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In November of 2005, 26 National Wildlife Federation 
(NWF) and NWF Affiliate leaders gathered in Wim-
berley, Texas to discuss the challenges and opportuni-
ties facing the conservation movement in America. 
From these meetings, many great ideas and plans were 
set into motion, including the foresight to strengthen 
NWF’s Affiliate structure. “How can we be more pro-
ductive together?” “How can we help each other?” 
These questions and many more led to the creation of 
six teams which would explore new avenues to reach 
the end goal of restoring conservation values in Amer-
ica. Clearly, fundraising was one of these areas. Out of 
the Wimberley summit, a team was formed to help 
NWF affiliates in their fundraising efforts. The first 
step was to distribute a survey to all affiliates that 
asked what kind of things they wanted to learn. The 
three highlights were 1) Membership  2) Grants  3) Ma-
jor gift Fundraising. The second step is this basic fund-
raising manual. 
 
With the overwhelming need for conservation organi-
zations to restore wildlife and habitat, connect people 
with nature, and confront global warming, successful 
fundraising is as important as ever. While helpful, an 
experienced development department is not necessary 
to thrive financially. Fundraising is a job for everyone 
who works for and represents an organization - from 
the President to the volunteers. With the proper enthu-
siasm and participation, grant proposals, phone calls, 
hand written letters and appeals will be flying out of 
your office - and gifts will be flying in! 
 
This manual was created, developed and printed to 
help all NWF affiliates understand and execute basic 
fundraising models. Inside you will learn the elemental 
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strategies to starting and sustaining: a membership program, foundation 
grants program, a major gift program, and a planned giving program. You 
will also find supplemental guidelines on engaging your Board, researching 
members, donors and prospects and creating a stewardship/events program.  
 
While this manual is intended to deliver the basic first steps, it is not intended 
to be the ultimate resource. As with any craft, additional training and re-
sources are needed to excel. NWF’s Development Department can always rec-
ommend seminars, conferences, books and magazines to further cultivate 
fundraising knowledge.  
 
We hope you will use this manual to either start or grow your fundraising ef-
forts. Our wildlife and habitats need our collective strength and effort, and we 
owe it to them to deliver. Happy fundraising! 
�
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A membership program is vital to building the base of 
support for your organization’s needs. A diverse mem-
bership program will consist of mailings, phone ap-
peals, emails and other forms of communication, to 
identify a large cross section of donors who are sup-
porting your work at the smallest levels. It is from this 
foundation of donors that you can find potential major 
gift donors.      
 
An effective membership program must be built up 
incrementally. Planning and perseverance are needed 
to build a strong member base, and expectations should 
be realistic. Retaining members is always a challenge. 
The typical annual membership retention rate for con-
servation organizations is aound 30% for the first year. 
Those members who stay with you beyond one year 
usually renew anywhere from 60% – 70%.  
 
 
Three Major Types of Campaigns Three Major Types of Campaigns Three Major Types of Campaigns Three Major Types of Campaigns     
 
Acquisitions 
 
1. Definition:  Promotion to acquire a new (first-time) 

member/donor.  
2. Methods:  Direct mail, telemarketing, TV, print, 

door-to-door, websites, other.  
3. Audience:  Outside non-member, donor lists.  
4. Economics:  Usually at a loss or, at best, breakeven. 

Important to compute Long Term Value per donor 
to get a clear picture of how much you can afford to 
"invest" in acquiring new donors.  

5. Optimum size of program: Depends on strategy for 
rate of growth and time frame for such growth; 
projected net income needs.  

Membership ProgramsMembership ProgramsMembership ProgramsMembership Programs    
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Appeals  
 
1. Definition:  Promotion to active donors to your organization soliciting them to 

make an additional contribution for a special need. 
2. Methods:  Direct mail, telemarketing, personal solicitation (for highest levels) 
3. Audience:  Existing house file of donors, current to 2-3 years on file; inactive do-

nors.  
4. Economics:  Generates net revenues that re-coup losses on acquisition promotions 

and provide additional income.  
5. Optimum size of program:  How many appeals per year?  Depends on program/

needs and how much income you feel you can generate from list without overkill. 
One appeal per month is not unusual. Most nonprofits err on the side of “too few” 
appeal mailings.  

 
Renewals 
 
1. Definition: Promotion to acquire renewal support. Generally most effective when 

there are membership benefits involved including publications… as opposed to 
gifts that go totally for defined need.  

2. Methods: Direct mail, telemarketing. 
3. Audience: Members, one year from original joining or last renewing date.  
4. Economics: Similar to appeals. Generates excellent net income.  
5. Optimum size of program:  A renewal series of 6-8 direct mail efforts is normal…

usually combined with telemarketing at some point in series.  
 
 
Review of Media Choices for Direct Response Fundrai sing Review of Media Choices for Direct Response Fundrai sing Review of Media Choices for Direct Response Fundrai sing Review of Media Choices for Direct Response Fundrai sing     
 
Direct mail  
 
Advantages  
 
1. Full message presentation.  
2. Excellent personalization opportunities.  
3. Excellent renewal potential of acquired donors. Generally considered one of the 

better sources for quality donors.  
4. Ability to segment list and target messages by money amount and other factors.  
5. Allows complete control of message.  
6. Excellent testing capabilities.  
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Disadvantages  
 
1. Higher cost factor. Creative, postage, production, lists. Need sufficient quantity to 

get a good read-out.  
2. Non-negotiable with donor ... as opposed to telemarketing. You get one shot to 

make your offer.  
3. Slower time factor. Takes longer to create and longer on receipt of income.  
4. Limited by list availability. Certain demographics might not be on lists you can 

mail. (e.g. younger audience)  
 
 
Telemarketing  
 
Advantages  
 
1. Highly personal medium. One on one conversation. "One friend talking to an-

other." Excellent for upgrade gifts and renewals. Works best with current donors 
who know your organization.  

2. Ability to interact with donor ... overcoming objections and/or negotiating gift 
amounts.  

3. Can test small amounts and adjust accordingly depending on feedback.  
4. Excellent form of "research." Can hear live donors and their opinions. Helps in-

form other promotion creatives.  
5. Works well with other media in the mix such as direct mail. Can pre-call people 

receiving a special letter request.  
 
