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programs in nonprofit management, 
according to The Nonprofit Quarterly.
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A
a Priceless Plan
By A nDRE A MCM A nuS, CFRE

A very important process for AFP has taken place over the last year, a process 
that has involved numerous volunteer leaders, is critical for AFP’s future and has 
resulted in a document that will guide our efforts over the next three years. What 
is it? It’s our 2011–2013 strategic plan.

I know what you’re thinking. A strategic plan? Yawn. But it doesn’t have to 
be—and shouldn’t be—that way. A strategic plan can be a powerful, vibrant tool 
in unifying AFP behind its purpose and energizing staff and volunteers about the 
impact we will have. It’s something we can turn to when faced with new chal-
lenges or opportunities and to determine whether they align with our goals or 
simply will be distractions.

A good strategic plan is priceless, and I think AFP has a really 
good one. Why? First, the goals identified in the plan matter—to 
you as an individual practitioner and to the profession: enhanc-
ing the member experience and ensuring you get the most out of 
your dues, shaping public policy that is increasingly affecting us 
all every day and developing the most skilled and ethical fundrais-
ers. Our plan is not some ethereal, philosophical document, but 
rather a grounded statement of what we hope to accomplish for 
you and the profession over the next three years.

Second, the plan reflects the change and transformation we’re 
seeing in fundraising. It speaks to how the profession is starting 
to evolve from a focus on fundraising tools and techniques to a 

more comprehensive focus on philanthropy and outcomes. It identifies and ad-
dresses the challenges we face over the next three years in an environment that 
is increasingly global, technology-driven and with donors who have big visions 
and high expectations.

Third, and perhaps most important, the plan and its goals are measurable. Our 
staff routinely develops metrics for each goal. We will review these metrics every 
year, and changes will be made to the plan if necessary based on what we’ve ac-
complished. In this manner, the plan is a living document that can truly guide us 
in our work at both the staff and board/committee levels.

I hope you’ll read our plan, ask questions and keep our feet to the fire as we con-
tinue to move forward. It’s your plan, too. As I review the plan, I’m amazed at how 
far we’ve come and the goals we’ve set for ourselves. We are in a position to truly 
affect the entire profession and bring to reality our long-term vision: to have fund-
raising viewed as a credible and respected profession for civic betterment worldwide.

None of that would be possible without the work of our president and CEO, 
Paulette Maehara. She has been involved in every strategic plan since 1998. 
Her leadership and vision have contributed greatly to ensuring AFP is so well- 
positioned for the future. Read the interview with her in this issue and try to imag-
ine just how much AFP and the profession have changed over the past 13 years.

Paulette, you’ve been a great friend, mentor and colleague. Thank you for ev-
erything you’ve done for our association and the fundraising and philanthropic 
community. We will miss you greatly. You’ve left behind an extraordinary legacy 
that will never be forgotten! 

Andrea McManus, CFRE, is president of The Development Group, Calgary, Alberta.
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Some of the latest stories and updates affecting development professionals

Worth a Look

Read more updates at www.afpnet.org. Search: AFP Resource Center

n  RE SE A RCH

Giving—and Demand— 
on the Rise
Nonprofit organizations saw a slight turn-
around (as of the end of November 2010) 
that mirrored the slow economic recovery, 
according to a survey from the Nonprofit 
Research Collaborative (NRC). However, the 
small rebound has not been enough to help 
many nonprofits that are grappling with staff 
and service cuts even as demand for their 
services has increased.

The Nonprofit Research Collaborative 
November 2010 Fundraising Survey is the 
first product of a collaboration involving six 
organizations that serve the nonprofit sector: 
the Association of Fundraising Professionals 
(AFP), Blackbaud, The Center on Philanthropy 
at Indiana University, the Foundation Center, 
GuideStar USA and the Urban Institute’s Na-
tional Center for Charitable Statistics.

The national survey showed that 36 per-
cent of charities reported an increase in 
donations in the first nine months of 2010, 
compared with only 23 percent in the same 
period of 2009. Thirty-seven percent of chari-
ties reported a decrease in giving, a dramatic 
change from 2009’s 51 percent. Among those 
experiencing a decline in giving, the main rea-
son cited was fewer individual donations and 
smaller amounts. Less funding from founda-
tions and corporations also contributed to the 
lower giving amounts at these charities. Giv-
ing remained unchanged at 26 percent of non-
profits in 2010 versus 25 percent in 2009.

Among the 20 percent of nonprofits antic-
ipating reduced budgets in 2011, 66 percent 

tion, environment/animals and human-
services organizations had nearly equal 
percentages of giving increases and  
decreases.

•	 International	organizations	were	the	most	
likely to report an increase in contribu-
tions, reflecting donations made for di-
saster relief.

•	 In	three	subsectors	(health,	public-society	
benefit and religion), a larger share of 
the organizations reported declines than  
increases.

•	 The	larger	an	organization’s	annual	expen-
ditures, the more likely it was to report an 
increase in charitable receipts in the first 
nine months of 2010 compared with the 
same period in 2009.
Most organizations were guardedly op-

timistic about 2011. Forty-seven percent 
planned budget increases, 33 percent ex-
pected to maintain their current level of 
expenditures and 20 percent anticipated a 
lower budget for 2011.

By working together, the NRC hopes to 
reduce the number of surveys nonprofits 
are asked to complete. It also seeks to col-
lect information more efficiently and analyze 
findings in more useful ways to create the 
benchmarks and trends that nonprofits and 
grant makers use to guide their work. Sur-
vey participants will form a panel over time, 
allowing for trend comparisons among the 
same organizations. This approach provides 
more useful benchmarking information than 
do repeated cross-sectional studies.

The first NRC survey, based on questions 
that GuideStar used for its annual economic 
surveys, was fielded between Oct. 19 and 
Nov. 3, 2010. It received 2,513 responses. 
More than 2,350 charities and 163 founda-
tions completed the questions. The analy-
sis includes responses from charities that 
make grants but are not foundations. These 
include United Ways, Jewish federations, 
congregations and a number of other types 
of organizations. There were responses from 
386 grant makers. In the future, NRC surveys 
will be conducted in early winter, spring and 
fall every year.

said they would have to reduce programs, 
services or operating hours; 59 percent ex-
pected to cut or freeze staff salaries or ben-
efits; and 49 percent were planning layoffs 
or hiring freezes.

Demand for services increased at 78 per-
cent of human-service nonprofits and 68 per-
cent of charities overall in 2010. The findings 
indicate that charities will be hard-pressed in 
2011 to secure funding for growing needs, 

especially as individual and foundation do-
nors are cautious about boosting support, 
and other sources of funding—including 
government contracts for services—are cut.

The NRC survey also found:
•	 In	four	of	eight	subsectors,	the	share	of	

organizations reporting an increase in 
contributions was about the same as the 
share reporting a decrease. Arts, educa-

Print or Digital—Indicate How You Want to Read 
Advancing Philanthropy
Advancing Philanthropy is now available in both print and digital formats. To indicate how 
you want to receive Advancing Philanthropy, visit the “My AFP Profile–Member Gateway” 
page (www.afpnet.org/MyProfile) on the AFP website (you will be prompted to log 
in). Click on the “Advancing Philanthropy delivery preference” link in the Member Pro-
file Links box. Select whether you want to receive Advancing Philanthropy in digital or 
print form, press “submit” and you are done! If you decide in the future to change your 
preference, just return to this form and indicate your new choice.

By N ATA N yA LoT T
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For a free copy of the survey, visit the 
“Gain Knowledge” area of the Foundation Cen-
ter’s website, http://foundationcenter. 
org/gainknowledge/research/pdf/nrc_
survey2010.pdf.
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Next Generation of 
Canadian Giving
A research study into the charitable giving 
habits and attitudes of Canadians reveals 
how donors of different generations learn 
about and give to nonprofit organizations. 
Released by hjc (Hewitt & Johnston Consul-
tants, www.hjcnewmedia.com); Stratcom 
(www.stratcom.ca); and Convio (www. 
convio.com), The Next Generation of Cana-
dian Giving shows how donors of different 
ages prefer to be engaged, the most appro-
priate channels for fundraising and who and 
what influences their giving decisions.

The generational donor profiles identified 
in the study are:
•	 Gen	Y	(born	1981–1991);	55	percent	gave
•	 Gen	 X	 (born	 1965–1980);	 61	 percent	

gave
•	 Boomers	(born	1946–1964);	66	percent	

gave
•	 Civics	 (born	 in	1945	or	earlier);	73	per-

cent gave
The research showed that:

•	 Boomers	and	Gen	X	represent	significant-
ly higher donor pools than those over 65 
(Civics), with total contributions for Gen 
X	being	on	par	with	Civics.

•	 3.2	million	Civics	provided	average	con-
tributions of $833, for an estimated $2.6 
billion in annual contributions.

•	 5.7	 million	 boomers	 provided	 average	
contributions of $725, for an estimated 
$4.1 billion in annual contributions.

•	 4.2	 million	 Gen	 Xers	 provided	 average	
contributions of $549, for an estimated 
$2.3 billion in annual contributions.

•	 2.7	million	Gen	Y’s	provided	average	con-
tributions of $325, for an estimated $0.8 
billion in annual contributions.

•	 Canadian	donors	gave	through	many	dif-
ferent channels, with online surpassing 
direct mail because of its dominance as 

a preferred channel for younger donors.
•	 58.1	percent	of	donors	gave	a	donation	

at a check-out (such as at a grocery 
store) within the past year

•	 41.3	percent	gave	at	fundraising	events
•	 33.8	percent	gave	tribute	gifts	(i.e.,	gifts	in	

memory as a recognition of another person)

•	 32.8	 percent	 shopped	 at	 charity	 gift	
shops

•	 32.1	 percent	 gave	 online	 via	 a	 charity	
website	 (41	 percent	 for	 Gen	 Y	 and	 37	
percent	for	Gen	X)

•	 26.7	percent	mailed	a	gift
continued on next page

Truly Great Fundraising Software
www.telosa.com / info@telosa.com / T: 800-676-5831 / F: 650-853-1677

Your focus
is on creating
a better world
for others.

Our focus
is on creating
a better world
for you.

“I used other fundraising software for 8 years but
recently started using Exceed! and let me tell you,
I simply love it. It is such an improvement!
It’s far more accurate and totally user friendly. 
I can’t believe the huge difference!”
Reyna Doerr
CTO, Burn Institute
Exceed! Premier User

     At Telosa, we work exclusively with nonpro�its, providing intuitive, 
expandable and cost-effective fundraising and information management 

software that allows you to remain focused on the task at hand, as well as your 
long term goals. 

     Contact Telosa today.  Most of us – including our founder – come from the 
nonpro�it world, so we’ve walked in your shoes and support your efforts.  We’d 

love to hear your story and help to simplify your life.  
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Worth a Look: Personal connections led to the most donations.

All generations reported that they fi rst 
learned about a charity they currently sup-
ported through mainstream media (newspaper, 
radio and television). For boomers and Civics, 
mail was the second-most common way they 
learned	about	a	charity,	while	Gen	Y	and	Gen	X	
relied more heavily than older donors on friends, 
family and peers to tell them about charities.

Other fi ndings include:
•	 The	channel	 through	which	donors	were	

asked to give (solicitation) and the channel 
through which they actually made the gift 
(transaction) could be different. Donors 
were willing to use a variety of channels, 
regardless of how their gift was solicited.

•	 The	way	people	stayed	connected	to	their	
charity of choice was not dependent on 
how they donated. Many kept in touch by 
one method, such as by mail, but gave 
through another channel, such as online, 
and wanted to engage with the charity’s 
work beyond making a fi nancial gift.

•	 Personal	connections	led	to	the	most	do-
nations. The popularity of pledge-event 
fundraising is based on this factor.

•	 Monthly	 giving	 was	 common	 across	 all	
generations. The data refuted the com-
monly held belief that older donors pre-
ferred to give single gifts over monthly 
gifts. In fact, monthly giving was relatively 
even across all four groups of donors.

•	 Social	media	and	mobile	phones	 repre-
sented a small portion of current giving
—2.6 percent and 3.1 percent, respectively
—but these methods will grow in popular-
ity as younger donors age.
According to the fi ndings, Canadian do-

nors expected fundraisers to connect with 
them using a variety of channels, including 
mainstream media, e-mail, mail, phone and 
social networks.

Because the study was based on a similar 
study into the habits and preferences of U.S. 
donors (The Next Generation of American 
Giving, www.convio.com/signup/next-
generation/next-generation-resources.
html), the fi ndings provided interesting com-
parisons between Canadian donors and their 
American counterparts:
•	 Twenty-fi	ve	percent	of	Canadian	donors	

gave as part of a monthly giving program, 
versus 14 percent of U.S. donors.

•	 It	was	about	twice	as	common	for	Cana-
dian donors to say they supported friends 
or family who were raising money for a 
charity as it was for U.S. donors.

•	 U.S.	 donors	 were	 more	 likely	 to	 give	
through their mobile phones (8 percent) 
than Canadian donors (3 percent).
The inter-generational survey of 1,500 

Canadian donors, ages 18 to 80, included 
more than 50 questions about their giving 
patterns. The survey was conducted be-
tween Aug. 25 and Sept. 3, 2010.

To download The Next Generation of 
Canadian Giving, visit www.convio.com/sign 
up/next-generation/next-generation-of-
canadian-giving-whitepaper.html.

n  RE SE A RCH

Create a Memorable 
Charitable Event
According to fi ndings from the 2010 Charity 
Event Research Report, there are concrete 
steps you can take when planning your next 
special event, and with a few fresh perspec-
tives your next event can  be the best yet and 
help you reach your fundraising goals.

CharityHappenings.org created a 
30-question survey, to which more than 850 
philanthropists nationwide responded to a 
wide range of issues:
•	 What	price	are	people	willing	to	pay	for	an	

event ticket?
•	 What	percentage	of	ticket	price	should	go	

toward a donation?
•	 What	kind	of	food	and	beverage	service	do	

people expect for the price of their ticket?
•	 Which	 hors	 d’oeuvres	 keep	 attendees	

coming back?
•	 What	themes	draw	the	biggest	crowds?
•	 Do	people	really	want	to	hear	a	speech	

from the organization’s president?
•	 Do	people	really	respond	to	social	media?

Following are some of the most surpris-
ing and useful fi ndings to consider, based 
on the feedback of many in the philanthropic 
community.

Let someone your organization 
serves give the speech. Attendees do not 
want to hear from your organization’s board 
members or offi cers. They prefer to hear 
how your mission is working in a speech 

delivered by someone who is affected by 
the cause you serve. This speech can be 
delivered either in person or through a video 
presentation with excellent production val-
ues. And always make sure to keep this part 
of your gala brief.

Themes work. Event-goers crave an 
experience that takes them away from their 
day-to-day lives. Remember, too, that many 
philanthropists attend gala events to net-
work, and the best way to network is to have 
fun participating in some kind of shared ac-
tivity. So, yes, costume parties make sense, 
as well as sock hops and western roundups. 
Spend your funds on creating atmosphere 
and magic. That will grow your constituent 
base and keep people coming back year af-
ter year.

Enhance the auction experience. An 
overwhelming number of respondents indi-
cated that they prefer to buy “unique experi-
ences,” such as lunch with someone famous 
or tickets to a sporting event or concert. 
The key here is participation. Today’s up-
and-coming philanthropists crave priceless 
experiences, such as trips, outings and com-
munal opportunities. Maximize your auction 
receipts by offering a wide selection.

Auction items must be high quality.
The items you auction off must be of high 
quality to create the biggest impact and 
win the most worthwhile bids. If you do not 
know what qualifi es an item as high quality, 
consult an expert. Remember that success 
and profi tability lie in outsourcing what you 
don’t know.

Facebook yes, Twitter no. When asked 
which social media are effective for commu-
nicating an event, 98.9 percent of respon-
dents cited e-mail as an “effective to very 
effective” tool for communicating event infor-
mation; 94.7 percent said the same for word 
of mouth; and 81.6 percent said Facebook 
was an effective to very effective commu-
nication tool. However, only 32.8 percent of 
respondents found Twitter to be effective.

To download the 2010 Charity Event 
Research Report, visit http://charity 
happenings.org/content/download_
the_2010_chari t yhappeningsorg_
charity_event_research_report.html.

continued on page 10
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Personal connections led to the most donations.

To learn more about CCS, contact us at
800.223.6733 or visit www.ccsfundraising.com Helping Extraordinary People Champion Inspirational Causes

Girl Scouts Eastern Washington & Northern Idaho 

For nearly a century, Girl Scouts has been the foremost 
organization to champion girls.  In October 2009, Girl Scouts 
Eastern Washington & Northern Idaho (GSEWNI) embarked on 
Launching Leadership: The Campaign for Their Future, a strategic 
fundraising initiative to advance a new program framework to include 
science, technology, engineering, and math (S.T.E.M.); career 
pathways; and girl advocacy; rebuild the 70-year-old lodge at Camp 
Four Echoes; and enhance financial sustainability.  Launching 
Leadership has received extraordinary support from new and long 
time volunteers and donors.  A gift of $1.7 million helped to replace 
the 70-year-old lodge at Camp Four Echoes.  This transformational 
gift also enabled GSEWNI to leverage additional donations and 
increase funding available for programming in S.T.E.M., thereby 
exposing young women to future career opportunities.  CCS is 
proud to have partnered with GSEWNI 
on the planning study and the advised 
Launching Leadership Campaign.

Launching Leadership:
The Campaign For Their Future



Worth a Look: Health captured the largest share of international support.
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U.S. Foundations’ 
International Giving 
Holds Steady
Giving by U.S. foundations for international 
purposes held relatively steady in 2009, gen-
erating $6.7 billion, down just 4 percent from 
the previous year. According to International 
Grantmaking Update: A Snapshot of U.S. 
Foundation Trends, a report prepared by the 
Foundation Center in cooperation with the 
Council on Foundations, this decrease was 
less than half the 8.4 percent estimated de-
cline in foundation giving overall.

The slight decrease in international giv-
ing in 2009 followed a period of signifi cant 
growth between 2006 and 2008, as docu-
mented in the new report, which tracks giving 
for both overseas recipients and U.S.-based 
international programs.

Other key fi ndings of the report show that:
•	 International	 grant	 dollars	 grew	 faster	

than overall funding between 2006 and 
2008 among sampled foundations (49 
percent versus 21 percent). 

•	 The	Bill 	&	Melinda	Gates	Foundation	award-
ed more than $2.7 billion, accounting for 
more than two out of fi ve international dol-
lars in the 2008 grants sample. 

•	 International	giving	by	other	foundations	
in the sample grew faster than funding by 
the Gates Foundation between 2006 and 
2008 (62 percent versus 39 percent). 

•	 Health	 captured	 the	 largest	 share	
(39 percent) of international support, 
followed by international development 
(21 percent) and the environment (17 
percent). 

•	 U.S.-based	 international	 programs	 re-
ceived approximately two-thirds of in-
ternational grant dollars awarded by 
sampled foundations, while overseas re-
cipients received the remaining one-third 
of grant dollars. 
This update of the Foundation Center’s 

benchmark series on international grant mak-
ing examines changes in overall giving through 
2009 based on a survey of leading funders. It 
also documents trends in giving through 2008 
based on actual grants awarded by more than 
1,000 of the largest U.S. foundations.

International Grantmaking Update: A 
Snapshot of U.S. Foundation Trends (PDF) 
can be downloaded at http://foundation 
center.org/gainknowledge/research/
pdf/intl_update_2010.pdf.

n  RE SE A RCH

Baby Boomers to 
Gain Inheritance
Baby boomers, whose fi nancial portfolios 
have been the focus of much discussion 
about poor economic prospects, may be 
encouraged by the distinct possibility that 
they will receive an inheritance, according to 
The MetLife Study of Inheritance and Wealth 
Transfer to Baby Boomers.

 The study, conducted by the Center for 
Retirement Research at Boston College for 
the MetLife Mature Market Institute, reports 
that boomers will inherit $8.4 trillion at 
2009 levels. The median per person fi gure 
is $64,000, and so far $2.4 trillion already 
has been received. 

The fi gures, drawn from national survey 
data, say the wealthiest boomers will be giv-
en an average of $1.5 million, while those at 
the other end of the spectrum will be left an 
average of $27,000. Two-thirds of all boom-
ers stand to receive some inheritance over 
their lifetime.

The study also reports that boomers have 
received, or will receive, a substantial sum 
from their parents while the older generation 
is still alive, increasing the total transfer of 
assets from $8.4 trillion to $11.6 trillion. 

The total household wealth for Americans 
of all ages amounted to $65.9 trillion in 2007 
(adjusted to 2009 levels), making the boom-
ers’ inheritance a signifi cant portion of total 
American wealth.

Other key fi ndings of the study include:
• 	 Most	 boomers	 will	 receive	 their	 in-

heritances in late middle age, upon the 
death of the surviving parent. To date, the 
overwhelming majority of inheritances 
are passed from parents to children (63 
percent of inheritances and 74 percent 
of dollars); grandparents are the second-
most common source. Few boomers now 
have living grandparents, but a majority 
has at least one living parent.

•	 Although	only	17	percent	of	boomers	had	
received an inheritance by 2007, two-
thirds will eventually receive one.

•	 Though	 high-wealth	 households	 receive	
much larger inheritances in dollar terms, 
these amounts represent a smaller share 
of their wealth—22 percent for those in 
the top tenth compared with 64 percent 
for those in the second-to-bottom tenth.

•	 Considering	only	past	 inheritances,	the	
median amount boomers received by 
2007—adjusted for infl ation—was about 
the same as that received at the same 
age by people born between 1927 and 
1945.

Data were analyzed from the Survey of 
Consumer Finances, a survey of wealthy 
households taken every three years. Par-
ticipants were asked about past receipts of 
inheritances and of gifts given during a do-
nor’s lifetime. They also were asked whether 
they expected a substantial inheritance or 
transfer of assets in the future and, if so, the 
anticipated amount.

The MetLife Study of Inheritance and 
Wealth Transfer to Baby Boomers may be down-
loaded at www.maturemarketinstitute.
com.

n  RE SE A RCH

Donor-Advised Funds 
on the Rise
Donor-advised funds, which give donors an 
immediate tax break for depositing money 
that eventually will go to charity, reported 
increased contributions and payouts as in-
vestor portfolios rebounded with the stock 
market during the past 18 months.

Contributions to Schwab Charitable were 
$610 million for 2010 (through Sept. 30), up 
274 percent from the same period in 2009 
and up 90 percent from the same period in 
2008. Grants to charities totaled $262 mil-
lion for the same period, up 15 percent from 
2009 and up 3 percent from the previous 
all-time high in 2008.

San Francisco-based Schwab Charitable 
reported a continued increase in gifts of ap-
preciated securities, up from 68 percent to 74 

continued on page 12
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Health captured the largest share of international support.
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Worth a Look: 76 percent of Canadians worth at least $1 million say it’s important to give.

percent of total contributions in the last two 
years, driven by a healthier stock market.

The stock market has increased roughly 
70 percent from the lows of early 2009, and 
many donors are choosing to donate appreci-
ated securities to their donor-advised funds, 
maximizing tax benefits while meeting phil-
anthropic goals.

The nation’s largest donor-advised fund, 
The Fidelity Charitable Gift Fund, reported 
grants of $531 million for the first six months 
of 2010, up 16 percent compared with 2009. 
It was the strongest first half in the fund’s 
19-year history.

Contributions to the Boston-based Fidel-
ity fund were up 67 percent and new account 
openings increased 19 percent. Contribu-
tions in the form of appreciated securities 
made up more than half of all contributions to 
the gift fund, compared with a third of all con-
tributions during the same period in 2009.

Incoming contributions during the fiscal 
year ending June 30, 2010, were $1.3 billion, 
up 39 percent from the previous fiscal year, 
while donors recommended grants of $1.1 
billion to charities, up 11 percent. The fund 
ended the fiscal year with almost $4.4 billion, 
up 15 percent.

