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Why Leagues Need to Raise Money
Like recruiting and involving members, finding funds to support the
Leapue’s mission is an ongoing, year-long job that demands work from
the entire board and from many members. As leaders and members
work to educate voters and to sway public policy, they may forget that
funds are needed to carry out the tactics and projects planned. This
booklet is planned to assist local League boards in fund raising efforts.
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GETTING TIIIT10
STARTED: —

THE PLANNING g
STAGE -

Fund raising takes planning. It also requires
the commitment of the entire board of
directors and a great number of members.

In their fiduciary role, board members are
accountable for debts incurred and for securing
the financial viability of the organization.

This section is designed to help the board and
the fund raising chair plan how to best
distribute the work among many persons and
throughout the year.




Is Your Leaguc Prepared for Fund Raising? How Do You Score?

To focus board members on the formula for successful fund raising, ask them to answer the following readiness
test prepared by a Texas consultant on development and management.* They should respond to each item as
the organization currently stands, nor how they would like it to be.

O=non-existent  2=poor 4=average 6=above average 8=good 10=excellent

Track record
« Strong, consistent programs and services.
Public image

» Solid awareness in the community regarding the mission and purpose of your organization;
strong lopo/graphic image and printed materials.

Volunteers
« Viable, dedicated, and active volunteer base of trained individuals.
Finance Management

«Sound accounting practices, established bookkeeping system in place, few (if any) accounts
pavable, cash reserve or endowment in the bank, no operating deficit.

Written plan
« Comprehensive 2-3 year strategic plan that ouilines specific objectives and goals for the
organization which are translated into board and member responsibilities. Programs and/or
projects are clearly described along with required financesjresources with which to accomplish
desired results.
Community support

« Broad base of support derived from individuals, businesses, corporations, foundations, civic
groups, and cother resources as well as donated goods and services.

Board leadership

= Trained, committed leadership who serve in key officer and committee capacities and who
regularty attend board and commitiee meetings and meet designated deadlines.

Wealth, work & wisdom
« Ability of board members to provide financial support, time to serve on committees and provide
needed support 10 the organization, and vision to identify what needs of the community and the
organization should be addressed.

Affluence or influence

« Capability of board members to provide organization’s required financial, community, and human
resources and/or linkages to others who may provide resources.

Diversity
+ Board members refiect the ethnic diversity, age, gender, socioeconomic levels and other aspects
of the community.
TOTAL
POINTS:

*John A. Davis, from workshop on Fund Raising for Non-Profit Organizadons.
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Some Sound Principles of Fund Raising

» Your League should have a plan
for funding its work.
Funding, like spending, must be
continuous and vear-round. Don’t
make it a once-a-year effort.

Fund raising goals should be tied
to the League mission and to your
League’s poals and objectives:
Those plans to achieve your goals
and objectives should include
projects which are attractive 10
prospective donors, those which
give the donor a sense of stake
holder or of sharing in the
significant work of the League.
Give them concrete examples of
past and proposed projects,
especially those which are done by
no other community organization.
From your mission, goals, and
specific plans, you build a strong
"case," the argument or rationale
for eliciting support for the
organization. Put these in writing
$0 that board and members alike
can readily explain them.

«» Involve the entire board and as
many members as possible in
funding efforts.

The rewards of this rule are two-
fold: both building the donor base
and strengthening member
commitment.

Support should come from a variety

of funding methods and sources:

« Corporate contributions

« Individual contributions: members
and non-members

« In-kind donations

« Direct mail campaigns

» Sales: promotional items,
publications, services, and
advertising

« Events: auctions, workshops,
garage sales, home tours,
environmental shopping tours

+ Foundations: proposals for special
projects or for general support,
usually citizen education; generally
only from 501(c)(3) organizations.

Fund Ratsing Methads and Sources

» Your board must understand the
League’s legal status with regard to
tax-deductible donations.

If your League does not have a
special Education Fund classified by
the IRS as 301(c)(3), the law
dictates that you must make
prospeciive donors aware that gifts
to your organization, classified as
501(c){4), are not tax deductible.
You may solicit tax-deductible
contributions to the LWV-Texas
Education Fund, the publicly-
supported trust set up to educate
citizens in Texas communities on
government and public policy
issues. Some Leagues have
established their own education
funds for this purpose. For details
on management of tax-deductible
funds and projects, see the LW~
Texas Education Fund Handbook.

= People give to people—-the more
personal the contact, the greater
the probability of receiving a
contribution.
Never underestimate the value of
an acquaintance, a contact, or a
"connection,” no matter how
tenuous. It is from those loose
associations that lasting bonds are
built. Aim to add personal notes
to fund raising letters whenever
possible. even in a broad-based
direct mail campaign.

s Segment prospects according to
potential contribution.
A sensible plan is to direct the
most personal appeal to those
prospective donors who have
potential for the largest gifts.
Personal visits and telephone calls,
then, are suitable for those
prospects. Mail requests are the
reasonable method for the larger
number of donors whe ordinarily
give average-sized contributions.

» Identify prospective donors.
Ask the board and members to
suggest possible donors. Use
board and committee Hme to
discuss these prospective donors.
These corporate, individual, and
foundation "leads" can form a
database 10 be expanded and
updated through the years.

s Research prospects carefully to
verify address, contact person, and
best time to solicit.

Ask for a company annual report if
the prospect has one, as well as
fiscal year and budget making
schedule. Inquire of any special
guidelines for giving. Especially,
try to learn of the prospect’s
special areas of interest or concern.
Supgest possible League projects
and listen for indications of
interest.

» Cultivate new donors through
services and special attention.
Even before asking for financial
support, let prospects know about
the Leapue’s work. Send them
your VOTER, Voters Guides,
program publications, and even
season’s greetings. This is also
one of the best ways to change a
no 1o a yes.
Even when prospects decline your
solicitation, continue to make them
aware of your League’s good work,
service to the community, and
reasons you merit their support.
Such "cultivation” will maintain and
strengthen the relationship begun
with your initial request.