Disadvantages  
 
1. High cost of calling. Runs around $40 per hour. Need a responsive list to make it 

work.  
2. Slower pace of response. Can't deliver massive numbers in short order. Better for 

upgrading, cultivating.  
3. Possibility of uneven presentations. Need excellent telemarketer training to over-

come.  
4. Many-faceted selling platform requires close supervision. Monitoring calls, effi-

cient follow-up mailings, good analysis of results. Easier for things to go wrong. 
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Television  
 
Advantages  
 
1. Opens up unreached markets ... that is, people not on any mailing lists.  
2. Can rapidly expand a successful TV show.  
3. Faster intake of income. If credit card offer is used you have receipts next day.  
4. Ability to dramatize appeal. TV is an engaging and involving medium and can 

quickly grab emotions and interest. 
5. Can generate interest in other media ... WETA runs TV spots to call attention to 

upcoming direct mail.  
6. Great way to inform public of your cause. Can level the playing field with the 'big 

boys" in your field.  
 
Disadvantages  
 
1. Higher cost of developing the creatives ... can run as high as $150,000.  
2. Requires ongoing live compelling action to hold attention. Must have a cause that 

lends itself to highly interesting visuals. Creative also serves as the list qualifier in 
this day of channel surfing.  

3. Unfamiliar techniques to a lot of fundraisers. Different set of skills needed to suc-
cessfully manage TV. Learning curve takes time. Media buying is a different dis-
cipline than selecting direct mail lists.  

4. Lower quality of donor than those from other media ... may not always be the 
case, however. Infomercials get an average of 12 minutes of viewership which in-
cludes a lot of content.  

5. Harder to accurately test due to variations in markets and time slots, etc.  
 
 
Print  
 
Advantages  
 
1. Lower cost factor. Can test at a lower cost than most other media. Select regional 

publications and smaller size magazines.  
2. Gain credibility by trading on reputation of publication. e.g. Wall Street Journal, 

Yankee Magazine.  
3. Good medium for two-step promotion. Excellent way to build inquiry list that 

can be followed up by direct mail and other methods.  
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4. Get some selectivity by going in specialized publications.  
5. Longer time for message to be seen. If monthly publication, it will be seen over a 

longer period than direct mail, and by more than one reader per issue.  
 
Disadvantages  
 
1. Limited space to present message.  
2. Readership not as good as direct mail.  
3. Not as personalized as direct mail.  
4. Slower time factor. Have to meet long lead times for publisher deadlines. If test 

works, then it will also take time to get in a future publication.  
 
 
Websites  
 
Advantages  
 
1. Fast-growing new source of donors. 
2. Reach a younger demographic.  
3. Acquire involved donors -- less of an impulse purchase. 
4. Lower entry cost. 
5. Rapid acknowledgement response and cultivation. 
 
Disadvantages  
 
1. Currently low volume source of donors  
2. Need ways to attract visits to WEB page  
3. Renewability a challenge  
 
 
Promotion Builders Promotion Builders Promotion Builders Promotion Builders     
 
The following promotional techniques have proved effective in developing strong 
NWF membership mailings.  
 
1. Focus the effort on one popular, charismatic species. (Good Examples: gray wolf, 

buffalo, Florida panther). Other species may be mentioned but, as much as possi-
ble, keep focus on the one lead species throughout. Large mammals work well 
(wolf, grizzly, buffalo, panther). Birds are popular too (Meadowlark). 
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2. Combine species with well-known habitat. (Gray wolf/Yellowstone; Florida pan-
ther/Everglades; meadowlark/prairie grasslands).  

3. Present an easily grasped solution. (Buffalo: stop the killing and relocate to Indian 
tribal lands; wolf: re-introduce to other wilderness areas; change mowing sched-
ule to save meadowlarks from getting chopped up). Long-term solutions are 
harder sells (e.g. reduce global warming; work against urban sprawl).  

4. Infuse mailing with an honest sense of urgency. (Arctic National Wildlife Refuge 
-Urgent Alert, "Here's what I need you to do today!" White River Refuges: Help 
Stop the Army Corps' Latest Attack on Wildlife! NWF urgently needs your im-
mediate support).  

5. Describe bad things opposition plans to do. This must be accurate and not "over-
the-top" because program staff usually needs cooperation of group being attacked. 
(Army Corps of Engineers; Secretary of the Interior; logging/mining industry; 
developers).  

6. Be optimistic about NWF's chances of success ... cite past victories. (Wolf reintro-
duction victory in Yellowstone; Everglades Restoration Act). People like to give to 
winning groups.  

7. Use an involvement device. This IS an easy way/to get donor thinking of  re-
sponse. (Tokens for plush toy premium; year-end survey).  

8. Offer a premium. Up-front premiums such as calendar, cards, wrapping paper 
get results.  Back-end premiums (plush animals) are also effective.  

9. Infuse copy with strong emotional phrases. Factual case must be there but make 
sure to give honest "feeling-type" statements. ("We are howling mad," "We miss 
you," ""Urgent information about the outrageous new threat.  ...” 

10. Sell membership benefits. Donors always want to know "what's in it for me?" 
Satisfaction of saving endangered wildlife; tangible benefits of information and 
items member will receive such as calendar, cards, etc.  

11. Avoid technical/insider words. (ecosystem; biodiversity)  
12. Use simple straightforward language. Short words. Keep in active tense as much 

as possible. (Lead them to safety ...). Short sentences. Skinny paragraphs. ("It 
seems unbelievable to me, and I'll bet it's going to seem unbelievable to you!")  

13. Strive to make letter look easy-to-read. Johnson boxes, underlining, marginal 
notes, short paragraphs all help readership and response.  

14. Ask for "order" (gift) in every piece. Some may look only at insert or brochure or 
response form. Make fundraising case in every piece.  

15. Offer up-grade giving options. Suggest what can be accomplished at higher giv-
ing levels. ("A gift of this amount would really help our __ campaign.") 

16. Use provocative "envelope-opening" teaser copy that is on target with appeal. e.g. 
Contents Require Immediate Attention - Emergency - Yellowstone wolves 
Threatened; Keep the Wild Alive We can do it. Will you help us? FREE Wildlife 
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Address labels Enclosed; Help Us Stop the Massacre - Immediate Reply Re-
quested!  

    
What to Avoid in a MissionWhat to Avoid in a MissionWhat to Avoid in a MissionWhat to Avoid in a Mission----Based Acquisition MailingBased Acquisition MailingBased Acquisition MailingBased Acquisition Mailing    
    
1. A multi-species or multi-project theme  
2. A bureaucratic solution to the problem ... or an overly detailed solution to prob-

lem....it's preferable to describe one concrete tangible solution than to outline a 
number of steps.  

3. An over-emphasis on the opposition ... this tends to give mailing a too-negative 
cast. Describe the opposition once, but give more weight to the solution. Other-
wise we leave the impression there's not much hope.  

4. A philosophical argument about nature and wildlife ... you can assume potential 
responders agree, so give them something tangible to act on now.  