Invested assets at the Malvern, Pa.-based 
Vanguard Charitable Endowment Program to-
taled $2.1 billion compared with $1.94 billion 
in 2009. New accounts established January 
through September 2010 were up 80 percent 
over the same nine months in 2009, with ev-
ery month in 2010 better than in 2009, with 
the number of grants up 11 percent. The 
number of additional gifts in 2010, through 
September, increased 38 percent over the 
same period in 2009, with all but one of the 
nine months showing material increases.

n  RE SE A RCH

Affluent Canadians  
and Philanthropy
There’s good news and bad news regarding 
wealthy Canadians and their philanthropy. 
The good news is that most Canadians worth 
$1 million or more feel it’s important to give 
back to the community. The bad news is that 
about one in four of these high-net-worth in-
dividuals do not.

Survey results by BMO Harris Private 
Banking show that 76 percent of Canadians 
worth at least $1 million say it’s important 
to give something back. Marvi Ricker, vice 
president of BMO Harris Private Banking, 
said most people in this category feel an 
obligation to help people who are not as for-
tunate as they are. In addition, 59 percent 
of these affluent individuals have not let the 
recent recession affect their giving habits. 
Those who use business as their main invest-
ment vehicle were particularly generous, with 
89 percent of these respondents saying it’s 
important to be charitable.

More than 60 percent of respondents in 
the BMO survey said they would give away 
between 1 and 3 percent of their wealth this 
year. Furthermore, 91 percent of women said 
it is important to give, versus 72 percent of 
men.

The results were based on an online sur-
vey of 459 Canadians by Harris/Decima be-
tween Sept. 2 and Sept. 8, 2010. No margin 
of error was given.

n  PUBLIC PoLICy

Salary Cap Removed 
From Bill in Parliament
In December 2010, the sponsor of Bill C-470 
agreed to remove a provision that would have 

capped compensation for nonprofit employ-
ees in Canada.

Bill C-470, introduced by Albina Guarnieri, 
Liberal MP for Mississauga East–Cooksville, 
would have allowed the minister of national 
revenue to de-register any charity, private 
foundation or public foundation that paid 
any employee a total compensation of more 
than $250,000 a year. The $250,000 would 
include salary, as well as taxable and nontax-
able benefits, such as pension plan contribu-
tions and professional association fees. The 
minister also would have been authorized 
to publish the top five salaries paid by any 
organization.

However, the bill’s sponsor recently 
agreed to eliminate the salary cap from the 
bill. The removal of the cap is a result of the 
efforts by Imagine Canada, AFP and other 
members of a coalition created to educate 
Parliament about the bill and its potential im-
pact on Canada’s nonprofits.

Despite the cap’s removal, AFP remains 
concerned about the possibility of govern-
ment disclosure of compensation (see the 
supplemental comments to the Standing 
Committee on Finance on the AFP website, 
www.afpnet.org). Beyond the potentially 
redundant bureaucracy, AFP feels this ap-
proach creates an inaccurate impression 
that a simple list of employee salaries 
is the only factor necessary for ensur-
ing transparency in the nonprofit sector. 
As noted in the brief, a variety of factors 
must be weighed to provide a true sense of 
transparency and only when given proper 
context through a number of supplemental 
factors can compensation be viewed ap-
propriately. On Dec. 6, 2010, Mark Blum-
berg, a member of AFP’s Canadian Govern-
ment Relations Committee, testified before 
the Standing Committee on Finance and 
voiced these concerns as well.

AFP believes that the charitable sector 
must remain engaged with Parliament and 
continue to request that legislators seek in-
put from the sector. Although the elimination 
of the salary cap is good news, work is far 
from over. AFP plans to continue a dialogue 
about this issue in 2011 with Parliament, 
Imagine Canada and the other members of 
the coalition. Ar
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Technology connects us all – young and old alike. And those connections are now available for free. 

Free online fundraising. Free donor management. Free community building tools. Free merchant 

bank account set up. Over 30 free tools, one central access point. Free changes everything.
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For more on ethics and enforcement, visit www.afpnet.org. Search: Ethics

The Big Favor

ETHICS
Practicing ethical fundraising

The AFP Ethics Committee is the guardian of the AFP Code of Ethical Principles and Standards. To ensure consistency and 
avoid confl icts, individual chapters play no substantial role in interpretation or enforcement of the code. The ethics commit-
tee investigates queries and complaints (or initiates proceedings, including complaints, on its own), provides counseling, 
holds hearings, makes rulings and imposes sanctions. The primary objective of the ethics committee is education and cor-
rection of prohibited behavior. The committee also is empowered to impose sanctions, including publication of the names of 
violators. The committee meets twice a year, in winter and late summer, and on an as-needed basis throughout the year. To 
avoid even the appearance of impropriety, the committee never convenes at board meetings. For confi dential ethics advice 
about proposed transactions or other matters related to the AFP code, call AFP’s CEO at 703-519-8440. (Please note that 
legal counseling cannot be provided.)

Q. What should you do? Should you 
prepare the letter of acknowledgment, 
thanking the donor; call the donor back 
and tell him you cannot accept the gift on 
these terms; discuss the matter with your 
university CEO; or ask the university 
CEO to decide what should be done?
A. Discuss the matter with your CEO. 
What the donor has proposed is a vio-
lation of the law (see www.irs.gov/
publications/p526/index.html), which 
is paramount. Accepting the gift on the 
terms proposed also would be a viola-
tion of Standards No. 2 (members shall 
not engage in activities that confl ict 
with their fi duciary, ethical and legal 
obligations to their organizations and 
their clients) and No. 5 (members shall 
comply with all applicable local, state, 
provincial and federal civil and crimi-
nal laws) of the AFP Code of Ethical 
Principles. This is your fi rst week on 
the job. Encourage your CEO to make 
the call. If he or she will not, make the 
call yourself.

Q. Suppose you inform your CEO of the 
offer and the CEO says, “Don’t worry 
about it. I’ll write the letter.” What should 
you do? Should you warn the CEO that 
it would be a violation of the AFP code 
of ethics to comply with request or that 
it would be illegal to comply with the re-
quest? Should you ask the chief fi nancial 
offi cer for an opinion, or should you just 
keep quiet since this is a matter between 
the CEO and the donor?
A. Warn the CEO that it would be illegal 
to comply with the request, as well as 

IIt is April 15 (U.S. tax-fi ling deadline) and you are in your fi rst week 
as director of development for a university when you get a phone call 
from the university’s largest donor. The donor is the chairman of a 
Fortune 500 corporation who has given several million dollars to the 
university and already has a building named for him. He announces 
that his tax adviser says he needs to make another donation for the 
previous year and that he is sending over a check for $100,000. He 
asks you to prepare a letter of acknowledgment dated prior to last 
Dec. 31. Before you can think of what to say, he hangs up.
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Guidelines for Standard No. 2 of the AFP code:
•	 Members shall take care to ensure that all legally binding gift-planning obligations

they propose are prepared or approved by qualified legal counsel.
•	 Members	shall	urge	their	clients	to	seek	independent,	qualified	counsel	in	regard	

to any legal or fiduciary obligation that a member proposes.
•	 Members	shall	make	every	reasonable	effort	to	ensure	that	their	organizations’	

fiduciary obligations are held to the highest ethical standards and conform to ap-
plicable law.

•	 Members	shall	make	every	reasonable	effort	to	ensure	that	third-party	organiza-
tions that are appointed to carry out fiduciary obligations on behalf of their organi-
zations	are	held	to	the	highest	ethical	standards.

Guidelines for Standard No. 5 of the AFP code:
•	 Members shall recognize that compliance with applicable laws and regulations is

a clear standard. Nevertheless, laws regarding fundraising are proliferating, and 
ethical practitioners, remembering the admonition that ignorance of the law is no 
excuse, must be alert to new laws.

•	 Members	shall	consult	 the	 legal	counsel	 involved	with	 their	own	organizations.	
Most	nonprofit	organizations	have	access	to	legal	counsel,	either	paid	or	volunteer.	
Member	consultants	and	suppliers	of	fundraising	services	also	shall	consult	legal	
counsel regarding their contracts and practices.

a violation of the AFP Code of Ethical 
Principles. This is a clear violation of 
Standards No. 2 and No. 5.

Q. Suppose, upon further investigation, 
you learn that occasionally in the past 
the university has done similar favors 
for some of its large donors. What 
should you do? Should you continue the 
practice (it’s working) or warn the CEO 
that it would be a violation of the AFP 
code of ethics to continue this practice 
and that it would be illegal to continue 
this practice? Or should you consider 
resigning your position?
A. Warn the CEO that it would be il-
legal to continue this practice, as well 
as a violation of the AFP code of ethics. 
Fundamentally, the same explanation 
that applies to the previous question 
also applies here. To protect one’s in-
tegrity, the choice to resign is an option 
for consideration. 
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for our clients

Marketing
— Communications Plans
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S&W Direct
— Direct Mail
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— Donor Assessments

325 Chestnut Street, Suite 700     215-625-9955
Philadelphia, PA 19106 www.schultzwilliams.com

mail@schultzwilliams.com

Our solutions are a unique and rare combination of
customized, integrated services that provide non-profits
with institutional strength and long-term success. 

Development
— Capital Campaigns
— Development Assessment
— Board Development

Management
— Strategic Planning
— Financial Analysis
— Feasibility Studies

Practical, helpful, 
and inspiring.and inspiring.
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For more information, visit www.apfnet.org 
or call 1-888-487-6237.
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For more technology updates, visit www.afpnet.org. Search: AFP Resource Center

“Must Ask” Questions  
  When Evaluating Vendors
      By A l A n Cook e

TEchnology
Technical resources for more effective fundraising

In the nonprofit sector, change is not an option, but rather a necessity to keep up 
with fickle donors, competing priorities and tight budgets. We all know change 
isn’t easy, especially with new ideas and technology that may require much of 
your staff to step out of their comfort zones. Yet with the right approach and 
thoughtful decisions, technology can address and open up new possibilities in 
reaching more people and raising more funds. So where do you start? Begin 
by learning about the options available, having a strong understanding of your 
current situation and knowing where you want to be in the future. Following 
are some questions that can serve as a starting point.
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1. What problem are we trying 
to solve?
Be clear about the specifi c problem you 
are trying to solve and let your business 
requirements drive the process with 
the selected technology vendors. For 
smaller organizations, it might make 
sense to opt for a single system that 
will do most of what they need, with an 
understanding that no single solution 
will be the best at everything. Larger 
organizations, on the other hand, will 
likely fi nd that an open, core platform 
from which you can link to new and 
emerging or best-of-breed applications 
is the ideal way to ensure technology 
requirements are met. Either way, as 
you navigate your way through the vet-
ting process, keep an open mind and try 
to understand each vendor’s perspective 
regarding capabilities and how each is 
aligned with your needs. Choose what 
makes the most sense for you.

2. Will the technology 
solution allow for growth and 
expansion?
If everything goes as planned with your 
technology solutions, you will grow the 
number of prospects and donors, raise 
more money and engage your support-
ers more effectively. Along the way, you 
will reach major milestones and your 
needs will evolve. Although it may 
be tempting to focus mainly on your 
present requirements, now is the time 
to ensure that the solution you choose 
allows you to grow and expand for 
years to come.

3. Which software delivery 
model does the vendor use?
Should you buy a piece of software or 
go with Software-as-a-Service (SaaS), 
which is delivered over the Internet? 
This will depend on your organization’s 
specifi c needs, budget and other con-
siderations. Learn as much as possible, 
talk with vendors and decide which is 
best for you (see sidebar).

4. What does the vendor’s 
product roadmap look like?
As your organization evolves, your 
technology needs will too. With this in 

mind, you must ensure that the vendor 
you select has a clear product vision 
and roadmap to meet your present and 
future requirements. What will the cur-
rent product look like later next quarter? 
How about next year? Does the solution 
have a viable future that justifi es ongoing 
investment or is it likely to be phased out 
and replaced by a new, completely dif-
ferent product? Once you know where 
a vendor plans to invest its resources in 
the future (e.g., improving existing prod-
ucts, adding new products or integrat-
ing acquired products), you will have a 
better understanding of what you can 
expect on the features and functional-
ity front. Your vendor’s vision should be 
aligned with your needs.

5. Who or what drives 
platform research and 
development?
Research and development are driven 
by the diverse needs of users and the 
innovation of many. In the fast-paced, 
ever-changing world of technology, 
stagnation or slow-moving innovation 
can have a direct negative impact on 
a nonprofi t’s success. Consider pos-
sible changes your organization might 
require, including the ability to integrate 
with social media, mobile technology or 
applications such as those for wealth 
screening or fi nance and accounting. 
You will want those as your organiza-
tion needs them.

6. What measurable results 
have clients had?
Data management and effi ciency are 
both important success factors to a 
nonprofi t, but growth of donors and 
donations is the underlying key to a 
nonprofi t’s future. Therefore, a vendor 
needs to understand the importance of 
facilitating an organization’s ability to 
build and maintain relationships with 
constituents. Ask prospective vendors 
for hard data of client results that dem-
onstrate the value of their solutions. 
Don’t be shy about requesting actual 
dollar amounts, not just percentages, as 
this level of detail is what will give you 
a better idea about what you can expect 
as a return on your investment.Co
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The Ready Reference guides are 
available online—and free!—for 
AFP members. Visit the Resource 
Center on the AFP website at 
www.afpnet.org.

Hard copies of the nine-booklet 
series can be purchased through 
the online AFP Bookstore or call 
888-487-6237.

Ready Reference guides are 
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TEchnology

Today, nonprofits are being asked 
to do more with less, while reaching 
donors, volunteers and other constitu-
ents through more channels than ever. 
Donors have new expectations of how 
they use technology, such as online 
video, mobile and social media, to 
engage with your organization. New, 

modern software and services platforms 
exist that can help you more efficiently 
and effectively reach more people, raise 
more money and manage your mission. 
In five years there will be emerging tech-
nologies that we have not even thought 
about that will continue to change the 
way you reach and engage people. As 

you invest in technology to optimize 
your organization and maximize each 
relationship, the questions you ask today 
will impact your success tomorrow. 

Alan Cooke is strategy analyst with 
Convio in Austin, Texas (www.convio.
com).

For those who will be at the AFP International Conference on 
Fundraising in Chicago, March 20–22, and talking with tech-
nology vendors in the AFP Marketplace, take time to prepare 
beforehand so that your discussions are as informative and 
beneficial as possible.

The article Selecting the Right Technology Vendor offers 10 
steps with links to articles in each step:
1. Determine if this is the right time to make a purchase.
2. If the project involves considerable time and labor, decide if 

you should outsource it.
3. Figure out your organization’s needs.
4. Determine if you should write an RFP.
5. Become an RFP pro.
6. Research possible vendors.
7. Develop vendor selection criteria.
8. Negotiate and write the contract.
9. Manage your vendor relationships.
10. Evaluate your vendor relationships.

For those choosing to buy a piece of software, the article 15 
Questions to Ask Your Software Vendor recommends asking the 
following, among others:
1. How long have you been in business?
2. When was your last upgrade released, and when is the next 

one planned?
3. Are upgrades included in your annual fee?
4. Are the upgrades downloadable from your website?
5. Does the software update cost include phone-based tech 

support?
6. Can I build my own reports?
7. Why did you choose your current development platform?
8. How much have you spent on research and development in 

the last 12 months?

Are you considering the cloud? As described in Cloud Basics 
for Nonprofits and Libraries, cloud computing “enables com-
puter software and hardware resources to be accessed over 
the Internet without the need to have any detailed or specific 

knowledge of the infrastructure used to deliver the resourc-
es.” Software-as-a-Service (SaaS) is the top level of the cloud, 
where software applications or your data are hosted on the 
Internet.

15 Questions to Ask Your Software Vendor
http://www.businessknowledgesource.com/technology/15_
questions_to_ask_your_software_vendor_014534.html

Cloud Basics for Nonprofits and Libraries
www.techsoup.org/learningcenter/internet/page12826.cfm

CRM in the Cloud: Right for Your Organization?
www.techsoup.org/learningcenter/internet/page12824.cfm

Idealware: Vendors as Allies: How to Evaluate Viability, Service 
and Commitment
www.idealware.org/articles/vendors_as_allies.php

Nine Tips for Navigating the RFP Research Phase
www.techsoup.org/learningcenter/techplan/page5517.cfm

Selecting and Managing IT Vendors
www.techsoup.org/learningcenter/techplan/page8992.cfm

Selecting the Right Technology Vendor
www.npower.org/files/page/vendorguide.pdf

Six Questions to Ask a New Software Vendor
http://itknowledgeexchange.techtarget.com/cisa-cissp/
six-questions-to-ask-a-new-software-vendor/

Why Should Nonprofits Care About Cloud Computing?
http://blog.techsoup.org/node/952

For a list of technology vendors at the conference, their booth 
number and location in the Marketplace, visit http://conference. 
afpnet.org/exhibitor_dir_fp.cfm.

c Resources
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It almost goes without saying: you can 

improve all your fundraising results through 

better information. For almost three 

decades,  the philanthropy experts at  

Bentz Whaley Flessner have provided 

valuable insight and strategic direction to 

fundraising professionals. We can assess 

your operation, invigorate your campaign, 

and share best practices for knowledge, 

acquisition, management, updating, and 

reporting. We have the technical expertise 

and strategic depth you demand.
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When Paulette Maehara came to AFP she wanted to make sure she stayed long 
enough to achieve positive results. Under her leadership, the association became a larger, more 
diverse organization with an international profi le and a respected voice in the public policy 
arena. Her impact will surely be felt by fundraising professionals worldwide for years to come. 
As she leaves the position of president and CEO, she refl ects on her entrée into the nonprofi t 
fi eld, her proudest achievements and the reasons for leading AFP in new directions.

AP: You’ve been in the fi eld of nonprofi t management for a little more than three decades. 
When you were in college, did you envision having this type of career?
Paulette Maehara: No, I thought I was going to be a singer! I was a voice major at the Uni-
versity of Hawaii. I studied opera, but I wanted to be in musical comedy.

AP: How did you get into the nonprofi t fi eld?
Paulette Maehara:  It was really by accident. I got married in college, and after my daughter 
had gone to kindergarten I was looking to go back into the work force. I recognized that 
singing wasn’t going to be a career for a mom living in Hawaii. One of my friends had a son 
who had a minor birth defect, and she was very engaged in the March of Dimes. They were 
looking for someone to coordinate the Mother’s March, which was a door-to-door campaign 
at that time, so I did that for the Hawaii chapter. That was the beginning. >>

BY MARY ELLEN COLLINS

  
Ahead

LOOKING  
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AFP President and CEO

I then worked for the American Red Cross, where I was 
really learning. After I had been with them for about seven 
years, I realized that fundraising was something I enjoyed, 
and I started to look at it as a long-term career choice.

AP: Your career has included executive positions at such or-
ganizations as the American Red Cross, the Epilepsy Founda-
tion and Project HOPE. Do you have one achievement that 
is particularly memorable?
Paulette Maehara:  I was the interim CEO for the Red 
Cross in Washington, D.C., during a pretty turbulent time, 
when we went through a serious set of problems related to 
the blood program. I had been in development and market-

ing, and when the CEO left, the board chair asked me to 
step in.

The American National Red Cross made the decision to 
merge the Washington blood program with the Baltimore Red 
Cross blood program. We had approximately 500 employees 
working in the blood program, and all of these positions were 
being eliminated. Working with the national organization, I 
was responsible for keeping the program operating, keeping 
the blood going to the hospitals, communicating with the 
staff and dealing with two unions. I was 30-something years 
old, handling something I didn’t have much experience doing. 
I remember sitting down at my desk one day and thinking, 
“I didn’t know that I had signed on for this.”

“We have an entire  
 team of people— 
 the AFP staff—creating change, 
 and I am only one link in the chain.”
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AFP President and CEO

I was as open and communicative as possible, 
and we managed to get through it. We met our 
blood-collection goals and delivered the blood 
that needed to be delivered. About 80 percent 
of the staff was employed by the new program. 
We had tremendous assistance from the national 
organization, and at the end of the day I was very 
proud of the fact that we came through it well.

AP: What other achievements stand out?
Paulette Maehara: With Project Hope, during 
the early ’90s, we provided significant funding 
for a number of children’s hospitals in Europe. 
Also, in concert with the Chinese government, 
I helped to start the fundraising process to raise 
money to build and equip a children’s hospital, 
and it is very successful today.

At the Epilepsy Foundation, one thing I 
helped start was rebranding the organization. 
It still carries the brand today, and it has also 
become international. Every affiliate carries the 
same name and the same logo, and they’re much 
better positioned for success from a fundraising 
standpoint.

I’m proud to have been a part of all those ef-
forts, but especially the Red Cross—even though 
at the time I was terrified!

AP: When you came to AFP in 1998, what goals did you set 
for yourself?
Paulette Maehara: I knew I wanted to be here long enough 
to have an impact. My first goal was to understand the orga-
nization’s culture and get to know the people. I really wanted 
to be internally focused that first year.

AP: What’s the best piece of managerial advice you’ve ever 
been given?
Paulette Maehara:  Don’t take criticism personally. My first 
boss at the Red Cross said, “Not everyone is going to like you, 
especially as you move up into leadership positions.”

AP: How did that advice help you in your role at AFP?
Paulette Maehara:  We have 30,000 members and we rep-
resent every kind of social cause you can imagine. Our mem-
bers are not shy about expressing their opinions or telling 
us how we could do things better. But decisions have to be 
made, and sometimes decisions aren’t going to make everyone 
happy. It was a skill I had to develop. I may not like it, but 
I can accept that people disagree with me or don’t like me. 
It would drive you crazy if you wanted to please everybody.

AP: Why has technology been a priority for you?
Paulette Maehara:  We really didn’t have a Web presence 
when I came. We had a website, but it wasn’t current. We 
did very little online and were very paper intensive. We knew 

technology was the future and that we needed 
a better, more interactive tool for our members. 
The outcome was to get more information out 
to more people faster—and when they needed 
it. It allowed them to make better choices about 
their education and professional development, 
and it empowered them to take action that didn’t 
rely on 12 phone calls and playing phone tag. 
Technology has really changed the paradigm, 
not just for AFP but for all organizations as well.

AP: AFP developed an international profile un-
der your tenure. How did this evolve?
Paulette Maehara:  Our volunteers have been 
fully involved in the international strategy and 
were key to our success. I was just one piece of 
the effort. I had been here two or three months 
when a Canadian member stood up during a 
chapter leadership meeting and said that we 
needed to change the name of the organization 
to reflect the fact that we were an international 
organization. We reflected on that and realized 
that with members in Canada and Mexico we 
were indeed international in scope.

The whole field of NGO development began 
to explode all over the world, and fundraising be-
came more and more important. Our chair at the 
time saw that AFP needed to take a leadership role 

in the international fundraising profession because we had an 
extensive body of knowledge that we could share with new and 
developing associations and fundraising professionals world-
wide. At the same time, we had much to learn about fundraising 
in other countries and cultures. We reached out to the Institute 
of Fundraising in the UK and the Fundraising Institute Australia 
and developed our first two strategic alliances with them. These 
continue today, and we have forged a strong working relation-
ship that has served our respective associations very well.

AP: Throughout the development of seven strategic alliances, 
as well as several chapters in other countries, what is the most 
important outcome of AFP’s international expansion?
Paulette Maehara:  The International Statement of Ethical 
Principles in Fundraising, which came out of the 2006 Inter-
national Fundraising Summit attended by the heads of fund-
raising societies from around the world. The principles were 
fairly common among other fundraising societies, but it took 
us four years to create the International Statement. It wasn’t 
that the people weren’t willing to cooperate. There were just 
so many cultures and languages to consider—different words 
have different meanings or no meaning at all. I now have a 
much keener appreciation of the United Nation’s decision-
making process! Today more than 30 nations have signed 
the statement. This accomplishment really stands out for me 
because it has given a unity, recognition and prominence to 
the fundraising profession that never existed before.