SHARING THE WORK:

Board and Member Responsibilities in Fund Raising

Board Respomnsibilities

Draft the "case” or rationale for
supporting the organization and be able to
cxplain the case persuasively 1o prospective
donors.

Tie to League mission and your League’s
goals and objectives.

Assess the League’s needs.

includes determining funding needs,

timeline, techniques, and labor needed.

= Involve board and other members on
fund raising committee

» Name 2 chair or co-chairs to coordinate

« Put funding plan into the annual
calendar

= Divide responsibilities mto many small
tasks to be accomplished by a number of
members

« Tram and guwde volunteers and
committee members

» Match techniques to anucipated donor
levels

Research praspects.

donations.

Cultivate prospects.

Ask! Board shoukl be responsibie for

20% of the poal through personal giving
andjor personal contacts.

Use techniques which match the
anticipated giving level:

» Visits

+ Telephone

« Letter with personal note

» Letiers without personal note

Keep GOOD records (decide who and
herwr).

Send thank.you’s within five days, 48
hours is better.

Communicate with dooors throughout the

year,

. p donors advised of League activities
both through your VOTER and by
personal notes

» Give speciat treatment through delivery
of League publications

« Send major contributors special
imntations to all League functions

Member Responsibilities

Fund raising in not a one-person job.
In faci, the potential for involving

members is excelient. Below are

tasks essential to fund raising efforts,

activities which would appeal to
many different types of members:

compile list of prospects
research prospects

_____segment prospect list

draft letters
edit letters

type letters and/or envelopes

draft brochure
edit brochure
typeset brochure

arrange for printing

____swff envelopes
____ personalize letters
buy stamps

mail letters

receive contributions
deposit money

keep records of
contributions

prepare solicitation
packets

make telephone calls
make visits

write thank you notes

OTHER RELATED TASKS:

*

»

plan and carry out special events
research grant possibilities

write grant proposals

sell League fund raising items
write VOTER articles

develop publicity plan

report to board

report to members

7
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s CELEBRATE YOUR
SUCCESS!




DEVELOPING "THE CASE"

SUGGESTED FUND RAISING CALENDAR

The case is an expression of an orgamization’s cause--its
reason for being. When building a case for a "cause
organization” like the League, we work from the
fundamental assumption that it exists 10 meet and respond
10 a societal need.

Even if you have a gut-level feeling for why the League
is important, your case must express that feeling in a way
that touches and motivates others.

Developing the case is similar to long range planning,
except that it focuses on the external--what you wish to
communicate to others. It is your communication
platform.

Steps in building a case

» Clarification of the mission
This asks the question Why is there a League? or
What would happen if there were no League?

» Goal setting

Asks the question Whar would carrying out this mission in

my community mean? or

If we accomplish this, (tegistering voters, for instance)

will it help fulfill our mission?

Do not set goals in isolation. Now is the time to reach

out 1o the "publics"--potential individual donors,

members, local businesses, potential members, heads of
businesses and foundations--those with whom you want
to communicate and whom you want 10 motivate, Take
the pulse of the community, network, and lay the
groundwork for obtaining future support and
commitments.

= Definition of objectives

Objectives are clear, concise, definitive, measurable

statements of what you intend to accomplish. They grow

out of the goal-setting process and relate back to the
root problem or societal need that the organization
exists to meet.

= Choosing strategies

This is the brainstorming part of the process, when you

identify all the possible strategies and structures that will

work to implement your objectives,

Note that you are not asking, Given our current structure,

how can we best implement these objectives? You must

ask, Given our objectives, how should we structure
ourselves? This should help you define the
board/committee/;volunteer structures needed 10 achieve
your objectives, You can now plan your projects,
program, and services based on these objectives.

+ Budgeting and funding

Don’t skimp; set figures that allow you to do a
spectacular job. Nothing belps future fund raising
efforts more than success. Now when you tell your
contacts about your planned projects, you can show
them how they can help you achieve the goals they
helped set.

Kirsten Fuchs, Major Gifts and Planned Giving LWVUS

Month

Saurce: LWV-Richardson

1

Board conducts needs assessment

Board sets goals, objectives, draft case

Board appoints comrittee and chair, or co-chairs
Committee meets, makes plan, sets poal

Board approves plan

Appoints subcommittees

Brainstorming session on prospects

Appeal to members for suggested prospects
Identify and research prospects

Cultivate prospects

Compile mailing and visit lists
Determine "leadership” or top donor lists
Verify all data, especially contact person
Make up files on prospects

Segment lists

Plan letters, proposals

Cultivate prospects
Develop solicitation packets
President solicit board commitments

Print packet materials

Plan kick-off event

Compose solicitation letters to individuals,
corporations, new, old

Recruit workers

Recruit telephone callers
Plan publicity

Mail kick-off invitation
Stuff packets

Send out publicity

Mazil letters

Hold kick-off event and volunteer training
Compose thank you notes

Make calls, visits

Update records as gifts received

Prepare report 10 members, media

Send thank vou's or call acknowledgements

Compiete solicitation calls

Send end-of-campaign follow-up letter, if needed
Prepare final report

Analyze and evaluate costs, techniques, proceeds
for following years

Update all records

Bill for pledges

10-12

Show thanks 10 workers
(party, memento, other) &

Board and committee make
recommendations for next year

A4S




Recordkeeping

Why must fund raising records be
clear and complete?

Cost accounting and fund raising

A word about computers and
record-kecping:

» Records of who gives, when, and
how much are essential for
planning future requests for

financial support.

« Members deserve to know about
the financial support of the
organization, and only clear
records can tell them.

» Tracking your efforts and their
success rate helps you to avoid
repeating mistakes. It eliminates
the guesswork for future
campaigns, tells what worked and
what didn’t

It’s important for planning of future
fund raising efforts that you keep
track of what works and what
doesn’t. This is especially true if
the prospect list is segmented by
potential giving levels, and different
techniques are used with different
segments of the list.

DO NOT keep track of income
only. Tally all the costs incurred in
mailing to each segment, including
printing, postage, envelopes, labor.

Omnce the mailing is finished, you
can then compare cosis Lo inceme
and quickly see which segments are
the most productive and how much
it costs to raise each dollar.