5. Be careful of making the enemy the same agency we need to solve the problem.  
6. A need to save habitat in general- clearly state an identifiable natural resource 

that needs to be saved to save a particular species.  
7. Humor.  If the humor or whimsy can be directly connected to the thrust of the 

letter, it may work.. In general, jokes are to be avoided.  
8. Educational focus.  Concern for future generations and education are OK to 

mention but not as the main topic.  
9. A real estate focus.. start with the species to be saved, then bring in the habitat 

that needs to be preserved to save the species.  
10. A legislative focus. 
11. An old project that has been around a long time ... Potential donor may feel, “...if 

you haven't solved the problem after this long ... will you ever?"  
12. Controversial subjects within the environmental community. This may be some-

thing of a guess but the prairie dog may fit this criterion. Reader may be aware 
that there is a difference of opinion about handling the prairie dog. 

13. Hard-to-explain, insider terms: "Snag trees" in the Lynx package illustrates this 
problem. We need to save snag trees, but this point requires too much explanatory 
copy on what a snag tree is and why it's so important.  

 
 
Copy CheckCopy CheckCopy CheckCopy Check----List List List List     
    
1. Does the opening grab you, sound interesting, make you want to read more?  
2. Is there one strong over-riding theme that runs throughout the letter?  
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3. Is the offer clearly stated, why we need money, what we can accomplish with the 
gift? And is the offer made early in the beginning of the letter and repeated at 
various spots especially the P .S.  

4. If there are inserts, do we also ask for the gift on each piece in the mailing?  
5. Is the letter visually appealing, inviting? Does a quick look at it convince you that 

it will be an easy read? Short words, short sentences, skinny paragraphs?  
6. Have we edited out insider words? (e.g. ecosystem, biosphere)  
7. Is there technical language that could be put in simpler, more understandable 

terms?  
8. Do we re-state the main fundraising case on the response form?  
9. Does the copy have an urgent tone to it, like something important or bad is hap-

pening right now and we want you to know about it ... and help us?  
10. Is there an involvement device such as a petition, surveyor some other "involving" 

action in addition to the gift? (Not every mailing has this possibility, but if there is 
some logical involvement item, have we taken advantage of it?)  

11. Is there a clear wildlife focus? Some familiar or well-known animal or species in 
trouble that needs help now?  

12. Do we describe an enemy or opponent that is doing bad things that we need to 
stop? Can we generate a little "good" anger?  

13. Does the copy flow? Are there good connectors that link the copy together and 
keep you reading? Is there good use of call-outs and underlinings?  

14. Do the graphics or proposed graphics highlight the copy message or detract from 
it?  

15. Does the copy pass the "tear test?" Is there effective use of emotion and personal 
stories that the average person connects with?  

16. Have we taken advantage of good personalizations: name, money ask, region, 
other donor demographics?  

17. Is there a P.S. or other teaser?  
18. Have we thanked the donor ... shown genuine appreciation for their help?  
19. Have we cited successful projects in making the case that we'll be successful in the 

current campaign?  
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A mature major gift program will be one of your or-
ganization’s most cost effective methods of fundraising. 
However, a mature major gifts program takes time to 
build. Individual major gift fundraising works as a 
four part cycle, where every year, each donor is moved 
through the cycle by your organization’s efforts. The 
cycle starts each year by researching your donors to 
find out who they are, how much affinity they have to-
wards your organization and how much they can give. 
The second step is cultivating your donor by building 
the relationship and letting them know what your suc-
cesses, needs and challenges are. The third step is ask-
ing for their financial support. And finally, the last step 
in the cycle is stewarding, or thanking your donors for 
their time and support.  

 
 

Step 1 Step 1 Step 1 Step 1 ---- Identify donors and prospects Identify donors and prospects Identify donors and prospects Identify donors and prospects    
 

Before you can start cultivating donors, your organiza-
tion should know who your target prospects are. Use 
the research tools in this manual to identify your top 
prospects.  
 
How much has a donor given to your organization? 
�� What is their total lifetime giving 
�� What is their largest gift ever 
�� How often or how recently has your donor given to 

your organization 
 
Research wealth indicators 
�� Number of houses 
�� Number of cars 
�� What is their job title 
�� Do they own any stocks 

Individual Major Gift Individual Major Gift Individual Major Gift Individual Major Gift     
FundraisingFundraisingFundraisingFundraising    
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Who knows the prospect best 
�� A Board member 
�� A key staff member 
�� Another donor 
 
What is their wealth rating 
�� Prioritize donors based on their ratings. A donor rating is a score on a wealth 

identifying scale (i.e. 1…5; A…D; $10,000…$1,000,000+) that measure how 
much expendable income a donor has and therefore how large of a gift they can 
make.  

�� One wealthy, well known donor will influence others to give, not the other way 
around.  

 
 

Step 2 Step 2 Step 2 Step 2 ---- Cultivation  Cultivation  Cultivation  Cultivation     
 
The second step in the major gift cycle is cultivating your donors. This means build-
ing long, lasting and meaningful relationships that will make a donor feel like a part 
of your mission. Major gift fundraising is an investment – it takes time. 
 
A major gift donor should be contacted at least quarterly, preferably more. Provide 
them with plenty of information about your organization. 
�� What are your goals 
�� What are some of your more high profile programs 
�� What are your successes 
�� What are your challenges 
 
Major gift donors, or friends, deeply know the organization, its mission, its staff and 
its priorities. Invite them to events, galas, lectures, gatherings. 
 
To become a major gift donor, they should be giving to your organization…at any 
level.  Major gift donors usually take a year or two to completely cultivate 
 
 
Step 3 Step 3 Step 3 Step 3 ---- Making the Ask Making the Ask Making the Ask Making the Ask    

 
Once your donor is cultivated to the point where they care about your organization’s 
mission, your work and your successes, begin asking for their financial support. Be-
gin by asking for smaller annual gifts. Once a donor has been giving to your organi-
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zation for 2-3 years, it is time to start thinking about cultivating them for a larger 
major gift. 
 
�� Thank the donor for agreeing to meet and/or for their prior support 
�� Take time to ask questions and listen to your prospect. Information they provide 

could help you shape your ask 
�� Be confident, positive, and enthusiastic when making the ask 
�� Always ask for a specific gift amount  
�� Never low ball the ask. It low balls the return and offends the donor 
�� Be calm, patient and wait for a response 
 
 
Step 4 Step 4 Step 4 Step 4 –––– Stewardship Stewardship Stewardship Stewardship    
 
If you properly researched and cultivated your prospects, they are now your donors. 
The final step in the cycle is stewarding your donors. A general rule of thumb is 
touching your donor seven times before the next ask. This can include thank you 
phone calls, thank you notes, invitations to events, a lunch get together, etc. If prop-
erly stewarded, making the ask again next year should be easier than the first! 
 