Paulette 
Maehara’s 
Golden 
Rules of 
Association 
Leadership
•	 Don’t be afraid to
take	an	informed	
risk.

•	 Hire	good	people	
and	get	out	of	
the	way.

•	 Be	humble	and	
remember	that	
North	Ameri-
cans	don’t	know	
everything	about	
fundraising.

•	 Apologize	and	
seek	a	win-win	
solution.

•	 Recognize	good	
performance.

•	 Say	thank	you	
often.
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AFP President and CEO

AP: How have AFP’s educational offerings evolved under 
your direction?
Paulette Maehara:  Our volunteers are very good content 
thought-leaders. I think we were able to bring a structure 
and management dynamic that was marketing and customer-
oriented. Technology allowed us to capture more data, so 
we made sure we were taking a strategic look at good data 
in order to make decisions about content—what we should 
and, in some cases, should not be offering.

AP: Why is there a focus on ethics in AFP’s new educational 
offerings?
Paulette Maehara:  The ethics committee and I championed 
the ethics curriculum. We had been doing ethics workshops, 
but each member did it his or her own way. We didn’t have 
a formal, standardized ethics course with a trainer’s guide 
and participant workbook. We embarked on this two years 
ago, and the fi rst piece, an online ethics assessment tool, will 
roll out this year. Hopefully, the formal ethics curriculum 
will be implemented later in 2011. It will provide consistent 
ethics training for the trainers, which is extremely important, 
especially as states start to regulate more.

subject. We allocated resources, hired staff and made a con-
scious decision to get ourselves to that table. This dialogue is 
happening all over the world, and because of our credibility 
we have been invited to participate.

In the United States we have a Political Action Committee 
that makes contributions to federal candidates who support 
legislation that is favorable to philanthropy. This is another 
step that illustrates the seriousness with which we take our 
role in the public policy debate.

AP: What do you think is the greatest challenge facing the pro-
fession today, and how is AFP rising to meet that challenge?
Paulette Maehara:  There are not enough fundraising pro-
fessionals to go around. There are more nonprofi t organiza-
tions worldwide than there are people to fi ll the jobs. We’re 
creating collegiate chapters where young people can be part 
of the AFP system and see fundraising as a profession. We 
also have developed a K–12 youth in philanthropy curricu-
lum to teach philanthropy and how fundraising fi ts into the 
philanthropic process. Students can see that fundraising is a 
legitimate and viable career choice.

AP: What is the most important thing you have learned as 
president of AFP?
Paulette Maehara: That diversity is a great strength. We 
represent every cause and every size organization imaginable. 
That diversity is a tremendous strength because you have so 
many perspectives to draw from. Not one perspective is left 
out. I probably wasn’t as appreciative of that when I was just 
a member of AFP.

AP: Is there anything you wish you had done differently dur-
ing your tenure here?
Paulette Maehara:  Any CEO would say, “I wish I had 
more resources to do more,” but that’s not always a reality. 
I’m not one to look in the rear-view mirror and say, “What 
if … ?” because you can drive yourself crazy with that. I’d 
rather look ahead.

AP: Speaking of looking ahead, what are your post-AFP 
plans? Will we see you in the classroom or wearing a con-
sultant’s hat or going out on the speaking circuit?
Paulette Maehara:  My post-AFP plan is to improve my golf 
handicap, volunteer, do some public speaking when asked 
and travel with my husband. We have four daughters and a 
grandson who live in different parts of the United States and 
Australia, so our travel schedule will be heavy.

AP: Any fi nal thoughts you’d like to leave with AFP members?
Paulette Maehara: Thank you for the honor and privilege of 
serving as your president and CEO for 13 years. I’m so glad  
to close out my career with such a wonderful organization. 

Mary Ellen Collins is a freelance writer in St. Petersburg, 
Fla., mecollins123@yahoo.com. 

Diversity is a 
great strength. 
We represent every cause and every size 
organization imaginable. That diversity is 
a tremendous strength because you have 
so many perspectives to draw from.

AP: How does regulation relate to the development of an 
ethics curriculum?
Paulette Maehara:  The regulatory environment has become 
extremely crowded and intensely focused on the sector as a 
whole, and fundraising is always at the top of the agenda. 
For example, the New York Legislature considered requiring 
every fundraising professional to undergo ethics training. 
They didn’t pass it, but this is the future. If we’re going to be 
a provider, we have to have a standardized curriculum with 
consistency of presentation. 

AP: Why did you feel that AFP needed to have a visible role 
in public policy related to the sector and the fundraising 
profession?
Paulette Maehara:  Since 2000, we have taken a more ag-
gressive stand in the public policy debate because of the in-
tense scrutiny on fundraising professionals. Our concern was 
making sure we had a seat at the table in the public dialogue 
about the sector, especially because fundraising was often the 
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BY PAUL LAGASSE

T
he observation that “change is the only constant” may have become a cliché, but that does not 
mean it isn’t accurate. The problem is that change, whether desired or not, is necessary, although at times it is 
diffi cult to accomplish. Experienced executives know that, while it takes a lot of energy to get an organization 
moving on a desired course, it can take just as much—if not more—to change that path once things are fi nally 
set in motion. The challenge is to anticipate and prepare for important changes in advance, rather than to wait 
for events to overtake your organization. As Winston Churchill famously said, “There is nothing wrong with 
change, if it is in the right direction.” >>

How to benefi t 
from change, 
not merely 
survive it

The Only 
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Change

Taking a Chance—Enthusiastically
In late 2008, the board and staff of the Chula Vista Nature 
Center (CVNC, www.chulavistanaturecenter.org) faced the 
prospect of having to shut its doors forever. As a result of 
a fiscal crisis, the city of Chula Vista, which provided 90 
percent of CVNC’s budget as well as its administrative infra-
structure, announced that funding for the popular 3.3-acre 
wildlife sanctuary and educational facility would have to be 
eliminated. Located six miles south of downtown San Diego, 
the nature center sits on the 316-acre Sweetwater Marsh Na-
tional Wildlife Refuge. Galvanized by the prospect of losing 
the area’s only such facility, thousands of residents protested 
the closure by signing petitions, writing letters and launch-
ing “Save the Nature Center” campaigns on the Web. Many 
in the community urged the CVNC to take a chance as a 
self-sustaining nonprofit organization rather than simply 
disappear—a daunting prospect in those dark, early days of 
the economic meltdown.

The CVNC board and staff agreed that it was worth a 
try and, with the help of dedicated volunteers, set about de-
veloping a sustainable fundraising plan. They brought in 
a consultant to produce the plan and determine whether 
the resources existed to raise the CVNC’s annual budget. 
“Miraculously, they did!” says Renee Herrell, M.A., CFRE, 
principal of RCH Consulting (www.reneeherrell.com) in San 
Diego. “The outpouring of community support was incred-
ible. Community members dedicated their time to create a 
sustainable plan and raise funds, and this is the sole reason 
why the nature center is still open today.”

An extensive survey asked board members, staff and vol-
unteers whether they were confident—not just hoped—that 
an independent CVNC could be successful and, if so, what 
they needed to ensure its success. The transition from city 
department to free-standing 501(c)(3) nonprofit was a long 
and often challenging one, with some people faltering un-
der the burden of doubt over the center’s future. Just as the 
community had risen up in support of CVNC, now, too, the 
board, staff and volunteers had to dig into their reserves of 
enthusiasm in order to see the transition through.

Their confidence was contagious, and today CVNC is 
thriving under a new board and executive leadership, armed 
with robust strategic and business plans that have replaced 
the lost city funding with a steady revenue stream of indi-
vidual donations and institutional grants.

“Successfully overcoming crisis and creating change in 
the right direction takes determination, commitment and 
pure grit,” Herrell notes. “The Chula Vista Nature Center 
had all three.”

Intellect and Emotion
Although change means taking risks and facing the unknown, it 
requires a balance of head and heart—intellect and emotion—
with a clear view of a path toward the desired destination, if it 
is going to be successful. This balance is what Chip and Dan 
Heath discuss in their book Switch: How to Change Things 

When Change Is Hard (Broadway Books, 2010). “The status 
quo feels comfortable and steady because much of the choice 
has been squeezed out,” they write. “But in times of change, 
autopilot doesn’t work anymore. Choices suddenly proliferate 
and autopilot habits become unfamiliar decisions.”

At this point, the Heath brothers explain it is important 
to find and generate positive emotions, such as hope and 
enthusiasm, to balance the rational skepticism that might 
prevent or misdirect the needed change. For fundraisers who 
face change, whether in their career plans or in their organi-
zations, a thoughtful and positive approach to change makes 
a successful outcome more likely.

That kind of approach, however, is easier said than done. 
Every day, nonprofits face an overwhelming array of changes: 
budget cuts that force them to reduce staff and do more with 
less; demographic shifts that require them to initiate new 
programs, tweak existing ones and seek out partnerships or 
even mergers; and changes in giving patterns that force them 
to abandon cherished special events in favor of seeking major 
gifts. Of course, the economic downturn continues to inflict 
body blows on nonprofits of all sizes and missions. Giving 
USA 2010 (www.givingusareports.org) reported that the 3.6 M
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percent decline in total charitable giving in 2009—driven 
largely by a 23.9 percent decline in charitable bequests and an 
8.9 percent slump in foundation grants—was the steepest in 
terms of current dollars in the report’s 54-year history. That 
constitutes change of a most unwelcome kind.

Such unforeseen circumstances emphasize the things that 
an organization should be doing—no matter what. “You 
have to make sure that you have your good systems and good 
people in place,” advises Eva E. Aldrich, M.A., CFRE, asso-
ciate director of public service and The Fund Raising School 
at the Center on Philanthropy at Indiana University (www.
philanthropy.iupui.edu/thefundraisingschool) in Indianapo-
lis. “That’s your best defense against unexpected change. 
The organizations that have strong fundraising operations 
in place and good relationships are the ones that are really 
positioned to do well in difficult economic times.”

At the same time, a change in funding resources has con-
sequences, especially for professional development. “When 
things like the economic troubles of the last couple years hap-
pen, one of the first things to go is training and professional 
development budgets,” Aldrich says. “It’s understandable, on 
the one hand, because people look at core costs versus discre-

tionary expenses. But in tough times one of the things you 
want to invest in is a good team. Continuing to emphasize 
professional development is a good thing for job satisfaction 
and staff retention.”

Because the fundraising profession as a whole is constantly 
changing, a focus on professional development is essential 
for your organization now and in the future.

Stewarding Tomorrow’s Leaders
Another dramatic change affecting the nonprofit sector is 
rapid professionalization, largely the result of the prolifera-
tion in degree programs at colleges and universities. “For a 
long time fundraising was based on an apprenticeship model,” 
Aldrich explains. “People came into it sideways from other 
professions.” In Achieving Excellence in Fundraising, Third 
Edition (Jossey-Bass, 2010), she notes that although fund-
raising had been effectively established as a distinct field by 
the 1930s, its slow and piecemeal development of an expert 
body of knowledge and theory, codes of ethics and creden-
tials and standardized education and training caused many 
fundraisers to view their own profession as still “emerging” 
or “developing” well into the 1990s.
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Today, however, an increasing number 
of people are entering the nonprofit sector 
straight out of school, bearing bachelor’s and 
master’s degrees in nonprofit management, 
nonprofit leadership, philanthropic studies 
and even marketing and business admin-
istration. In late 2010, for example, Seton 
Hall University’s census of nonprofit man-
agement programs (http://academic.shu.edu/
npo/) identified dedicated programs at nearly 
300 colleges and universities in the United 
States, 132 of which also offer at least one 
undergraduate course, as well as 200 other 
institutions that offer at least one graduate 
course on these subjects. This phenomenal 
growth has spurred the Nonprofit Academic 
Centers Council (NACC) in Cleveland to de-
velop curricular guidelines for undergraduate 
and graduate programs in nonprofits and philanthropy (www.
naccouncil.org/resources.asp).

Furthermore, because many high schools today require stu-
dents to complete a set number of community service hours in 
order to graduate, more students are arriving at college with 
public service experience already under their belts. To build on 
the students’ nascent interest in philanthropy and to establish a 
pipeline of future professionals, many colleges and universities 
are developing internship programs within their development 
offices that perform roles analogous to traditional appren-
ticeships. “I see it as somewhat of a cultural shift,” says Lyn 
Culver, director of recruitment and professional education in 
the development office of Pennsylvania State University (www.
giveto.psu.edu). “The field is growing. I see so many more op-
portunities for individuals in college to consider it as a career 
option.” However, she says, good interns (and potential em-
ployees) must be cultivated—something development profes-

sionals are particularly good at. “It’s just like 
working with major-gift donors. You have to 
get them involved,” Culver explains. “They 
don’t just appear on your doorstep.”

Pennsylvania State University launched 
its first summer internship program in uni-
versity development in 2008, shortly after 
Culver assumed her new role in recruitment 
and professional education. Based on the Uni-
versity of Michigan’s pioneering and award-
winning program (www.giving.umich.edu/
internship), so far PSU’s program has gradu-
ated 21 interns in two classes. In addition to 
their classes, the development interns worked 
on projects as diverse as making solicitation 
phone calls, attending donor-cultivation 
events, developing a training program for 
volunteer fundraisers, conducting a survey of 

donor recognition walls on campus and interviewing alumni 
for a historical article. Along the way, the 2010 interns cre-
ated a blog (www.psuddarblog.wordpress.com) to share their 
experiences and stories with others and were profiled in a 
six-minute video (www.youtube.com/watch?v=g_bU76U1i2o) 
produced by the 2010 interns as a part of their experience.

Culver believes that retention should be one of the pri-
mary goals of any internship program or recruiting effort. To 
be a productive and valued member of a fundraising team, 
she explains, a person needs to stay at an organization long 
enough to develop a nuanced understanding of its culture and 
mission, as well as of the interests of donors and prospects. 
To that end, Culver keeps track of her interns and is pleased 
that, of those who have graduated, most have gone on to 
development positions in the nonprofit sector (including posi-
tions throughout PSU) or plan to pursue further education in 
the field. Here, too, Culver believes a stewardship analogy is 

Participants in the Penn State sum-
mer internship program in university 
development gain valuable career 
experience by working with vari-
ous development offices at Penn 
State’s University Park campus on 
actual fundraising projects. The 
2010 program interns were (back 
row, left to right): Ashley Carroll, 
Rachel Guldin, Ashlee Newcomb, 
Courtney Smith, Brandon Dalton, 
Bradley Stamm and Benjamin Sim-
mons; (front row, left to right): Al-
lison Shutt, Michael Barasch, Geoff 
Halberstadt and Amy Eichenlaub. 
(Photo courtesy of the Penn State 
Office of University Development.)
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apt. “We have to treat our interns and employees the same 
way we treat our donors, so that they feel good about their 
work and stay with the institution,” she says. “I think that’s 
a huge culture change in our business.”

The increasing professionalization of fundraising has 
caused a change in public perception as well. “I think it’s 
good that people are taking philanthropy more seriously,” 
Aldrich says. “It’s important and encouraging that people are 
becoming more concerned about the quality of the services 
they offer.”

Mobility or Stability?
Two things that have remained constant in the fundraising 
profession are the passion and dedication of practitioners—
even as they are expressed in new ways. Increasingly, young 
professionals are willing to look far and wide for opportuni-
ties that challenge them. If those opportunities do not exist 
at their current organizations, they are not afraid to pull up 
roots and look elsewhere. Although there are some signs 
that the economic downturn may be slowing career mobil-
ity, younger fundraisers are eager to develop skills that will 
make them more marketable.

Executives should not see this development as a threat, 
however, but rather as a selling point for their organizations 
and a way to build loyalty. “We’ve grown up in a world that’s 
changing so quickly that change is what we’ve become used 
to,” says Nella Sabo, BCom, senior development officer at the 
University of Alberta’s Alberta School of Business in Edmon-
ton (www.business.ualberta.ca). “Without that level of en-
gagement, we can get bored. New challenges and a dynamic 
environment are necessary elements, from my perspective, of 
what’s drawn me to the sector and kept me here.”

Sabo originally planned to go into banking after getting her 
business degree, but shortly before getting married she took 
an interim job managing volunteers—and ended up changing 
her career plans. “It was a great way to learn about motivating 
and managing people without being able to use salary as an 
incentive,” she explains. She was quickly promoted to a devel-
opment position where she managed project teams and board 
members, in addition to planning events. “I learned a lot, even 
a little about wine from having to plan a wine gala,” she recalls. 
Having been given the opportunity to rise to such challenges, 
there was no turning back to banking—at least, not yet.

In her current position, Sabo says that she has been given 
the opportunity to learn from her mistakes while knowing 
that she has the support of Mike Percy, dean at the school. 
Sabo remembers a donor meeting early in her tenure during 
which she was unable to answer an important question from 
the donor. Rather than intervene, Percy let Sabo work her way 
to a solution, even though the mistake could have potentially 
cost the school a gift. “He forced me to deal with it,” she says. 
Afterward, Percy took the time to debrief and asked her if she 
saw where she had gone wrong and what she would do differ-
ently next time. It was an invaluable lesson for Sabo, and the 
knowledge that Percy was willing to invest in her as part of his 

team and its experience ensured not only her loyalty, but also 
her desire to excel. “It’s part of the culture of why I love work-
ing here now,” Sabo says. It’s also an effective way to cultivate 
and steward the next generation of nonprofit leaders.

The Heart of Change
For some in fundraising, real joy comes from being able to 
contribute to many nonprofit organizations, not just one. 
Consulting is an increasingly popular choice for many young 
fundraising professionals because it can offer a greater va-
riety of projects and require a broader range of skills than 
might be possible at a typical nonprofit. While consulting 
may appear to be an enticing career choice, it is not for ev-
eryone in fundraising. Cathy C. Lee, CFRE, a consultant 
in Birmingham, Ala., admits that the change from working 
for others to working for herself was dramatic. After many 
years in senior management for several nonprofits, she found 
herself changing jobs every two to three years once she had 
accomplished successful fundraising campaigns.

Lee realized that she gained more satisfaction from initiat-
ing programs than from running them once they had been 
established. “I needed the stimulus of creating anew,” she 
says. “People I consider ‘builders’ make great consultants. 
They can be change-agents. Successful consultants not only 
have an opinion, but they also have information and experi-
ence to back up that opinion.”

Her love of the work helps Lee overlook the challenges 
of running a consulting business. “Working in the nonprofit 
sector requires placing the mission above ego and personal 
gain,” she says. “On the other hand, working for a worthy 
mission does not replace sound business practices.”

Lee’s experience reinforces the fact that, to be successful, 
change must be an emotional as well as intellectual undertak-
ing. In their book The Heart of Change: Real-Life Stories of 
How People Change Their Organizations (Harvard Business 
Press, 2002), authors John P. Cotter and Dan S. Cohen call 
this the “see-feel-change” model. “People change what they 
do less because they are given analysis that shifts their think-
ing than because they are shown a truth that influences their 
feelings,” they write. “The central challenge is not strategy, 
not systems, not culture. These elements can be very impor-
tant, but the core problem, without question, is behavior.”

Aldrich agrees. “We often think of change in terms of 
careful analysis followed by an attempt to make change hap-
pen, but it’s really a head and heart commitment,” she says. 
Organizations and individuals alike must be willing to iden-
tify and solve problems, as well as to transform their cher-
ished strategies, systems and cultures when called for. Those 
who insist on preserving what worked yesterday because they 
believe it will work tomorrow risk being broadsided by the 
unexpected. “Change doesn’t happen in the future,” Aldrich 
adds. “It happens today.” 

Paul Lagasse is a freelance writer in Annapolis, Md. (www.
avwrites.com). 
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How often Have you read a job announcement 
that said, “ … to increase our gift income” or maybe “ … to 
plan and implement a first comprehensive capital campaign” 
or “ … to strengthen the major-gifts program”?

voilà! you hire someone new, he or she arrives and, the 
next thing you know, your organization has more money.

If only it were that simple! this “magic wand” theory of 
fundraising is a far cry from the many challenging steps for 
the partners and team members involved in any change. yet 
trustees, campaign volunteers and fundraisers often rush to 
focus solely on the end result without appreciating how dif-
ficult, complex and risky the actual steps are to get there.

Change and the Fundraiser
although fundraisers often accept positions that imply they 
need to change something within an organization, how often 
do they have a well-thought-out plan they can customize to 
carry out the work of being a “change agent”? How many “best 
practices” relate to how to create the positive change needed 
in order to use these practices, or even take into account the 
factors that make it so challenging to implement them?

Change and Your Organization’s Culture
every group of people has a customary way of interacting 
together, and if you need to change this dynamic, you need to 
begin by understanding it. whether you label this “corporate 
culture,” “office or organizational culture,” your “board of 
directors’ culture” or your organization’s “culture of phi-
lanthropy,” you really are talking about the same thing: the 

specific ways in which the people considered a part of these 
groups normally behave when acting together. this is criti-
cally important for you to understand because in situations 
of extreme change, there may be no one but you who knows 
how to behave (Switch: How to Change Things When Change 
Is Hard, p.225). to recruit the others into a new behavior 
pattern, you need to know why they are doing what they are 
doing. If you understand their prior culture, you can better 
understand how to change their individual behavior, which 
in turn helps you to build a new culture.

every time your staff members explain why charity golf 
tournaments are the only form of fundraising done they are 
really showing you something about their traditional way 
of behaving. this is not necessarily a stumbling block for 
you but rather a valuable tool to use in determining what 
this means at your organization. It might be that the staff 
has never been educated about how to operate a successful 
major-gifts program, or that board members or executives 
do not like asking for what they consider large gifts. Golf 
tournaments may be less threatening. unless you do some 
strategic one-on-one listening and exploration, you will not 
know the best place to start. don’t assume you already know. 
If you neglect the background work, you can waste time 
or, worse, step into a situation that required some strategic 
planning beforehand. for example, it is important to help 
your executive director and board understand why spending 
more time on major gifts will produce increased gift income 
before you work with the staff to expand fundraising activi-
ties beyond golf tournaments.

Fundraisers as

Agents
of Change

>>
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Riders and Elephants
the human mind has a large, built-in contradiction: People 
have both emotional and logical sides (Switch, pp. 6–7). 
Because fundraisers, volunteers, organizational leaders and 
the whole lot are human, they constantly struggle between 
their rational and emotional sides. Both of these aspects are 
important, but their existence creates challenges we need to 
be aware of in planning and implementing change.

authors Chip and dan Heath (Made to Stick: Why Some 
Ideas Survive and Others Die and Switch: How to Change 
Things When Change Is Hard), call these two parts of the 
mind “rider” and “elephant,” borrowing the terms from the 
psychologist Jonathan Haidt (The Happiness Hypothesis: 
Finding Modern Truth in Ancient Wisdom), who describes 
the mind’s “elephant” as the emotional and instinctive side that 
looks for the short-term payoff and can be excitable and jumpy. 
the “rider” side, which is the part of the mind that looks to 
the long-term goal, is motivated by facts and logic and is often 
totally overwhelmed by the “elephant.” (I’m going to shame-
lessly borrow these authors’ terminology and concepts.)

Imagine that you are figuring out how to make change hap-
pen by governing not only your own elephant and rider but 
also the elephant and rider of all your colleagues, volunteers, 
board members, supervisors, alumni and clients. a meeting 
could get pretty crowded and messy rather quickly.

through studies of their own and by synthesizing others’ 
research, the Heaths have looked at many cases of failed and 
successful behavioral change. what they have discovered is a 
pattern that all successful changes have in common (Switch, p. 
259). for the fundraiser implementing change, this means envi-
sioning what things will look like and how staff, volunteers and 
others will behave once the changes are implemented. It also 
means knowing the intermediate steps you need to motivate 
others to take, even those over whom you have no real authority 
(all those official and unofficial “thought leaders”).