That information is invaluable--and
essential--to properly planning your
next solicitation.

From workshop by Joan Flanagan. author
of The Grass Roots Fund Raising Book

From LWVUS Fund Raising Kit, information
On prospect segmentation

If your League is already using a
personal computer for other needs,
consider database management
software for tracking a number of
facts about each prospect and
denor, including the gifts and
related costs. However, even a
spreadsheet or word processing
package can be helpful in
maintaining an alphabetical file and
in recording the currency,
frequency, and size of gifts.

One note of caution:

Have a secure backup system and
create a printed copy at least
annually!

Don't let your League be
dependent upon the computer
system, software, and knowledge
of one particular member or
director, without a plan for
moving the records 10 a
compatible system if the
individual relocates or quits the
job for some reason. This rule
applies, of course, to all League
recordkeeping and word
processing files.

NOTE:

One fund raiser says that
computerizing your records may not
be absolutely necessary until the
donor base reaches 1,000 who give
an average of $100 or more.

Maintaimng a 3 X 5 card file can
serve your needs as long as the file
is kept up to date and all
information is verified regularly.

Use the reverse side of the file
card to record method used cach
year to solicit, and costs incurred.

Contributor Record

Name

Address

Telephone

Company Contact

League Contact

Title

Comments

Sample 3X5 Recordkeeping Card




REACHING OUT:
Direct Mail Fund =

For each hour spent, direct mail always yields
the greatest dollar return to your organization.
Compared to a special event, which can give
about $2 per each hour, direct mail can return
almost $10.

Remember also that individuals account for
more than 80% of charitable giving in
America, and a mail campaign is the best
method for reaching individual supporters.

This section gives a checklist of tasks related to
a direct mail fund raising campaign and
suggests ways to make your campaign most
effective.




PLAN FOR DIRECT MAIL FUND RAISING:

LWYVUS Fund Raising Kit

PLANNING CHECKLIST

Expect two to three months planning time before a
mailing is sent out. For example, to send a December
year-end appeal, the planning and writing must begin as
early as late August, or early September at latest.

To help vou to organize work, to avoid errors, and 1o
allow sufficient time, use this checklist of basic planning
tasks:

Set goals and draw up fund raising plans
Segment your list of contribuiors and decide
on the technique to be used for each group.

Set up a schedule for the following:

copy (with due dates for completion and
approval by the signer)

printing and production completion
advance or follow-up telephone calls, if any
mailing dates

any follow-up activity

Draw up a budget of estimated costs and
income.

SR

Establish a plan 10 evaluate returns.
List functions and tasks to be performed and time

needed for each
Copy preparation

COpy approval by signer or your board
art work preparation

printing and production

telephone follow-up

processing money

thank you or acknowledgement
evaluation of results

- recordkeeping

Make task assignments
Set "monitorng” or deadline dates to check
on progress of assignments

Launch the campaign

Report interime and final results

PRINTING/MAILING CHECKLIST
Producing a successful
mailing demands
careful attention to
detail. Here are items
vital to an appeal that
often slip through the
cracks:

Budget

[] Estimate in advance what you want to spend on
a fund raising campaign and then keep careful
watch over expenditures as you put the program
together.

D Weigh the sample to ensure that you calculate
postage costs correctly.

Postage and postal permits

l:] Make certain that those doing the mailing,
whether volunteers or a professional mail shop,
know exactly which segments of the list get First
Class postage and which ger Third Class.

O

1If you plan to use the nonprofit Third Class
postage rates, check with the mail house or the
U. 5. Postal Service to assure that your mailing
meets the requirements for this special postage
rate.

D Be sure that the Bulk Mail deposit account has
funds to cover your mailing; also if Business
Reply Permit is used, be sure that balance will
cover any envelopes returned.

Printing, prices, and preventing problems
D It is always advisable to get bids from two or
more printers, stationery dealers, and other

suppliers for each component of your mailing.

L

Remember when getting bids to specify the
amount of time the printer and other suppliers
will have from the date you give them copy
until delivery of the job, since a rush job may
COSt more.

Get all bids in writing and check your final
invoices from suppliers against original bids.

D Before sending copy to the printer, be sure that
the letter and return envelope will fit inside the
cover envelope and, if using window envelope,
that the address or mailing labet show through
the window.




DIRECT MAIL FUND RAISING

From workshop presented by Roger Craver of Craver, Mathews, Smith & Company, Inc.

The direct mail solicitation
package has five essential parts:
(1)The letter
(2)The carrier envelope
(3)The response card

(or pledge card)
(4)The return envelope
(5 )inserts

The Letter

The letter is, of
course, the most
important part of
the package. For
a social action
organization like
the League, the J
"problem-solving formuia” is a good
letter outline to follow, but it must
include concrete examples of what
your Leapue wants to accomplish,
sufficient detail to explain to the
reader, and why the gift is needed
to solve the problem.

The fund raising letter must
communicate goals to your
constituency. People give in order
1o be involved, so you must suggest
to them ways they can do this.

Two common barriers to
successful fund raising:
« asking only once
for even only twice)
« the tendency to use concise
or perfect writing style rather
than a more personal tone.

The fund raising letter must take
the place of a face-to-face visit and
therefore must be an "I-to-you
medium." The writing style is
extremely importani to the
effectiveness of direct mail

solicitation.

« The letter’s first paragraph shouid
be dramatic and attention-getting.
It usually states the prablem, then
gives a method for solving it.

« If a telephone folow-up will be
made, say so at the top of the
letter.

+ Mention your special needs:
Voters Guide, a voters’
"hotline,” a candidate forum, or
rally. Briefly mention past
accomplishments, but emphasize
future needs...urgent needs.
Mention issues and show why
the special need or project can
help that issue.

« The letter should make a
sincere and good case for the
organization’s cause and needs.
The credibility facter is critical.
Conveying a sense of urgency is
also important,

+ Treat the donor or prospect as
a member; concentrate on his
needs, how he can be involved.
Flatter him!

« Writing tips:

Break the pages up with a
variety of typography: italics, bold
print, underlining, bullets, ellipses.