�� Send a thank you note for the visit 
�� Phone your donor as soon as you receive the gift to say thank you 
�� Send a hand written thank you note (2-3 days after gift) 
�� Send a thank you note from the most senior member of your staff (5-7 days after 

gift) 
�� Send a project update that the gift was set to work as intended (2-3 months after 

gift) 
�� Send a project update that shows the project or program for which the gift was 

directed is having the desired effect (8-10 months after gift) 
�
�
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Everyone involved with the planned giving program 
should recognize that, as with most new ventures, 
results take time. It takes time to set up the program 
(but not too long). Then it takes time to identify pros-
pects and convert those prospects into donors. Chari-
ties should also realize that there is often a lag time of 
several years before the gift “matures” (the donor 
passes away) and the proceeds become the absolute 
property of the charitable institution. 
 
Some charitable institutions should take one step at a 
time; others should institute a full-blown program as 
soon as possible. The course to follow depends on 
your situation. 
 
No matter the size or budget of your organization, 
you can benefit from planned gifts. Here are a few 
suggestions for first steps: 

 
Determine and present to your board a planned gifts 
policy for what types of gifts you will solicit and ac-
cept. 

 
Keep it simple. You might begin by starting a simple 
bequest program. 

 
Create a bequest recognition society and introduce it 
in an article in your newsletter or magazine, and pro-
vide sample bequest language. Invite board members 
and your general membership to join as Charter 
Members. 

 
Contact the nearest Planned Giving Council and at-
tend a meeting or two. You will find many individu-
als in your situation: wearing lots of hats and starting 
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up new programs. You will also find mentors and experienced colleagues who will 
lend their help and advice. 

 
Be patient! 
 
 
BequestsBequestsBequestsBequests    
 
The Gift  
Donors may name your charity in a will or trust in several ways. A donor’s gift may 
be a specific bequest (a stated amount or specific asset), a percentage of the estate, or a 
percentage of the residue (what is left over after specific bequests are made). The gift 
may take the form of cash, securities, real or personal property. 
 
Naming your charity as a contingent beneficiary is another way to make a bequest. 
Naming contingent beneficiaries provides for unforeseen events. For example, the 
donor designates 10% of her estate to her brother, but her brother predeceases her. A 
contingent bequest names your charity as the beneficiary should the brother be un-
able to accept or choose not to accept the gift. 
 
The Donor 
A charitable gift by will or trust can often provide significant estate tax savings. The 
donor is not eligible to take a charitable deduction for income tax purposes when 
they name your charity, but her estate may take a charitable deduction for any gifts 
to qualified charities. 
Gifts by will or trust can be  simple and are usually revocable. Individuals may 
change their estate plans as their circumstances and priorities change. Recognition 
and appreciation from you now can increase the chances that your organization will 
remain in their estate plans. 
 
The Charity 
Gifts by will or trust are easy and inexpensive for the charity to market and adminis-
ter. In addition, these gifts often make up the lion’s share of a charity’s planned giv-
ing income.  
 
Lapsed donors of a certain age may be prospects for planned gifts. As donors reach 
their retirement years, they may become concerned about outliving their assets or 
about potential health costs and decide to cease all outright gifts to charities. These 
“lapsed” donors are often great prospects for gifts by will or trust, because they can 
express their support without adding to their concerns about outliving assets. 

15 
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Corporate FundraisingCorporate FundraisingCorporate FundraisingCorporate Fundraising    
 
The main goal of a corporation is to be profitable, and 
charitable giving can help corporations achieve this 
goal. Corporations use charitable donations to enhance 
their image, build public awareness of their company, 
expand their marketing efforts, and attract new cus-
tomers. Corporate contributions are typically unre-
stricted and can provide opportunities for strategic 
partnerships benefiting both the corporation and the 
nonprofit beyond the impact of a simple cash donation.  
 
Corporate giving can take several forms: 
 
Corporate Foundation vs Corporate Giving Program 
A corporate foundation is a private foundation that de-
rives its grant-making funds primarily from the contri-
butions of a profit-making business, but is a legally 
separate organization. Some corporate foundations op-
erate very independently from their parent corporation 
whereas others are very closely tied to the corporation 
to the extent that officers may simultaneously hold po-
sitions in both the foundation and the corporation.  In 
comparison, a corporate giving program is a grant-
making program established and administered within 
a for-profit company with funds coming from a com-
pany’s annual budgeting process.  The corporate giving 
program is always tied directly to the profit-making 
interests of the corporation.  The process of obtaining 
funding from either a corporate foundation or a corpo-
rate giving program can vary widely between organi-
zations – in some cases being very structured and rig-
orous application process, and in other cases requiring 
only a phone call.  
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Foundation FundraisingFoundation FundraisingFoundation FundraisingFoundation Fundraising    
 
The process of writing a grant includes three important steps – the Letter of Inquiry, 
the Proposal and the Final Report. When done correctly, these three, well written 
documents will ensure you receive your grant and also help to sustain future support.  
 
In the grant process, there are four rules to keep in mind. These rules pertain mostly 
to the Program Officer, or the person you will be working with to secure the grant. 
 
�� They are generally overworked – present short, concise documents that include 

easy-to-find information 
�� They are accountable to their Board of Directors – highlight results and impacts 
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Matching gifts (or matching grant) program  
This is a corporate contributions program whereby a corporation will make gifts to 
charitable organizations at a level similar to the gifts made to the nonprofit by the 
corporation’s employees.  Each corporation will have specific guidelines for matching 
gifts programs, such as the minimum and maximum amount they will match and 
the types of organizations they will assist their employees in supporting. 
 
Federated giving program 
Some examples of federated giving programs include United Way, Combined Fed-
eral Campaign (CFC), and Earth Share.  These are fundraising efforts administered 
by a nonprofit "umbrella" organization that distributes the contributed funds to mul-
tiple nonprofit agencies. The nonprofits participate in events at the corporations to 
share information about their charitable work with employees who may designate a 
portion of their income for the charitable causes. 
 
Sponsorship  
A corporation may sponsor a nonprofit through cash or in-kind contributions. Typi-
cally, the sponsoring corporation will receive prominent recognition and acknowl-
edgement at the nonprofit’s project site or special event. 
 
