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INTRODUCT1ON

Aé this being written, in the spring of }981, the
decade-long experiment in Federal support ot‘criminal Justice
innovation 1s drawing to a close. Under current plans, the
Law kntorcement Assistance Administration wi%} award no more
grants as of October of this year. Among thé most important
criminal justice innovations that will cease getting LEAA'g
seed money are programs of victim end witness assistance.

In one réfbect, the millio%s o1 dollars ot LhAA subsidies
in the victim/witness iiéid have been a very successful
investment. With LRAA's assistance, added to other kinds ot

Federal, state, and local aid --handvincalculable quantitigs

e

ot seli-hélp -~ thousands ot genefal ggﬂdspecialized’victim‘

services programs have beern established, and hundreds of
witﬁess asssitance programs.ﬁEVe been set up in prosecutor
oftices. Pfhctically none of these programs existed a decade
ago. 'host; it now seems sate to £8y, will be here = decadgk
trom now; R ' : . = St

i

Un the 6the§'hand, the victims movement has a 1ong‘unytto

‘go before victims &nd witnesses ot crime are routinely

tréated with decéﬁ?y:agg:gggggctfin every community across

kthe country, and the-mqvement'S‘progress towards that goal

willwbe hampered by the loss ot LLAA's support. Equally

discouraging is the fact that a great many victim and witness
| ~ J |

assistance projects will have to struggle merely to survive

without LLAA tunding ~-- a struggle that will be all the more

L

. N, ‘ :
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~of fundraising is not stressed'here.

¢

SN, T

difficult because ot cutbacks in epending which are being
made at every level ot government these days.

The National Organization for Victim Assistance is
already joined in the eifort to preserve the gains oif the
last ten years. NOVA hopes that this fundraising manual will
help at least some programs ot victim and witness assistance
survive and thrive in the lean years ahead.

The manual was developed out of the experience o1l the
author and dozens of others who have administered victim or
witness asssitance programs. These er;erienoes were tested
against the literature in the field oi tun&reising for human
services programs in general and then reduced down to what
aime to be a brief, clear set ot prescriptions. The manual

would have been much longer ii its recommendations, which

call tor significant changes in the way many projects are

run, were presented as tactiul, round-about suggestions. .
That approazh was congidered, butﬁoot for long.

In general, the manual-emphasizes methods ot raising
private contributions for private victim assistance i
programs. The assumption here :is that-writing grant .
proposals to government agenices or foundations is a skill
most Project administrators have acquired. Thus, that form

Similarly, it was assumed that programs housed in public
agencies underetand the process of becoming ,
"institutionalized", that is, kept operating through regular

appropriations irom municipal, gounty’or state government.

',1&
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Even though some Project administrators might welcome advice
on how to get their Programs institutionalized, it was telt
that a tundraising manual was not en appropriate vehicle to

take up this complicated, political topic.

This does not mean, however, that the manual has nothing

to oifer to, eay, a prosecutor's victim/witness unit which
will have only bare-bones, local funding when its final LEAA
grant runs out. That hypothetical Project can solicit all
kinds of indirect ,services from the private sector, and it
can tollow the example of several public agencies by
establishing a private, non-profit auxillary -- like &
"Friends of the Victim/Witness Assistance Program" -- that
solicits and manages volunteers and financial resources. In
"this reespect, the marual may be ot help to any kind ot |

pProgram, public or private, in the victim/witness field.
NOVA hopes that readers will gend in their comments and

recommendatiohs so that future editions of this manual will
Protit irom their contributions. That reqaest speaks to

NOVA'g essential mission as a netional voluntary

assoclation: to learn irom the victimized and their helpers,v'“

and to see to it that their lessons are acted on. That is an
ongoing responsibility which NOVA can meet only as long as
its members and friends help out. Wwe hope that this manual

will be part of that reciprocal relationship.

Marlene A. Young, Ph.B., J.D.

National Organization tor Victim Assistance.
918 16th Street, N.W.

Waehington, D.C. 20006

¢
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CHAPTEK ONL: GENERAL PRINCIPLES IN FUNDRAISING

There are several general principles which can be epplied
to any iundraising strategy. Though simple and .
straightforward, they should not be’ignored. ”They are
summarized here and are discussed at more length in the
chapters which follow.

l. Think before you act.

hake iundraising an integral part of your program &

v administration. Plan the iundraising component well. ¥now - =

your programn -~ its successes and problems. Know your budget
and your funding needs. Schedule ycur efforts vell in ‘
advance in order to give yourseli enough time to cope with
unexpected delaysf Plan for things to go wrong. They always »
do. i ‘

u’ . a
2. You cannot succeed unless you try.

Even if yot are not & proiessional iundraiser, be
coniident that you can successiully Tun a tundraising event,

“‘ &

a direct mail campaign, a phonathon, or a corporate .
solicitation. "But that contidence must be well-grounded' ;Q‘u§~m
you have to believe in your program and its service. 1t you |
don't believe that it deserves support, no one else will

either. 1t you do, you can generate suppogt‘irom others.

3.  You should be good. and tell people that you are ggod.

Most victim services programs deliver needed assictance
in a proiessional manner.“ But the impact that these progrcm .

have upon their oommunities is otten the best~kept secret in

™

o

town. People 5ive money to groups that they have heard of.

hany victim end witness esssistance directore do not realize

- that successtul tundraising ig tounded on_successful program

Danagement an&\publicity.

4. In order to receive money you must ask for it.

Most people don't have to look tor a Place to give noney
-~ good causes ebound. ¥illing donors exist, but they need

to be asked. Uhen Yyou ask for money ask for a speciiic

- amount. The donor can then adjust his or her contribution to

the suggested range, Do not be unrealistic in your request
do your homework well, and then ask tactfully and with

conviction.

s. Fundraising never ends.

No one source ot funds 1s adequate tor an ongoing

program. Many victim and witness programs are currently

“ undergoing cutbacks or terminations because they heve~telied

‘too long on iederal sUbsidies. Individuals, corporations, o

and government can all be iickle. The development ol a
tundraising 8strategy involves planning for aeveral kinds of
annual tundraising activities. With a fundtaising strategy,o

it one source of £unds fails one ye&r, adequete sustaining
<

- tunds can be tound elsewhere.

6. ABOVE ALL, REMEMBER CONTRIBUTOKS AND GKANTORS ARE
PEOPLE. |

Let your contributors know that victim gservices are
People services. Acknowledse your contributors with praise

and thanks. Always be courteous. Lvery good tundraiser

'Fundraising and Victim Services - 5 | _ :
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knows that contributors can give to

a progrsm solely because

of its goals -- but that, more ott?n‘than not, they

they know ot someone who has been helpe

be a part

respect.
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.contribute because they like the. people associated with it,

d/oy it they want to

of its success, and its stat@-has treated them with
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CHAPTER TWO: THINK BEFORE YOU ACT

Knowing your program -- its successes and problems.

Most victim service program directors have £ general
understanding of their purposes and objectives. The Programs
have been developed in response to the needs ot victims and
witnesses of crime. .ihey may prcevide assistance in any of
thevfollowing areas: direct crisis intervention and
counseling to victins, tinancial compensation, medical aid,

sorial support services, education and information on

criminal justice processes, or witness‘nansgement.

However, many pPrograms need to take time to develop a
more precise detinition of what their programs do and the
needs which’ they address. A brief review and evaluation of

the program can be extremely helpiul in developing funding

’proposals or in designing solicitation packages.

4 clear statement ot the ueed tor the program can be

_developed by tirst enumersting the number of victims of crime

in your jurisdiction An the last year and the number ot

<y

prosecuted cases and witnesses. “This nummerical sunnary REST

should then be supplemented with an analysis ot the types ot
services which ar e needed by victins-and witnesses.