Use only short paragraphs, but
a longer ietter is preferable over a
short one (2-3 pages).

Make the letter communicate
the philosophy of stewardship and
of responsibility on the donor's
part.

Good words to use:

"community” "parmership”

Make phrases personal:

"vou more than most understand....”
"we have always counted on your
help.." "I didn’t find your name..."

» The P.S. is the second most
important part of the letter.
Generally, it abstracts the entire
letter in one phrase. But more
importantly, it speaks directly to
the person addressed, almost
singles him out from all the
others 10 whom the letter is sent.

« A hand-written note does this

even more effectively, and
increases gifts an average of 34 to
36. A tactile element is also a
useful extra; attach a calling card,
a sticker with the League phone
number or your theme slogan, any
item the recipient might keep.

10

« Never use two signatures. This
defeats the person-10-person tone.

« For an appeal 10 non-members,
list your board (or past
presidents) on letterhead. Some
local Leagues have had success
with a finance steering committee
of community leaders. If used,
put their names on the
letterhead.

Anatomy of a Solicitation Letter to
New Prospects

Follow this outline to write
effective fund-raising letters (or as
an cutline for your presentation
during a personal visit):

« State the problem.

» Tell what’s being done now about
solving the problem.

« State what needs to be done.

» Tell what your organization
proposes to do about the
problem--then communicate how
you can do it

» Let readers know that your
organization has broad-based
support.

« Explain what it will cost to do
what you want to do.

« Explain what you want readers 1o
do--and when.

Source: David Church, cited in
Contributions, 634 Commonwealth Ave., Suite
201. Newton Cenire, MA 02159,

Solicitation to a Prior Donor

» Thank the donor for previous
gifts.

« Tell what was done with those
gifts, make reference especially to
the donor’s most recent gift.

» Tell what needs to be done and
how your organization can
address the problem.

« Tell about goals for the coming
year and why they depend upon
the donor's support.

« Persuade the donor that you offer
something that the donor wants
and needs--that the work done by
your organization advances those
issues the donor supports.




Direct Mail Letter

dramatic and attention-getting.
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The P. 8. is the second most
important part of the letter.

It speaks directly to the person
addressed. A hand-written note
does this even more effectively.

You might Iet the P.S,
summarize the entire
letter in one phrase,
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Make the tone of your letter
personal—-always in the first
person.

Use a variety of typography
and short paragraphs.

Use words that emphasize
the donor’s role in your work.




Solicitation to a Past Contributor

February 12, L9387

Sam Smlth
%hat's It Company

P.O, Box 330000
Richardsen, TX 23G8)
Doar Mr. Smithi 7
Thanks to the vnndcg}ﬁT/:upport °
Uihg It3 servige to the ¢
brating our 25th Annlversary.

Qur 1937 fund ra {a underway, and we.know that your
c any, s it Company,)wlil want to help us reach our goal
o?“g9,00 .

civig=minded companies such as
omen Yoters of Richardson i
unity. FPlease join us |n celes

Dor't fail to mention
the amount of the
contribution in past
years.

Try to use the donor's
name several times
throughout the lerter.

Your contrlbutlion a! layt year allows us to continue our
efforts In premoting n oparricipation In government, As a

nonpartisan organizatlon, we publish compehensive voting Infor-
matlon, conduct voter reglstration delives, organize public forums,
and study timaiy lssues on all governmental levels.

This past year the League recelved communlty recognltlon for our
participation In the City Plan Commisslon's development of the
Comprehensive Land Use Planning Gulde.

W¥e hopo that you'll take & moment to read through the enclosed
brochure which telis sbout our services to the communmity and that
you'll fee! {fres to ask any gquestions you muy have when one of us
calls on you.

Cordlally yours,

Robln Motestein
President

RN/mn
Enclosure
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The Fund Raising Mail Package

A fund raising mail package refers
to all the parts included in your
mailing: the letter, the carrier
envelope, the response or pledge
card, the return envelope, and any
inserts.

Some tips on the package:

« When a theme is used, use it
throughout the package, several
times in the letter, and even on
the carrier envelope. Don’t
forget to mention the theme in
the thank you letter.

Don’t economize on the
response materials. If you must
choose, invest more in the
return envelope and the
response card than in the carrier
and letter, as these will stay with
the prospect longer.

« As with the letter, customize the
response card to the individual
OrI company.

The carrier envelope

The envelope should telegraph a
message of its content. Mark the
outside in some way to call
attention to its significance. to draw
the recipient to open it.

@==

If mailing to non-members, omitting
the return address is a technique
used as a teaser 10 induce the
prospect 10 open it.

The response card (or pledge card)
The response card, like the
postscript, abstracts the entire
content of the letter. It must tel
the reader:

swhat 10 do

«how much to give

swhen to give

swhere to send it

Fill in the person’s name and the
dollar amount on the response card.
For prior donors, ask for a specific
amount which will prompt an
upgrade. A good rule 18 10 double
their last gift.

The more options given, the less
fikely you are to receive money.

On the response card you may
want to tie the dollar amount to a
project, with reference to it in the
body of the letter.

The response card should also show
if the gift will be tax deductible.

Or vou may offer either a tax-
deductible or a non-deductible
option and tell the donor how to
make out the check.

The return envelope

Prepaid postage, using a Business
Reply Permit, is useful in eliciting
gifts. For any previous donor of
$25 or more, it is best to use a first
class stamp.

Inserts

News clippings, a brochure, a
background sheetl or precis,
photographs, and testimonials are
alt possible inserts to bolster
credibility of the appeal. However,
avoid anything too slick, stylish, or
graphically sophisticated. Direct
mail is a homespun medium.

NEWS |

T
I
I

fam—y
L

An optional element of the
solicitation package is a poll or
survey attached to the response
form. This technique further bonds
the donor to the organization, gives
a sense of belonging and that his
opinion is valued.

Three pointers on fund raising
mail campaigns:

« Mail several times a year (at
least 4 times).

« Costomize letters. Always
use different letiers for
prospects, past donors, and
for members. Best also to
customize for tax status
preference. Show concern
for the donor by calling first
to ask preference so that
letter is specific to his needs.