Cause-Marketing  
A corporation and nonprofit that enter into a cause-marketing relationship are lever-
aging their brand equity to further the interests of the organizations in a mutually 
beneficial way.  For the corporation, the cause-marketing relationship is intended to 
increase sales, increase awareness of their product, and enhance the company’s repu-
tation. For the nonprofit, the relationship raises awareness of the cause and raises 
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of your project 
�� They do not have unlimited budgets – tailor the request to the size of the donor 
�� They are people – don’t be afraid to follow-up with a telephone call 
 
 
Letter of Inquiry (LOI) 
 
The LOI process was established to help save time for both the program officer and 
the grant seeker. The LOI provides the right information to the Program Officer to 
help them determine if they are interested in learning more and provides a basis for a 
follow up phone call or an invitation to submit a full proposal.  
 
The LOI contains four key components to help reach the objectives mentioned 
above.  
 
Introduction 
This is an introductory paragraph that includes the requested grant amount and also 
the full budget amount of the project. It includes a sentence that describes the project 
and the ultimate goal, and also a sentence that ties the project to the mission of the 
donor. If other funders have supported the project, include that as well. 
 
Goals 
The introductory paragraph is followed by active statements that describe what the 
program will accomplish. In some cases there is a single goal for the project, in other 
cases, there is more than one. Highlight each of them in turn, and provide two or 
three sentences of description about how you will meet them. Whenever possible, all 
of this should fit onto the first page. 
 
Needs 
The goals are followed by one or two paragraphs that describe the need for the work. 
This is important, but in most cases, the program officer already understands the is-
sue thoroughly, so try to strike a balance between providing enough information to 
show your expertise, but not so much that the description of the need takes over the 
LOI. 
 
Qualifications 
The final piece is the qualifications of both the organization and the individual who 
will lead the effort. State the mission of the organization and provide a few sentences 
describing the past work that shows the expertise. Also identify the individual staff 
member who will lead the project with key biographical information to show why 
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they are the right person to undertake the effort. 
Proposal 
 
An invitation to submit a full proposal is an indication that the project has made it 
past the first round of cuts. It is important that the grant writer pay attention to a 
program officer’s requests for specific pieces of information in the proposal or spe-
cific timelines. The proposal will be presented to others within the foundation dur-
ing the review process, which means all pertinent information must be included in a 
single document. The proposal can be broken down into five essential components.  
 
Summary 
This introduction, which can be as short as a paragraph, will make the program offi-
cer want to learn more about the project.  
 
Needs Statement 
The needs statement is the information at your fingertips about why your organiza-
tion or the project is so duly needed. It is important to show the program officer that 
you know what you are doing and it also helps fill the gaps in the officer’s personal 
knowledge of the subject matter.  
 
Project Description 
Perhaps the most important piece of the proposal, the project description provides 
detailed information about your plans, timelines, goals and how you intend to meet 
those goals. Providing a solid description of how work will be measured and what 
the ultimate outcomes of the project will be lessens the anxiety over supporting a pro-
ject.  
 
Qualifications 
This section will show the program officer what makes your staff and your organiza-
tion the right group to undertake the proposed work.  
 
Budget 
A proposal budget should be as detailed as possible, breaking out salary costs, specific 
costs for the project and also overhead and administrative costs. The budget must 
clearly be tied to the proposal request so the program officer can easily understand 
the costs associated with each part of the project. Be sure to also show other support 
that will be provided.  
 
Final Report 
 
Final reports are used by funders in a number of ways. First and foremost, program 
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officers will likely be required to provide reports to a Board of Directors regarding 
the overall impact of their grant dollars. In addition, foundations will often use grant 
reports to conduct internal evaluations of program and funding areas or as fodder for 
external marketing through annual reports, web sites, etc.  
It is a good idea to limit the size of your written report. Because a program officer’s 
time is limited, a shorter, precise report ensures it is read from start to finish. There 
are four key elements to keep in mind when preparing a final report. 
 
Focus on the Numbers 
The financial report will be the most important part for the program officer. Present 
a clear set of numbers that show the approved budget from the original award along-
side the actual expenditures for the grant.  

 
Keep it Honest 
While you write about the successes of your project, be sure to also mention any chal-
lenges you might have faced along the way. Include reflections on what might have 
gone better, and how you expect to change and improve the project in the future.  
 
Include Next Steps 
A concise description of your plans for the next phase of work should be included as 
part of your report. Not only will it provide the program officer with a more com-
plete view of your project, but it will subtly introduce your request for another round 
of funding.  
 
Use Attachments Wisely 
Although attachments are appropriate, be sure not to over saturate your report. If 
any publication was produced with support from a grant, it should be included as an 
attachment. Likewise, any relevant photos, articles or press coverage should be in-
cluded and directly referenced in the report.  
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Active participation of an organization’s Board of Di-
rectors is essential to successful fundraising. The will-
ingness of Board Members to become involved in 
fundraising should be a key criterion in Board recruit-
ment. Board Members are responsible for the financial 
health of the organization, and taking an active role in 
securing operating funds. Many Board members are 
reluctant to fundraise most likely because they think 
fundraising is only asking for money. What they 
probably do not realize is that they are already fund-
raising at various levels by identifying prospects, vol-
unteering at events, and saying thank you. 
 
The Board should be involved at four different levels:  

Identifying potential donors 
Cultivation  
Solicitation 
Stewardship 

 
 
Step 1 Step 1 Step 1 Step 1 ---- Identify Identify Identify Identify    
 
Identifying prospective new donors to the organization 
is a crucial role of the Board. In selecting new Board 
Members, consider the breadth of your candidates’ net-
works, their contacts and circle of influence, and their 
ability to reach groups and individuals that are new to 
your organization.  
 
Ask your Board to:  
 
�� Identify individuals, foundations, corporations, 

public agencies, and organizations who are prospec-
tive donors 

�� Identify the specific interests of these prospects 
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�� Provide names of individuals to your Development staff for further research 
�� Help develop a cultivation strategy given their knowledge of the prospect 
 
 
Step 2 Step 2 Step 2 Step 2 ---- Cultivation (Inform, Interest, Involve) Cultivation (Inform, Interest, Involve) Cultivation (Inform, Interest, Involve) Cultivation (Inform, Interest, Involve)    
 
Once prospects have been identified, careful cultivation is needed to prepare the 
ground for requesting a contribution.  As the leaders and champions of your organi-
zation, the Board should play a major role in cultivation.  For example, where Board 
members know prospects personally, they are in an ideal position to engage them in 
the work of the organization.  
 
