WHY AN ANNUAL GIVING PROGRAM?
1) PROVIDES REPEATED AMOUNT OF ANNUAL UNRESTRICTED INCOME

2) ALLOWS REGULAR REPETITION OF AGENCY’S MJESSAGE TO THE COMMUNITY

3) MAINTAINS STEADY INVOLVEMENT OF A CORPS OF INTERESTED VOLUNTEERS

4) ALLOWS REGULAR IDENTIFICATION OF NEW PROSPECTS

5) ESTABLISHES HABITS AND PATTERNS OF GIVING

6) ESTABLISHES GIVING THAT LEADS TO BIGGER GIFTS SUCH AS CAPITAL OR DEFERRED GIFTS

Source Unknown
A WRITTEN ANNUAL FUNDRAISING PLAN SHOULD INCLUDE

GOAL

· Based on Actual Need

· Comes from the Budget

   INTERNAL RESOURCES

· Volunteers
· Staff
· Funds
FUNDING SOURCES AND TECHNIQUES TO BE USED

· What Sources Concentrated
· Why
TIMING

· Calendar of Activities

· When will each Source be Contacted/Event Take Place
LEADERSHIP/ORGANIZATION REQUIRD

· Organization Chart

· Volunteer Responsibilities (Job Descriptions)

· Staff Responsibilities

· Training Required

MATERIAL NEEDED

· What Printed and Other Materials are Needed?
· By When?

· How Much will it Cost?

   PLAN FOR RECOGNITION (Thank you!)

· Countributors/Funders

· Volunteers
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FUNDRAISING IS …. FUNDERAING CAN….

FUNDRAISING IS:

· Face – to – face

· Not mysterious, not remote control

· Trading something-of-value for something-of-value

· A Service to the community

· A lot of work

· Reaching out from the heart for what you believe in.

FUNDRAISINGCAN:

· Build a base of people who are your partners in addressing a community need

· Bring people a together in your name in community fellowship

· Provide consistent, reliable, ongoing funding

· Give people good volunteer opportunities and experiences

· Engage the entire community in caring for itself

Prepared by: Carla Lehn

United Way of the Sacramento Area
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TARGETING DONOR GROUPS
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Based on material developed by the Grantsmanship Center
LADDER OF EFFECTIVENESS OF APPROACH OPTIONS

MOST EFFECTIVE

· Personal visit by a Team (1 Board, 1 Staff)

· Personal visit by one person

· Personal letter (on solicitor’s personal stationery) with telephone follow-up

· Personal letter with no phone call

· Personal telephone with letter follow-up

· Benefits

· Impersonal letter

· Impersonal telephone

· Door-to-Door

· Media –PSA”s

  LEAST EFFECTIVE

Source:

The Fundraising School
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SOLICITATION APPROACHES MOST LIKELY TO ELICIT A DONATION

(Percentage of Respondents)





Most 



Least 
Not sure

Approach

 
Likely



Likely
Not





 5
 4
 3
 2
  1
Applicable

Being asked by someone you know well
42.0
27.0
15.7
 5.6
 6.9
 2.7

Being asked at work


18.8
18.7
21.4
 9.3
16.4
15.4

Someone coming to the door

14.2
15.0
23.2
14.7
28.1
 4.8

Someone in a telethon or radiothon
 9.1
11.3
20.0
15.6
40.5
 3.4

Receiving a letter


 8.1
 8.5
17.8
17.0
43.1
 5.5

Receiving a phone call

 5.1
 7.2
16.2
17.3
49.1
 5.1

A television commercial

 4.9
 5.5
14.7
17.2
54.2
 3.5

A newspaper or magazine advertisement
 3.7
 4.2
12.0
18.1
58.4
 3.6

* All respondents

(This table is from Giving and Volunteering in the United States, Independent sector, 1988. Used with permission)

PERSONAL SOLICITATION:  KEY CONCEPTS
WHAT IS IT ?

Individual or teams of volunteers visit people for 

a face-to-face gift.

WHO DOES IT?
Volunteers—board members ad others.  They must be knowledgeable about your agency and well trained in this technique.  May take a staff member along as a resource person only.
WHO GETS IT?
Usually your top donors and good prospects are personally solicited.  These prospects must be well researched for interest in your agency and giving potential.

WHO SOLICITS WHO?
The selection of prospects to solicit by volunteers is the most essential element of the process.  People give to people.  Therefore, the more the volunteer knows or has a connection to the prospect, the greater the chances of success.