« The best time to ask for
money is immediately after
someone has given money.
Albways include a stamped
return envelope with the
thank-you note. A
telephone call thank-you is a
wonderful way to lead to

upgrading.

From workshop presented by Roger
Craver of Craver, Mathews, Smith &

Company, Inc.




The Response Card

ANNUAL DEVELOPMENT CAMPAIGN

League of Women \oters of Dallas, 2727 irmood Road, Dal;l.';:;?sl- -
o LWwv WVD
| Enclosed Mol 118500 (1§250 118 1o LWVI o
The response card is N ﬁtn ;im 15 t::: ﬂ?ade to both "LWVD" and t;xwa:o;mble LWVD-Education Fu
one of the most SEPARATE CHECKS MUST BE MADE TQ X ‘
important parts Of the ¢ An adatonai g of $_. . . wil be senirtr;:a ) ;;:u;;; -.;i_quaneriy and
direct mail solicitation ! 1 plecige my g o1 S___ ... 10 (b; pad |isem
I instatimenl of $___ . .
package. It may stay enclose my | [wilia h as bequesia. lrusts, hie Nsurance.
with the prospective Send mlorrnaml)n on planned giving methods suC
r a long time. annuities, jowelry. - . f torm andfor
f’?{:’: riff c:ve:'zl anag don't . My employer will maich tnis gift. Enclased 15 my hrm's maiching gt
conserve on quality. check for 3. ...
Name —_
Address —

Phone

The IRS requires that your solication materials state
that donations are not tax deductible, unless mde' o
a qualifying education fund or 501(c)3) organization,

LEAGUE OF WOMEN YOTERS OF MIDLAND

NAME/TITLE

COMPANY

MAILING ADDRESS ZIp

Contribuhians payable 1o the L'WV.-Mi
vhartabie conteiguticns for lax purocs
NOES wApanse,

Ty make a donation tax deductible as a eharilatie contribytion, make
Texas Education Fund a 501 {c} Ly organization. it will be used only for

dland are especiaily appraciated. Though not geductible s
¢s. ihey May pe deductible as an ordinary and necessary husi-

your check payable o LWY-
Cilizen aducation activities in

Miglang
Enclosed is mylour contributionof {  $300 $100 $50 17 $25 (T Other
Fhis contribution 1s for LWvV-Midland ! LWV-Texas Edycation Fund

You may publish My name as a contributor in 1993 finance brochure 7 Yes : NG
Send all contributions to
LWY-MIDLAND » P.O. BOX 7457 » MIDLAND, TEXAS 79708

For turther intormation, contact Jayne Krawletz, 897.2188
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Richardson Daily News ’

* Satabliehad 1008
Lols Wetzel Brown
worom

Let others do
your bragging!

Robert Keeter
ADVERTMNG WANAGER

The Leagus of Women Vot-
ers f Richardson is in the
midst of preparing for perhsps
the busiest year the locai orga-
nization has ever had. Not
only is this a presidential elec.
tion year, with the usual elec-
tion-reiated projects, but the
added interested generated by
Texas’ carly primary this year

-spurred the organization into
e duty.
* Last month, the local 60-
member League operated
_kopths in ares malls and at
*Richardson Library, signing up
hundreds of voters, And now
the finishing touches sre being
put to & Voter Guide that will
be distributed to local citizens
- before the March primary,

At the same time the League
is deep into preparutions for
the Super Tuesday election,
merabers are conducting their
annua! drive to raise funds to
suppon these wonthwhile pro-
Jjects. Letters are going out this
week to about 500 potential,
local contributors, asking for
finsncial support for the
group's $2,000 annua! budge:.

Letters are being mailed 10

~ League programs
deserve support

members, former members,
cther orgsnizations, corpora-
tions and community ieaders,
sccording o Robin Notestzin,
League president. -

Notesteia told & Daily News
reparter that the bulk of the
moaey ryised by the League
goes 1o voter services, particn-
tarly the Voter Guide. The sex-
ond major portion of the
meney goes to such program-
ming as Town Hall meetings,
candidate forums and special
study projects, One such study
now near completion relstes to
the need for daycare facilities
in Richardson.

Of the $9,000 needed by the
League for 1988 expenses, ap-
proximately $1,500 probably
will come from members and
$7.500 from the community,
Notestein said. This seemsa
stnalf enough request for the
many vilal but low-profiie ser-
yices provided by the
organizstion,

The program of the League
of Women Voiers ar¢ of com-
munitywide importance and
are well deserving of commu-
nitywide fingncial support.

Clip those news arﬁcges
prcﬁsing your Leagues work.

Include copies as part of
your mailing... or carry
along on a personal
visit!

15



DO YOUR
HOMEWORK:
The Business
Contributor

Businesses and corporations account for about
7% of charitable giving. No matter whether
your League is located in a large or a small
city, the local business community can be an
important source of financial support.

Businesses are always a reliabie source of
"leadership gifts," those larger donations you
should seek at the start of your campaign to
"lead the way" for others to give.

This section can direct your board in expanding

the base of donors through research,
brainstorming, and personal contacts.

17




Identifying and Researching Business and Corporate Contributors

Identifying prospects

Chamber of Commerce
membership lists, newspaper and
magazine articles, donor lists of
other organizations, and the
telephone directory can all produce
leads for identifying corporate
donors. Other published sources
include Standard & Poor's Directory
and other business directories with
geographical listings.

Refer to the bibliography at the
right for additional help on
researching companies and writing
successful request letters.

The purposes of most corporate

contribution programs are

threefold:

» 10 enhance the company image

» 10 support employee causes
and interests

= 10 support those interests
supported by the CEQ, and 10
enhance the CEO’s image

Remembering these points can help
you determine what vou need to
know about companies and their
owners Or executives 1o help 1o
secure their support for your League.

Researching a corporation
ar corporate foundation

» Know their puidelines for giving
and preferences for what the
company will support.

Call to ask for their annual
report or for any giving or grant
guidelines published by the
company, Ask other
organizations what the company
has given in the past. If those
are not cbtainable, check library
sources such as Srandard & Poor’s
Directory.