The objectives ot the program should be- described in
terms of the specitic needs which the services attempt to
meet. Many progrsms operate with loose program objectives
and lack definition in how those objectives will be met.

This 1s partfcﬁlsrly true ot many grassroots organizations.

Fundraising and Victim Services -7
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Individual stati members may be setting their own goals and

Priorities which may or may not be the same as the overall
progra? goals. A review of the actual objectives and your
priorities will help yoﬁ to tunction better within the
organization as well as provide a statement which can be useé
in many proposals or program descriptions.

A review of thé program should be made on the basis of
the number of victims or witnesses served and the typés of
services provided. The program then should be evaluated in
terms ol (1) whether or not the program objectives were met; -
(2) the cost of providing service; and (3) efficiency of the
organization in meeting the objectives. 71his is not a manual
on evaldétion. ‘However, séme type of evaluation for wictim
service programs is essential for bgth eftective service as

well as on-going fundraising efforts. Every ﬁfogram should

attempt to construct an evaluation eystem which is an
on-going part‘of their program plan.

Knowing your budget and your iunding ne@ﬁs.

Many victim services pregrams do not have a sound idea ‘of -

their true budget needs since they have .operated with in-kind =<

donations and subSiaies over the years. The tact that &oﬁr
program is housed in the district attorney's oftice and the
program does not pay rent does not mean that rent should not
be a part of your analysis of cost or a part ot your budget
conSiderations. The rent is an in-kind subsidy and ehould be’f
retlected in your annual financial review. At some time in

the future you may have to pay rent and you should have an

Fundraising and Victim Services - §

idea ot its cost.

Dratting a budget

For each ot the program objectives which you developed in
your program review you should list the services which meet
that objective. For each service you should estimate the
items indicated in Figure 1. 3

Atter you outline each oi the budget items ior each
service, then you should £ill in the matrix in Figure 2 with
the corresponding costs. |
lhe assignment of costs should be done by determining
salaries for projected staft, Pricing rental space, pricing
equipment costs, pricing telephone service, pricing supplies,
determining postage costs, Pricing travel expenses, and
setting an administrative overhead cost.

Calculating your funding needs.

Aiter you have estimated the total costs in each of Fhe‘
line items, ﬁbu should then till in the budget analysis
suggested in Figure 3 which indicates your tunding and
resource needs for the year. ‘Any item ior which you do ot
already have a source of in-kind-assistance, wolunteers, or v
tunding, should be calculated as one part ot your tunding

needs. You may be able to solicit in-kind assistance to

satisty some ot those item§, but until you have such

assistance you should be calculating the monetary needs to
£il1l the budget item.

=-NOTL: IF VOLUNIEEKS ARL CONTEMPLATED IN A PROGRAM, THEY
SHOULD Bk REFLLCTED IN PROGKAM OBJECTIVES SINCE THEIK

. ) -
Fundraising and Victim Services + 9
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Figure 1

Budget<1tems

Description ot Service #1

S

1.) Awount ofléersonﬁel time~ngcessafy.

Type ot Involvement:

Type of Involvement:
Type of" Involvement'

Project Director: Number ot Hiursfo
Service proviaers. Number of Héurs‘

Clerical: Number ot Hours
Other: o Num@er of Hours:
3.) Amount and type of otiice épace needéd to support
personnel: ﬁ i | - - |
4.) Amount and fype otﬁotficefequipment neaded to support .

personnel:

”6.) Amount of telephone equipment and lines neccessary.

2

7.) Amount and type of office supplies, “’fwnw‘
8.) Amount and type of printing needs. \» o )
9.) Amount of postage: "’ . ”,j\}‘ | sfk
10.) Travel by personnel: - %5 |

11.) Amount.of personnel development &nd training. B

12.) Projected direct,nssistance associated with service~such

a8 louging ior a victim of intimidation: e e e

13.) Projected administrative services such as accounting or

legal services:

14.) Projected media needs: e

| -0
Funé;aising.and Victim géfvices —iiOv
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Type of Involvement';;
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Figure 2:

Assignment oi Costs Matrix

Service 1

Service 2

Service 3

- TOTAL

COST

Statf Time

Trol. b S
Assistants
Clerical.

 Oitjce

Eguipment

7

Telephone . -

‘Sugplies,
- Prinﬁiﬁg:

Postage

Travel |

;»iDﬁvelog.
= Direct Ser.
“Adminis.

[©]

LL. S

) 4
4% b
\ .
. P
S
4
4
”»
b
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Figure 3: Net Funding Matrix

Budget Item TOTAL COST Resources

N

Statf Time

rof. Tr.
Agssistants
Clerical
Other
Ottice
Eguigment
Telephone

Supplies
Printing

Postage

- Travel
Develog.‘
Direct~Ser.

Adnminis.
hedia

IOTAL NEY FUNDING NEEDEL

- Fundraising and1Victih,8etvices :”12‘

,f/
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NET FUNDS 'NEEDED

CONTRiBU%lON WILL BE OFFSET IN PAKT BY ADMINISTRATIVE COSTS
INVOLVED 1N VOLUNTRER MANAGEMENT. )

Once you have established your annual budget and
Projected iundinghneeds, you should make sure that you have a
tinancial system which provides you with a .capability ot
monitoring that budget tor tuture projections. Your
bookkeeping system should be concisehand set up according to
estcblished accodbting procedures. ‘ii you do not already
have a regular accountant and it you do not provide. for a

paid audit in your budget, you should establish the iunds to

hire such services. It is essential for fundraising eifcrts

- that your books are up to date and that you have an annual

o

audit.

Schedule your efforts well in &dvance.

Time management and eftective scheduling are arts which

&»have not been pertected by most managers in the non-protit

world. The service orientation oi many directore makes them
'even more prey to classic bu31ness executive syndromes such
as attempting too much at once", unrealistic time Q
estimates", procrastination ,wand "doing itvmyselt".

"For most victim service providers, the idea of ‘

iunuraising ie essentlal but it is also an intrueion on their

: primary goal oi\providing asslistance to victims ot crime. As
 a result, tundraisingﬁeitorts may be relegated to the "bottom

- of the henp" in scheduling and priority tasks. It should be

emphesized that &ny program that does not recognigze that

~resource development is necessary to survival and therefoxe

-

Fundraising.and Victim Servicecv*’IBG i o | 9 ’
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intrinsic to service may well become a tading memory in this Figure 4: Timetables

current era of austerity.

Scheduling your fundraising eitorts is as essential as  " fﬁ Task Timetable |
echeduling the rest of your management tasks. And it should ,f{‘ wWeek One a.) Development of Fundraising Plan
be done with plenty ot letitdde tor delays and mistakes '§; | ~ b.) Preparation oi Fundraising Plan for Board
because they always happen. : | ‘ ;S' of Directors

Timetables should be constructed which reflect both the ; - c.) Timetable for fundraising déveloped

tasks which must be accomplished as well as the persons d.) Contact Board with Fundraising Plan

respoﬁsible for completing them. e.) ﬁet &genda tor Board meeting

The timetables shown in Figure 4 are exanples of the Week Two a.) Prepare notes and minutes on board meeting

typessthatvcan be usetful. b.) Meeting ot Fundraising Committee

Betore you attempt to plan a timetable for fundraising c.) Correspondence to Board ot Directors on

you may wish to assess or ﬁlan your total allocation of §~ ; results of Fundraising Committe.

time. The iollowihgrtime inventory was designed to help you d.) Preparation of notes and minutes of

think through the ways you spend your time. ngndraising Committee _ |
1. Decide on your total time trame and how-much time you e.) Etc. f o 0
have to allocate to each category. Categgxies may

1ask and Statfi limetable

include *"direct service", wadministration",

L
®
»
ol

) '/7‘ | "tundraising".:"ﬁoard responsibilities”, “public R Deadline Assigned To: Status
e e lations" . , o o= SR Y . Task 1 ' \
. re at ons P etcc N . ‘ . ‘ . : et H 5 L l‘ask 2
< Z. Set daily goals. Each day, set aside & half hour - — g::t 2,
beiore leaving work and list the principxe priorities to —

Task 5
be accomplished tommorrow. ;

3 Keep a tecord of your time; Record what you do for
every hali hour period tor two days to a 1ull week. ,
while this may seem tedious, you will tind out thnt many o ;o | %é
hours are spent in rest, personal business, etc. This 4s

T

Fundraising and Victim Services - 14
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not necessarily a bad allocation of time, but be hoﬁast or

you will not be able to dnalyze caretully what time you

really have to spare.