How do you move from where you and your team are 
now to having the successful end in sight? How can you be 
the catalyst for positive change?

Fundraisers and the Pattern in  
Successful Change
Have you had days when nothing worked right? as you 
started looking for the cause of the problem, you probably 
discovered that there are many. the tendency is to jump right 
in and attack all changes at the same time on all fronts.

If you tried that in the past, did you change everything at 
the same time? were you able to successfully teach your new 
staff 30 years of experience in a week? did you get rid of 
staff who failed to comply? Maybe these expectations were 
just too much to take on all at once. So how do you move 
forward in a way that breaks big changes down into more 
manageable increments and builds sustainability?

If you accept the idea that people are literally of two minds 
at the same time—both rational and emotional—then you 
can move forward by doing three critical things, as sum-

marized, outlined and illustrated by Chip and dan Heath: 
“direct the rider,” “motivate the elephant” and “shape the 
path” to the destination you want to reach.

1. Direct the Rider
to “direct the rider” you need to:
•	Find	out	what	is	already	functioning	well	(a	“bright	spot”)	

in your organization and work to help others do the same. 
Instead of taking on all change in all directions, which can 
exhaust and paralyze you and others in the process, focus 
on the behavior you want others to adopt and for which 
there is already is an existing internal example.

•	“Script	the	critical	moves.”
•	“Point	to	the	destination.”	(Switch, pp. 27–98)

to illustrate, a “bright spot” in strengthening a major-gift 
program is having one fundraiser who actually leaves the of-
fice to visit with donors and prospects, and files call reports. 
you will want to “script the critical move” for the others to 
follow so that they, too, will make more calls and visits. you 
can start by asking each of the major-gift staff members to 
make a specific number of calls per week for a month. even 
though you are focusing on the number of calls rather than the 
amount of income produced, you can still increase the year-
end total if you calculate the average number of donors that 
staff members need to call on to produce a successful financial 
request before the end of the year. you can determine the goal 
by studying how many calls each fundraiser normally makes 
per week and the number your “star” caller makes.

then set a first goal for everyone that is a modest stretch 
for the “star” and a bigger stretch for the others. Be sure 
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Change

to “point to the destination” to explain why this change is 
needed: Maybe the board will be pleased or it will be easier 
to bring in more gifts or perhaps this is the way another well-
known, highly respected nonprofit operates. who wouldn’t 
want to be working for a place like that?

another desirable destination might be acquiring a skill 
set that helps staff members move forward on their own pro-
fessional track. Know what your staff considers an attractive 
destination. If the goals are too high or the internal skill set 
is so low that staff members literally do not know what to 
do first, they will become “paralyzed” or revert to how they 
were accustomed to behaving.

2. Motivate the Elephant
to “motivate the elephant” in everyone you will need to:
•	“Find	the	feeling.”
•	“Shrink	the	change.”
•	“Grow	your	people.”	(Switch, pp. 101–176)

to “find the feeling” so that your major-gift fundraisers re-
ally want to start making calls or making more calls, have them 
attend an awards event where your organization’s constituents 
speak from the heart about what your nonprofit has done for 
them and their families. no one speaks better or with more 
real authority than someone whose life has been changed for 
the better by your work. this “story telling” is a critical part 
of motivating both elephants and riders (Made to Stick, pp. 
218–224). while the rider in everyone wants to see facts and fig-
ures, if you present only data, you have not completed the whole 
motivational process. that comes when you tell compelling 
stories. after all, how motivational is a bar graph? wouldn’t 
you rather hear how your work helped a real person?

to keep the tendencies of the elephant going in the right 
direction, you also should “shrink the change.” do not ex-
pect those who have not been regularly active in calling to go 
from zero calls to 50 in one month. Be happy with progress 
and realize that the beginnings of change might need to be 
measured in inches, not miles. In addition, you can “shrink 
the change” by making sure everyone has a standard call-
report form that can be easily filled out and submitted online. 
Supply a one-page outline of what to do and where to send 
the report if that makes the change more comfortable.

In order to promote the change you need to “grow your 
people,” as well. for example, you will want to ensure that 
everyone knows how to access the call report and submit it 
online. If not, host a training session or individual coaching by 
someone else on staff who already knows how. you also may 
want to designate a person who receives copies of follow-up 
notes and call reports. Because your major-gift staff can raise 
more funds by building donor relationships than by filing, you 
will want to make it easy for them to handle the internal side 
of this increased activity in making calls. you may need to as-
sign a support staff member or responsible intern, or reassign 
time from another staff member to improve workflow. Have 
everyone on the same page before they make the calls.

Stay open to suggestions and follow up quickly to address 

problems without frustrating staff. However, you also should 
remember that not every person or situation can be handled 
with positive coaching. use your best judgment about what 
kind of response, positive or negative, is the best fit.

you, or someone who already knows how and what to 
coach, should be ready to spend time on coaching and model-
ing the desired new behavior in the beginning. do not start to 
change other things until you can get this one process (in this 
case, the calling) to function well without intensive coaching. 
not only will you help everyone “find the feeling,” but you also 
will “shrink the process” and “grow your people” so that you 
are building positive habits. this will reinforce the change you 
want without having to attend to every detail in the future. the 
rider in everyone has limited amounts of self-control, while 
the elephant becomes frustrated over time (Switch, pp. 10–12, 
147–148). a lack of self-control, combined with frustration, 
sets the scene for failure for everyone.

3. Shape the Path
to “shape the path” you need to:
•	 “Tweak	the	environment.”
•	“Build	habits.”
•	“Rally	the	herd.”	(Made to Stick, pp. 179–249)

In this case, “tweaking the environment” involves promot-
ing a culture that supports, encourages and rewards making 
personal donor contacts and investigating why the major-gift 
fundraisers who do not make calls don’t. Perhaps they do not 
have a portfolio. Maybe no one has a portfolio, so no one is 
sure about who is calling on whom. rather than wasting time 
or being embarrassed by calling on someone just visited the day 
before by another major-gift fundraiser, they just don’t call.

Perhaps there is no tracking system to prevent unintended 
duplicated assignments. If you are the only one who knows 
what the change should look like, you cannot assume that 
anyone else does. rather than feel foolish, it is easier for a 
staff member to say nothing than to ask a question that might 
call attention to what might be perceived as a lack of skills.

you also need to “build habits” that support the new be-
havior. this can mean setting the “triggers” for action, such 
as asking all major-gift fundraisers to focus on calling their 
best prospect or donor first thing Monday morning to set a 
lunch date. even if they fail to reach that person on Monday, 
they still have four more days to make contact or to find out 
why the person isn’t responding. If this becomes a habit for 
you and the other major-gift staff, it becomes easier to work 
through the rest of your portfolio of donors and prospects. 
then the first thing Monday morning becomes your auto-
matic signal for a specific action.

the desired action will not occur if it is not clearly defined. 
People need to know specifically what to do and have the re-
sources to do it. the “rider” in everyone will analyze and collect 
facts, and quite possibly make an inappropriate decision if the 
direction is not absolutely clear. at the same time, indecision 
causes the “elephant” to stop in its tracks! a clear path needs 
to set the direction for both sides of the mind, thus helping you 
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establish and maintain “habits” of behavior. once set, they 
become easier to keep and make your change sustainable, or 
“sticky.” the more “sticky” an idea is the more likely it is to last 
over time (Made to Stick, pp. 14–18). Behavior is not sustain-
able only through external supervision; habits are crucial. 

once you get one person moving in the right direction how 
do you get everyone else to go there as well? “rallying the 
herd” works if you understand others’ perspectives and what 
motivates them. Long ago, a staff member asked me why I 
was so foolish as to work such long hours and come in on 
weekends. I was actually happy staying later and coming in 
on weekends because I didn’t want to worry about a deadline 
I couldn’t meet on Monday morning. while my weekend 
was shorter, it was more enjoyable because I didn’t have to 
worry about unfinished work. that was my trade-off. what 
I hadn’t anticipated was a staff member’s seeing my working 
late hours and on weekends as stupid.

Hills, Valleys and U-Turns
the way to any change in behavior is not simple, easy or even 
straightforward. for example, you may not have the budget 
to immediately hire four new, highly experienced major-gift 
fundraisers. So you will need to measure your progress based 
on what can be done with the staff you have. you should know 
that the way forward in the short term usually goes in many 
different directions, even backward at times or to the side.

to help those who will need to support, implement and/or 
evaluate your progress, you need to make them understand what 
your incremental progress will look like during the short and 
intermediate term as well. after all, the people who hired you 
expected you to ride into town on a fast horse with saddlebags 
loaded with more money. their vision of your success may be 
radically different from yours, including the real possibility that 
their goals for you are a lot more near-term than is practical.

In establishing a realistic set of goals, you can help the “el-
ephant side” of each stakeholder feel comfortable about the 
changes being made. this is especially important if the ultimate 
change seems too distant and too big (Switch, pp. 142–147). 
If this happens, the “elephant” tends to stop, give up or go off 
course, and the “rider” assumes that you are not successful 
because your achievements do not match expectations.

to illustrate, have you ever been in a situation where you 
know you’re actually doing excellent work and producing 
changes, but your executive director thinks nothing has re-
ally happened? you can try to avoid this by describing the 
near-term and intermediate benchmarks that show progress. 
If you don’t, the “elephant” in everyone, including your su-
pervisor, will give up. the “rider” will overanalyze the details 
and freeze. to keep this from happening, develop a “growth 
mindset” among your stakeholders. Condition everyone to 
think of the pace and increments of change as “practicing 
and learning” new skill sets that will be sustained on their 
own in the future. who wouldn’t want to be part of an end 
goal that positions your organization to produce more gift 
income more effectively and efficiently, indefinitely?

this point is important because many efforts to change 
organizations stop or get off track because the evaluation 
of progress doesn’t match the steps needed to reach the end 
goal. as the leader of change, it will be up to you to carry 
this through. for example, if you have a board member who 
has experience in corporate turn-around situations, he or 
she can be a powerful ally in coaching board peers to see 
what the near- and intermediate-term benchmarks for change 
look like.

what might seem like “failure” to some is really your 
group’s learning and practice curve. the curve is most often 
steepest for programs with little prior experience. Commu-
nicating modest successes conditions everyone to keep going. 
Imagine how hard it is to build a major-gift program from 
the ground up when the most difficult kind of fundraising is 
generating many large gifts. If your staff and other “thought 
leaders” see this as a failure, you will demoralize the fund-
raising staff and set the stage for those who evaluate you to 
see failure as well, even though you know that you have built 
the foundation for success four months from now.

as you think about how to apply this plan to your own 
situation, remember that no model is perfect and successful 
change is not always possible in every situation. However, the 
likelihood of your success is tremendously improved if you 
have a plan of action to adjust to your own circumstances. 
Be open to new ideas wherever you find them and keep both 
your rider and elephant happy! 

Prudence S. Precourt, Ph.D., CFRE, is managing partner 
of Verdon Precourt Associates in Reading, Pa., which of-
fers counsel to nonprofits in organizational development, 
management, fundraising and board and staff professional 
education, prudencesprecourt@comcast.net.
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Fundraising Effectiveness

Your development office raised more money this year than 
last, so you were successful, right? Well, maybe.

Suppose your organization realized funding gains of 
$594,000 last year. Sounds great! However, is this really an 
accurate picture of your fundraising efforts? It turns out that 
your organization also had losses of $503,000. Consequently, 
your organization actually achieved a net growth-in-giving of 
$91,000—not the nearly $600,000 you might have originally 
thought. In other words, for every $6 gained, $5 was lost—to 
net $1. These figures are the average results of all respondents 
to the 2008 Fundraising Effectiveness Survey studying growth 
in giving from 2006 to 2007, which was the last year the an-
nual FEP survey produced a positive net gain (see Figure 1).

It’s not sufficient to look 
only at gains in giving or the 
number of donors. To under-
stand what is really happen-
ing in your organization, 
it is necessary to analyze 
both the fundraising gains 
and the fundraising losses 
from one year to the next so 
that you and your organiza-
tion’s leadership can make 
growth-oriented decisions 
about both fundraising bud-
gets and strategies.

Providing Your Organization’s Leadership 
With Meaningful Reports
Although nonprofit CEOs and boards usually watch their over-
all growth-in-giving results carefully, they seldom pay as close 
attention to the gains and losses that make up those results. 
Looking only at the overall net performance—the “bottom 
line”—does not tell management and boards what is really hap-
pening in fundraising or where to invest additional resources to 
improve donor stewardship and retention, enable greater donor 
acquisition and enhance overall fundraising effectiveness.

Growth-in-giving (GiG) reports provide a concise, yet in-
formative, picture of fundraising gains and losses—growth in 
giving and attrition—in a simple, reader-friendly format that 
the executive staff and board members can understand.
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Gains and Losses in Amount of Gifts by G/L Catogory

  Gifts 
New $ 236,000.00
Recaptured $ 129,000.00
Upgraded $ 229,000.00
Total gains $ 594,000.00
Downgraded $ (211,000.00)
Lapsed new $ (129,000.00)
Lapsed repeat $ (163,000.00)
Total losses $ (503,000.00)
Net $ 91,000.00

Figure 1

Table 1
What If Gains Increased and/or Losses Decreased?

Subtotal
Gains

(A)  

Subtotal
Losses

(B)  

Net
(A-B) 

“What If” Net
Increase

(%)  

Average FEP respondent  $594,000.00  $(503,000.00)  $91,000.00 

What if gains increased by $100,000?  694,000  (503,000)  191,000 110%

What if losses decreased by $100,000?  594,000  (403,000)  191,000 110%

What if losses decreased by $200,000?  594,000  (303,000)  291,000 220%

What if gains increased by $100,000 and 
losses decreased by $200,000?

 694,000  (303,000)  391,000 330%
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Gains and Losses in Amount of Gifts by G/L Catogory

  Gifts 
New $ 236,000.00
Recaptured $ 129,000.00
Upgraded $ 229,000.00
Total gains $ 594,000.00
Downgraded $ (211,000.00)
Lapsed new $ (129,000.00)
Lapsed repeat $ (163,000.00)
Total losses $ (503,000.00)
Net $ 91,000.00

Figure 2
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Basic Concept for the FEP
AFP’s growth-in-giving (GiG) report is a fundraising tool devel-
oped by the Fundraising Effectiveness Project (FEP) with AFP’s 
Donor Software Workgroup.

Definitions for gain/loss categories:
•	 New – donors who never gave prior to year 2 (current year)
•	 Recaptured – previously lapsed donors who gave again in year 2
•	 Upgraded – donors who gave more in year 2 than in year 1  

(previous year)
•	 Same – donors who gave the same amount in both years
•	 Downgraded – donors who gave less in year 2 than in year 1
•	 Lapsed new – new, first-time donors in year 1 who did not give 

in year 2
•	 Lapsed repeat – other lapsed donors who gave in year 1 and 

prior years but not in year 2

Table 2 
Donations Made 

Before During During

Year 1 Year 1 Year 2

New no no yes

Recaptured yes no yes

Upgraded n/a yes yes

Same n/a yes yes

Downgraded n/a yes yes

Lapsed new no yes no

Lapsed repeat yes yes no

Growth in giving from one year to the next is the net of gains minus losses. Gains in giving consist of gifts by new donors and recaptured 
lapsed donors and increases in gift amounts by upgraded donors. Losses in giving consist of decreases in gift amounts by downgraded  
donors and lost gifts from lapsed new and lapsed repeat donors. The net increase (or decrease) is the net of total gains minus total losses. 

Overall, bottom-line giving is increased by making growth-oriented investments in fundraising strategies that both increase each 
category of gains and, especially, reduce each category of losses. 

Objective of fundraising strategy Gain/loss category
Increasing gains

•	 Acquiring new gifts from new donors New
•	 Recapturing gifts from lapsed donors Recapture
•	 Renewing gifts from last year’s donors Upgrade and same

Reducing	losses
•	 Avoiding losses from downgraded donors Downgrade
•	 Avoiding losses from lapsed new donors Lapsed–new
•	 Avoiding losses from lapsed repeat donors Lapsed–repeat

Use of GiG reports, together with the data provided by 
AFP’s annual fundraising effectiveness surveys, makes 
it possible for fundraising managers, executive staff and 
boards of nonprofit organizations to compare not only 
the gain/loss performance of their organizations from 
one year to the next, but also their performance with 
that of other organizations. With this information, they 
can make more informed, growth-oriented decisions 
about where to invest increased resources in fundrais-
ing efforts to improve their fundraising effectiveness.

Table 3
Growth-in-Giving (GiG) Report
Gains & Losses for Current Year (Year 2)

Gain/Loss Category
For	Year	2	Donors

Year 1
(A)  

Year 2
(B)  

Gains
(Losses)
(C=B-A) 

Amount	of	Gifts

Gains Gains

     New  n/a  236,000  236,000 

     Recaptured  n/a  129,000  129,000 

     Upgraded  216,000  445,000  229,000 

Subtotal gains  216,000  810,000  594,000 

Same Same  86,000  86,000  -   

Losses Losses

     Downgraded  382,000  171,000  (211,000)

     Lapsed new  129,000  n/a  (129,000)

     Lapsed repeat  163,000  n/a  (163,000)

Subtotal losses  674,000  171,000  (503,000)

Total - gifts Total - gifts  976,000  1,067,000  91,000 

Overall growth in giving
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How to Prepare a Growth-in-Giving Report
Your donor software provider may be able to provide you with either a software module 
or set of queries specifically for use in generating AFP’s growth-in-giving report, along 
with instructions tailored for their software.

Following are the steps for preparing your own GiG reports. (Excel-based GiG report 
templates with instructions can be downloaded at www.afpnet.org/GiGtemplate.)

1. Review Table 3 and its definitions. For a better understanding of the gain/loss con-
cepts, carefully study the “definitions for gain/loss categories,” which provide criteria for 
the highlighted fields in Table 6 (see page 41).

2. Prepare a GiG report in an Excel or other spreadsheet template for “Amount of 
Gifts” following the formatting and formulas provided in Table 6. The 10 “Amount of Gifts” 
fields highlighted in yellow are data-entry fields. All the other fields are formulas.   

3. Make a copy of the “Amount of Gifts” GiG report spreadsheet template and edit for 
a separate “Number of Donors” template.  

4. Following the “definitions for gain/loss categories” in Table 3, prepare and run queries for amount of gifts and number of donors 
for each gain/loss category and enter the resulting figures in the GiG report templates.

5. You can prepare GiG reports for more than one activity. The procedure for extracting the relevant gain/loss data from your do-
nor database can be set up for the fundraising program overall, as well as for each fundraising activity, such as direct mail and major 
gifts.

6. You can prepare GiG reports for more than one year. You will be able to easily repeat this procedure for more than one year with 
little effort. This will enable you to measure and compare growth in giving over time by gain/loss category. 

7. You can prepare lists of donors for each gain/loss category. As needed, especially for GiG reports for groups of large donors, you 
may find it useful to prepare lists of the donors with amounts of their year 2, year 1 and prior-year gifts for each gain/loss category in 
your GiG reports.

8. Exclude one-time major gifts. Large one-time major gifts can distort year-to-year GiG reports and should be excluded from the 
analysis for both year 1 and year 2.

“What If” Growth-in-Giving Scenarios
GiG reports are an effective way to show your senior staff and 
board “what if” scenarios that support your growth-oriented 
fundraising strategies—strategies designed to increase the net 
exponentially by increasing gains and decreasing losses.

To illustrate, if your orga-
nization increased gains by 
$100,000 (from $594,000 to 
$694,000), while losses re-
mained the same at $503,000, 
your organization would more 
than double its net growth 
from $91,000 to $191,000. 
Similarly, if losses were re-
duced by $100,000 (from 
$503,000 to $403,000) and 
gains remained the same at 
$594,000, your organization 
would more than double its net 
from $91,000 to $191,000. 
Furthermore, if your organization reduced losses by $200,000 
(down to $303,000), this would more than triple the net in-
crease to $291,000. Focusing on reducing losses (retention) 
is essential because it costs less to retain and motivate an 
existing donor than it does to attract a new one. For most or-
ganizations—and especially those that are sustaining losses or 
achieving only modest net gains in gifts and donors—taking 

positive steps to reduce losses is the least-expensive strategy 
for increasing net fundraising gains (see Table 1 and Figure 
2 on page 36).

GiG reports can show performance for the fundraising 
program overall, as well as for each fundraising activity, 

such as direct mail and major gifts. Based on these reports, 
fundraising managers can recommend detail-level strategies 
by gain/loss category for each fundraising activity and help 
justify growth-oriented fundraising budgets.

In addition, you may find it useful to include gain/loss 
ratios and/or gain/loss percentage distributions in some of 
your GiG reports.
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Gains and Losses in Amount of Gifts by G/L Catogory

  Gifts 
New $ 236,000.00
Recaptured $ 129,000.00
Upgraded $ 229,000.00
Total gains $ 594,000.00
Downgraded $ (211,000.00)
Lapsed new $ (129,000.00)
Lapsed repeat $ (163,000.00)
Total losses $ (503,000.00)
Net $ 91,000.00

Figure 3
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Using Ratios and Percentage Distributions
You will need the following gain/loss ratios and percentage distributions if you 
want to use the FEP’s comparative statistics, which are published annually as 
gain and loss ratios, percentage distributions of gift dollars and number of 
donors gained and lost from one year to the next.

1. Gain/Loss Ratio Illustrations

The gain or loss ratio for each category is calculated as:

Gain/loss ratio = survey-year gains or losses in each category 
                             prior year total results

Using data from the 2008 FEP survey for 2006–2007 (see Table 4 on page 40), 
you obtain the following results:

Gain ratio  =  $594,000 in total gains in giving in survey year  =  60.9 percent
               976,000 total gifts in prior year  

Loss ratio  = $503,000) in total losses in giving in survey year =  –51.6 percent
 $976,000 total gifts in prior year

2. Percentage Distribution Illustrations
The percentage distribution for each gain and each loss category is calculated 
as follows:

Percentage distribution  =  gains or losses in each category

                         subtotal gains or losses in giving

Using data from the 2008 FEP survey for 2006–2007 (see Table 4), you obtain 
the following results:

New donor gains  =  $236,000 in new donor gains in giving = 24.2 percent
                      $594,000 in total gains in giving 

Downgraded donor losses = ($211,000) in downgraded donor losses in giving

                                          $503,000 total losses in giving
= –21.6 percent

3. Gains and Losses for Number of Donors
It is also often useful to track gains and losses for number of donors and 
produce GiG reports (see Table 5 on page 40). The report shows changes in 
the number of donors for the average respondent to AFP’s 2008 FEP survey 
for 2006–2007.

Thanks to FEP survey software provided by the participating donor soft-
ware firms, clients who chose to respond to the annual FEP surveys are able to 
extract data for the survey automatically from their donor-tracking software 
system—taking less than five minutes per submission.

The FEP uses the responses to calculate gain and loss ratios and percent-
age distributions of gift dollars and number of donors gained and lost from 
one year to the next. The FEP generates and publishes in an annual report the 
comparative gain/loss growth-in-giving performance statistics by size, subsec-
tor, age, region, survey year and percentile ranking for rate of growth in gifts.

The 2010 Fundraising Effectiveness Report can be downloaded (PDF) at 
www.afpnet.org/FEP2010.

Efficiency Versus  
Effectiveness
Before CEOs and boards can make 
growth-oriented decisions about “raising 
more money” effectively, they first need 
to distinguish between fundraising effi-
ciency and fundraising effectiveness.

To illustrate, organization A raises $5 
million at a cost of $750,000, or 15 percent 
of contributions received. Organization B 
raises $7.5 million at a cost of $1.5 mil-
lion, or 20 percent of contributions re-
ceived. While A is more efficient than B 
(15 percent compared with 20 percent), 
B is twice as effective as A ($7.5 million 
raised compared with $5 million raised, 
and $6 million net compared with $4.25 
million net).