Ask your Board to:  
 
�� Personally thank donors for gifts 
�� Host an event or assist with planning an event 
�� Invite prospects to your organization’s events, tours, trips 
�� Welcome guests at events  
�� Thank guests for attending events 
�� Open the door for a visit 
�� Develop solicitation strategies for specific prospects 
 
Solicitation Strategy  
This includes specific details regarding:  
�� Who will attend a meeting 
�� Where it will be held 
�� What will be said 
�� Who will say what 
�� What will be the ask — for what, how much  
 
 
Step 3 Step 3 Step 3 Step 3 ---- Solicitation (Invest) Solicitation (Invest) Solicitation (Invest) Solicitation (Invest)    
 
Board Members can be very effective as part of the team that makes solicitation visits. 
A Board Member can:  
 
�� Make introductions, thank the prospect for the meeting and any previous gifts 
�� Listen and involve the prospect in discussions 
�� Discuss how your organization’s activities relate to their interests 
�� Ask for questions; answer questions 
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�� Ask for a gift based on the agreed strategy and what you have just hear 
�� Provide names of individuals to your Development staff for further research 
�� Help develop a cultivation strategy given their knowledge of the prospect 
 
Step 4 Step 4 Step 4 Step 4 ---- Stewardship (Inform, Interest, Involve)  Stewardship (Inform, Interest, Involve)  Stewardship (Inform, Interest, Involve)  Stewardship (Inform, Interest, Involve)     
 
Securing a gift from a prospect is not the end of the Board’s involvement.  Appropri-
ate stewardship is very important to ensure that donors are satisfied with the impact 
of their gifts, and that they remain engaged with the organization so that they will 
consider future contributions.   
 
Ask your Board to:  
 
�� Personally thank donors for gifts 
�� Keep donors informed of the organization’s activities and how their gift was used 
�� Invite prospects to your organization’s events, tours, trips 
�� Recognize publicly their support 
�� Call them 
�� Meet with them 
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Event Planning GuidelinesEvent Planning GuidelinesEvent Planning GuidelinesEvent Planning Guidelines    
 
 
Events are an invaluable way to reach out to donors 
and prospects, and bring them closer to your organi-
zation.   Planning for an event can be very time-
consuming and requires creativity, strong organiza-
tional skills and team work throughout your organi-
zation.  The following guidelines have been created 
to help you succeed in your vision of creating an en-
vironment for your donors and VIP guests to feel 
comfortable, yet still allow you to focus on the task at 
hand: cultivation. 

 
 

Key Points for Planning EventsKey Points for Planning EventsKey Points for Planning EventsKey Points for Planning Events    
 

Every potential event needs to be evaluated based on 
its ability to advance your development work.    
 
Many events involve a host, and they are invaluable 
to you, providing: 
 
�� A personal and lasting connection with the com-

munity that helps to build your organization’s 
conservation family 

�� Help in identifying potential guests 
�� Help in identifying potential venues, whether it 

is their home, a restaurant, etc. 
�� Help with follow-up after the event 
�� Provide testimonial and an ask for support 

 
Typically, what happens at an event: 
 
�� Events are an opportunity to cultivate the host. 
�� Guests can meet specialists and learn more about 

environmental issues and your organization’s 
conservation work. 
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�� When possible, events are opportunities to have volunteers engage in follow-up 
and solicitation of guests. 

 
Let the potential host know if your organization has an experienced special event 
person that can do the heavy lifting. You will work with them so that it is their event, 
and it is effortless for them. You should do as much or as little as the host would like 
– from invitations to catering, flowers, rsvp’s, etc.  
 
Cost 
�� Ideally you are looking for hosts who will cover the cost of the event, but this is 

not always the case.  
�� Before you approach a host, know what you are looking for so that you can be 

clear with them. 
 
Program 
�� To be successful, an event must be built around a program “hook” that will en-

gage the guests. 
�� Determine well in advance the program and message of the event and the neces-

sary program staff to help deliver that message. 
�� The best events have opportunities for substantive engagement. Is there a lobby-

ing opportunity, a finite action or other follow-up to engage the hosts/guests? 
 
Event types 
A successful event may be  
�� a presentation at a museum, 
�� cocktails at a donor’s home 
�� a guided nature walk with a specialist.  
 
It can be informal or formal.   Please note that events that involve outdoor activity 
may require a liability release form. 
 
 
For events that involve fees or auctions 
There are many issues that would need to be discussed and planned prior to any 
fundraising or fee associated event. These need to be planned a minimum of nine 
months ahead of the event date.  
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Sample Event Outline 
 
BACKGROUND: 

OPPORTUNITY: 

DATE and TIME: 

LOCATION: 

PRESENTATION TOPIC: 

TARGET AUDIENCES: 

EXPECTED ATTENDANCE: 

HOST: 

LEAD STAFF: 

OTHER STAFF:   

STAFF ATTENDANCE: 

OTHER PARTICIPATION: 

PLANS FOR FOLLOW-UP AFTER THE EVENT & RESPONSIBILITY 

EXPENSES: 

TOTAL ESTIMATED DEVELOPMENT EXPENSES: 
 

BUDGET ITEMS: 
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Prospect research is a necessary step in the ascent of a 
donor from membership to major gifts. Through 
proper research you can identify a donor’s interests 
outside of your organization, what other organiza-
tions they support and at what level, and also their 
capacity for supporting your organization. Helpful 
research tools are available to help prospect individu-
als, corporations and foundations.  
 
 
Getting Started:  Search EnginesGetting Started:  Search EnginesGetting Started:  Search EnginesGetting Started:  Search Engines    
 
These search engines are good ways to find a variety 
of information on your subject. This includes, but is 
not limited to, personal interests, news articles, 
alumni newsletters, community involvement, and 
board memberships. Remember to use the AD-
VANCED SEARCH option and quotation marks 
around phrases or names for the most accurate re-
sults. 
Yahoo!  http://www.yahoo.com/ 
Google  http://www.google.com/ 
Ask   http://www.ask.com/ 
Vivisimo  http://vivisimo.com/ 
 
Where is the prospect? 
These websites offer public information like tele-
phone numbers and addresses. You will need to 
download Argali onto your desktop.  
Argali http://www.argali.com/ (Great 

tool for phone #s, addresses and 
more) 

City & County   http://www.naco.org/counties/
queries/index.cfm 
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Who is the prospect? 
These websites offer a variety of biographical information including birthdates, ca-
reer information, and telephone numbers. 
Lawyer   http://www.martindale.com/xp/Martindale/home.xml 

  http://directory.findlaw.com/ 
Doctor   http://www.ama-assn.org 
   http://www.docboard.org/ 
U.S. Congress   http://www.house.gov/ 
                        http://www.senate.gov/learning/learn_history.html 
Former Congressman http://bioguide.congress.gov/ 
Politician   http://www.politicalgraveyard.com/ 
Executive   http://www.hoovers.com (free and fee based searches) 

http://www.forbes.com/ 
Biographical Sources http://indorgs.virginia.edu/portico/biographical.html  
Business Information http://www.hoovers.com (free and fee based searches) 
    www.accoona.com 
Death Index http://www.ancestry.com/search/rectype/vital/ssdi/

main.htm (free and fee based searches) 
Birthday Search Service http://anybirthday.com (free and fee based searches) 

Is the prospect in the news? 
These websites are good resources for news articles. 
NewsLink   http://newslink.org/ 
News Archives  http://www.ibiblio.org/slanews/internet/archives.html 
Google News  http://news.google.com/ 
News    www.accoona.com 
 
Is the prospect wealthy? 
If your subject is from a wealthy family or a top executive with a publicly traded 
company you may find valuable information on some of these websites. You can also 
use the property assessment sites to determine real estate holdings for most anyone 
who owns property in the United States. Because this is supposed to be publicly avail-
able information, some counties offer their own searchable assessor sites as well. 
 