4. Estimate how eifective you were during your recorded

time periods. »
5. Evaluate this time record and then set a timetable of

goals and objectives for your program and your

fundrais

ing activities.

u

Record percentages of effectiveness.

REMEMBER, IN CONSTRUCTING A TIMETABLE FOR EITHER MANAGEMENT

OR fUNDRAISING ACTIVITIES TO ALLOW FOR DFLAYS, OBSTRUCTIONS,

AND OTHER BARKRIEES TO ACCOMPLISHING THE GOALS YOU HAVE SET.

YOU HAVE ‘TO PLAN FOR EVERYTHING BEING LATE...

Lt R

Fundraising

and Victim Services
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CHAPTER THREL: YOU CANNOT SUCCEED UNLESS YOU TRY

A common problem among victim service providers is that
they feel that they are unable to raise funds. They don't
like asking people for money and they don't believe they will

succeed.

"I don't like asking tor/money, it's embarrassing..."

Many people feel there is a stigma to asking others to
contribute money to’specitic projects. Oftén they teel
constrained because they were raised to believe in being
selt-sutticient and asking ior money may be too much like
"begging''. You must remember that you are not asking for
contributions for yourselt,.you‘are asking ftor funds to help
sustain an import#nt service for the community. Obviously

You believe in your program or you would not be devoting long

~ hours to service. Your clients deserve assistance which

means that yoﬁr program deserves tinancial support. Lon't
let your preconceived notions about fundraising interiere

with tinancial development.

“Fundraisiné is _hard because most peopie will say no..." -

Its hard to ask tor something and then be réjected,

Anyone who has tried to solicit assistance, votes, or money

has had the depressingrexperience,oi a door slamhing in their

iaég. 1t is unpleasant and discouraging. But while lots ot
people may say no, many will be very supportive. VWhether
they give money or not, you have an opportunity to bring the

problems ot victims and witnesses to théit attention. Be

oy I

Fﬁndraising‘and Victim Services - 17
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polite and fhank everyone for theif‘timeg Even the people
who say no the first time may eventually be convinced of your
program's worthiness.

"I don't know how to raise money, I can't‘give speeches

_.or talk to people..."

Not all iundraising involves direct verbal contact, but
much of it does. Even if you write a proposal, you may have
to detend it or explain it to the representative of the

funding agency. Not everyone needs to know how to speak or f

~ to talk to others, but program directors must master some

tfundamentals. Some people itind the tollowiné éuggestionS‘
helpiul: - , |
1.) Hriteﬁ;ut the pufboses;and objectives of‘?put
program in clear and concise Eﬁg1;§h.>:hgmor;ze,;his
”shdrtAS£ateﬁen£ of burpose sb that you can easily'tell
them to anyone who asks you. ‘ - .

2.) write out a short description of your‘ptogram

services and memorize this.

3.)‘Think.abaut fwo or three succéssiul cases 1njwh1¢h"*’

your program provided needed,sérvice'ié a-wictin;;n&
hitness.‘ Practice teiling people abbut those cases so
that you can always havewéxaﬁples of your services.

4.) 1f you are explaining akprobésal to someone, make
sure you know the tunding figures and your budget well.
AKeep & copy ol the proposal with you and tile tab the
various sections 80 that you can £lip ggvthemveasily to

)
tind answers to questions.

Fundraisiug and Victim Services - 18
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5.) 1f preparing for a short speech, review other
speeches you have heard relating to victim services and
select a good outline. Fill it in with examples from
.your own progiam.

6.) 1t you hear socmeone give an eifective speech, ask
him/her for a copy and ask 1f s/he would mind if you
used ideas from it in your own work.

7.) Quote libéfaiiy trom experts in the field if you
“havé;trouble tormulating your own iéeas.

8.) kemember that your services and your experiencé will

"speak for themselves, if you can Jjust relax long enough

to share them with your audience.

"1 don't know how to”raise money, I can't write good

Proposals or letters, or design brochures and pamphlets.

Not all tundraising involves writing skills, but some

writing is usually necessary. Even if you are planning a
benetit even;, a door-to-door canvass, or phonathon, you will
need some brochures and will have to write letters ot
request, appreciation, and thanks. Not everyone needs toc
know how to write, but program directors must master some
tundamentals. Some people tind the following suggestions e
helpiul: e

1.) Find a good basic éecretarial book and use it for

reterence in style and language for business letters. S

2.) Make sure You check the spelling and meaning ot<any
words that you have some questions about.

3.) knlist the assistance of your local printer in

Fundraising and Victim Services - 19 ” .




designing and laying out brochures and printed materials.
4.) Practice writing short program descriptions. Let a
friend iead them and tell you whether or not they are
clear and understandable.

5.) Ask a person who writes well to help you improve
your sentence construction, paragraph development, and
proposal organization.

6.) Kemember that people write best about what they know
best. You know your program well. With some attention
to basic grammar and style, you will be able to\ﬁ&ite
about it.

"] can't raise money, I don't know how...."

While some people ma§ gsay that they don't know how to

raise iunds because they can't write, they can't talk, or

 they can't ask, most people say they can't raise money simply

because they don't know how.

L3 o o
lhere is a growing tendency in this country to rely on
"experts" when plenning or doing anything. While experts may

have their place in providing advice and assistence, remember

that mot all proiessionals are experts and not all gervice

providers lack expertise.

d

Commdn sense, a little reading, and ‘a lot oi practice

 will go a long way in making your tundraising efforts a

| succese. Each year your fundraising will impxove. You will

learn irom your mistakes.

o

Learn irom othet people's iundraising successes and

failures. Think ebout times when you have contributed to

-

Fundra{siﬁg and Victim Services - 20

fundraising events, sent in money for Easter Seals, or gave
money tor & special cause. Figure out why you gave and list
all of the other reasons you can think of ftor why you would
have given. Then, think about the times when you did not
respond to a solicitation and figure out those reasons. List
all oi the reasons in each category and use them as a basis
tor developing your own materials ahd strategies.

Keep a tile of all of the direct mail requests you
receive and copy down the style and content from 1etters
which are good. Letters you don't like, keep on file so you
don't make similar mistakes.

Keep a iile on good advertising. Fundraising tor your
program is selling your pregram. Good advertising works for
commercial corporatiens and it can work tor you, ”

Look at reference bocks so that you can find out what

others heave learned Irom experience. But you can't learn

tundraising without trying to do 1t, and you won't succeed in

ra181ng money unless you try.

>

g
N
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CHAPTER FOUK:
YOU SHOULD BE GOOD AND TELL PEOPLE THAT YOU ARE GOOD

Victim and witness assistance programs provide needed
services in their communitf/ But oiten they forget to tell
anyone about it. Developing public awareness through
publicity and education is a key tactor in any successful
tundraising. |

Yeur image.