In order for most nonprofit organiza-
tions to better tap giving potential and 
raise more money at a significantly faster 
pace, their CEOs and boards need to make 
a paradigm shift from a focus primarily on 
fundraising efficiency (minimizing costs) 
to an emphasis on fundraising effective-
ness (maximizing growth).

For decades there has been a major 
focus within and outside the sector on ex-
ternal, public accountability (transparency 
and accurate public disclosure of fund-
raising cost efficiency). At the same time, 
nonprofit organizations have ignored the 
internal management of fundraising cost 
effectiveness (growth-oriented planning, 
budgeting, accounting, reporting and eval-
uation to support increased investments in 
more effective fundraising). One reason is 
that, because of the possible negative im-
pact of external disclosure of fundraising 
costs, many nonprofits are afraid to con-
duct reliable, effective internal budgeting 
and accounting for such costs.

National Center for Charitable Statis-
tics (NCCS) analyses of IRS Forms 990 data 
show that 55 percent of nonprofits rais-
ing donations report no costs. Another 15 
percent report fundraising costs that are 
questionably under 5 percent—when 15 
percent or more is the estimated national 
average. Only 30 percent of 150,000 non-
profits report fundraising costs of 5 per-
cent or more, and even those are thought 
to be understating their costs.

www.afpnet.org   Advancing Philanthropy    39



Fundraising Effectiveness
Table 4
Growth-in-Giving (GiG) Report
Gains & Losses for Current Year (Year 2)

Gain/Loss Category
For	Year	2	Donors

Year 1
(A)   

Year 2
(B)   

Gains
(Losses)
(C=B-A) 

Gain/Loss
Ratio

(D%=C/totA)

Percentage
Distribution

(E%= C/tots in C)

Amount	of	Gifts

Gains

     New  n/a  236,000  236,000 24.2% 39.7%

     Recaptured  n/a  129,000  129,000 13.2% 21.7%

     Upgraded  216,000  445,000  229,000 23.5% 38.6%

Subtotal gains  216,000  810,000  594,000 60.9% 100.0%

Same  86,000  86,000  -   0.0%

Losses

     Downgraded  382,000  171,000  (211,000) –21.6% 41.9%

     Lapsed new  129,000  n/a  (129,000) –13.2% 25.6%

     Lapsed repeat  163,000  n/a  (163,000) –16.7% 32.4%

Subtotal losses  674,000  171,000  (503,000) –51.5% 100.0%

Total - gifts  976,000  1,067,000  91,000 9.3%

Overall rate of growth

Raising More Money Requires Increasing the 
Fundraising Budget—Wisely
It is not very effective to make overall, bottom-line, lump-
sum budget increases to improve overall, bottom-line, growth 
in giving. It is more effective to do growth-oriented fund-
raising budgeting for maximum ROI by gain/loss category 
within each fundraising program area. The overall growth 
in giving is improved by investing more money in fundraising 

Table 5
Growth-in-Giving (GiG) Report
Gains & Losses for Current Year (Year 2)

Gain/Loss Category
For	Year	2	Donors

Year 1
(A)   

Year 2
(B)   

Gains
(Losses)
(C=B-A) 

Gain/Loss
Ratio

(D%=C/totA)

Percentage
Distribution

(E%= C/tots in C)

Number	of	donors

Gains

     New  n/a 460 460 46.2% 75.2%

     Recaptured  n/a 152 152 15.2% 24.8%

     Upgraded 177 177  -   0.0% 0.0%

Subtotal gains 177 788 612 61.4% 100.0%

Same 149 149  -   0.0%

Losses

     Downgraded 139 139  (316) 0.0% 0.0%

     Lapsed new 316  n/a  (215) –31.7% 59.5%

     Lapsed repeat 215  n/a  (163,000) –21.6% 40.5%

Subtotal losses 670 139  (531) –53.3% 100.0%

Total - gifts 996 1,076 81 8.1%

Overall rate of growth

efforts directed at increasing gains in new, recaptured and 
upgraded gifts and decreasing losses in downgraded, lapsed-
new and lapsed-repeat gifts. 

Putting a new spin on an old maxim, it not only costs 
money to raise money, it costs more money to raise more 
money. However, simply increasing the fundraising budget 
will not automatically increase results. Raising more money 
requires increasing the fundraising budget wisely.

Try using growth-in-giving reports with your CEO and 
board members to help them make wise, growth-oriented 
fundraising budget decisions. 
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The Fundraising Effectiveness Project
The Fundraising Effectiveness Project seeks to help nonprofit organizations measure and compare their annual growth in giving by 
gain/loss categories. The firms in the AFP Donor Software Workgroup have assisted with the design of the FEP survey and are ready 
to help their clients prepare GiG reports as well as respond to the survey. They have developed, or are developing, software modules 
for the FEP survey that eliminate the need for their clients to manually key the fundraising performance data into an AFP Web-based 
version of the survey.

AFP	Donor	Software	Workgroup:
•	 Blackbaud	(The	Raiser’s	Edge®)
•	 DonorPerfect	Fundraising	Software
•	 eTapestry
•	 Mission	Research	(GiftWorks)
•	 MatchMaker	FundRaising	Software	
•	 Metafile	Information	Systems	Inc.
•	 PhilanthrAppeal	(FundTrack	Software)	
•	 ROI	Solutions	
•	 Sage	Software
•	 Talisma	Fundraising	by	Campus	 

Management
•	 Telosa	Software	(Exceed!)

Initial	project	sponsors	(2006):
•	 Association	of	Donor	Relations	Professionals
•	 Association	of	Fundraising	Professionals*
•	 Center	on	Nonprofits	and	Philanthropy	at	the	Urban	Institute*
•	 The	Center	on	Philanthropy	at	Indiana	University
•	 Council	for	Advancement	and	Support	of	Education
•	 Council	for	Resource	Development
•	 National	Committee	on	Planned	Giving	(now	Partnership	for	Philanthropic	Planning)

*	Founding partners, providing resources for the project

To learn more about the FEP, visit www.afpnet.org/FEP. To provide feedback or if you have 
questions, contact FEP coordinators Bill Levis and Cathlene Williams at fep@afpnet.org.

Table 6
Growth-in-Giving (GiG) Report
Gains & Losses for Current Year (Year 2)

Gain/Loss Category
For	Year	2	Donors

Year 1 Year 2 Gains
(Losses)

Gain/Loss
Ratio

Percentage
Distribution

Formulas (A)   (B)  (C=B-A) (D%=C/totA) (E%= C/tots in C)

Amount	of	Gifts

Gains

     New  n/a  236,000  236,000 24.2% 39.7%

     Recaptured  n/a  129,000  129,000 13.2% 21.7%

     Upgraded  216,000  445,000  229,000 23.5% 38.6%

Subtotal gains  216,000  810,000  594,000 60.9% 100.0%

Same  86,000  86,000  -   0.0%

Losses

     Downgraded  382,000  171,000  (211,000) -21.6% 41.9%

     Lapsed new  129,000  n/a  (129,000) -13.2% 25.6%

     Lapsed repeat  163,000  n/a  (163,000) -16.7% 32.4%

Subtotal losses  674,000  171,000  (503,000) -51.5% 100.0%

Total - gifts  976,000  1,067,000  91,000 9.3%

Overall rate of growth

Bill Levis is project manager of AFP’s Fundraising Effective-
ness Project (FEP) and associate scholar for the Center on 
Nonprofits and Philanthropy at the Urban Institute in Wash-
ington, D.C. He has a long history of investigation into fun-
draising costs and productivity with numerous articles, pa-
pers and projects going back to the 1970s, when he organized 

and directed the NSFR Fundraising Cost Study (1975–1981). 
Cathlene Williams, Ph.D., CAE, is a consultant specializing 
in curriculum development, project management and business 
writing. She is a former AFP staff member and is currently a 
consultant to AFP for ACFRE, research programs and other 
professional advancement projects.
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Three Keys to 
Successful Change 
Management
By Gilm a n Sulli va n a nd a m y a da mS

ManageMenT TrendS
Making your working life easier

A successful change initiative first 
requires a solid leadership foundation. 
Effective communications and involve-
ment efforts flow from strong leadership 
of change. Organizations ultimately go 
through change not because they enjoy 
it, but because they want a future level 
of improved performance—they want 
to achieve a vision. Applying lessons of 
the “big three”—leadership, communi-
cation and involvement—can help non-
profits make successful changes.

Leadership
Leaders of nonprofit organizations 
typically approve major changes, which 

Whether an organization is a leading university, a hospital, a 
ministry or an after-school program for children, at some point 
it will undertake a change that it hopes will create a different 
future. Whether that change involves new leadership, diversi-
fied fundraising efforts, expanded missions, mergers, downsiz-
ing, new programs, technology implementation, etc., no matter 
the size of the organization or its mission, one thing is constant:  
Every organization requires people to make its particular 
change a reality. Quite simply, people determine whether the 
change will be successful or not. 

To compound the problem, organizations today operate in a state of 
constant change. It is increasingly obvious that nonprofit organizations no 
longer have the luxury of moving through one change at a time. Regret-
tably, most nonprofits struggle with change at a time when they need to 
flawlessly execute change. Continued on page 44 Ph
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Fundraising History:  
New Ideas From Old Practices
By RuSSell n. JameS iii, J.d., Ph.d., CFP
We all know that sophisticated fundraising is a modern profession, right? Fundraising, of course, has been around for a very long 
time, and you might be interested to know some of the unusual strategies used at different times. In fact, you might even get an 
idea or two!

lottery for education. When state governments began adopting lotteries to help pay for education costs, they were actually 
copying an early university fundraising ploy. In the early days of Harvard University, fundraisers encouraged “donations” by sell-
ing raffle tickets with a chance of winning big cash prizes. The result? Harvard raised some funds, but the managers absconded 
with the money and the plan was abandoned.

newspaper posting. An almost universal approach to fundraising in England during the 1700s was to print an organization’s 
full list of donors in the local newspaper. Just to make sure there was no confusion, donors’ names typically appeared next to 
the exact amount they had given—right down to the pence. In some cases, these reports included not only the donor, but also the 
person who physically delivered the gift. So a minister or lawyer could be publicly recognized as having delivered the gifts, even 
when the original donors wished to remain anonymous. This demonstrated the prestige and influence of the professional as an 
important person to know. (And when was the last time you recognized the lawyer who drafted that large estate gift?)

Benjamin Franklin, fundraising consultant. Ben Franklin was an effective fundraiser for many causes, playing a leading role 
in fundraising for the creation and development of the University of Pennsylvania and Pennsylvania Hospital. What was his advice 
for a successful fundraising approach? “In the first place, I advise you to apply to all those whom you know will give something; 
next, to those whom you are uncertain whether they will give anything or not, and show them the list of those who have given; and 
lastly, do not neglect those whom you are sure will give nothing, for in some of them you may be mistaken.” (Quoted by Arnaud C. 
Marts in Philanthropy’s Role in Civilization, New York: Harper & Row, 1953, p. 97.) So even without using such terms as lead gifts, 
campaign momentum and target marketing, Ben had a good grasp of what worked in fundraising.

Special events in the 1800s. Hosting special events is nothing new in American charity. An 1820s fundraising campaign to 
support the Greek war for independence included “charity balls, fairs, auctions, debating contests and stage benefits.” (Scott 
M. Cutlip, Fundraising in the United States, New Brunswick, N.J.: Rutgers University Press, 1965, p. 9.) Fundraising to relieve the 
Irish Famine of 1879–1880 included “concerts, entertainments, billiards, boxing and bicycle tournaments” and public auctions of 
“donated poultry, Irish greyhounds and other items.” (Merle Curti, American Philanthropy Abroad, New Brunswick, N.J.: Rutgers 
University Press, 1963, p. 91.)

executors become “governors.” On March 19, 1804, The Morning Post of London carried a public notice of the founding of the 
Bible Society. This notice listed the necessary donation levels required to become a member (nonvoting), governor (voting) or 
“governor for life” (voting) of the society. Executors of estates leaving bequests of appropriate size also became “governors for 
life.” In this way, the society encouraged multigenerational involvement in the governance of the nonprofit.

The challenge gift. Smith College in Northampton, Mass., was founded in 1871 by a special kind of charitable bequest. Sophia 
Smith died with a will directing her estate be used to start a new college in the town, “provided the citizens of Northampton within 
two years … shall raise and pay over … to the said board of trustees … the sum of $25,000.” (Scott Cutlip, ibid. p. 20.) They did, and 
Smith College continues to thrive to this day.

Tag days. Around the turn of the century, charitable street solicitations known as “tag days” became very popular. Those 
walking through busy city streets were sure to be confronted many times by volunteers asking for funds. However, in return for a 
gift, the donor received a paper tag to wear, alerting others that the person had given and informing solicitors not to ask again.

The modern campaign. Historian Scott Cutlip credits turn-of-the-century Jewish welfare federations with the earliest mod-
ern-style American fundraising campaigns. These campaigns included surveying the community, creating a card catalog of all 
potential givers, sending a direct-mail piece with response card and visiting the potential donor. Designated committee leaders 
would either visit a neighborhood or select individuals to contact from those they knew. Also, different divisions or teams would 
compete against each other to reach fundraising goals. (Merle Curti, ibid, p. 17.)

Like fashion trends, what is out today in fundraising may be in tomorrow. Although a modern “tag day” might take place on 
Facebook instead of on downtown streets, some core ideas of historical fundraising will continue to reappear. 

Prof. Russell N. James, J.D., Ph.D., CFP, is director of graduate studies in charitable planning at Texas Tech University in Lubbock, Texas, 
russell.james@ttu.edu.

To help managers keep up with the wealth of research on phi-
lanthropy, philanthropists and fundraising, the following review 
provides some interesting findings.
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involves investing hard-earned funds in 
most cases. At the same time, nonprofit 
leaders often see their approval as the 
ultimate show of support for an initia-
tive and the end of their involvement. 
However, that approval is not enough. 
Because people need to “see it to be-
lieve it,” leadership of successful change 
requires more than an endorsement or 
a signature on a check. It requires vis-
ible, vocal and consistent support for 
the change.

As nonprofit professionals, you do 
not get to choose the people who lead 
your organizations. Nonprofit execu-
tives run the gamut of leadership styles, 
from distant and challenging to open 
and supportive. How can nonprofits 
successfully use their leaders—of every 
type—to drive change? Following are a 
few suggestions:

1. Plan how and when to strategical-
ly use an executive to drive the change 
throughout the life of the initiative. 
Choose interventions that will have a big 
impact with a small investment of time. 
For example, ask the executive to spend 
10 minutes at the beginning of a staff 
meeting or send a short, personal e-mail 
expressing his or her pleasure at reach-
ing an interim milestone. Provide talk-
ing points so the executive understands 
and can easily state the message he or 
she needs to convey. Be sure to sched-
ule the executive in advance for these 
planned efforts. Many leaders are open 
to helping if the impact on their time is 
minimal and they feel well-prepared.

2. Educate your organization’s senior 
leadership team on its role in supporting 
the initiative and gain everyone’s per-
sonal commitment. You may be an ex-
pert change agent, but if the leadership 
does not demonstrate consistent sup-
port, the staff receives a mixed message. 
An organization’s leaders give up the 
right to object once a change has been 
agreed upon—they must publicly and 
privately support the effort. When staff 
members see leadership back-biting the 
initiative, it gives them permission to 
do the same. 

3. Provide midlevel managers 
with tools to handle resistance if and 
when they encounter it. Similarly to 

top leaders, midlevel managers must  
demonstrate their support for the change. 
Make this easier for them by ensuring 
they are comfortable with the reasons 
for the change, as well as the benefits 
to—and obligations of—the employees. 

4. Equip both senior executives and 
midlevel managers to be empathetic but 
not sympathetic to employee concerns. 
Managers need to listen and decide if it 
is a meaningful issue or merely a con-
cern driven by fear of change. If it is 
a fear of change, remind employees of 
the larger organizational drivers behind 
this effort and that managers need—
and are counting on—their support.

Communication
Communication is a challenge for all 
organizations, both for-profit and non-
profit. Anyone who works for nonprof-
its gets too much e-mail and often does 
not have enough time to attend meet-
ings. In this hectic environment, those 
guiding major change may be tempted 
to limit communication, especially if 
people already seem enthusiastic about 
the change. Don’t fall into this trap! 
Enthusiasm should not be interpreted 
as commitment any more than silence 
should be interpreted as agreement. 
Communication is absolutely critical to 
the success of organizational change.

Organizations that make changes 
successfully tend to follow very struc-
tured steps:
•	Give	a	name	to	the	change	initiative.	

Names such as “Project Success,” 
“New Tomorrow” or “Connection” 
inspire and generate feelings that 
something like “Jane’s Project” or 
“The “Database Project” does not.

•	Develop	a	case	for	the	change	just	as	

you would develop a case for support 
for a campaign. Facts are important, 
but overwhelming people with facts 
can cause them to tune out. Many 
nonprofit employees are drawn to 
their jobs because of a belief in the 
mission, so appeal to your team’s emo-
tions by painting a mental picture. For 
example, a homeless shelter stream-
lining its client intake process might 
describe the details of the improved 
experience needy families will have as 
a result of the change. The ability to 
steward donors more effectively and 
ultimately raise more funding could 
be the motivator for a technology 
project. Paint a word picture about 
the future and ensure that all leaders 
and managers deliver that message.

•	Express	 faith	 that	 the	 organization	
can make the transition and provide 
clear directions for getting there. At 
organizations that have not success-
fully made changes, people may be 
hopeful, but privately they may doubt 
their abilities to make such changes. 
Organizations sometimes wrongly as-
sume their staff will magically know 
how to operate once the change is 
in place. Painting the picture helps 
people understand where they are 
going and how the goal will be ac-
complished. Communicate the expec-
tations and detailed steps they need to 
take to make the change successful.

•	Create a detailed communications plan
that focuses on stakeholders and their 
concerns. Stakeholders are anyone 
with an interest in the change—de-
partments, managers, board members, 
volunteers, constituents, etc. Commu-
nications plans define accountability.

°	 List the communications that 
audiences need to receive by 
stakeholder group. If you do not 
know what the stakeholders are 
concerned about, ask them!

°	 For each intervention, list the 
type of communication (e-mail, 
meeting, etc.), the author, the ap-
prover, the message content and 
the date it will be delivered. 

°	 Include more than just e-mail com-
munications in the plan. Meetings, 
conference calls, e-newsletters, 

enthusiasm 
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celebrations and posters by the 
coffee machine can be effective 
ways to encourage support for the 
transition.

° Outline communications for the 
life cycle of the initiative. For ex-
ample, plan communications that 
describe progress and praise the 
success of interim steps toward 
your goal.

° Reassess the communications plan 
periodically. Never assume com-
munications have actually taken 
place unless you check. Adjust 
dates and add new stakeholder 
groups as needed.

Involvement
Human beings will rarely resist a 
change they helped create. Involving 
people throughout the organization in 
the change initiative builds a sense of 
ownership and commitment to the new 
transition or enterprise. Involvement 
also provides a channel to raise ideas 
and concerns that can be addressed 
through communications. Under pres-

sure to do more with less, people who 
work at nonprofi ts have seen their 
workloads increase and have less avail-
able time, so it is important for change 
leaders to involve people in ways that 
are meaningful, yet have minimal im-
pact on the work of the organization.
•	For	task	forces	or	focus	groups,	choose	

a mix of people to participate. Include 
a range of those who are usually on 
board, those who speak their mind 
in disagreement and people who can 
infl uence their peers. Ensure that all 
departments affected by the change 
are represented.

•	Not	everyone	can	be	directly	involved	
in the change, so create opportuni-
ties for people to participate and give 
feedback. Town hall meetings, status 
update calls, Q & A sessions, cel-
ebrations and suggestion boxes are 
all good ways to involve people and 
gather information about their ideas 
and concerns. 

•	Resist	the	urge	to	“skip	involvement.”	
Sometimes leaders and managers who 
believe they know best impose change 

from the top down. They would rath-
er not waste time on activities they 
believe produce no benefi t. In that 
regard, remember that an organi-
zation needs its people to make the 
change a reality. Organizations begin 
to change as a result of simply ask-
ing people to participate in ways they 
never have before. 
The three key elements to successful 

change—leadership, communications 
and involvement—build upon one an-
other to deliver the commitment em-
ployees need to achieve success. Other 
ways to help support change include cel-
ebrating early success and project mile-
stones, training staff on new tools or 
processes and employing team-building 
exercises. However, none of these addi-
tional components will have any impact 
without the “big three.” 

Gilman Sullivan is practice manager, 
change management, and Amy Adams 
is principal consultant, change manage-
ment, for Blackbaud in Charleston, SC 
(www.blackbaud.com).

Increase your impact in 2011.

978-0-470-58698-3 • October 2010 
List Price: $45.00 • AFP Price: $36.00 

978-0-470-58158-2 • October 2010
List Price: $49.95 • AFP Price: $39.96

978-0-470-28691-3 • October 2010 
List Price: $39.95 • AFP Price: $31.95

Visit the AFP Online Bookstore at www.afpnet.org.

www.afpnet.org   Advancing Philanthropy    45



For more on career issues, visit www.afpnet.org. Search: Professional Development

Making the Move: 
Transitioning to the 
Nonprofit Sector
By Paul Gie t zel a nd Pa mel a Cook , aCFRe

WWhen people want to leave a for-profit career and begin one 
in the nonprofit sector, their motivations range from a com-
mitment to “give back to the community” to a desire to “enter 
a less stressful environment.” Some have extensive volunteer 
experience they want to leverage into a career. Others simply 
need a new position and have seen nonprofit openings listed.

While search firms are seeing a large number of applicants trying to 
transition from the corporate to nonprofit sector, only a handful of these 
candidates are actually hired by nonprofits.

Furthermore, those who do join the nonprofit world often face chal-
lenges. Nonprofit hiring managers note that career changers frequently un-
derestimate the importance of inclusive, collaborative decision making and 

Your Career
Ideas and resources to help advance your career

are impatient in working with boards 
and other volunteers. They do not fully 
understand the differences between the 
nonprofit and for-profit world or why 
some strategies that are effective in the 
corporate world do not work in non-
profits. Some find it difficult to promote 
a mission rather than a product.

Nevertheless, many candidates do 
succeed in making the transition. If you 
are considering a transition, what can 
you do to increase your chances of suc-
cess in your search and on the job?

1. Determine whether or not you 
are committed to making the transi-
tion. Nonprofits require employees to 
be committed to the organization’s mis-
sion. This commitment cannot just be 
stated—it needs to be demonstrated. If 
you cannot demonstrate commitment to 
the nonprofit sector, it becomes difficult 
to demonstrate commitment to a specific 
organization. Commitment can involve 
volunteering, researching the sector and 
learning how to speak the language. Be 
realistic about how much work you are 
willing to undertake to be competitive. 

2. Talk to others who have moved 
from corporations to nonprofits. Ask 
these individuals how they made the 
transition. Find out what they find most 
rewarding and most challenging about 
their jobs. Seek their advice on which 
aspects of their previous experience 
they have found most applicable and 
how to position your experience. 

3. Have realistic expectations of the 
work environment in the sector. Non-
profits support a mission and they work 
hard to reduce overhead. You will likely 
find smaller staff, reduced budgets, less 
office space and older technology. Un-
derstand the constraints and be confi-
dent that you can work within them. 

While an organization may have 
inspiring goals that you support, your 
day-to-day activities will vary from 
mundane to stressful. If you work for 
an organization seeking cures for child-
hood cancers, you are unlikely to dis-
cover the cures yourself. Furthermore, Jo
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you often may find yourself working in 
emotionally difficult situations. 

4. Determine which sectors excite 
you. Reflect on the kinds of organiza-
tions in which you would like to work 
and identify those where you already 
are involved and committed as a volun-
teer or donor. Do you spend your free 
time going to the symphony or dramatic 
productions? Are you a volunteer for 
your child’s school? Do you read every 
news report about a particular health 
issue? Do you organize beach cleanup 
days? 