Forbes     http://www.forbes.com/ 
Public company stock holdings  http://www.tenkwizard.com/ 
Yahoo Finance Stock Quotes  http://finance.yahoo.com/ 
Corporate Insiders                http://cbs.marketwatch.com/ 
Property Assessment http://indorgs.virginia.edu/portico/

personalproperty.html 
http://www.pulawski.com 
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Classification of American Wealth http://www.raken.com/american_wealth/ 
(traditionally wealthy families) (free and fee based searches) 
 
Does the prospect have a foundation? 
These sites allow you to search the publicly available IRS 990 forms of most founda-
tions. Form 990 is an annual public information return filed with the IRS by most 
exempt organizations with receipts of at least $25,000. The 990 will include assets, 
trustees and officers, and grants distributed. 
GuideStar   http://www.guidestar.org/ (free and fee based searches) 
Foundation Center  http://www.fdncenter.org/ (free and fee based searches) 
 
Does the prospect make federal political contributions? 
These websites list donations made by individuals to federal political campaigns, 
PACs, and other 527 organizations. 
FECInfo   http://www.tray.com/fecinfo/ 

http://herndon1.sdrdc.com/fecimg/query.html (has ad-
vanced search option) 

 
If you don’t find what you’re looking for try: 
Both websites provide an extensive list of free and fee based research resources. 
APRA http://www.APRAhome.org/researchlinks/index.html 
Portico   http://indorgs.virginia.edu/portico/ 
 
 
Push TechnologyPush TechnologyPush TechnologyPush Technology    
 
“Internet technology that allows information to be delivered or "pushed" directly to a 
user who subscribes to it, rather than the user having to go look for the information 
on an Internet site.” 
(From ComputerUser.com’s High_tech Dictionary) 
 
Why Use Push Technology? 
Push Technology allows users to receive valuable, up-to-date information on indi-
viduals or companies delivered to their email automatically.  
 
Anyone can set up their own email alerts to track individuals. Important note: You 
will receive the most information with push technology if the individual is an insider 
or director of a publicly traded company. An excellent description of Push Technol-
ogy can be found at http://en.wikipedia.org/wiki/Push_technology. 
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Free Push Technology Sites 
 
CNN http://www.cnn.com/EMAIL/ 
 
CNN alerts you about the news that matters most to you. You can set up a custom-
ized email alert based on your search criteria. When a relevant story is published, 
CNN will send you an email to let you know. 
 
Sign Up 
Follow the link above and then select “create your own” in the section labeled 
“ALERTS.” Then simply follow the directions provided. 
 
 
Market Watch http://www.marketwatch.com/default.aspx 
 
This comprehensive source for real time financial and business news searches ap-
proximately 15 news sources including Business Wire, PR Newswire, Dow Jones 
Publications Library and Knight Ridder/Tribune News Service. You can create up to 
25 email alerts. If you are following an individual who is a corporate “insider” or a 
top executive of a publicly traded company, this is a good site to utilize. 
 
Sign Up 
Follow the link above and then select “Tools and Research.” Once you have regis-
tered your email address and password (and have selected “no thanks” for the paid 
subscriptions offered) follow these instructions: 
 
Go to the “Tools and Research” link on the navigation menu. Select “Tools and Re-
search Home” feature on the drop down menu. This section allows you to create and 
manage your personal news alerts. 
Click on the “Alerts” link under the section “Most Popular Tools.” 
You should be directed to the section named “Create Alert”. Choose your preferred 
type of alert (keyword search, stock symbol search, etc). Enter your preferred search 
criteria (remember to use parentheses for exact phrases). 
 
You can manage/delete/edit your alerts from the “Edit My Alerts” tab on the  
 
 
Google http://news.google.com/nwshp?hl=en&tab=wn&q= 
 
Google Alerts are email updates of the latest relevant Google results (web, news, etc.) 
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based on your choice of query or topic. 
 
Sign Up 
Follow the link above and then select “News Alerts” from the navigation menu on 
the left. Then simply follow the directions provided. This site is simple to use and as 
long as your search criteria is specific, it yields excellent results.  
 
 
Forbes.com People Tracker http://www.forbes.com/cms/template/peopletracker/
index.jhtml 
 
You can use Forbes’ People Tracker to track over 120,000 executives and 
 members of the Forbes rich and celebrity lists.  
 
Sign up 
Click on “Sign me up for People Tracker and free membership” 
Fill out account information 
 
How to add names to people tracker 
Type in last name of person and click go 
Click on person to add and then click “add selected to tracker” 
 
To change alert settings 
Click “alert” to change alert settings 
In the edit alerts pop-up box, decide the frequency and format of your alerts 
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General Fundraising Re-General Fundraising Re-General Fundraising Re-General Fundraising Re-
sourcessourcessourcessources    
 
 
General Information and News on General Information and News on General Information and News on General Information and News on 
PhilanthropyPhilanthropyPhilanthropyPhilanthropy    
 
The Center on Philanthropy at Indiana University 
www.philanthrop.iupui.edu 
The most respected academic program dedicated to 
fundraising in America.  Offers education and train-
ing programs for fundraisers, links to research and 
studies related to fundraising and the nonprofit sec-
tor, and resources related to fundraising. 
  
Charity Channel 
www.charitychannel.com 
A membership-based community of nonprofit pro-
fessionals and fundraisers.  Offers many online edu-
cational opportunities for fundraisers, and connec-
tions to a very active group of fundraising profession-
als through message boards and e-newsletters. 
(Technically, a fee is required to access materials; 
however, most materials and message boards can be 
accessed without paying.) 
 