Before you begin to design your tundraising plan, you
should make sure that you have gives adequate attention to
the impression your program makes on others -~ its image.
There are two aspects of rhat image which are essential to
fundraising: your "business" image and your public image.

The professional look.

Your business image is created by how etfectively your

program operates and meets its goals and objectives. The

review of your program and your ongoing evaluation will help

Eyou in developing a good business 1mage. The 16110w1ng 1341

list of the main teatures of a good business image:
1.) A logical statfing plan and supporting
documentation, iscluding_job~descr1ptions and work
management programs. 6
2.) A good budget and tinaqgial statement. .

3.) A good bookkeeping system and a’reguiar audit.

4.) An annual plan and a long-term (3-5 years) plan

for the organization.
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5.) Protessional office behavior.
6.) Contormance with local, state and national laws
and standards.

Coniormance with lccal, state and national laws and
standards involves filing appropriate articles of
incorporation, obtaining tax-exempt and tax-deductible
status, obtaining bﬁlk'mailnpermits from the post cffice,
registering with appropriate state or local oftices in order
to meet charitable solicitation regulatiops, etc.

You should be aware of three indepenéent groups‘and
their eftect on your fundraising efforts as well. First,

your local Better Business Bureau should be informed about

yout organization and you should provide them with any

- necessary 1n£;rmation which they need to develop a good

report on your program. I1f you are doing local fundraising

they will probably receive inquiries on your eitorts.
Second, ;he Council oi Better Business Bureaus, Inc. in
Washington, D.C., has a Philanthropic Advisory Service which
publishes a 1ist oi organizations whidh,neetvtheir eqhieal”
standards in iundraising. Organizations which intend to do
national fundraising should register with them. It is
helpiul to obtain a copy of their "Standards tor Charitable
Solicitation” to guide your eftorts. It costs $1.00 and can

be requested irom:
Philanthropic Advisory Service

Council of Better Business Bureaus, Inc.
1150 17th St., N.W.
Washington, D. .C. 20036
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Finally, the National Information Bureauhhas also

developed standards for fundraising and publishes bulletins

which 1list organizations which do and do not conform to their

standards. Again, these bulletins cover organizations which
(‘_‘l'>

are involved in national soldcitation campaigns, but the

standards may be of use to you on a local apd state level as

well.

Marketing your program

In the last twenty years the American business world has
grown to acknowledge the necessity for setrong marketing
Philosophy in corporate planning. The impact of mass media,
the high degreé of individual mobility, and the growth of
atiluence has contributed‘to the tocus on sophisticated
marketing techniques in most major cqmpanies. The average
individual is innundated every day with countless biatant and
subtle marketing appeals ranging from used-car sales to
solicitatiogg to save the whales. If you are going éo be

able to raise funds effectively you will have to learn and

| practice some fundamentals ot'narketing. R <

Your public identity.

You need to associate your program with a name or logo
which it immediately attractive and memorable to the avergge
individual. host Victim and witness services haveralreédy“

establishé& a name. However, many may wish to reconsider

- their logo. Ideally the name and logo should be s;mplé and

accurately retlect the purpose o1 your organizatipn: You

ﬁight want to solicit some assistance ftom'a:graphics“lrtist

-
o
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or public relations firm if your imagination fails you.

General rules for a name or logo:

Short, simple, and easy to spell or read
Easy to remember. '
Easily associated with your purpose.

Adaptable to any advertising medium.

It takes money to make money .

You need seed money to support the development of é good
public image. Poorly designed invitatiqné, programs,k

cheap-looking solicitation letters, or hastily and sloppily

prepared proposals do not elicit sympathy. Pecple want to be

& part ot success, not tailure. Your program's image shouldc
convey‘accomplishment,»dedication: and stability.

Promoting your pProgram.

Your initial ettorts at public awareness should involve

the development of at least three kinds of materials on your
program. : N

The tirst is your‘pragram,ﬁrochure. ‘This brochure may
be the,nost important part of any‘iundrais{hg etfort. “You
want to provide as succinctly as possible the answers to the
tollowing questions‘: Why does your Program exist? What is
your program? Who are your clientsf What are your program's
services? how eftective?afe ibur services?

The brochure should include pictures, statistics, or

testimonials. The text .nd the visual eftect should Create

an emotional messageﬁv lt should be uasily read. White space
thdraising and Victim bervices - 25 ’
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and medium to large print are encouraged.

You should print as many brochures as you can attord and

distribute them widely. Since you may wish to distribute

them by mail, it is advisable to make them fit into a regular
business envelope. |

The second intormational material should be a regular
newsletter. 7This does not have to be expensive. You may
wish to limit production to a quarterly distribution. It can
be a one or two page flyer or a standardpfour ﬁage edition.
It is important as a way to update your public on youf
program activities without modifying your brochure. -7

Make sure_that both the newslet;gr,and the brochure have
a response device through.which ﬁeople can‘contribute to your
pfogram. Also make sure that you send copies ot the

newsletter to any potential funding source for your program.

Finally, you should produce short public sgrdice

announcemenks for radio and printed media, and pfovide your

media contacts with regular press releases on news items in

your agency or télating te your clients.

, Public'sgrvice'annoupcements tor radio stations can be .

done relatively inexpensively. You need to write five or. six

sentences which tell what your program does'and suggests that
the audience can receive more information at your program
headquarters. You should deveiop personal re}ationships with
station announcers so that you can influence them to air your
announcenment . TeleviSion announcements are e;tremely

efrective it they are done well. however, they are expensive

-
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and most programs cannot afford them.

Public service announcements for printed media can also
be done locally. It should include a picture, your logo, a
reteregce to the importance ot your services, and where the
reader can get further information. Again, an emotional
message 1s helpiul in eliciting public attention.

Media attention can be generated in two additional
ways. First, a news release can focus attention on ’
particular suécesses of your program or interesting cases.
Second, an occasional letter to the editor in the local paper
can be very eftective in alerting the public to key victim
issues. Even it your letter is not ptinted, you will be
establishing contact with.the local editor. And, the next

time he sees the name ot your program, he may give it

coverage.

L3
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CHAPTER FIVL:

IN ORDER TO RECEIVE MONEY YOU MUST ASK FOR 1T

Now that you have polished your business and your public
image, how do you go about getting money? Obviously there
are a number of fundraising methods. Five specific ways are
explaingd in the next chapter.

However, Fhékkey in every technique is that you have to
ask for the money. 1t sounds simple, but to ;any people this
4is the most difticult aspect of fundraising. Most peoplé’
will not give unless they have been asked -- personally.

ldeally there are seven main ingredients in a successful
fundraising request whethér it is done in a tace-tb-tace
solicitation, through & fundraising event, a direct mail

campaign, or in a proposal: .

h

1.) The donor should ﬁe addressed as an individual
-=not as a taceless stranger.
2.) The donor should be told why the program ;;
needed. , | o |
3.) The donor should be told the: scope of the
program and its services.
" 4.) The donor should be told what his dollars will
do to help provide services.
5.) The donor should be told who will receive the
benetit of his dollars. \
6.) The donor should be asked fo;‘a specific amount

ot money for a specitic cause but ghould be given

-~ *
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several funding options so he can choose an

alternative.

7.) The donor should se thanked for his
thoughtfulness and his money .

kY
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CHAPTER -SIX: FUNDKAISING NEVER ENDS

This section focuses on five difterent metho@gﬂoi
tundraising. A comprehensive tundraising strategy involves
an annual plan that selects target groups to solicit funds
from and also develops solicitation strategies in keeping
with the funding needs. The annual fundraising plan should
be a part of the annual, comprehensive planning document tor
the program in general.