If you already work in a for-profit 
industry related to nonprofits, such as 
healthcare or education, you may find 
your experience more valued than it 
would be if you entered a new field.

5. Think about the size and orga-
nization of a nonprofit in which you 
would like to work. Have you had suc-
cess in large organizations with mul-
tiple layers of authority or do you thrive 
in small organizations? The nonprofit 
sector encompasses large organiza-
tions, such as universities and hospitals, 
as well as founder-led agencies with a 
handful of paid employees. Nonprofits 
can be hierarchical or flat. Some want 
specialists and others seek people who 
are versatile. There are new models 
in venture philanthropy and revenue-
generating subsidiaries that might lend 
themselves to individuals with business 
backgrounds. Focus on the kind of or-
ganization that best suits your style.

6. Obtain experience in the nonprofit 
sector. Volunteer, serve on a board, raise 
money for your alma mater or take on 
a project pro bono. Do everything you 
can to understand the nonprofit sector 
and build your skills, experience and 
connections. By volunteering, you will 
obtain actual nonprofit experience to 
list on your résumé. More importantly, 
you will demonstrate commitment and 
gain a better understanding of whether 
you really want to work in the nonprofit 
sector or would rather support the sec-
tor as a volunteer and donor.

7. Evaluate your experience and your 
transferable skills for the job you are 
seeking. There are many different po-

sitions in nonprofits, divided primarily 
between programs and administration. 
In administration, positions can include 
executive, development, finance, com-
munications, marketing and human re-
sources. Within development, you may 
be able to specialize in corporations, 
foundations, annual giving, special 
events, major gifts, planned gifts or re-
search. Think about the kind of role that 
matches your skills and experience most 
closely and focus on those positions.

8. Determine the appropriate salary 
level for the positions you are seeking. 
Conduct research on compensation for 
specific positions within organizations 
on Guidestar (www.guidestar.org). Re-
view salary surveys and look at sala-
ries posted in ads. After that, determine 
what salary range you are willing to ac-
cept at a nonprofit. Do not expect to 
be compensated at a higher level than 
previous incumbents because of your 
corporate experience. 

9. Do your homework. Every organi-
zation wants you to have a clear under-
standing of its mission and goals. Re-
view the nonprofit’s website and make 
sure that you can embrace what it does. 
Understand the sources of revenue and 
the staff structure. Use Guidestar to re-
search the organization’s finances (see 
the Form 990).

10. Network. Nonprofits have many 
networking organizations where you 
can meet professionals in the field, im-
prove your skills, and even volunteer. In 
development, look to the Association of 
Fundraising Professionals (www.afpnet.
org) and the Foundation Center (http://
foundationcenter.org). In other sectors, 
ask people who work in the area about 
other groups that may be helpful. 

Have informational interviews with 
individuals who hold positions that in-
terest you. People in nonprofits are fre-
quently generous with their time and 
excited about what they do.

Talk to your colleagues in the busi-
ness world. Many people have links 
to nonprofits and may have ideas on 
people you should meet.

11. Increase your skills. If you are 
committed to a transition, remember 

that while you may have done simi-
lar kinds of work, you have not used 
the same nonprofit tools, language or 
governance structures. Take courses in 
your areas of interest and read books, 
articles and blogs about the sector. 
Many universities now offer courses 
in nonprofit management, and there 
are conferences and meetings that take 
place around the world.

12. Be proactive and explore this 
option before your leave your current 
position. As with any job search, it is 
easier to find the next position when 
you are still employed. With a switch to 
the nonprofit sector, it is likely to take 
even longer, so give yourself enough 
time.

13. Be prepared to start at a lower 
level. For high-level positions in non-
profits, you will be competing with in-
dividuals who have direct experience. 
If you are truly committed to making 
a move, you may need to accept a job 
at a lower level than the one you cur-
rently hold.

14. Take advantage of resources. 
There are many books and websites that 
can help you understand how to make a 
transition, including the following:
•	Bridgestar	(www.bridgestar.org)
•	Change	Your	Career:	Transitioning	
to	 the	 Nonprofit	 Sector by Laura 
Gassner Otting (Kaplan Publishing, 
2007), paperback, 270 pages

•	From	Making	a	Profit	 to	Making	a	
Difference:	 How	 to	 Launch	 Your	
New	Career	in	Nonprofits by Rich-
ard King (Planning Communications, 
2000), hardcover, 178 pages

•	The Nonprofit Career Guide: How to
Land a Job That Makes a Difference
by Shelly Cryer (Fieldstone Alliance, 
2008), paperback, 300 pages

•	Search:	 Winning	 Strategies	 to	 Get	
YourNext Job in theNonprofitWorld
by Larry Schlesinger (Piemonte Press, 
2004), paperback, 104 pages 

Paul Gietzel and Pamela Cook,
ACFRE,	work	 for	Pamela	Cook	De-
velopment	Search,	an	executive	search	
firm	 in	 the	 San	 Francisco	 Bay	 Area	
(www.pamelacook.com).
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WWe are all now wending our way through the “great recession” 
and adjusting to the “new normal.” It may be that we still do 
not recognize what the “new normal” looks like in totality, 
but we are tentatively moving forward in a new landscape for 
the nonprofit community, with an eye toward thriving under 
change.

A lot has happened in the charitable gift-planning community as a result 
of the stock market crash and recession. Situations occurred that were 
never before even considered possible, making everyone more cognizant of 
the role planned giving plays in nonprofit finances and the lives of donors. 
To illustrate, consider the following:

1. The federal government has worked to keep interest rates low in 
order to stimulate the economy. As a result, donor interest in charitable gift 
annuities has increased because they eliminate the donor’s market risk and 
the gift-annuity rates compare so well against the very low return on bank 
deposits and CD’s. You would think many nonprofits with gift-annuity 

For more information, visit www.afpnet.org. Search: Planned Giving

philanthropic planning
Trends in bequests, endowments and the gift-planning process

adjusting to—and thriving 
With—the “new normal”
By Lorri M. Greif, Cfre

programs would welcome this increased 
contributor interest (and many do), but 
some have actually decided to stop issu-
ing gift annuities because of complica-
tions resulting from the market crash 
and lowered returns.

Assets held in charitable gift annu-
ity reserve accounts of some nonprofits 
lost so much in value with the market 
crash that they fell below the required 
amount, and some organizations had to 
scurry to find funds to replenish these 
accounts to meet state requirements. 
Fear of this happening again has lim-
ited the offerings of gift annuities by a 
few organizations. This decision means 
their donors cannot get new annuities 
from them anymore (and will go else-
where) and the nonprofits cannot take 
advantage of annuity payments that 
would be made at today’s lower rates, 
thus leveraging risk.

2. The portfolios of some charita-
ble remainder trusts fell substantially, 
and the investments were so distressed 
that the trust would either terminate 
earlier than expected, leaving noth-
ing for the charity, or end up making 
significantly lower payouts due to the 
decrease in asset value, depending on 
the type of trust. Each situation results 
in little, if anything, for the beneficiary 
nonprofit(s) and extremely unhappy 
contributors, who would not receive 
the anticipated payouts.

3. The monthly rate used by the 
Internal Revenue Service (IRS) for 
valuing the remaining charitable por-
tion for split-interest planned gifts (also Al
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known as the 7520 rate) fell to record 
lows—twice. This causes problems 
in establishing new gift annuities for 
some donors because the requirement 
of at least 10 percent remaining for the 
charity cannot be met. The lower 7520 
rates mean some “younger” annuitants 
might outlive the annuity’s ability to 
fund their payments; the charity would 
get nothing and end up needing to make 
payments from another source. 

4. On the brighter side, the very 
low 7520 rate made creating charitable 
lead annuity trusts very attractive and 
unusually popular because it became 
much easier to significantly lower any 
transfer tax liability, especially when 
funded with depressed assets expected 
to eventually rebound. Charitable lead 
trusts involve current charitable pay-
ments over a period of time, rather than 
a deferred benefit to a charity, so they 
bring in much-needed revenues. (The 
new estate tax law now in effect makes 
this a less-attractive situation for most 
donors.)

These circumstances may sound dif-
ficult, and complicated situations have 
arisen over the past two years. Some 
gifts have more technical requirements 
than others. The necessity of learning 
to understand the intricacies of a chari-
table gift-annuity program and chari-
table trusts may make it less appealing 
to some nonprofit fundraisers at first. 
Actually, having a better understand-
ing allows for a more professionally 
run program and helps an organization 
determine appropriate gift acceptance 
policies for its situation. This ultimately 
allows for more gifting that is beneficial 
to all parties.

It is also clear that because of more 
nonprofit disclosures and economic 
news, contributors now re-evaluate 
their charitable motivations on a regu-
lar basis. They expect more transpar-
ency and look at program impact in 
addition to spending ratios. Further-
more, many donors are also considering 
who gets how much and whether it is 

wiser to contribute cash, stock, retire-
ment account assets, etc. This is actu-
ally good news. Better-informed donors 
can become more active and committed 
to the nonprofits they support.

Development professionals now have 
more frequent conversations about gift 
planning with cash-strapped or nervous 
donors and have learned committed 
supporters are often happy to include 
bequests in their estate plans when 
asked (regardless of whether there is 
an estate tax or not). That is because 
most bequests and other planned gifts 
start with charitable intent and rarely 
because of the tax code. Approxi-
mately 85 percent of planned gifts are 
bequests, one of the simplest ways to 
make a deferred gift.

The belt-tightening caused by the 
“great recession” may have speeded up 
the process of nonprofits’ integrating 
planned giving into their fundraising 
campaigns. Planned giving has long 
been discussed by so many organiza-
tions as something that would eventu-
ally be taken up—the operative word 
being “eventually.”

However, faced with donors who 
were contributing less, seriously 
strapped for funds and concerned 
about job security and paying their 
bills, some development professionals 
faced situations that they had not expe-
rienced before. As a result, they had to 
stretch and ask in ways that were more 
uncomfortable for them. This was the 
perfect opportunity to speak about a 
deferred gift—something that did not 
take money out of the donors’ pockets 
when they were trying to hang on to 
cash.

With the possibility of nothing hap-
pening in the face of a solicitation of a 
loyal contributor, some fundraisers took 
the plunge and followed up with, “I’m 
so sorry you’re going through this, but 
I know you really care about our work. 
Would you consider doing something 
for us for the future, something that 
won’t cost you a penny now, perhaps 

adding a bequest for us in your will?”
Most likely, many fundraisers are 

turned down on their first foray into 
this new terrain. This is the most donor-
centered form of fundraising there is, 
and strong relationship-building is 
essential for success. However, this 
process also has led to an increase in 
interest and more training in gift plan-
ning, marketing techniques and what is 
required to successfully ask for planned 
gifts. Research has shown that only 
about one-third of those who make a 
bequest to a charity self-identify early. 
Some of these “first-time” planned-gift 
solicitations may actually pay off in the 
long run, especially if the relationship 
grows and the solicitation is repeated.

Of course, there have been some 
recession-based setbacks in the planned-
giving community, but on the positive 
side the ice has been broken when it 
comes to including planned giving as 
part of a comprehensive fundraising 
program:
•	Development	professionals	are	learn-

ing more about planned giving and 
beginning to hone new solicitation 
skills.

•	The	 sector	 has	 seen	 the	 benefits	 to	
those organizations that have long-
time programs in place and are receiv-
ing bequests that can cover budget 
gaps resulting from smaller annual 
gifts and less revenue.

•	Endowments	that	fell	“under	water”	
can be replenished with planned 
gifts.

•	Donors	are	savvier	than	ever	regard-
ing new ways to give, especially when 
cash is tight or when they want to give 
even more than usual.
The “new normal” will involve many 

changes for nonprofits, but it already 
seems to include a lot more planned-
giving activity. 

Lorri M. Greif, CFRE, is president 
of Breakthrough Philanthropy Inc. in 
New York City (www.breakthrough 
philanthropy.com).
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The Five P’s of 
Marketing the 
Smaller Nonprofit
By El a inE FogEl

BeST BeTS 
Big ideas for the small shop

Marketing in smaller nonprofit organizations can appear 
daunting. There are fewer employees (or often just one) with 
multiple responsibilities, little to no marketing budget and an 
overwhelming array of marketing activities. On top of that, the 
staff often lacks marketing expertise. No wonder smaller shops 
tend to evade marketing.

However, without marketing, smaller organizations put themselves at 
an enormous disadvantage, frequently operating on a shoestring budget 
while they remain “the best-kept secret in town.” This lack of aware-

ness by their target audiences creates a 
Catch-22 situation: no marketing, no 
money, no mission. These organizations 
often function reactively, trying to stay 
solvent, which can have a domino effect 
on staff morale and retention.

In their book Guerrilla Marketing for 
Nonprofits (Entrepreneur Press, 2010), 
co-authors Jay Conrad Levinson, Frank 
Adkins and Chris Forbes write: “Every-
one knows increasing donations, attract-
ing volunteers and creating demand for 
programs, services and products can 
turn an organization around. But hardly 
anyone in the nonprofit world seems to 
realize the process to make that happen 
is found in marketing.”

So how can smaller nonprofits man-
age marketing, build awareness of their 
missions and improve fundraising ef-
forts? It takes the five P’s of smaller 
nonprofit marketing: passion, planning, 
people, propulsion and perseverance.

Passion
Good marketing requires passion. Small-
er nonprofits have longer journeys to suc-
cess, so having the heart and commit-
ment from the start is essential. This also 
means getting buy-in from the board and 
decision makers. There are enough chal-
lenges to shoestring marketing without 
adding a lack of support from the top.

Planning
Many organizations, regardless of size, 
frequently conduct marketing tactics 
without developing a strategy first. As 
Lewis Carroll once said, “If you don’t 
know where you are going, any road 
will get you there.”

Marketing the smaller nonprofit be-
gins with a strategic plan. You cannot 
market programs, services or mission 
without a solid vision and long-term 
objectives. Je
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The first step is to develop a business 
and marketing plan. Although most or-
ganizations do not undertake this exer-
cise, it is as important in the charitable 
sector as it is in the business world. A 
business and marketing plan need not 
be a dissertation, but rather an abbrevi-
ated version of a full-fledged plan. It en-
courages organizations to evaluate their 
situations, gauge their donors’ perspec-
tives and motivations to give, establish 
marketing objectives, understand their 
financial capabilities and identify their 
top-priority tactics.

People
People who support your mission can 
be your eyes and ears both off-line and 
online. Engage them for ongoing guid-
ance, ideas and feedback. Empower 
them to become ambassadors of your 
brand and champions of your cause. 
They have the ability to spread the word 
about your mission, becoming valuable 
members of your marketing team. After 
all, it is crucial for your nonprofit to 
develop a customer-centric focus if it is 
to survive and thrive.

Use communication channels such as 
social media, online surveys and, yes, the 
old-fashioned telephone. In order to get 
the most value, ask a specialist to review 
survey questions and telephone scripts 
to ensure they are crafted correctly and 
not ambiguous or misleading.

Open your online community as 
much as possible to connect with new 
people. Allow events to happen or-
ganically; give up control and watch 
as good things begin to transpire. To 
manage risk, monitor your online brand 
reputation and conversations using free 
and low-cost Web-based tools such as 
Google or Yahoo alerts, Social Men-
tion Alerts, Twitrratr, Addictomatic, 
BoardTracker Discussion Search, 
HowSociable or Sprout Social. Analyze 
your website and/or blog regularly, us-
ing tools—Google Analytics, Clicky, 

PostRank Analytics or Histats, to name 
a few—to identify your visitors’ loca-
tions, their preferred search terms and 
many other important metrics.

Websites such as Elance, Freelance 
Forum and FreelanceSwitch allow you 
to post projects online, to which inter-
ested freelancers may apply. In most 
cases, fees are very affordable. If you 
require additional marketing advice or 
have specific questions, try using Aard-
vark or Quora. Both free formats allow 
you to post questions for others in the 
community to answer. Join LinkedIn 
groups such as Non-Profit Marketing, 
Nonprofit Marketing and Fundrais-
ing Tips and, of course, the AFP On 
Fundraising group. These “people” re-
sources can bring a wealth of expertise 
and knowledge to your team.

Propulsion
When your organization is small, getting 
the word out and propelling your mis-
sion forward takes gumption. You have 
to be creative and develop a fearless atti-
tude if you want to compete with bigger 
organizations. As long as your nonprofit 
stays true to its mission, while remaining 
tasteful and professional, there is noth-
ing to lose by being bold.

Off-line: As your budget allows, 
integrate traditional marketing tech-
niques, such as printed mail, radio and 
television. Studies show that a mix of 
distribution channels is the most ef-
fective way of reaching your target 
audience.

Come up with attention-getting 
events and “stunts” that will attract 
media interest, crowds and buzz. Get 
appropriate permission to hold public 
lunchtime events that draw business 
crowds or ask shopping mall manage-
ment for weekend opportunities. Dress 
in a themed costume, if appropriate; 
give out snacks or branded promotional 
products to passers-by; and create a vi-
sual spectacle. If your mission includes 

advocacy, set up a petition table, have 
materials available, a banner and a vol-
unteer or pro bono photographer/vid-
eographer recording the event for your 
newsletter, social media sites and other 
marketing collateral. Enlist business 
partners in co-branded theme days and 
be on site for activities. Ask trade show 
organizers if you can set up a booth and 
become their charity of choice.

For all these tactics, make sure you 
send a media kit to local print and 
broadcast outlets along with an item that 
stands out. For example, a breast can-
cer charity sent out teaching aids—small 
breast models with lumps that promote 
breast self-examination. Bold and cre-
ative measures can gain attention.

Online: Electronic communication 
gives your organization limitless op-
portunities to propel its brand through 
viral marketing. Of course, your audi-
ence will decide whether something 
“goes viral,” so there are no guarantees, 
yet many nonprofits have been very suc-
cessful with this approach. Posting vid-
eos to YouTube, for example, does not 
always require professional production. 
A simple camcorder can suffice, or you 
can ask video production students to 
help. (Check out YouTube’s nonprofit 
program.)

To illustrate, a video produced by 
employees at the Providence St. Vincent 
Medical Center in Portland, Ore.—
“Pink Glove Dance for Breast Cancer 
Awareness”—has had more than 12 
million views. Imagine what might have 
happened if the organization had added 
a fundraising call to action at the end.

Another way to acquire new sup-
porters is to work on search engine 
optimization (SEO). Although you can 
outsource this to an SEO expert for 
a fee, there are organic ways you can 
achieve more website traffic and higher 
search engine ranking:
•	Write	quality	 content.	Bring	people	

back and encourage them to share 

People who support
your mission can be your eyes and ears  
both off-line and online.
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your articles, blog posts and social 
media content.

•	Make	sure	you	use	keywords	and	key-
word phrases in everything you post 
online. Include your nonprofi t’s ideal 
words and phrases so more people can 
fi nd your site using search engines. 

•	Submit	content	to	free	external	online	
sources. Submit news releases to on-
line news release sites and articles to 
ezinearticles, HubPages, GoArticles, 
Article Dashboard and Articlesbase, 
among others. The more external links 
you have to your website and blog, the 
better.

•	Ask	 your	 corporate	 and	 business	
partners to post links on their sites 
to your site.

•	Register	your	website	and	blog	on	so-

cial bookmarking sites, such as Digg, 
Yahoo Buzz, StumbleUpon and De-
licious. Complete your profi le pages 
using your organization’s keywords.

•	Comment	 on	other	 blogs	 and	 sites.	
Each time you add a comment to a 
blog, a LinkedIn discussion or other 
social sites, use your website URL to 
increase its SEO.

•	Add	 social-sharing	 options	 to	 your	
sites, such as ShareThis and AddThis.

Perseverance
Smart marketing on a limited budget is 
all about having patience and persever-
ance. Smaller nonprofi ts that attempt 
a marketing tactic once and see it fail 
or produce lackluster results are often 
eager to abandon it quickly. It frequent-

ly takes patience, perseverance and a 
longer-term effort to see it pay off. If, 
after tweaking a few times, a marketing 
tactic does not meet expectations, park 
it and move on. 

Marketing smaller nonprofi ts suc-
cessfully takes a strategic approach, 
sound marketing principles, external 
support and a gutsy attitude. Use your 
passion for the cause, plan strategically, 
engage people, be bold and, above all, 
persevere. Celebrate each success, and 
your smaller nonprofi t will begin to see 
increasing results. 

Elaine Fogel is president and CMO of 
SOLUTIONS Marketing & Consulting 
LLC, in Scottsdale, Ariz. Her blog is at 
http:elainefogel.net.

Smart marketing
on a limited budget is all about having 
patience and perseverance.

Registration is open for the 2011 AFP international Conference 
on Fundraising. More than 4,000 professionals will come together 
in Chicago for a three-day immersion to share experiences and 
strategies that work. It’s a place to gain insight from industry and 
world leaders, an opportunity to learn breakthrough fundraising 
tactics, and a forum for sharing best practices with colleagues  
from across town and around the globe. See you in Chicago!

Visit conference.afpnet.org for more information  
and online registration.

