Anything having to do with money, people, and time lends itself to analysis.

This icon draws attention to quantifiable ways that the fundraising landscape
has changed over time.

This icon highlights useful concepts and practical information.

Basic “how-to-do-it-better” ideas appear with this icon so you can do things
correctly from the start.

Pay close attention to the information listed with this icon, or your fundraising
campaign could be a bomb.
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Where to Go from Here

Well, you could take the afternoon off and go watch the Cubs play . . . but
more than likely you're now fired up and ready to tackle some of the fund-
raising issues you face. Before you begin, however, review the following fund-
raising truths:

v Fundraising starts with passion.

v People want to give — even in tough economic times.

» You help donors achieve their goals. (Giving truly is good for both the
donor and the organization.)

v Fundraising is a noble endeavor.

Don’t believe these truths? By the time you're done reading this book, you
will. In the meantime, sit back, feel confident that you’re not alone out there
in the big world of fundraising, and enjoy your trip through Fundraising For
Dummies, 3rd Edition. Feel free to start at the beginning, or move to the
topics that interest you most. Go wherever your fundraising heart takes you!
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“I{ we eliminate the tchotchkes, suck up to the
media, and time travel to the 13th century, we
should be able to last another year.”



In this part . . .

efore you can start bringing in the big bucks to

fund your organization, you need to begin at the
beginning — by figuring out the lay of the land and get-
ting a sense of what’s possible in your fundraising envi-
ronment. Anytime you start something new, you have to
take some time to get your feet under you and become
familiar with the basics of your task. And in times of
economic upheaval, being able to assess your starting
point — and envision your end goal — is more important
than ever.

This part of the book introduces you to the foundation of
your fundraising efforts: your passion, your mission, your
board, and your message. Use this part to put the corner-
stones in place as you begin building your fundraising
approach.




Chapter 1

Fundraising in a
Changing Economy

In This Chapter

Keeping your thumb on the pulse of the economy
Discovering your opportunity during an economic downturn
Finding success by building relationships

Taking advantage of an upcoming economic recovery

‘ hances are you love a challenge. You probably also enjoy people, have

a passion for your cause, have skills that help you communicate easily,
are personable, and know how to focus on details while keeping in mind the
big picture. In your heart of hearts, you also may have a never-say-die belief
that good causes need good people to raise the funds that keep them going.

Congratulations! You're in the right line of work.

Fundraising may not be the easiest job you ever do in your life, but, as you
gain understanding and experience, you discover that it offers great intrinsic
and lasting rewards: relationships with passionate and dedicated people;
the achievement of goals for a cause you believe in; the excitement of know-
ing your efforts are contributing to the common good — by way of putting
food on the table for those who are hungry, opening doors for those who
need them, or cleaning up the environment for the next generation. All along
the way, you have the chance to be a matchmaker of good works and good
people — bringing together people who have a desire to help with an organi-
zation that needs them.

Even with all these inherent benefits, however, now isn’t an easy time to be a
fundraiser. If you've been in the role for any length of time, you've probably
spent a lot of time watching with a wary eye as the economy pitches and
sways. You wonder whether donors will have anything left to give; you watch
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your endowment drop; you cringe at the economic forecasts. After all, in
almost every industry today — education, healthcare, social services, environ-
mental protection, public service, and so on — you find giving numbers down,
corporations tightening their purse strings, foundations offering fewer grants,
and government dollars slowing to a trickle.

Although it’s important to have your eyes open, to know what’s happening

in the world, and to discern how the current economic situation is impacting
your organization, not everything is doom and gloom. As you see in the world
around you, times of disequilibrium find their way back to balance. As the
economy shifts and topples, you get the opportunity to look more closely at
your foundation, your approach, your programs, your messaging, and your
people. You now have the time to give a closer look to the areas you took for
granted when times were good. How has your organization changed? What
are your opportunities today? How can you work together with your staff and
board more effectively — while improving your efficiency and cutting costs
at the same time — so that when the numbers begin to rise again (and they
will), you're ready to move even more effectively into a time of abundance?

This chapter offers practical in-the-trenches ideas for navigating through
tough times, capitalizing on your successes, and planting seeds now for some
major blossoming in the months and years ahead.

Looking at the Stark Realities
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Just how bad is it? According to the Center on Philanthropy at Indiana
University, the Philanthropic Giving Index (PGI), which evaluates confidence
in charitable giving, reached an all-time low in 2009, dropping almost 49 per-
cent since December 2007. When the PGI was calculated in the depths of the
U.S. recession, more than 93 percent of fundraisers said the economy had a
negative or very negative effect on their ability to raise funds.

Even though the numbers show that donors who traditionally have given less
than $1,000 are giving roughly the same amount they gave in previous years,
donors who traditionally have given more than $1,000 are being impacted in
a big way, and the size and number of gifts they are giving have been signifi-
cantly reduced. Uncertainty is in the air, and even your more affluent donors
may be experiencing difficult personal economic circumstances.

Giving USA 2009, a report showing the results of philanthropic giving in 2008,
illustrates just how bleak the numbers really are. Compared to the philan-
thropic giving total for 2007 (just over $314 billion), total giving in 2008 was