Before the specitic fundraising methods are addressed,
program menegers should remember that prospective donors
oiten look at your own contributions in assessing the
worthiness of your endeavors. Whether or not such questions
are justitied, questions concerning the level oi tinancial

and volunteer contributions that your own perscnnel provide

will be raised. Ii your members, Qolunteers, board members
or stafit are not convinced enough of the organization's

worthiness to support it tinancially, however modest the

level, it will be diiiicult to convince the rest ot the world
that they should support it. Document contributions trom
your program s "ftamily" (in-kind and direct tinancial aid)
and be prepared to use it in outside solicitations.

All fundraising methods use the same,simple steps.
First, you have to identify the prospective donors.‘\This

process varies depending upon which method of fundraising you

are using. With individual solicitations either directly or

{‘indirecrly you ‘must compile some basic lists from which you
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can make your fundr?ising approach. For proposals to
toundations, corporetions, or government you must decide on
which agencies or departments are most apt to be receptive to
the kinds ot service you are providing. .

Second, you have to decide how much money to ask for.
kvery fundraising plan should have an annual goal. That goal
should be based on your net funding needs. You should then
decide how you are going to try to raise those tunds. 1t
your net funding needs are $100,000, examine your budget and
the services you provide. Decide what portion can be raised
through proposals .to government agencies and foundations and
what portion'needs unrescricted community donations.

The portion ot ftunding that can be rais=d through
proposals should be divided into specif;c projects. %lhen the

funding levels will be determined for each project‘by an
itemized budget tor specitic services or by simply designing

services wiﬁhin the tinancial guidelines of the ftunding

source.

The portion oi ftunding that regquires a community

»tundraisiug campaign should be approached @ifferently. The

goal ol this part of your iundraising etfort should be

_ expressed in concrete dollar tigures ~- perhaps $50,000 or

one-half oi your total iunding needs. You then need to
construct a tunding pyramid which visually depicts the total
tunding goal ot this part oi your development plen. ?he

construction ot this pyramid is based on tbe‘followiug

R S U
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guidelines. One contribution should account for 10% of your
total goal and 10 contributions should eccount tor 50% ot the
total. Further, at least 5% to 10% ot your .funds should come
trom small gitts,r Large donors tend to avoid social programs
that do not have strong grass-roots financial support.

Heving designed your funding pyramid, you can tigure how
much money to request from varioﬁetindiﬁiduals in your
solicitations. You may tequest more money in persocal
tace-to-face solicitations than in direct mail. Indlviduel

solicitations can be tailored to the individual while direct

kmail and fund-raising events use general request categories.

Third, you need to make yourseli accessible and

‘attractive to the potential donor. In the proposal process

this may consist ci developing an attractive Presentation ot

your program as well as practicing a personal preseantation

- for e meeting with your tunding agency's representatives. 1In

individual solicitations this can vary irom developing good

written materiale to spending hours at luncheons or personal

interviews with wealthy prospects. /
,;Fourth, you need to.mage the te&uest;*‘That‘p:ocess is -,

defined wore tully in the previous chapter. N | |

Individual contributions . -ﬁ

Many program directors overlook direct solicitationd‘ot ‘

i |
individuals in their tundraising efiorts. Although they may

speak to service clubs or other organizations about

contributions, they neglect the direct request tor 1ndiv1dua1

donations.
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Close to 90% of all non-governmental support of

non-protit agenciles comes irom individual contributions in

this country. Yet victim service agencies have almost never

used this source oi tunds etfectively. Most service
providers will say that it is not reasonable for their agency
to try to develop individual contributions tecause they do
not know any wealthy people. While it is true that knowing
someone‘who is wealthy can be helpfui in individual
solicitations, a large portion of individual philanthropy can
be traced to gifts between $100 and $1,000 from middle-income
tamilies.

Identitying individual donors.

You can identiiy potential\QOnors in your community in a
number of ways. You should always start to compile your list
oi names by esking,ycur program's board of directcrs,
volunteers; stati, and others to list the wealthiest

individuals in your community. They can probably identity |

‘these people rather rapidly and provide a great deal ot

background intormation on them. Then ask the‘same people to
list everyone they kncﬁ who contributed tof"gocd causes" in
the last’tWO years. This list should include people who have
conttibuted to churches, hospitals, libraries, civic funds,
United Fcnds, etc. These two 1ists may provide you with an
good initial solicitation list.

Ii your first compilation is somewhat sparse, you may
wish to enlatge 1t‘by‘doing\some'background research.

Several sources of intormation exist. You can check the




newspaper over the last year and read the soclety column for

fundraising events and who chaired or participated at such

- events. You may benable to get lists from local country

clubs, churches, protessional groups, or alumni clubs. You
can also get public information easily on some more prominent
citizens bf using regional editions or Who's Who (published
by’Marquis Who's Who, Inc., 200 East Ohio Street, Chicago,

Illinois 60611) or your state's version ot the toundation

directory.

Keep & tile card on all potential donors. That card

should have the donor's name, address, telephone number, key

friends or contacts (it you can identify them), employment,
income, and hobbies or interests. A sample‘prospect card is
illustratgd in Figure 5.

-

This card file will become invaluable as you fundraise

over the years. It should be updated with other personal

intormation ‘whenever possible. For largé donors, birthdays

and other special events should be remembered with a special

° card.

Assessiﬁg levels ot contribution.

Having identitied key individuals for solicitation,ByOu
k . > § S .
need to assess their potential for contributing and decide on

a request level for each person. You have already

constructed your funding pyramid, ;Yqu now need to determine

not only the general level ot income of the individual to be

approached, but the level of disposable income. Fundraising

proiessionals suggest that 5% of an individual's disposable

-
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Recognitions:

Figure 5: Prospect Card

Name
Address
Home Telephone Business Telephone
Family Status: Spouse's Name:
Children's Names and Ages:
Special Friends or Relatives:
Employment:‘
Business
Address v
i)
Title or
Position:
Education: High School Year'Grad.
College: Year Grad.

w Gxaduate School:

Special Interests:

Hobbies

Year Grad.

hemberships -

‘Organizations

Community

o}

Inaividual Income:

o

Family Income:
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income is a good iigure to aim at in iunding requests. Thus,
Figure 6: Funding Pyramid

ii the pyramid in Figufe 6 is realistic and you have an
individual prospect who earns $50,000, his net disposable
income may be $35,000. His level of contribution cquld be
$1,750. , | E

Place all oi your individual'prospects on the«tunding T
pyramid and make sure that you have at least 10 prospects for
every gitt on the pyramid. Color code or otherwise‘tile all
prospect. cards based on theirvpotential level ot’

contribution. It your lists are incomplete atter you have

done the initial phase of income assessment, attempt to

complete them with turther research. ; ) ' S é . . 1 gitt of

| | ~ § 10,000 . |
You are now ready to begin your solicitations. A final 2 Si::s of ‘ 7:500 $ 10,000
R glitts o » 15,000
‘note betore you start: begin with the wealthiest prospects fsgi{§: otf 2:ggg %8:000
v , } . ) BilIts o _ 20,000
tirst. Your largest donors will want to be involved in - 25 gitts ot : l’ggg 15:000
. . R N gifts of Direct hail Ca : 12,500
setting the standards ior others in your campaign. And, ' ’ mpaign 7.500

" Total:

smaller donbrs will have more incentive for giving at later $100,000

stages because there is a réglistic chancé‘ot reaching the
funding goal you have set for the program. ’

Developing a relationship with your‘prospgctive

donors.
Personal eolicitations require a great deal of time and
etfort. However, the long-term fund rgising benefits can be

From: lenbrunsel, Th
¢ ‘ » thomas W., Louis G. Tor
dezeeuw, Fund-kaising and Grantsmariship: 2:5:&3& sg::;ntgém

‘the Community for the ¢ ~ f
state PniVerZi;y, lggofommunity- East Lansing: Michigan

well worth the energy. Individual fundraising begins and
ends with individual contact. You or éome“member,ﬁi ydur
tundraising campaign needs to get to know the prospective R

donors and to develop a triendly relationshi?- hThe”amount of
' Fundraising and Victim Bervices = 36 ) | o - ' :
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time spent on this relates to the’expécted level of
contribution. | |

In the development of your lists and”yﬁur prospect file
you will have gathered a great deal ot information on tﬁe‘
potential contributors. The)next step&in preparing fot your
solicitation is to analyze the possible motivations of the
donor for contriﬁuting to your program.