48th AFP InternAtIonAl ConFerenCe on FundrAIsIng

PersPeCtIVes For  
your ProFessIon
Stories to inform, teach and inspire…
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Leadership Donors
(Donors of $1,000 or more)

Sandra A. Adams, ACFRE
Jimmie R. Alford
Nowshad Ali, CFRE
James H. Allen, ACFRE
Anthony R. Alonso
Helen B. Arnold, CFRE
Terry B. Axelrod
Ron Bailey, CFRE
Dr. William F. Bartolini, ACFRE
Joan V. Black, CFRE
Brian J. Bonde, ACFRE
June J. Bradham, CFRE
Timothy R. Burcham, CFRE
Melinda Conway Callahan, CFRE
Kevin J. Callanan, CFRE
Sonya Campion, CFRE
Diane M. Carlson
Kristina J. Carlson, CFRE
Robert E. Carter, CFRE
Barbara L. Ciconte, CFRE
Thomas J. Clark, CAE
Mark Climie-Elliott, CFRE
Vincent F. Connelly
Shirlene Courtis, CFRE
David M. Coyne, CFRE
Robert J. Crandall, CFRE
Peggy E. Darby, CFRE
Curtis C. Deane, CFRE, CAE
Michael Delzotti, CFRE
D. C. Dreger, ACFRE
Leah G. Eustace, CFRE
Lona M. Farr, Ph.D., ACFRE
Patrick Feeley, CFRE
Alice L. Ferris, ACFRE
Robert E. Fogal, Ph.D., ACFRE
Kevin J. Foyle, CFRE
Derek D. Fraser, CFRE
Laura Fredricks
Jay Frey, CFRE
Kenneth C. Frisch, ACFRE
Paul M. Gardner, Ph.D., CFRE
Amanda Gellman
Mary Jean Gilbert, CFRE
Walter R. Gillette, ACFRE
Joseph Michael Gillmer, CFRE, CSPG
Marshall H. Ginn, CFRE
Joseph K. Goepfrich, CFRE
Gary L. Good, CFRE
Travis N. Gray
Pati Greenwood, CFRE
Claude H. Grizzard Sr.
Margaret A. Guellich, CFRE
Lori Gusdorf, CAE
Theresa F. Haenn, CFRE
Christopher Haig
Ann M. Hale, CFRE
Bill Hallett, Ph.D., ACFRE
Sean D. Hammerle, CFRE
Robbe A. Healey, ACFRE
Les Helmuth, CFRE
Marnie Hill, CFRE
Suzanne Hittman
Grace Hong
Susan Earl Hosbach, CFRE
Alan R. Hutson Jr., CFRE
Paula Jenkins, CFRE
John Elliott Joslin, CFRE
Yezdyar S. Kaoosji, CFRE
John Kelleher, CFRE
John G. Kelly
Marcia M. Kerz, CFRE
Audrey P. Kintzi, ACFRE
Martha M. Kirkland
Shauna Klein, M.A.
Vicki Kranenburg
Barbara Larson
Stephen M. Levy, CFRE
Tania Little, CFRE
Timothy D. Logan, ACFRE
Claudia A. Looney, FAHP
Harry Lynch, CFRE
Linda Lysakowski, ACFRE
Adele MacDonald, CFRE
Paulette V. Maehara, CFRE, CAE
Grant E. Martin, CFRE
Richard K. Martin, CFRE
Andrea McManus, CFRE
Sen. Terry M. Mercer, CFRE

Thomas W. Mesaros, CFRE
Joyce M. Mitchell-Antoine, CFRE
Ann H. Moffitt, ACFRE
Patricia A. Moran, CFRE
William M. Moran, FAHP, ACFRE
Luce Moreau, CFRE
Colette M. Murray, CFRE
Tony Myers, CFRE
Mark A. Neville, CFRE
Joshua R. Newton, CFRE
Paul F. Nowak, CFRE
Nicholas Offord
Mark S. Peterson, CFRE
Janice Gow Pettey, CFRE
Jill A. Pranger, ACFRE
Paul Pribbenow, Ph.D., CFRE
Nancy Kelly Racette, CFRE
Debra Ramage, CFRE
Stuart Reid
Susan F. Rice, Ed.D., ACFRE
Patricia Rich, ACFRE
Donald G. Rizzo, CFRE
Barbara Gill Rogus, CFRE
Marc S. Saffren, CFRE
Philip G. Schumacher, ACFRE
Martha H. Schumacher, ACFRE
Philip G. Schumacher, ACFRE
Steven S. Smith, CFRE
Roberto M. Soto-Acosta
Scott C. Staub, ACFRE
Dennis Stefanacci, ACFRE
Paul J. Strawhecker, MPA, ACFRE
Barbara Ellen Talisman
Don W. Taylor, CFRE
Robert Ernest Wahlers, CFRE
Christopher Watson
Andrew Watt, FlnstF
David P. Whitehead
Karen D. Willson, CFRE

Chapters with 100 Percent 
Chapter Board Participation
AFP AR, Northwest Chapter
AFP AB, Calgary & Area Chapter
AFP AB, Edmonton & Area Chapter
AFP AK, Alaska Chapter
AFP AZ, Northern Chapter
AFP BC, Vancouver Chapter
AFP BC, Vancouver Island Chapter
AFP CA, Capital Chapter
AFP CA, Desert Communities Chapter
AFP CA, Greater San Fernando Valley Chapter
AFP CA, Orange County Chapter
AFP CA, San Diego Chapter
AFP CA, Santa Barbara/Ventura Counties 

Chapter
AFP CO, Colorado Chapter
AFP CT, Fairfield County Chapter
AFP DC, Washington DC Metro Area Chapter
AFP FL, First Coast Chapter
AFP FL, Indian River Chapter
AFP FL, Palm Beach County Chapter
AFP FL, Southwest Chapter
AFP FL, Suncoast Chapter
AFP FL, Treasure Coast Chapter
AFP GA, Greater Atlanta Chapter
AFP HI, Aloha Chapter
AFP IA, Eastern Chapter
AFP IA, Greater Tri-State Chapter
AFP IL, Chicago Chapter
AFP IL, Quad Cities Chapter
AFP IL, Rockford Area Chapter
AFP IN, Michiana Chapter
AFP KY, Bluegrass Chapter
AFP LA, Greater Northshore Chapter
AFP MB, Manitoba Chapter
AFP MD, Maryland Chapter
AFP NC, Cape Fear Region
AFP NC, Charlotte Chapter
AFP ND, Northern Plains Chapter
AFP NE, Nebraska Chapter
AFP NM, New Mexico Chapter
AFP NS, Nova Scotia Chapter
AFP NY, Central Chapter
AFP NY, Long Island Chapter
AFP OH, Central Chapter
AFP OH, Greater Cleveland Chapter
AFP OH, North Central Chapter
AFP OH, Northwest Chapter
AFP OK, Oklahoma Chapter

AFP ON, Golden Horseshoe Chapter
AFP ON, Greater Toronto Chapter
AFP ON, Ottawa Chapter
AFP ON, South Eastern Ontario Chapter
AFP PA, Northwestern Chapter
AFP QC, Quebec Chapter
AFP SC, Central Carolina Chapter
AFP SC, Lowcountry Chapter
AFP SK, Regina Chapter
AFP SK, Saskatoon Chapter
AFP TN, Memphis Chapter
AFP TN, Nashville Chapter
AFP TX, Central Chapter
AFP TX, Greater Austin Chapter
AFP TX, Greater Dallas Chapter
AFP TX, Greater Houston Chapter
AFP TX, Permian Basin Chapter
AFP TX, San Antonio Chapter
AFP VA, First Chapter
AFP WI, Greater Milwaukee Chapter
AFP WI, Upper Mississippi Valley Chapter

Chapter Treasury  
Campaign Donors
AFP AB, Calgary & Area Chapter
AFP AB, Edmonton & Area Chapter
AFP AK, Alaska Chapter
AFP AL, Alabama Chapter
AFP AR, Arkansas Chapter
AFP AR, Northwest Chapter
AFP AZ, Greater Arizona Chapter
AFP AZ, Northern Chapter
AFP AZ, Southern Chapter
AFP BC, Vancouver Chapter
AFP BC, Vancouver Island Chapter
AFP CA, Capital Chapter
AFP CA, Desert Communities Chapter
AFP CA, Golden Gate Chapter
AFP CA, Greater Los Angeles Chapter
AFP CA, Greater San Fernando Valley Chapter
AFP CA, Monterey Bay Chapter
AFP CA, Orange County Chapter
AFP CA, San Diego Chapter
AFP CA, Santa Barbara/Ventura Counties 

Chapter
AFP CA, Silicon Valley Chapter
AFP CA, Valley Chapter
AFP CA, Wine Country Chapter
AFP CA, Yosemite Chapter
AFP CO, Colorado Chapter
AFP CT, Connecticut Chapter
AFP CT, Fairfield County Chapter
AFP DC, Washington DC Metro Area Chapter
AFP DE, Brandywine Chapter
AFP FL, Big Bend Chapter
AFP FL, Central Chapter
AFP FL, First Coast Chapter
AFP FL, Fort Lauderdale/Broward Chapter
AFP FL, Indian River Chapter
AFP FL, Palm Beach County Chapter
AFP FL, Polk County
AFP FL, Southwest Chapter
AFP FL, Suncoast Chapter
AFP FL, Treasure Coast Chapter
AFP GA, Coastal Chapter
AFP GA, Greater Atlanta Chapter
AFP GA, Middle Chapter
AFP HI, Aloha Chapter
AFP IA, Central Chapter
AFP IA, Eastern Chapter
AFP IA, Greater Tri-State Chapter
AFP ID, Idaho Chapter
AFP IL, Capital Area Chapter
AFP IL, Central Chapter
AFP IL, Chicago Chapter
AFP IL, East Central Chapter
AFP IL, Quad Cities Chapter
AFP IL, Rockford Area Chapter
AFP IN, Indiana Chapter
AFP IN, Michiana Chapter
AFP IN, Northeast Chapter
AFP KS, Greater Wichita Chapter
AFP KS, Topeka Chapter on Philanthropy
AFP KY, Bluegrass Chapter
AFP KY, Greater Louisville Chapter
AFP LA, Greater New Orleans Chapter
AFP LA, Greater Northshore Chapter
AFP MA, Western Chapter
AFP MB, Manitoba Chapter
AFP MD, Maryland Chapter

AFP MI, Capital Area Chapter
AFP MN, Minnesota Chapter
AFP MN, Southern Minnesota Chapter
AFP MO, Mid-America Chapter
AFP MO, St. Louis Regional Chapter
AFP MS, Mississippi Chapter
AFP NC, Charlotte Chapter
AFP NC, Northwest Chapter
AFP NC, Triad Chapter
AFP NC, Triangle Chapter
AFP ND, Northern Plains Chapter
AFP NE, Nebraska Chapter
AFP NF, Newfoundland and Labrador Chapter
AFP NH, Northern New England Chapter
AFP NJ, New Jersey Chapter
AFP NJ, Southern Chapter
AFP NM, New Mexico Chapter
AFP NS, Nova Scotia Chapter
AFP NV, Las Vegas Chapter
AFP NV, Sierra Chapter
AFP NY, Central Chapter
AFP NY, Genesee Valley Chapter
AFP NY, Long Island Chapter
AFP NY, Mid-Hudson Valley Chapter
AFP NY, Western Chapter
AFP OH, Central Chapter
AFP OH, Greater Cincinnati Chapter
AFP OH, Greater Cleveland Chapter
AFP OH, Greater Dayton Region Chapter
AFP OH, Mahoning-Shenango Chapter
AFP OH, North Central Chapter
AFP OH, Northwest Chapter
AFP OK, Eastern Oklahoma Chapter
AFP OK, Oklahoma Chapter
AFP ON, Canada South Chapter
AFP ON, Golden Horseshoe Chapter
AFP ON, Greater Toronto Chapter
AFP ON, Ottawa Chapter
AFP ON, South Eastern Ontario
AFP OR, Oregon and SW Washington Chapter
AFP PA, Allegheny Mountains Chapter
AFP PA, Eastern Chapter
AFP PA, Greater Philadelphia Chapter
AFP PA, Northeastern Chapter
AFP PA, Northwestern Chapter
AFP PA, Western Chapter
AFP PR, Puerto Rico Chapter
AFP QC, Quebec Chapter
AFP RI, Rhode Island Chapter
AFP SC, Lowcountry Chapter
AFP SD, South Dakota Chapter
AFP SK, Regina Chapter
AFP TN, Great Smoky Mountain Chapter
AFP TN, Memphis Chapter
AFP TN, Nashville Chapter
AFP TN, Southeastern Chapter
AFP TX, Central Chapter
AFP TX, Coastal Bend Chapter
AFP TX, East Chapter
AFP TX, Greater Austin Chapter
AFP TX, Greater Dallas Chapter
AFP TX, Greater Houston Chapter
AFP TX, Lubbock Area Chapter
AFP TX, Permian Basin Chapter
AFP TX, San Antonio Chapter
AFP TX, Texas Plains Chapter
AFP VA, Central Chapter
AFP VA, First Chapter
AFP VA, Hampton Roads Chapter
AFP VA, Piedmont Chapter
AFP VA, Shenandoah Chapter
AFP VA, Tri-State Chapter
AFP WI, Greater Madison Chapter
AFP WI, Greater Milwaukee Chapter
AFP WI, Northeast Chapter
AFP WI, Upper Mississippi Valley Chapter

For more information about the AFP 
Foundation for Philanthropy and the AFP 
Foundation for Philanthropy–Canada, visit 
www.afpnet.org or call 800-666-3863.

The AFP Foundation for Philanthropy and AFP Foundation for Philanthropy–Canada would like to 
thank the many members, chapters, friends and organizations that led by example with their  
gifts and helped advance philanthropy and the profession in 2010. Together w

e m
ake it happen!
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InclusIveness
Considerations and solutions for meaningful and sincere outreach

B

Reaching Out to Donors of 
color in the 21st century
By M a ry Be th Ga sM a n, Ph.D. ,  a nD nel son Bow M a n III

For more information on AFP’s diversity programs, visit www.afpnet.org and About AFP. Search: Diversity

By all accounts, including census projections, the United States 
population is becoming more racially and ethnically diverse. 
This diversity is a result of immigration as well as the birth rates 
among minority populations compared with that of the current 
white majority. Although reaching out to donors of color is the 
right thing to do, it is now becoming a necessity because of the 
changing demographics. In the near future, the average donor 
will not be Caucasian, and strategies for engaging new donors 
need to take into account cultural traditions that may be differ-
ent from those most fundraisers are used to.

Too often people of color are looked upon as recipients of philanthropy 
rather than donors. As these individuals acquire more wealth and become 

the majority of potential donors, fund-
raisers will have to reconsider their 
definition of a donor, expanding it to 
be more inclusive. Fortunately, there is 
a growing body of research and practi-
cal information regarding fundraising 
among donors of color. There is still 
much more research to be done, but 
scholars are beginning to pay attention. 
This research tells us that a “one size 
fits all” approach is not advantageous 
when cultivating and soliciting donors 
of color.

We know more about giving among Te
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should be engaged more fully in philan-
thropic giving.

Much like African-American philan-
thropy, Asian-American giving is also 
community based and focused on fam-
ily relationships. It is important to note 
that money has different meanings de-
pending on the Asian country the donor 
hails from, and traditional American 
approaches to fundraising may be of-
fensive to some Asian-American donors, 
especially first-generation donors. Re-
search shows that Asian-American do-
nors prefer to engage fundraisers who 
are respected figures in their immediate 
community. Most Asian-American do-
nors are older, although there is a grow-
ing philanthropic movement among 
those who are in their 40s. While some 
racial and ethnic groups are becoming 
more comfortable with fundraising pro-
fessionals, Asian-Americans are much 
more likely to establish private founda-
tions and donor-advised funds. They 
are more likely to give to mainstream 
charities—including educational enti-
ties, services for the elderly, human-

blacks because researchers have been 
studying philanthropy in these commu-
nities much longer than giving among 
Native Americans, Asian-Americans 
and Latinos. However, attempting 
to measure the depth and variety of 
African-American philanthropy using 
traditional methods, such as the annu-
al Giving USA report, often provides 
a false impression. African-American 
philanthropy is based on a communal 
notion of philanthropy in which giv-
ing back and racial uplift are central. 
Black communities tend to give first 
and foremost to emergencies in their 
own families and surrounding com-
munities. While churches and other 
religious institutions are the largest 
recipients of philanthropy in all racial 
and ethnic communities, the church has 
a special meaning for blacks because 
it has provided and continues to pro-
vide more than just faith needs. Many 
black churches also offer educational 
opportunities, social networking and 
family services, and as a result African- 
Americans give 60 percent of their 
charitable contributions to the church. 
Giving to a church has a tangible im-
pact, and this is important to African- 
Americans. Therefore, blacks also give 
to other tangible causes, including 
educational organizations such as col-
leges and universities and afterschool 
programs. They also give to healthcare, 
including research, and efforts related 
to diabetes, heart disease, sickle-cell 
anemia and substance abuse. 

African-Americans at all income lev-
els are philanthropic, although first-
time donors are more likely to give to 
black-oriented causes, and more sea-
soned donors will give to formalized 
philanthropy, including organizations 
such as the United Way. There is also  
a growing trend among African- 
Americans to create family foundations 
with assets ranging from $400,000 to 
$40 million. These numbers indicate 
that blacks are doing a lot more with 
their $900 billion in buying power than 
just shopping. Whereas there is still a 
tendency for blacks to give locally, this 
group must be taken more seriously and 

rights causes and cultural programs—
than other racial or ethnic minorities.

Similar to Asian-Americans, Latinos 
tend to respond better to solicitations 
from other Latinos of the same ethnic-
ity. They also like to give to specific 
causes that have a tangible impact. As 
a result, endowments or unrestricted 
gifts may be more difficult to secure 
from newer Latino donors. In many 
Latin American countries, commu-
nity issues such as youth and senior 
programs and healthcare are provided 
by the government. Consequently, it is 
often difficult to secure donations for 
these causes from first-generation La-
tinos, while more established families 
often support these programs. Overall, 
Latinos tend to give to individuals over 
organizations and, consequently, they 
need to be cultivated by organizations 
and given time to establish trust. The 
majority of Latino charitable contribu-
tions go to Latin American countries, 
but they also go to education, elderly 
services, immigration efforts and the 
Catholic Church.

Research tells us little about Native 
American giving. However, we do know 
that Native Americans give because it 
is a natural part of life rather than an 
obligation or a sense of responsibility. 
Within native cultures there is a focus 
on community over that of the indi-
vidual. Philanthropic giving is circular, 
and recipients of giving should give of 
themselves to continue the giving pro-
cess. Giving is not linked to prestige and 
is not to be boasted about to others. 
Native Americans tend to give to their 
own communities and also use their 
philanthropy for educational communi-
ties, emergencies and natural disasters, 
and substance abuse-related charities. 
Also important, Native Americans pre-
fer to be asked to give by someone they 
know well or a respected elder in their 
community, much like other racial and 
ethnic minorities. 

In reaching out to communities of 
color, it is important to abandon tra-
ditional assumptions about giving, es-
pecially the assumption that people of 
color do not give. Fundraisers need to 

Reaching Out Now
There are two immediate and practical 
strategies for cultivating and engag-
ing more donors from underserved 
communities:

• First, have staff members read 
material on engaging donors of color 
and on cultural traditions among racial 
and ethnic minorities. There are ample 
resources available that speak to these 
issues.

• Second, hire more fundraisers of 
color into your organization. Although 
working with donors of color should 
not be relegated to only fundraisers 
of color, these individuals can work 
with majority fundraisers to cultivate 
donors of color. If your organization 
cannot find fundraisers of color, grow 
your own by offering internships to 
young people from diverse communi-
ties, providing them with valuable job 
skills and opportunities for growth in 
your organization.
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spend time in communities, getting to 
know these potential donors. Donors of 
color should be asked how they would 
like to be involved in an organization 
when they contribute.

These efforts on the part of fund-
raisers need to start now in order to be 
prepared for the demographic changes 
in the very near future. 

Marybeth Gasman, Ph.D., is associate 
professor of higher education at the 
University of Pennsylvania Graduate 
School of Education in Philadelphia. 
Nelson Bowman III is director of de-
velopment at Prairie View A&M Uni-
versity in Prairie View, Texas. They will 
present the session “Engaging and Cul-
tivating Donors of Color” at the AFP 
International Conference on Fundrais-
ing in Chicago on Tuesday, March 22, 
at 9:15 a.m. in room E271b.

InclusIveness

The following books offer more about diversity in fundraising and philanthropy. (Those 
marked with an asterisk are available in the AFP Bookstore, www.afpnet.org.)

Cultivating Diversity in Fundraising (AFP Fund Development Series) by Janice Gow 
Pettey (John Wiley & Sons, 2001), hardcover, 252 pages*

Leading Diverse Communities: A How-To Guide for Moving From Healing Into Action
by Cherie R. Brown, George J. Mazza and the National Coalition Building Institute 
(Jossey-Bass, 2004), paperback, 192 pages*

Opening Doors: Pathways to Diverse Donors by Diana S. Newman (Jossey-Bass, 
2002), hardcover, 272 pages (winner of the 2003 Skystone Ryan Prize for Research 
on Fundraising and Philanthropy)*

A Philanthropic Covenant With Black America by Rodney M. Jackson (Wiley, 2009), 
hardcover, 238 pages*

Philanthropy in Communities of Color (Philanthropic and Nonprofi t Studies) by Brad-
ford Smith, Sylvia Shue, Jennifer Lisa Vest and Joseph Villarreal (Indiana Univer-
sity Press, 1999), hardcover, 184 pages

 resources

President Bill Clinton
General Session
Embracing Our Common Humanity
Tuesday, March 22, 2011
Chicago, Illinois

Visit conference.afpnet.org for more information and online registration.
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Donor relations
Insights for successfully stewarding your donors

J

For more on outstanding philanthropists, visit www.afpnet.org. Search: Awards

Partnerships of Value
 By Ly nda Mcda nieL

Joseph and Sandra Rotman are both innovators. Joseph found-
ed the Clairvest Group Inc., a Canadian-based merchant bank, 
in 1987, and his wife, Sandra, develops creative ideas and col-
laborations that fuel the effectiveness of their giving as much 
as their generous donations do. They maintain close ties to 
the University of Toronto, where Joseph received his Master of 
Commerce and Sandra obtained her degree. Just one example 
of their donations to the university involves more than $36 
million in gifts to the Faculty of Management at the University 
of Toronto, which was named the Joseph L. Rotman School of 
Management in 1997. 

They share their thoughts about how fundraisers can better serve their 
organizations and think more creatively about how to develop “a culture 
of private giving and innovative synergies.” 

Q: A representative from the University 
of Toronto used that phrase—“seek in-
novative synergies”—when describing 
you. What does that mean?
JR: I think the Centre for Health Sector 
Strategy is a good example. Sandy sat 
on the board of the University Health 
Network teaching hospital at the Uni-
versity of Toronto. She came home so 
frustrated, telling me that we needed 
someone from the business school to 
help teach people how to buy equipment 
collectively and how to use government 
funds efficiently. Doctors, after all, are 
not business people. She had the idea 
that the school should be the home for 
this new academic program. Eventually 
the dean of the school adjusted his over-
all strategy and we created the largest 
funded chair at the university at that 
time. That was eight years ago, and to-
day it is an internationally renowned 
center, one that our provincial govern-
ment relies on for developing policies.
SR: We have another venture philan-
thropy initiative with the School of 
Management and the Centre for Ad-
diction and Mental Health (CAMH). 
Students and professors of the school 
mentor mentally handicapped people 
who would like to start their own busi-
ness. As a result of dealing with these 
situations, the students and professors 
are also learning and teaching about 
the real world and about being great 
leaders.
JR: I recall the time Sandy was giving 
an award to one of the entrepreneurs 
with a mental handicap whom we’d 
helped. He’d gotten a loan from a real 
bank because he was so successful in his 
enterprise, and he said, “I hope one day 
I can help someone else.” Sandy was in 
tears; his success was our real reward.

Joseph and 
Sandra Rotman
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Donor relations

Q: How do you “inspire others to 
give”?
SR: You can send your message and 
then, just by giving, you can inspire 
others.
JR: My father taught me that the most 
powerful way to inspire others to give 
is for them to see people giving in their 
community. Last year, we went to the 
Aspen Ideas Festival. Walter Isaacson 

Giving in Their Community
Over the past 20 years, Joseph and Sandra Rotman have 
served on numerous boards and donated more than $90 
million. Their passion and support for higher education, the 
arts and healthcare are widely recognized throughout North 
America. In 1995, Joseph’s career as a successful business 
leader combined with his philanthropy and volunteerism 
earned him the OC (Order of Canada), an honor that recogniz-
es outstanding achievement or distinguished service. Sandra 
has received many honors for her innovative ideas and gen-
erous philanthropy, including the Order of Ontario in 2006. 
Following are some highlights of their generosity:

Higher education. Donations of more than $36 million and 
countless hours of leadership and volunteering to the Joseph 
L. Rotman School of Management at the University of Toronto 
have transformed the school into a progressive center with 
an international reputation. In addition, the Rotmans’ gen-
erosity has inspired others to contribute to the university as 
well, including $40 million from Marcel Desautels to estab-
lish the Desautels Centre for Integrative Thinking. 

Additional support to the University of Toronto includes 
chairs for the Factor-Inwentash Faculty of Social Work, the 
Faculty of Medicine and the Faculty of Arts and Science, 
among others. Their donations also established the Sandra 
Rotman Chair in Social Work and the Sandra Rotman Chair in 
Neuropsychiatry at the Baycrest Centre for Geriatric Care.

The Rotmans also have contributed funding to the De-
partment of Philosophy at the University of Western Ontario, 
where Joseph completed his undergraduate studies.

arts and heritage. Joseph and Sandra bring energy and in-
novation to the arts in Canada. Both have supported the Art 
Gallery of Ontario, the Toronto Symphony Orchestra and the 
Canadian Opera Company. They are honorary chairs of the 
Canadian Friends of the Israel Museum. Sandra has served 
as a director of the National Ballet of Canada and the Toronto 
International Film Festival; she served as vice chair of the 
Ontario Heritage Foundation and on the advisory board of the 
Center for Urban Development Studies at Harvard University. 
Joseph is chair of the Canada Council for the Arts, the Crown 
corporation that has been the principal conduit of federal 
support for Canada’s professional artists and arts organiza-
tions for more than half a century.