« Know the company’s market arca
and financial status.
Knowing where the company does
business will help you to judge
the scope of its charitable
support, whether local, staie, or

national. And while financial hard
times do net necessarily mean
suspended giving, this could affect
the size of the gift.

Continue to cultivaie a company
through hard times, make them
aware of your work, and ask for
support for your League. Then
they will be there when the
situation improves.

» Before an interview, send basic
information about your League:
publicity materials, a brochure, a
background paper or precis, a
proposal if asking for a special
project. Send with a cover letter
confirming the date, time, and
who will be there.

« Decide what you are “selling.”
Based on the research done about
the company, decide which League
programs or projects would be
most appealing to this particular
company, especially to the CEO.
Compile a packet describing these
and call someone (secretary,
administrative assistant, or the
person in charge of charitable
giving) to see if it is appropriate.

+ Decide how muoch you will ask for.
For a specific project, don’t ask
for too little; but never ask for
more than 20 percent over your
anticipated needs.

Researching an owner or executive

« Know affiliations.
Gather lists of local boards,
donor lists, church directories,
and other local information 1o
use as reference material for
your research.

+ Know family afiliations.

« Know social ties, especially to any
League members.

Adapted. Developmen: Today: A Fund Raising
Guide for Nonprofit Organizations, Dr. Jeffrey
Lant. Revised 5th Edition, 1993. 282 pages.
$29.95 postpaid. JLA Publications, 50 Follen
Street, Suite 507, Cambridge, MA 02138,
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Suggested Sources

Corporate Foundarion Profiles.

Dermer, Joseph and Stephen
Wertheimer. The Complete Guide
to Corporate Fund Raising.

Dun & Bradstreet Million Dollar
Directory.

National Directory of Corporate
Giving.

Sinclair, James P. How o Write
Successful Corporate Appeals.

Sourcebook Profiles.
Standard & Poor’s Register of
Corporations, Directors, and

Execurives.

Taft Corporate Giving Directory.

Here’s an Idea

Use a form similar to the one
on page 19 to record information
on local businesses and
companies, large corporations,
and owners and executives. Be
sure to list contacts within your
League.

Each year before soliciting the
company, confirm the company
contact by telephone.




PROSPECTIVE BUSINESS OR CORPORATE
CONTRIBUTOR

Company Name

Mail Aaddress

Location

Phone { ) FAX [

CEO or owner

Affiliations {schools, clubs, boards, family, etc.)

Address letter to

Title

Fiscal Year Annual report? yes no

Market area

History (given to League in past? give to other like organizations? etc.)

Special interests, preferences - how do these correspond to League issues and interests?

League contact(s)

Are you willing to make a visit or follow-up call? yes no
Submitted by Date
Researched by Date

Attach any donor lists, newspaper or magazine clippings, brochures, photos, etc. and return this form to:

19




CULTIVATING CONTRIBUTORS

A corporate executive once wrote:

"One of the most disappointing aspects of working with
organizations seeking philanthropic funds is the recurring experience |
have had with organizations receiving generous support and quickiy
forgetting both the donor and that donor’s act of generosity.

We hear so much criticism of corporate insensitivity to the needs of our
non-profits, but what about the non-profits themselves?

During a campaign most organizations are alert to the need to keep
their donors informed of progress and the results of corporate
beneficence. But, after the campaign is over, how many gift recipients
maintzin a sustained dialogue with their benefactors?”

Charles E. Lawson, President - Brakely, John Price Jones, Inc.

Listed below are some suggested ways to "cultivate™
contributors and prospective contributors.

« Send them all new League publications.

« Mail them your monthly FOTER, regularly list contributors there.

« Invite them to special League functions.

= Notify them when your League has received funding for a special
project or has gained recognition.

» Let them know of League accomplishments and community education
efforis.

= Keep them informed--by mail or by phone--of the status of your fund
raising campaign.

« Send holiday greetings.

» Congraiulate them on company successes, awards, honors.

« Send copies of any newspaper clippings mentioning the company.

« $STAY IN TOUCH!

Past donors are

your best prospects,
so keep in touckh.

20




PERSON TO
PERSON: \/‘
The Personal %ﬁk

Solicitation

Experience has shown that when the
organization’s compelling story is
personally explained and understood by
business people, the chances of a
favorable response are enhanced. As a
result, many companies which contribute
regularly may increase their gifts, and
those that have never assisted may become
active supporters.

Aldo C. Podesta, Senior Vice-President, The Advertising Council
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PERSON TO PERSON - THE KEY TO SUCCESS

The Perfect Solicitation®

The Solicitation Packet: What to Take on Calls
or Include in Your Solicitation Letter

1) Make your own pledge first.
2) See your most likely prospect first.
3) Take someone with you.
4) "Eyeball to eyeball” is the

only way,

5) Plan every call in advance.

6) Say: "I picked you" to call
on.

7) Sell ideas!

8) Don’t apologize.
9) Never argue.

10)Aim high. (Ask for a specific amount.)

o=

11)Try to get the pledge card
signed that day.

12)Be enthusiastic, sincere,
and persistent.
13)Suoccess depends on vou.

14)Regardiess of the outcome of your interview, don’t
forget 10 say THANK YOU!

=

*Borrowed from the Greater Boston YMCA's Campaign:
"Continue the American Dream”

15) Remember, people give 1o
people, as much or more
than they do to causes.

«Background sheet or precis:
What does your League do that is unique?
Why does the community need your work?

«Brochure describing your League’s good wotk in the
community

= Annual report or financial statement

«For ax exempt funds: letter of determination of
501(c)(3) status

+Pledge card

+References and endorsements of your League
«"Wish List" or menu of activities to be funded
»Board list

« Newspaper clippings about your League

«Q&A: Questions & answers you anticipate prospective
donors might ask

Basics of a fund raising brochure or background
piece

» Campaign theme, if there is one

« List of your board of directors

= History of organization: national, state, local

+ League mission

+ Success stories:  brief paragraph for each, citing
endorsements (quotes), quote newspaper articles

+ Supporters for previous year (some include past 3
years)

« Critical role of the League - best reasons to support,
how unique

» Fund raising objectives - amount sought for each and
justifications

« Categories or levels of giving (may instead include
on pledge card)

» League mailing address, telephone

+ Name of person to contact

From Development Today: A Fund Raising Guide for Nonprafit
Orgarizations, by Dr. Jeffrey Lant.