Some people contribute to service programs because of
their social conscience. Otﬁar people contribute primarily
because they like the recognition that they may receive for
"doing good". The tirst type oi donor needs to be convinced
that your program does indeed provide needed services to
disadvantaged individuals. The second type oi donor needs‘po
know in what ways he will Ee racognizedfio: his good work
(i.e. the presentation ot a plaque, a certiticate, or public

acknowledgement) .

Whether or not an individual is interested in altruistic

goals or public reoognition, most individuals give to social -

causes that are related to three major'concernsa religion,
health, and education. Therefore you should attempt to
relate your victim service program to one or more ot these

broad categories. The most sucéessfui,linkage~iaﬁfound

- between Victim services and health.» By emphasizing the need

. to provide crisis intervention or counseling in order to

‘assist some victims in maintaining or rqgaining a sense of

“

emotional and mental wall-being and the need for medical

services ftor victims ot physical injury,‘youhoan shov a

PR &
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strong connection between victim sssistance and health

related goals.

A second strength is the relationship between victim and
witness management and public education in the field ot
criminal justice. By showing the nesd for such education and
the fact that your program helps in providing public and
individnal education in criminal justice processes, you can
indicate the contribution your agency in this tield.

In order to obtain personal involvement ot the donor in
your program, you should arrange for both an initial

interview or contact w1th the individuval and the possibility

.of a visit by him to your organization. The on-site visit is

particularly iwportant tor larger donors. Not only do they
apprecilate seeingfthe businesslike nature of your social

service program, but you can often solicit advice or

/participation trom them on the spot. Once they have become

involved in‘%his manner, it is much more difficult to retuse

“to provide some tinancial aid.

haking the request for money.

Tha problems ot meking the actual req;es; torkmoney.have
been reviewed earlier in thia,manual. however, it is
worthwhile to exPand on one aspect oif the tinal
solioita;ion. In individual fundraising always remember to
provide the\potential donor with both alternative methods of
contribution and alternative amounts.

First, ask tor the specitic level ot contribution in
cash that you have determined he can aftford based on your

R N o ; o ; B

»
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funding pyramid.

Second, present him with alternative glift options: a
cash pledge, to be given over a certain period of time;
in-kind gitts ot goods and materials; bequests; trust funds;
or restricted gifts for specitic projects. The last
alternative is oiten the least attractive to your program
because it may require time and effort of your staff on a
project which does not tall within your regular work plan.
However, if you decide you have the resources to support such
a project and it is not inconsistent with your program\goals,
it may enhance your CUrrent level of services.

Third, ii the donor is relﬂctant to give the amount you

have requested be prepared to give alternative lower amounts

and to suggest either the ditterent levels of service which

ES

such amounts can support or tdiprovide an alternative

recognition scheme in keeping with the lower donation.

It you3have been successful in your solicitation,’you
still have some additional responsibilities. Maké’sure you
provide the donor with a receipt tor his contribtuion. 'hakei

sure you provide appropriate public acknowledgement for the

'contribution unless the donor has specifically requested

anonymity. Make sure you send a personal letter of .

=

appreciation.

Direct mail fundraising.

The idea oi direct mail is becoming increasingly popular
with social service agencles. And victim service programs

are no exception. ‘The benetits include developing visibility
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of the program, distributing basic information on victim
issues, identifying volunteers, and the fact that direct mail
tundraising solicits unrestricted funds.

However, there are major disadvantages and programs
should be aware of them before they become involved in direct
mail so that they can avoid the pitfalls. First direct mail
campaigns are rarely successtul if they are designed as a

"once only" iundraising etfort. They should be part of a
long-term fundraising strategy through which mailing lists
can be refined and pertected over several years.

Second, if the materials used in the direct mail
campaign are not designed with a close attention to
maintaining a professional and successful image, the campaign
may do more harm to the program than good.

Third, as a result of the need to create an appropriate

image and the cost of deyeloping good lists, the initiael

" capital costs can be too expensive tor smaller programs.

Fourth, direct mail is a complex method ot tundraising
vwhich requires a large number of initial personhours to
organize the eiiort. Without adequate stafizcr volunteers, '
it can be a severe drain on otherbprogram activities.

With these potential problems in mind, we can turn tc
the steps involved in the design of direct mail fundraising.

Developing the mailing list.

Mailing lists can be developed in two ways. First,
general lists can be compiled based on the purchase or reatal

of standard demographic or special interest lists. A source

-
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for such lists is a direct mail catalog entitled Direct Mail

List Rates and Data which is published by the Standard Rate
and Data Sérvice. This catalog is available at most major
libraries. It includes types oif lists, how much“they cost,
and_how they can be obtained.

The direct mail catalog will refer you to businesses
which sell or rent the mailing lists. Nationally known
businesses include: Dun and Bradstreet R.L. Polk, and
Dunhill International. These businesses not only rent
existing lists but also will provide a compiling service tor
a fee. If you tell them the type of individual you would
like to mail to, they will compile a special list based on
interest group, tinancialjabilities, end other demographic
considerations. | N

You can also develop your own list. ' For most state and
local programs, this is the best method for a direct mail
campaign. Most v1ctim service providers know people in their
own community and throughout the state that can provide them
with names of 10 to 50 possible prospects for direct mail
solicitation. I1f you give such people specific guidelines
for suggesting names, you can oitenfdgvélop & good initial
list of donors. The follo;ingguiqglines are helpful:

1.) Does the prospect have nn,interest‘in social“'

services?

2.) Does the prospect have an interest in criminal,

Justice problems? (Thie-is helpful whether or not

that interest tocuses on the victim, the otfender,

-

-
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or simple administration)
3.) Does the prospect have an interest in women's
issues? (The prevalence ot special victim programs
in sexual assault, child abuse, and domestic
violence makes these prospects potentially more
receptive to your request.)
4.) Does the prospect have any special concern
about crime...due to a triend or tamily member
becoming a victim, fear of crime in his/her area,
etc? |
5.) Is the prospect well educated? (Surveys
indicate that better educated persons often
contribute more to worthy social causes.)
6.) Has the prospect contributed financially to any
other g&ocial programs?
" 7.) Has the prospect contributed time or materials
to.;ny other social programs7
Although the initial list will be'a good starting place,
it is well to remember that any list needs constant updating,
expansion, and purging in order to be used ;ifectively for o

direct mail.

Developing your direct mail package.

A direct mail package should has tive components.
First:;it muet be packaged in an enﬁe%ope which will entice
thenreceiverfinto opening thé~1etter and reading the
contenté. Second, it should have q'cover letter which makes

personal the solicitation. Third, it should have the program
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of two types: the ones which resemble'a’bersonal letter, and

‘The use of a letter which resemhles a personal letter is

brochure which covers the need for the program and its @:
scope. Fourth, it should have a "response device" which is
sent in with the donor's contribtution. Fifth, there should
be a return postage-paid envelope.

The outside envelope involves some critical design
features. Corporate America has learned that packages not
only "hold things" but attract and sell things. In direct
mail, the outer envelope is the package.