HOW MUCH DO
Important to target an amount and ask for it.  Do your 

WE ASK FOR?
Homework on each prospect.

Source Unknown

PREPARING AND TRAINING VOLUNTEERS TO ASK FOR MONEY
Ideal Situation:  A group of 10 to 15 volunteers (who are also donors) in a relaxed atmosphere for two of three hours.  The volunteers should all be in a position to ask for similar amounts of money

You will Need: A flip chart and tear sheets, markers, and solicitor kits. *
I.  UNDERSTAND WHY PEOPLE GIVE. (This exercise is designed to help volunteers understand the giving process.)

A. Ask the group to tell you the reason they donate to different causes, and list these reasons on a tear sheet.

B. Discuss the group’s respo9nses – all of which are valid.  The most important reason people give money is that they were asked to do so.  Secondarily, they give because someone asked in a way that corresponded with each donor’s personal reasons for giving.  The volunteers can see how varied these reasons are.  Fund raising is most effective when potential donor’s needs are matched with the services of the organization.
II.  ASK THE RIGHT PEOPLE. (This exercise helps volunteers understand that certain people are more likely than others to support your organization.)

A. Draw the center of a target.  Ask everyone to call out groups (not individual names) of people who have already demonstrated their involvement with your organization (e.g., board members, volunteers, and clients).  Write the groups’ names in the center of the target.  Groups that are most likely to give to your organization should be in your inner circle.
B. Next, create the middle ring of the target.  Ask the volunteers to give you names of groups that are a little less likely to give to your organization (e.g., businesses and some civic clubs).  On the outer ring of the target, write the names of groups that are least likely to give to your organization.

C. Discuss why the inner group should be most inclined to give, how those who are less or least likely can be cultivated, how advantages it would be to have the right person ask, and how to move those groups into the inner circle.

* A Solicitor kit should include: a case statement, sample question and answer sheets, an abbreviated case statement, pertinent background information, your business card, a prospect card and a donor interview card.

III.  
TEACH VOLUNTEERS TECHNIQUES FOR EFFECTIVE ASKING. (This exercise helps volunteers deal with their attitudes toward, and fears of, asking for money)

A. Ask the volunteers to hold a brainstorming session to determine how they feel about asking for money.  Write their responses on the flip chart.  Discuss these responses.  Again, all are valid.  The main reason people do not ask is fear.  Volunteers need to know that asking is always difficult, but that the more prepared they are, the more they can predict the outcome and the less fearful they will be.
B. Review the points of a good “ask” preparation.

IV.    Perform ROLE-PLAYING EXERCISES.  This exercise is critical to effective asking.  It should be done in groups of three.  “Situation sheets” outlining roles for each volunteer can also be helpful.

V.    OUTLINE MATERIALS AND BACKGORUP INFORAMTION.  
Be sure your volunteers have a thorough understanding of your
organization’s mission and goals as well as a clear view of the project you
are currently seeking to fund.  
Carefully review the materials in your solicitor kits (see diagram 1)

VI.     GIVE VOLUNTEERS WHAT THEY NEED IN PREPARATION 
FOR EACH “ASK.”  Make sure volunteers have:

A. A profile cared for each prospect with as much current information about the prospect’s giving pattern as you can provide.

B. An interview return device to allow you to receive a written account of the meeting and information on any follow-up that the prospect needs.
C. A specific amount of money to ask for

D. A scenario review indicating who will play which part and who will handle specific issues, such as project questions and funding questions.

E. A large smile, a big thank you, and a great deal of encouragement.  In addition, make sure all solicitors understand the importance of maintaining confidentiality.  Your donor profile cards should never leave your office or be duplicated.  You need to get the interview card back immediately.  Twenty-four-hour responses are important.
VII.    TELL VOLUNTEERS WHERE THEY CAN GET HELP.  
Volunteers need to be able to contact you before and after each ask to
discuss particular prospects.
VIII.   MAINTAIN GOOD COMMUNICATION.  Celebrate and share successes.  Thanking volunteers is as important as thanking donors.  It’s never enough!
IX.     OFFER A TIME LINE OF SOLICITATION DEADLINES.  Present the volunteers at your training meeting with a campaign calendar indicating when all solicitation must be done ad when committee meeting will be held.  Without such deadlines, asking will inevitably be put off.  Set the deadlines, and then help your volunteers meet them.

Expected from:  Susan Scribner and Florence Green, “Asking For Money,”  Grantmanship Center News (March/April, 1983), pp.9-17
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