The Background Piece

- 1986:

* Voter Registration. ... B850 new vorers registered (Moy & November elections)

Voters Guides........B70,000 (May & November elactons)
Compited, edited und proofed by Leogue volunteers
Printed by Dalfas Times Herald (Thank you ~ DTHI)

7¢,000 distributed by League volunteers ta [ibraries,
busineises, ete,

800,000 - 2 weekend editions = Datlas Times Herald This background
* Speckers Buredu...... Available fres to any group piece ejj‘ecnvely
summarizes the
* Cheerver Corps ... ... League voluntesrs continue to observe meetings of Dollos City accomplfshments
Council, City Plan Commision, and Commissioners Court Of LWV-DG”GS
¢ Leogue Office....... Dally answors or refers many telaphone questions ebout how to
registsr to vote, where o vots, names § addresses of Great to include

elected officials, etc, . age
in a mailing--

¢ Pliot Project = Live  After o |-month pilot !niriaud by ﬁ‘\e League, City Council or to carry on
Conl Conwrepe - oo ducked 1o contnu wanly I s of o) a personal visi
® Fair Park ., ..cuetnns January, 1986 = A Tour ~ Open to Public = Study of improve- |
ments, resoyrces available, and future plans for the park
s Public Forum,,...... May, 1986 - "Financing the Federal Government - Entitlemanty™*
¢ Public Forum ., ...\ e, September, |786 « "Haalth Care for the Medically Indigem”*

» Condidates Debate. .. October 23, 1786 = 7:15 pm = First Unitarion Church
District Attorney Condidates = Royce West & John Vance
County Judge Candidates - Kethryn Cain, Max Goldbleit,
& Lee Juckson

+ Study ond Action. . ... Continuous through our many commitrees and bi=menthly unit
meetings on Tax Retorm, Demestic Violence, Halfwoy
s Houses, SDI(St-ategic Dafense Initiative), Urben Planning,
Toskforce on Mousing, Motiono! Deficit. ...,
*Repected on Herltage
Coblevision « Ch,?8

550 volynteers . . .men and women, . ."We're Working F%:u-‘. Yol

“League of Women Voters of Dallas

2727 INWOQD ROAD w OQALLAS TEXAS 75235 »  214/3514128

Adopt a slogan for
your finance campaign...
use it throughout on

gverything.
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SAYING THANKS:
The Acknowledgement J

Success is more than identifying people who will
say yes. It is knowing how to persuade those
who either say no, or fail to respond.

Dr. Jeffrey Lant, Development Today




The Acknowledgement or Thank-You Letter: What the Professionals Say

When the answer is "yes"
From LWVUS Fund Raising Kit

An important part of any direct
mail fund raising plan is the thank
you or acknowledgement letter. In
addition to providing a common
courtesy to your contributors, the
thank you letter also serves to
further bond donors to the League.

« Thank the donor, mentioning the
amount of the gift.

+ Remind the donor which
programs are benefiting from the
latest contribution. The goal is 10
assure that the donor feels
appreciated and that your League
is dependent upon the donor’s

support.

= Use a handwritten personal note.
It is a thoughtfu} gesture and
further strengthens the donor-
League relationship.

= Include a business reply envelope
in acknowledgement packages.
This will provide an excellent
source of what is termed "bounce
back" gifts. Bounce-back gifts are
those that come back 1n an
envelope you enclosed without
making another outright
solicitation or even mentioning
the return envelepe in the
acknowledgement letter.

» Have a2 turn-around time of 24 to
48 hours for acknowiedgement of
a contribution. This significantly
increases the likelihood of a
bounce-back gift.

« Telephone thanks to a donor, an
excellent technique for upgrading
the donor’s future gifts.

When the answer is "no"

From Development Today: A Fund Raising
Guide for Nonprofic Organizations, by

Dr. Jeffrey Lant.

Success is more than
identifying people who will say
yes. It is knowing how to

persuade those who either say
no, or fail to respond.

« Be prepared for whatever answer
you get. Never let yourself be
surprised. By using marketing
savvy and having ready a number
of appropriate response letters,
you are prepared 10 fry to move
that prospect to a yes!

Send a letter thanking the
prospect for the time invested in
consideration of your request.

» Acknowledpe that the prospect is
still concerned about the League's
work, and promise 10 keep the
prospect informed of your
League’s ongoing programs and
services 10 the community.

» Sugpest that the League intends

to request support again in the
future,

Continue to cultivate this
prospect, including progress

reports on fund raising efforts.
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How the telephone can help

when a specific proposal is
rejected:

Within 48 hrs after a proposal is
declined, and after you've
reaffirmed that this source can help,
call the person who signed the
rejection letter. You need to know
why, and you need 1o build a
relationship with the

prospect.

Opening:

"I see that you are

unable 1o fund us just now, and
I'm calling to find out how we can
work together in the very near
future.”

Ask:

« what would have made the
request more attractive, or the
proposal stronger

+ what comments he/she or the
board members had about the
League or the proposal

= when it might be possible to
return with other materials of
help 1o the prospect

= whether a visit might help change
the prospect’s mind

« what other sources of funding the
prospect might suggest

Closing:

"] know that you are interested
in...{your project), and I'd welcome
the possibility of keeping you
informed about our work.”

Immediately send a letter confirming
that you understand what you have
been told. Thank the prospect for
the time given. No matter how
uncooperative, the person has
nonetheless given you something
invaluable--time. Indicate that you
plan to strengthen any weaknesses
noted and that you will send copy
of the new document when ready.

Once 75% toward a project
goal, send this prospect a
second request, listing those
who have already supported it.




OTHER FUND
RAISING
METHODS

Special events serve the League in many more
ways than increasing income. They gain public
attention, attract new members and supporters,
involve members, build morale, and offer a
kind of fellowship not easily fit into League
schedules.