In decid;ng on your outer envelope,,think tor a‘moment
about what kinds 6t direct mail solicitations you open.
Normally, one does not even open anything that looks like
junk mail. People usually think that white business
envelopes, computer labels, a metered postal stamp, and &
return post oitice box indicate a direct mail solicitation.
Loud colors and written,messages on‘the cover ot the envelope
also suggest junk mail. |

Envelopes that seem to attract tavorable &ttention are
the ones which resemble an important business communication.

usually the most eitective kind of approach,to entice a
pereon to open the mail. A particnlarly good example of this
type ot letter was one recently sent by a tailoring tirm.

The . envelope resembled an Aerogramme from Hong Kong. It was
handzeddressed and 1ooked 1like & personal letter trom a far

distant country. Unfortunately, the agvertisement inside was

0 crude that it caused the envelope and the message to be

I8
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thrown away anywaj.

: Handwritten envelopes with regular postage stamps are
more oiten opened than envelopes that resemble business
requests. However, the time and energy which is involved in
doing handwritten solicitations are substantial.

The option ot producing business envelopes which attract
enough attention to guide the reader inside involves some
time and attention as well. 7The most common method is to
make the business envelope resemble a bill. A clear glass
window, no return address and a metered stamp may worry many
recipients into checking the contents. On the other hand, in
this age ot recession there is growing evidence that bills
become discarded as much as other kinds of mail, thereby
postponing bill-paying.

The other option is using‘an attractive business=like
envelope, with an attractive return address that readily
identiiies't%e organization, & typed address, and a metered
stamp. This may arouse enough curiosity to cause recipients
to open the envelope. Particularly in the victim services'
rield, the recipient may be receptive to intormation and
education on anything that relates to tighting crime or
protecting the rights ot victims, so that identifying the
soliciting organization on the envelope may be helpful.

In lien‘of any special identification or the appearance
of a bill, the best method is probably a plain white
envelope, no return address, and a metered stamp. This not

only saves time and etfort, the reader may open it simply to
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éatisfy*his/her curiosity about iron where it came. -
The cover letter is also an important document in the
direct mail package. Contrary to popular opinion, the cover

letter should not be short but rather be tairly lengthy in
I

H

ordér to indicate your own knowledge and interest in the

tield.l Protessional fundraisers often advise that the cover
letter should be between 3-5 pages long.
The cover letter should include the iollowing
ingfedients of the fundraising request:
1.) A persnnnl approach to the prospective donor.
2.) The need for the program in terms ot: _ e
‘ a.) who will receive the benefits ot the
servine.

b.) how much money is needed to provide

how much service.

3.) The total dollar need tor the program and the

percentage of funding left to be»raised.

4.) The reasons why this particular donor is’being

:asked to give. , ‘

5.) Appreciation ior the donor's . time,
'ngonqugration, and generosity. n

The personal solicitation is important and letters which

~ are addressed by name to the'prospectivendonor.éte usually

better received than ''Dear Friend" letters. The salutation
should also be by name. Of course, it is not always possible
to address letters personally because ot the time and ettort

1nvolved3 When you have to use a general salutation it is
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probably better to address people in "classes" than in the
"Dear Friend".categoryfas well. ‘''Dear Senior Supporter ot
Victim Services" is more likely to be received well than a
general '"Dear Friend" to an older person. The more personal
ynu can make the greeting, the better,

The letter itselt should‘reier to the person's interest
in the £ie1d‘and should state the reasons for the program.
Even if these reasons are stated in the brochure they should
be restated in the letter. People will read the brochure to
see it the organization seems businesslike, but they will
look at the letter for the emotional reasons for
contribution. It will be helptul to give an example of an
anonymous victim who has rnceived help from your program in
the letter. This will provide the reader with an example of
the concrete way your program is helping individuals.

The description of your current *unding goals and the
level of tunding already in hand can be very persuasive. You
ahould remember that individuals like to give to a successtul
project. 1If you can show in your letter that you are already
halt way to your overall ‘budget goal (ihéldaing, of ¢onrsé,'
volunteer hours and'other in-kind congributions) the
individual donor will teel that he will be contributing a
éignificant sum by giving you a donation. 1f, on the other
hand, you tell him that you are nnly beginning your campaign
he may be reluctant to contribute anything until he has seen
whether or not you have a chance at success.

The letter should always end with a note of appreciation'

2 d
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tor the donor's time and consideration of your request as
well as thanks tor the potential dbnation. Courtesy goes a
long way even in direct mail solicitations. An added
sentence =-- perhaps & "P.S." -- on where the donor may
contact you or someone else for more information on your
program can be usetul because then the donor can check up pn
you and be assured of your reliability. N

The third part of the package is your program's
brochure. The design featureé of that brochure were
considered in the previous chapter on image. It need only be
added that the brochure is an essential feature of the
Package because it indicates that the program is actually in
progress and an instituti&qal feature of the community.
Someone has invested money in & well~-polished public
relations piece, and that usually does not occur unless they

intend to accoﬁplish*the goals that they have set.
The fourth teature in direct mail is the response
device. This is normally simply a card which indicates the
amount of money which is being contributed and the services .
which this contribution will provide. In.diregt mail
membership'solicitations it takes the foFm of a membership
application blank. In direct mail donations it takes the
torm of: |
| "To install a radib in one counselor's car so that he
can respond immediately to victims of crime:;

neg ‘ IContribu,ﬁé-..-.o--.....-.......-..--*125.00
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"lo provide Mrs. X and her children two days of
temporary shelter trom a violent home:
I contribute...eeviiiieerinnnnnnnnens$ 50.00
"o provide transportation to tive elderly witnesses s;
that they can appear in court:
| 1 contribute..covviiiireirnnnnennnnna.$ 25.00
"To have one telephone line open to offer one month' 5
assistance to witnesses and victims:
I CONtribUte.sseeerernernenernrnrnnns.§ 20.00
"lo provide an emergency meal to one victim:
| I contribute...c.ciiiicniiiiiniiennnns$ S.OOF
"To help keep the program serving the Middletown
‘community: |

1kcontribute..........................$

The idea of the response device is to emphasize what
kinds ol services are being pfovided by the program and the

amount of‘mo?ey it takes for those services. 1If a potential
donor knows that it takes $125 to install a radio in the
counselor’s car, he may be less relﬁctant to donate that
money == or something close to it -- than it he wefe asked
for $125.00 without any itemization of what that contribution
would pravide. ) |

The titth aspect ot direct mail is the return ,
poétage-paid envelope. While costly, the device produces
worthwhile‘benetits. Think about how many direct mail
solicitations you might have returned if a postage-paid

envelgpe had been provided. kven more seriously, think about
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the bills which may not be paid as & result ot the tact that
you neéd a étamp.' Everyone seems to have a pile of mail to
be sent when and if they go to the pqsf office -- make sure
your direct mail response is not sitting in thét pille.

Some political campaigns and other tundraising efforts
have begun to use the technique of sending a postage-paid
return envelope for their solicitation, but statihg in the
letter or on the envelope itseli that if the donor will
prov§ée'the stamp, it will increase the worth ot their
contribution. This technique has yet to be tested as to its
eittect, but programs may want to inclﬁde it in their
solicitation. Note that a postél permit allows you to print
the familiar '"Postage will be paid by..." box on your return
envelope, and the post oitice will bill you only ior mail

sent by way of the permit. This is obviously cheaper than
having a stamp on the return envelopes, a minority ot which
will ever be-sent back.