The Chronicle of Philanthropy 
www.philanthropy.com 
The leading newspaper of the nonprofit sector.  Sub-
scriptions provide access to online archives of articles 
written about fundraising, and survey and study re-
sults of research on the field.  Additional subscription 
service will gain access to the Chronicle’s searchable 
database of grants made by major foundations. 
 
The Grantsmanship Center Inc. 
www.tgci.com 
A leading training center for fundraisers.  Most of the 
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training programs are fee-based.  However, the website does contain some free infor-
mation and advice about fundraising. 
 
 
Consultants and Guidelines on Consultants and Guidelines on Consultants and Guidelines on Consultants and Guidelines on     
Choosing Fundraising CounselChoosing Fundraising CounselChoosing Fundraising CounselChoosing Fundraising Counsel    
 
American Association of Fundraising Counsel (AAFRC) 
www.aafrc.org 
Membership organization working to enhance the professionalism of the fundraising 
field while promoting philanthropy.  Offers information on choosing counsel; a pro-
fessional code of ethics; AAFRC membership directory; links to philanthropy re-
sources; and Giving USA, an annual report on U.S. philanthropy.   
 
Association of Fundraising Professionals 
www.afpnet.org 
Membership organization for professional fundraisers. Provides an online directory 
of consultants, fundraising news, code of ethics, local chapters, and resources on 
fundraising.   
 
The Chronicle of Philanthropy 
www.philanthropy.com 
See above.  Offers paid Consultants Guide and Fundraising Services Guide. 
 
 
Information about Foundations and Foundation Direct oriesInformation about Foundations and Foundation Direct oriesInformation about Foundations and Foundation Direct oriesInformation about Foundations and Foundation Direct ories    
 
The Council on Foundations 
www.cof.org 
A membership organization for grantmakers.  Offers news and information about 
foundations and philanthropy. 
 
The Foundation Center 
www.fdncenter.org 
The leading source of information on private, corporate, community and family 
foundations.  Subscriptions available to the Foundation Directory, the most compre-
hensive listing of foundations, their interests, and guidelines for applying.  The web-
site also contains several free listings of sources of funding, including private, com-
munity and corporate foundations with links to their websites.  Also publishes the 
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free Philanthropy News Digest, which includes message boards to link with other 
fundraisers around the world.  
 
The Giving Forum 
www.givingforum.org 
Website for the Forum of Regional Associations of Grantmakers, a national network 
of local leaders and organizations that support effective charitable giving. Offers 
many free publications studying the art of giving and philanthropy.  Some portions 
are password protected and for members only; however, there are still many parts of 
the site available to the public with good information. 
 
    
Other ResourcesOther ResourcesOther ResourcesOther Resources    
 
Free Management Library 
www.managementhelp.org 
Online “one-stop shop” for resources related to the management of a nonprofit or-
ganization, including many resources related to fundraising, finding consultants and 
more. 
 
Independent Sector 
www.independentsector.org 
Coalition of charities, foundations and corporate giving programs that works to ad-
vance the interests of the independent sector.  Conducts research on giving and vol-
unteering, promotes ethical guidelines, and serves as a voice of the sector before the 
government, the media and the public.   
 
Nonprofit Quarterly 
www.nonprofitquarterly.org 
Print magazine published by Third Sector New England focusing on critical themes 
facing the nonprofit sector in the United States.  Subscription required. 
 
Yahoo Directory > Philanthropy 
http://dir.yahoo.com/Society_and_Culture/Issues_and_Causes/Philanthropy/ 
Offers links to online sources of information about the U.S. nonprofit sector and 
fundraising.  
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Training OpportunitiesTraining OpportunitiesTraining OpportunitiesTraining Opportunities    
 

Virtual Seminars 
Bentz, Whaley, Flessner   
http://bwf.com/webinars.cfm 
Bent Whaley Flessner hosts interactive webinars to offer you and others in your or-
ganization an opportunity to see and hear a presentation that will make you more 
productive. They focus on teaching the science and practicing the art of the fundrais-
ing business. Webinars provide the opportunity to view the presentation, talk with 
the speaker, and dialogue with colleagues at other institutions. Topics include:  
 
Fundraising Campaigns 
Strategic Major Donor Cultivation 
Creating an Effective Case Statement 
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Creating a Fundraising PlanCreating a Fundraising PlanCreating a Fundraising PlanCreating a Fundraising Plan    
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With the understanding and knowledge gained from 
this manual on the basic fundraising models, the next 
steps are putting those programs into practice by cre-
ating a Fundraising Plan. 
 
Creating a Fundraising plan lays the foundation for a 
sustainable revenue generating program. Forming a 
plan requires three steps: identifying your assets, 
identifying your expenses and identifying sources of 
revenue that will exceed expenses. 
 
The First step is to identify your assets; those 
strengths that will define your fundraising program. 
Assets can be anything from staff to programs to 
membership base. Some questions to ask are: 
 
�� Do we have a wide base of members that will sup-

port but not at larger dollar amounts or do we 
have a small group of members who are capable 
of making large gifts? 

�� Do we have a very good writer on board or per-
haps a more influential individual whose name 
carries clout? 

�� Do we have any programs or initiatives that will 
resonate with our base of supporters? 

�� Do we have a Board of Directors that will partici-
pate in a fundraising program? 

 
Once these questions have been answered and you 
have a good grasp of what assets will help you fund-
raise, look at what expenses will need to be met. 
These expenses should not only include day to day 
expenditures, but also the cost of running each indi-
vidual fundraising program. In each program, a 
small investment must be made to raise funds.  
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Membership Programs - cost of materials, printing, postage 
Individual Major Gift Fundraising - cost of travel, materials 
Planned Giving – cost of materials, printing, postage, travel 
Corporate and Foundation Fundraising – cost of materials, travel 
Events – cost of rental space, food, decorations, guest accommodations 
 
After all expenses have been identified and accounted for, the next step is categoriz-
ing sources of revenue that will raise enough funds to exceed expenses. Some pro-
grams might already be in place and operating at a high level and some should be ex-
plored to expand and diversify revenue. Potential revenue sources include: 
                     
Individuals        
Membership appeals 
Annual Giving Small Donor Club     
Major Gifts Club       
Planned Giving              
Special Gifts        
Workplace Giving 

 
Corporations         
Matching Gifts              
Grants       
Cause-related               
Sponsorship   
       
Foundations                
Large national and regional foundations           
Small Family Foundations       
Community Foundations  
            
Events  
 
 
The Fundraising plan will help point a development program in the right direction 
and lay the foundation for a healthy start. Whether fundraising from individuals, 
corporations or foundations, remember to infuse the passion you have for your or-
ganization and keep your message simple: what you do and what you need. When a 
donor knows that you believe in your mission, they will believe in your mission.  
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