Sales of products, publications, and services are
also significant income producers and should
be a part of every organization’s funding plan.

Foundation funding, although limited to
education projects, can be a major source of
restricted income. The time involved may vary
from a simple letter to a complex proposal
with many attachments. Just as with a special
event, it Is important to compare the time
invested against the benefits gained.

29




Organizing a Special Fund Raising Event

The key to a successful event is organization, and one way 10 become organized is to develop and follow checklists.
These basic checklists that apply 1o any event were adapted by The Granismanship Center from The Grassroots

Fundraising Book, by Joan Flanagan.

Checklist for Assets

What do we already have in the
organization 10 make this fund
raising project a success? What
factors should we consider in
choosing an event?

Checklist for Goals
What do we want to achieve from
this project?

PEOPLE

« Leaders--their time and talents

« Members with experience with
this kind of event

« Total pumber of members who
will attend or contribute

= Possible allies and new members
whe will get involved

MONEY

» Seed money available for the
event--from treasury, loamn,
advance sales

+ When will we have 10 spend the
monev? When will the money
come in? What is our break
even point (income=expenses}?

+ Who will handle the money
coming in? WHo will control
money going out?

» Bank--will we need a separate
account? Do we need any
special arrangements to handie
lots of cash?

TIME

« How much time does the
organization want 1o spend fund
raising? Is there any way to
shorten it?

» Are there any major conflicts in
the organization’s calendar?

The community calendar?

+ How much staff time do we
want to allocate 1o this project?

« If this event is to be repeated
annually, is this the best time of
the year for it?

» What consideration should we
make for bad weather? E.g. an
alternative show/rain date, inside
location, or insurance.

« Amount of money, NET. Percent
of annual budget.

« Number of people involved.
Where and how.

« Number of leadership roles
possible

+ Experience. Which new skills will
be learned? What do we wanlt 10
know for the next event, and for
this event next year?

« Who will take the leadership
positions?

» How will it challenge the elected
leaders?

« What will be the publicity
generated? How much, what
kind, where?

« Number of new members brought
in

« What will be the psychological
effect of the event:

Within the community?
Outside the organization to
people you want to join?

« Can it be repeated--in six months,
one year? What is the probable
income increase next time?

= Which new sources of income will
we reach?

New members

Non-member individuals
Institutions--businesses, churches
Foundations

» Organizationzal advantages--
morale, new people, new area,
new style event

+ FUN!
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Checklist of Basics for All Events

Nouification of the police
Proper insurance

ASCAP license if music formed

0

O

g

O <Cash boxes

1 Cash in proper denominations
for each cash box

O Receipts

O Literature on your organization:

Current newsletter or fact sheet

Written notice of next meeting

Or events

Membership cards

Sales merchandise--buttons,

cook books research, etc.

Sign-up list (can best be

accomplished with door prize)

Name tags

Emergency numbers-police/fire

Cash for emergencies/coins for
pay phone
First aid kit

Name of doctor or nurse who
will be present

Pens, tape, poster board,
markers

Errand runner for emergencies
and forgotten items

Watch

Comfortable shoes

All necessary phone numbers--
band, host, speakers, ice

Fire extinguisher (know how to
operate)

Sound system

O 0O a0 oo o o oo o o o

And don't forget:
Sense of humor, tact, patience and
imagination!




Seeking Foundation Funding

This proposal writing outline is abstracted from Program Planning and FProposal Writing, by Norton J.
Kiritz, published by The Grantsmanship Center.

SUMMARY EXXXIXXXY

Clearly and concisely summarizes the request.

INTRODUCTION
Describes the agency’s qualifications or "credibility".

PROBLEM STATEMENT OR NEEDS ASSESSMENT 7
Documents the needs to be met or problems 1o be solved by the /
requested funding,

OBJECTIVES

Esiablishes the benefits of the funding in measurable terms.

METHODS
Describes the activities 10 be emploved 1o achieve the desired results.

EVALUATION
Presents a plan for determining the degree to which objectives are met and methods are foliowed.

FUTURE OR OTHER NECESSARY FUNDING
Describes a plan for continuation beyond the grant period or the availability of other resources necessary
to implement the grant.

BUDGET
Clearly delineates costs to be met by the funding source and those to be provided by the applicant or
other parties.

ATTACHMENTS
Board and staff qualifications for carrying out the project.

Twelve Tips for Writing Proposals

Write from the standpoint of meeting the donor’s needs, not just the needs of your organization.
Follow the guidelines provided by the prospective donor.

Write concisely and to the point. Avoid lengthy rhetoric and verbosity. More is not usually berzer.
Your proposal should be interesting, if not compelling. However, avoid sensationalism and yellow
journalism.

5. Be specific about what you are asking of the donor.

6. Generaliy, use short, familiar words. But if a longer word works better, use it.

7. Be certain of the meaning of the words you use and spell them correctly.
8

9

N

Let several colleagues critique your writing,
Edit, proofread, polish. Edit, proofread, polish. Ask at least two other people to proofread.
10. Schedule your time and pace yourself to avoid last-minute, panicky rushes.
11. Use rejections constructively.
12. Use acceptances and approvals constructively also. Ask why your proposal was accepted. Then use
those strengths in future proposals.
C. C. Baker, Jr., Development Officer
Tyier Junior College
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Fifteen Fatal Flaws in Fund Raising

» Incomplete planning

« Minimal board commitment
» Indifferent staff

« Setting goal too high

« Involving too few members

= Improper use of corporations, foundations

» No attempt to gather links (people give 1o people)

« Failure to cultivate potential donors

» Failure to solicit "leadership gifis,” those who can afford to
give larger amounts

» Lack of cocrdinated effort

» Announcing goal before realistically assessing the chances for
campaign success

+ Failure to say "thank you"

« Failure 10 seek funds for endowment or savings

« Carrying out a campaign without training or experience

« Lack of persistence
From Development Today: A Fund Raising Guide for
Nonprofu Organizations, by Dr. Jeffrey Lant.
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