Healthcare. The Rotmans’ significant contribution to the 
Baycrest Centre for Geriatric Care established the Rotman 
Research Institute in 1989. In addition, Joseph spearheaded 
the establishment of the Ontario Brain Institute that will 
assemble Ontario’s leading scientists to investigate neuro-
degenerative diseases and other aspects of the brain. The 
Rotmans also have provided support for Sunnybrook Health 
Sciences Centre, Women’s College Hospital, University of 
Health Network (to establish the McLaughlin-Rotman Centre 
for Global Health), the Toronto General and Western Hospital 
Foundation, Mountain Sinai Hospital and others. 

 The Rotmans have galvanized other supporters through-
out Canada. Inspired by the success of the University of To-
ronto’s School of Management, other faculties at the uni-
versity—architecture, nursing, pharmacy, public health and 
social work—are now named in honor of major donors.

interviewed Bill Gates, and Gates said 
that he doesn’t understand why more 
people don’t give of their lives, because 
the rewards are so great. When we 
understand that we are part of a com-
munity and then make that community 
better—for yourself, family, friends, 
grandchildren—that’s an incredible 
reward. Having your name on things 
isn’t what it’s about. What you’re re-

 My father 
taught me that 
money is the 

easy part.
He said that the only  

successful philanthropist 
is one who gives money 

and time and has the 
ability to create the  

collaboration necessary 
to drive transformation.
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ally demonstrating to your community 
is that you love doing it. 

Q: What actions of fundraisers do you 
like? 
JR: I appreciate when development people 
have done their research and understand 
my interests. It’s key that they come in 
with respect for the time I’m giving them. 
And I like to see their creativity—when 
they’re able to develop a focus, or what 
I call a big dream for their organization, 
that expresses my concerns.
SR: I want them to be direct and to give 
a short presentation and to be extremely 
prepared.

Q: What don’t you like that fundraisers 
do? 
JR: What offends me the most is an as-
sumption of entitlement, which is often 
accompanied by an aggressive approach 
to fundraising. I see this a lot in today’s 
development world. Because I’ve worked 
with fundraisers in the past and they 
know my areas of interest, they let a 
sense of entitlement creep in. This hap-
pens more often at smaller institutions 
that you support. They seem to assume 
that large donors will take care of every-
thing and they don’t need others to sup-
port it. That’s not how we work. We have 
a policy that any money we give requires 
the institution to raise money to help it 
become sustainable in the long run.

Q: What do you consider the key to suc-
cess for a fundraising campaign?
SR: Honest marketing. Fundraisers 
need to be passionate about their pres-
ent job. We find this can be a problem 
with development people, who often 
have worked with other organizations 
before their current one. They go from 

place to place, and they need to be pre-
pared to express why they believe in 
their present job.
JR: Again, doing research and under-
standing the donors’ interests. About 
15 years ago a group was formed to 
raise $200 million for the University 
of Toronto. We decided that we had 
to develop strategic needs that would 
help transform the institution and then 
develop those needs as strategic inter-
ests of the individual donors. We asked 
every dean of every faculty for their top 
three needs. We narrowed down those 
needs, which were then assessed in the 
context of the interest of the prospective 
donor. As a result, we raised more than 
$1 billion instead of the $200 million.

Q: What do you find is the most effec-
tive way to ask for money? 
SR: In layman’s terms, make a shop-
ping list. Fundraisers need to include all 
levels on the shopping list. For example, 
at the University of Toronto, we’d ask a 
dean, “Do you need an endowed chair? 
Do you need to approach people about 
giving money for a program? Or maybe 
some furniture for a room or art on the 
walls?” All needs are important, but 
make them specific. 

Q: How do you prefer to be involved, 
giving money or time? 
SR: I’m the idea person—I get involved 
more as a follow-up to the money I 
give. I don’t like to ask other people for 
money. 
JR: Sandy gives that job to me. We are a 
good team; we complement each other. 

My father taught me that money is the 
easy part. He said that the only success-
ful philanthropist is one who gives money 
and time and has the ability to create the 
collaboration necessary to drive trans-
formation. I think that’s why Sandy and 
I have been successful in transforming 
several institutions. All that happened 
because we gave money and we kept 
involved. Sandy crafts the conceptual 
framework of what we want to achieve—
for example, the business loans for the 
mentally handicapped—and I ask for the 
money and get people involved. We have a 
great reputation for working together.

Q: How do you stay connected to orga-
nizations you support? Do you receive 
updates? 
JR: If our gift is millions of dollars, we 
enter into an agreement that includes 
both obligatory reporting requirements 
and outside peer-review assessments of 
how the institution is meeting the objec-
tives. We require an annual report or a 
periodic three- to-five-year peer review 
from experts in the field who determine 
if the institution has achieved the objec-
tives. Because of the time, ability and 
money we give, we require very rigid, 
thorough and detailed accountability.

Q: Why do you support the organiza-
tions you do? 
SR: Sometimes it’s a passion we have 
that just evolves; other times the fund-
raisers give us ideas. Whatever, the or-
ganizations must be very responsible 
in serving the community. That’s our 
bottom line.

Lynda McDaniel is a freelance writer 
in Walnut Creek, Calif. (www.lynda 
mcdaniel.com).

 What  
offends me 

the most is an 
assumption of 
entitlement,

which is often  
accompanied by an  

aggressive approach  
to fundraising. 
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For more useful tips, visit www.afpnet.org and log in. Search: Discussion Groups

What’s Working
Fundraisers share their tips

Make Change Bearable—
Even Desirable
I find change within my working life relatively easy. In 
fact, I’m always conscious that there needs to be a chance 
of change brewing. It could be just around the corner, or 
it might even be a year off. It might be something really 
trivial and small, but I need to be able to see something 
different in the wings. Not change for change’s sake, but 
rather a shift that will make my work life and the work I 
do even better—more effective, more enjoyable. But for 
some the mere thought of doing something outside the 
status quo provokes sweaty palms and sleepless nights.

So when does change work?
1. When it’s the right thing to do. That doesn’t mean 
everyone around has to fall in love with what they’re 
doing, but the reasons for the shift should be clear. 
What needs to be done to improve work flow, com-
munications or special events?

2. When you’re able to create 
a path. Even those ardently 
against change will invari-
able come along for the ride 
if they see there is a path and 
they know how to follow it. 
That doesn’t have to trans-
late to acceptance, but if you 
are shown how to do some-
thing and the road is clear, 
even begrudgingly you can 
follow that path.

For example, take the 
ban on smoking in public 
places, such as restaurants 

and pubs, over the past decade. Smokers hated it. Some 
protested with their feet and stopped going out or went 
out less. However, most still went out. They knew where 
the smoking areas were, or they stood outside and froze 
while puffing away. They could see why it was done and 
knew what was expected of them.

When doesn’t change work?
1. When it’s change just for the sake of change. “We’re 
going to start using social media to do all of our fun-
draising and we’re going to stop sending letters to 
donors.” “Why?” “Because … just because.”

Have you encountered a similar situation, when 
the suggested change feels as if it’s being forced for no 
real apparent reason? We all have probably been on 
the wrong end of this scenario, perhaps with a new 
executive director—someone trying to put his or her 
stake in the ground and instill change when it really 
doesn’t make sense to do so.

2. When those you need to take on the journey are 
paralyzed by fear. In the agency world, we’re always 
looking to find that new frontier. I remember one time 
when we were planning to try a new product with a 
client. The work was signed off on and the client ser-
vice team was tasked with delivering it. The problem 
was that no one had mapped out how we would actu-
ally deliver the work. The client service team froze, 
unsure where to go to and what to do. The longer the 
silence on both ends, the worse the problem became 
as paralysis set in.

The account people didn’t have to know what to do 
and how to make it happen, but they did need to know 
whom to turn to—who was going to help them make 
it happen. If there had not been a disconnect between 
the sales process and the execution, the meeting would 
have gone smoothly. A simple, straightforward plan of 
action, identifying the key people to support, would 
have alleviated this embarrassing situation. 
As leaders, managers and advocates of change within 

our organizations, leading change can be a lot easier than 
we often think. Almost every time I’ve encountered tricky 
situations, invariably they’ve happened because those left 
behind weren’t shown how or why they were being taken 
in a different direction. Not shown well enough, anyway.

Always make sure the path is clear. Those who need 
to be on board may not agree wholeheartedly, but they 
will be able to see where the movement leads. They may 
not like it, but it will be bearable. And they can see the 
end result. 

Jonathon Grapsas, fundraising development director for 
the Pareto Group, a global fundraising agency focused on 
data-driven direct response, is currently based in Brisbane, 
Australia, jonathon.grapsas@paretofundraising.com.
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AFP Central
Goings-on at AFP

To learn more about AFP, visit www.afpnet.org. Search: About AFP

n  Digital AP

The Last Word
Still want to learn more about fundraising? Read “Jarring 
Jargon” by Linda Lysakowski, ACFRE, a humorous look 
at some of the more colorful—yet aggravating—terminol-
ogy found in the fundraising lexicon. “The Last Word” is 
a new addition to Advancing Philanthropy and is available 
only in the digital magazine. To access the digital Advanc-
ing Philanthropy visit www.afpnet.org, log in and select 
“Publications.”

n  NPD

Inaugural AFP Hong Kong 
Philanthropy Day
The AFP Hong Kong Chapter celebrated the AFP 50th anni-
versary and the inaugural AFP Hong Kong Philanthropy 
Day with an evening cocktail reception at the Hong Kong 
Jockey Club Happy Valley Racecourse on Nov 16, 2010. 
Guests of honor were Professor Tony F. Chan, president of 
the Hong Kong University of Science and Technology; Dr. 
Darwin Chen, SBS, senior adviser to the board of directors, 
Hong Kong University School of Professional and Continu-
ing Education (HKUSPACE); John Winkett, senior manager, 
Asia, of the Charities Aid Foundation; and Andrew Watt, 
FInstF, chief programs officer of AFP. 

The celebration started with an introduction by Suzanne 
Sadler, master of ceremonies. Vincent Law, CFRE, president 
of the AFP Hong Kong Chapter and co-chair of the AFP 
Hong Kong Philanthropy Day, then welcomed the guests 
and friends of AFP, after which Professor Chan offered con-
gratulatory remarks. Andrew Watt greeted the audience on 
behalf of AFP international and described the work of the 
association. Afterward Dr. Chen discussed philanthropy in 
China, and John Winkett shared his experiences in philan-
thropy from a global perspective.  

It was a solemn moment when the organizing committee 
and the guests of honor made a toast to the audience to rec-
ognize AFP’s 50th anniversary and the inaugural AFP Hong 
Kong Philanthropy Day. After that, Law gave a chapter report 
on the past year’s activities and introduced the AFP Awards 
of Philanthropy for the coming year (2011). Souvenirs were 
presented to supporting organizations, including the Hong 
Kong Jockey Club, the Hong Kong University of Science and 
Technology and the Hong Kong Council of Social Service.

Julian Marland thanked all the sponsors and the organiz-
ing committee, including Co-Chair Richard Truitt, Theresa 
Leung, Rosanna Cheng, Elinor Chu, Aaron Hui, Eric Dierks 
and David Young and the Hong Kong Chapter board’s Wil-
liam Wu, Timothy Ma and Ralph Leonard.

More than 100 guests and friends from some 50 NGOs 
and companies participated in the AFP 50th anniversary and 
inaugural AFP Hong Kong Philanthropy Day.

n awarDs

Carol J. Numrich, CFRE, to Receive 
Barbara Marion Award
Carol J. Numrich, CFRE, will receive the Barbara Marion 
Award for Outstanding Leadership to AFP at the International 
Conference on Fundraising in Chicago. An active member of 
the association since 1973, she remains a dynamic member of 
the AFP, Greater Los Angeles Chapter.

Numrich has served both the association and the AFP 
Foundation for Philanthropy for nearly 40 years. She has 
built a legacy of remarkable service to AFP as a result of her 
participation on the boards and on key committees—serving 
as a member of three strategic planning committees, a long-
standing and reappointed member of the Finance Committee, 
a Professional Advancement Committee member and a rare 
three-term member of the Committee on Directorship.

When she began fundraising almost 40 years ago, she 
distinguished herself by exceeding expectations at California 
State University, Los Angeles, by raising record amounts of 
money. She also brought new innovative fundraising ideas to 
the entire state collegiate environment. Early on, she showed 
her willingness to give back to the profession by sharing ideas 
and best practices with the local chapter. Numrich has held 
practically every major leadership position within the AFP 
Greater Los Angeles Chapter. Her motto has been to serve 
where the need is greatest while developing future leaders. As 
a tribute to her service, her colleagues recognized her as the 
1991 Fundraiser of the Year. Today, she continues to serve 
her chapter and the association where the need is the greatest.

Numrich began her career at California State University, Los 
Angeles, where she established the institutional advancement 
program and built the California State University, Los Angeles, 
Foundation. Numrich was a pace-setter because many well-
funded state universities around the country did not recognize 
the importance of—or the role of—private philanthropy. She 
developed numerous alumni curricula, built alumni support 
group networks, implemented planned-giving programs and 
initiated capital campaign programs. She has conducted semi-
nars and shared her expertise at NSFRE and AFP conferences, 
locally at the chapter level, nationally and internationally.
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She also has assumed a mentoring role for individuals who 
want to serve in leadership roles. Her formula for engaging 
others in the profession is based on six principles: inclusive-
ness, consequential participation, delegating meaningful 
work, ownership, planning and evaluation. Numrich believes 
in identifying and getting key players involved, enunciating 
a specific role for each player, defining each person’s respon-
sibility, developing a strategy for making and meeting goals, 
implementing plans and evaluating the outcomes.

n  CaNaDiaN FouNDatioN

2011 officers and Directors
The AFP Foundation for Philanthropy–Canada announced 
its roster of 2011 officers and directors, to be headed by Chair 
Pati Greenwood, CFRE, vice president, resource develop-
ment, Women’s College Hospital Foundation in Toronto.

The following volunteers began their terms as AFP Cana-
dian foundation officers on Jan. 1, 2011:
Chair: Pati Greenwood, CFRE
Immediate past chair: Shauna Klein, M.A.
Chair-elect: Scott Decksheimer, CFRE
Secretary: Edie Newton
Treasurer: Tania Little, CFRE

The following volunteers began their terms as AFP Canadian 
foundation directors:
Gary Good, CFRE
Sharon Lee, CFRE
Timothy R. Maloney
Anne Melanson, CFRE
Kim Willis-More, CFRE

The following volunteers will continue to serve as AFP 
Canadian foundation directors this year:
Darcie Acton, CFRE
Nowshad Ali, CFRE
Roger D. Ali, CFRE
Nicole Beaulieu
Jay Frey, CFRE
Laura Gatensby, CFRE
Paulette V. Maehara, CFRE, CAE

The AFP Canadian foundation is supported by several 
staff:
Lori Gusdorf, CAE
Brigid O’Connor
Cynthia Quigley

n  ChaPters

Congratulations!
The following chapters are celebrating significant anniver-
saries in 2011:
AFP CA, Golden Gate Chapter (40 years)
AFP MD, Maryland Chapter (40 years)

AFP IL, Chicago Chapter (35 years)
AFP OH, Mahoning-Shenango Chapter (35 years)
AFP NY, Hudson-Mohawk Chapter (30 years)
AFP RI, Rhode Island Chapter (30 years)
AFP TN, Nashville Chapter (30 years)
AFP CA, Inland Empire Chapter (25 years)
AFP CA, Santa Barbara/Ventura Counties Chapter (25 years)
AFP FL, First Coast Chapter (25 years)
AFP IA, Eastern Chapter (25 years)
AFP IL, Capital Area Chapter (25 years)
AFP MS, Mississippi Chapter (25 years)
AFP MT, Montana Chapter (25 years)
AFP NY, Long Island Chapter (25 years)
AFP OH, North Central Chapter (25 years)
AFP PA, Eastern Chapter (25 years) 
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One-On-One
A closer look at members of the fundraising profession

Sue S. Williamson, 
CFRe

Lifetime Highlights:
n  CCS Award for Outstanding Fund-

raising Professional, 2011

n  AFP Arkansas Chapter President’s 
Award for Lifetime Achievement, 
2010 (first professional develop-
ment officer in the state to receive 
award)

n  UAMS Vice Chancellor for Clinical 
Affairs Award, 2009 (in recognition 
of extraordinary fundraising efforts 
for new hospital facility)

n  CFRE certification, 1999

n  Greatest achievement, however, is 
being the mother of three outstand-
ing sons—Dr. Adrian Williamson III, 
Richard S. Williamson and Arthur 
Starr Williamson—and two incred-
ible grandsons, Adrian Williamson 
IV and Jonathan Williamson 

How many years have you been involved in the nonprofit sector?
For more than 30 years.
When did you join AFP? I joined AFP in 1985.
In your opinion, what are the most significant changes in the fundrais-
ing profession since you started your career? Noteworthy changes during 
the past three decades have been the instigation of educational degrees and laudable 
certifications to advance and recognize the professional’s work and the availability of 
innumerable resources to enhance a fundraiser’s career. Another significant change 
has been the increase in the philanthropic goals of early major capital campaigns 
from the millions, with 70 percent of the donations funded by 30 percent of the 
donors, to present-day campaigns with multibillion-dollar goals and 95 percent or 
more of the gifts funded by 3 to 5 percent of the donors. Also, the wanderlust, or 
“grass is greener on the other side” syndrome, is now prevalent in the nonprofit sec-
tor, with fundraisers moving from one job to the other and averaging less than five 
years at one organization. This trend diminishes the development of strong donor 
relationships that increase loyalty and support for an organization.
What do you consider the greatest challenge confronting fundrais-
ers today? A significant challenge is the need to recognize the value of the tech-
nology revolution, with its innumerable development resources, while balancing 
the development of personal relationships in promoting philanthropy with current 
and prospective donors. Another challenge is the continuous education of all age 
groups, with particular emphasis on the younger generation, concerning the power 
of philanthropy as a positive force in today’s civilization.
How do you work with your organization’s board and chief executive 
to get them involved in fundraising? To ensure our most effective board 
members are totally knowledgeable about our comprehensive UAMS mission in 
relation to the current priority strategic campaigns, we provide ongoing train-
ing and educational sessions throughout the year at board meetings, medical 
forums, special events and academic functions. We also engage board members 
in fundraising activities suitable to their interests and passions and involve our 
chancellor in all solicitation activities with requests for transforming gifts from 
our major philanthropists.
What lesson has the uncertain economy taught you? The uncertain 
economy has reinforced the essential importance of cultivation, recognition and 
stewardship of donors. We have created new opportunities to thank donors for 
their loyalty and show them the impact of their gifts. Our UAMS Imagine com-
prehensive campaign ended on Dec. 31, 2010, exceeding our $350 million goal 
by $30 million. We also have continued to “do more with less” internally and 
intensified our external collaboration with other healthcare organizations in our 
fundraising activities.
What is the best career advice you ever received? When Dr. Harry P. 
Ward, chancellor, recruited me to UAMS in 1984, he wisely advised me to seek 
professional development education in all areas of fundraising. Fortunately, I 
started with Hank Rosso, the godfather of contemporary fundraising, and through 
the years I have continued to attend as many regional and national educational 
sessions as time allows.

Sue S. Williamson, CFRE, is senior  
director of donor development pro-
grams, Office of Development and 
Alumni Affairs, University of Arkansas 
for Medical Sciences (www.uams.edu), 
Little Rock, Ark.

What is your motto? My personal 
motto is this truism: “When you have 
the donor’s interest at the heart of your 
fundraising world, you will have suc-
cess.” My personal inspiration comes 
from this quote by Patrick J. Ryan: 
“Philanthropy lies at the heart of human 
greatness. It is the secret that unlocks 
the storehouse of life’s blessings.”
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The LasT Word
Further considerations on the fundraising profession

T

Jarring Jargon
By Linda Lysa kowsk i, aCFRE

The fundraising profession is a rich one in so many ways, es-
pecially with regard to the myriad colorful expressions used 
to describe or justify exactly what development professionals 
do. Yet do these expressions accurately illustrate, or do they 
do more to irritate? Some, quite simply, just drive fundraisers 
crazy.

The Nonprofit Quarterly calls the appropriately named Philanthrobab-
ble Generator an “innovative and impactful component of NPQ’s capacity-
building toolbox.” Among the most irritating words and expressions dili-
gent readers have noted are “impactful” (of course), “this state-of-the-art 
capacity builder compellingly maximizes the win-win,” “uniquely quali-
fied,” “but is it sustainable?” “enhance capacity for cultural competence,” 
“outcome-based programmatic designs,” “but will it increase transpar-
ency?” and “now, that’s transformative!” ©
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Followers on an AFP LinkedIn site 
have shared their least-favorite terms 
as well.
•	 After	 a	 failed	 fundraising	 event:	

“Well, at least we raised awareness.”
•	 The	one	that	always	gets	me	comes	

from the staff member or volunteer 
who has just been turned down by a 
personwhowas asked for a gift: “But
she’s/he’s definitely our friend.”

•	 When	 talking	 about	 how	 to	 fund	
a project, I wish I had a nickel for 
every time I have heard, “There are 
grants for that!”

•	 I	remember	when	I	was	the	develop-
ment director at our local commu-
nity foundation. I was new on the job 
and in the office by myself when the 
phone rang. Someone quickly started 
asking me how much the founda-
tion was. After several confusing 
minutes, I finally figured out he was 
asking about a building foundation, 
because the community foundation 
was incorrectly listed in the yellow 
pages under cement! Proof positive 
you never know what might happen 
in this biz—and how your “work” 
can be misinterpreted.

•	 I	 have	 heard	 all	 of	 these	 over	 the	

years, but “friendraising” is prob-
ably the worst.

•	 “Best	practices.”	No	one	ever	cites	
who determines certain practices are 
the best.

•	 “Low-hanging	 fruit	 ...	 ”	Ugh!	 If	 I	
hear that one more time I may stop 
eating fruit altogether.

•	 “	...	and	then	you	go	for	the	close.”	
The word “close,” while it is argu-
ably quite acceptable in fundraising, 
always makes me think of the movie 
Glengarry Glen Ross and all those 
pathetic salesmen looking for “great 
leads.”

•	 I	dislike	the	language	of	“targeting	
people and hitting them up.” Lan-
guage of this nature doesn’t honor 
the opportunity we are co-creating 
with the donor, and it doesn’t re-
flect well on our profession. It’s no 
wonder volunteers are apprehensive 
about participating in cultivation 
and stewardship activities!

•	 “Grant	 writer!”	 We	 don’t	 write	
grants—we write proposals to ap-
ply for grants that are given by grant 
makers. I realize this is a losing bat-
tle, but I try very hard not to use that 
bit of jargon.

•	 Another expression that always bugs
me when it’s used inappropriately is 
“critical path.” I especially hate see-
ing that term used in conjunction 
with a Gantt chart, which is a com-
pletely different planning tool that 
has nothing to do with CPM (criti-
cal path method). Most of what we 
do in fundraising is nowhere near 
complicated enough for CPM to be 
appropriate, but people still insist on 
misnaming Gantt charts as “critical 
paths.”

•	 What	 bothers	 me?	 First,	 “There’s	
so much money available from the 
federal government. Why aren’t we 
getting any?” Also, “The banks have 
a lot of money, how about getting 
something	from	Bank	of	America?”	
Finally, I detest the word “suspect.”

•	 The above comments inspired the fol-
lowing: I suspect BofA could utilize
a critical path in evaluating a grant 
writer’s efforts for low-hanging fruit 
and, if not, maybe we’d raise some 
friends there and then go for the 
close.
One person expressed a dislike for 

“utilize,” which generated this com-
ment:	Oh,	but	I	like	“utilize”!	It’s	real	
important when you strategize and even 
helps to energize when you conceptual-
ize or even visualize or just plan realize 
that you can probably just fantasize that 
if you utilize the right word you just 
might capitalize.

Enough said. 

Linda Lysakowski, ACFRE, is presi-
dent and CEO of Capital Venture in 
Las Vegas, Nev., linda@cvfundraising.
com.
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“Low-hanging fruit ... ” 
Ugh! If I hear that one more time I may stop 

eating fruit altogether.