It a program can develop the resources to do a direct
mail solicitatidn, the director should be cautioned about
three things: | ,

1.) The tirst solicitation should not be expected
to yield a great quhntity oi tunding for any
prbgram.v The process ot direct mail solicitation
invq;ﬁéﬁ testing the list and purging it for
correct names and addresses over time. It also

involves testing the materials. A one-to-three

percent positive return should be considered good.
14
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Given those realistic expectations, a direct mail
solicitation should be based on thousands ot names,
not hundreds, if you hope to eventually receive a
signiticant return on the investment.
2.) The solicitation may not bring in that
sighiiicant monetary return, but it has a double
purpose: it can attract volunteers and promote
Your program in the public eye. Anyone who is
familiar with the fundraising caﬁpaigns ct, for
example, Sierra Club or Friends ot the Earth may
~ sense that the first two or three mailings are
really tor public relations purposes and that the
financial solicitations are more serious as the
mailings continue. However, during the tirst two

mailings the groups are becoming a familiar and

reputable name in many American households, or such
is their intent. This means that a badly done
direct mail solicitation can have the opposite
etfect, making your program look ineifecfual«or
desperate rather than tsm\:ez;si.t.nl."r |

3.) Direct mail is mostly a "try and try again
procéss". While experience otfers some guidance,
the direct mail process is a recent fundraising
development and its 'principles ot success' have
yet to be tested or proved. Frofessionals have
designed systems based on their own common sense.
Where théy have @orked,tcopy them, but don't“aésume

-
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‘they have the corner on knowledge in the field.

Perhaps the best source ot good direct mail systems

are found in advertising and politics. Learn from

those ang‘you will have an edge in the battle of
direct mail. And "battie", unfortunately, it is:
one measure of an individual's willingness and
capacity to help out worthy causes‘these days seems
‘to be the number ot maileo solicitations he
receives every week.

Government proposals.

Most of the initial tunding received by victim and

" witness services has been through government grants. In some

states, this has been by way ot state agencies which have
channelled Title XX funds fromﬁthe Social Security.Act, or

Law Entorcement Assistance Adminstration block grants to

victim assistance programs. In other states, programs have
sought discretionary grante from other iederai,.state, or
local government agencies. Either wey, the victim assistance
Programs have relied to s large degree upon grants -- and
many, fortunately, have made the transition fron grant
support to becoming a '"line item" in the regular budget oxva_
municipality, county, or state government.

The fact that the tederal government is undertaking
tremendous budget cuts and that many state and local
Jurisdictions are tollowing suit makes it increasingly
difticult to obtain seed money from that source. kven before

such changes were imposed on government spending, many
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Programs lived insecure lives because of the bureaucratic
torces that impose themselves on grant-making programs.

This section will not answer the question of how to
obtain government grants. The answer to that question is
illusive at best. however, it will Provide some pointers on
how to seek government grants.

‘ The first hint is to avoid being narrow-minded in your
approach to government agencies. Just beceuse you have been
tunded in the past by the Law knforcement Asgistance
Administration does not mean you have to rely upon that
agency in the future. iou may be successful with the
Department ot Housing and Urban Development, the Department
of health and human Services, the National Institute of
Mental Health, the Administration on Aging, etc. You must be

creative in your program initiatives and resourceful in your

research on current federal programs.

ldentitiing the particular tunding source 'which you may
want to solicit within the government may be the most
important step in your grant-seeking process. Perhaps the
best source tor intormation about current federal programs ig

the Catalogue of Federal Domestic Asslstance which ig

Published by the U.S. Government Printing Uitice. This not
only contains a description of the agency and the funding
Program but also otten includes the name ot the appropriate.
person to contact tor more information.

The intormation in the Catalogue has been conputeriied

80 that you can receive a monthly update on all sources of
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funding in the area of need which you identify. If you wish
direct access to the computeriied intormation you can contact
your local informestion agency connected with the U.S.- Office
oif Management and Budget‘and they should be &able to either
give you access to a terminal for & search of programs or
provide you with the intormation. |

Another source of information is periodicals or

e R s e e

NV e

newsletters which are devoted to the govermment grant
process.. You may wish to review the Federal Register for
grant guidelines and announcements or the Commerce_Business.
Daily, published by the U.S. Commerce Department. Other
Private sources range trom newsletters which speciealize in

education, human services or criminal Jjustice, to

| announcements in professional publications addressing public

administration or special fields of welfare sérvices.

Once you have identitied the agencies to which you hcpe
e

to submit a proposal, make an informal inquiry to thevigency

either by telephone or letter. Outline what, you would like

to propose with a general budget figure. 1f there is a

}ormal bidding process involved you will be informed ot the )

,guidel;nes for that?proce853~v1t your proposal is entirely
fdiscretionary you will be able,to find out if theAprogrém
monitor is interested in your idea. U |
Many people who apply ior‘government,grants”do not"
Kbrecognize the importance of personal contacts. Governgent

solicitations are similar to individual solicitations in that

you are asking for money trom an individual -- that
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least explore thdse decisions and the techniques needed to
achieve "institutionalized" ftunding is to talk with
administrators who have been there before. But one caution:
even it you succeed in becoming a unit of government -- or &an
annual recipient of government appropriations =-- keep your
options open by raisng some funds trom private sources,
perhaps through an auxillary organization.

Foundation and corporate proposals.

Some protessional tundraisers would take exception to
lumping foundation and corporate proposals under one subject

heading. The purpose ot that combination is simple: small

businesses should be approached in a similar manner as

individual solicitations which were described earlier,

whereas large corporations respond in much the same way as do
most toundations, and review proceéses.are similar. Further,
many large corporations have an in-house foundation to which
they contribute funds, so that while you may bé subnitting a

proposal to the corporation it will be forwarded to their

“‘Bhilanthropic adjunct. Your proposal then should meet the

needs of both reviewers. - ‘

There are major differences between corporations and
toundatiOns in terms af their receptivity to grant
proposals. Corporations do not benetit trom "giving money
away'". While there is a tax deduction for charitable |
cantributions, that deduction still costs the corporation
income. In the case of tounddfions, they must give away all

ot their annual income {rom any investments, or 5% ot their
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individual may be the head ot‘an important agency, or a minor

"oiiicer in a small division of the same agency =-- but your

.request goes to an individual. ke can help or hinder you in

important ways.

The key to seeking government grant money is to
translate it into an organized proposal for a specitic
project. That project should be described in terms ot the
agency's funding priorities, the amount ot the budget
request,vthe'competence‘of the ﬁroposed personnel, and the
ability of your program to provide the services you are
proposing. |

In completing(a govetnment proposal be sure that you
have included all of the necessary torms. Forms may seem

tedious but ii they are not correct, you may tind\yourselt

rejected for some technical insufficiency. In preparing the

forms, assume that they will be read by a civil servant

conscientiouely trying to get a thorough, clear understanding

ot what yout words and numbers mean. )
‘the following suggestions may be helpiul when they-ste

not superseded by the agency s own guidelines snd Iorms:

First, provide an abstract ot the proposal which is not

more thé?ﬁ(one pag.e long.
i

Second keep your ‘narrative tor your project to

approximately ten@pages or less.

Third, provide a clear statement and chart of the
project goals snd;bbjectives, and show how they conform

to agency prioritﬁes.
s =
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Fourth,, K set forth your proposed tasks and activities in

a month-by-month time-and-tack chart which indicates you

know what you are doing and can accomplish it in the

time allowed.

Fiith, provide an explanation ot your budget in terms of

those tasks and activities so that the agency knows what

they are paying for at any time during the grant period.

Sixth, submit a clean, neat proposal document with the

number of copies called for but without elaborate covers

or other materials. With the government, a

cost-conscious, austere style of presentation is

normaily the rule, and most grant-makers are repelled by
slick or elaborate proposals.

Lssentially the same rules tor individual solicitations
apply to government proposals: identity your agency, decide
upon your program and budget, make youtself accessible and
attractive ﬁb the agency, and submit your request in clear
and concise torm. |

A final word: many victim and witness assistance
programs have lett the troublesome world of grant tunding to
join the not-slways trouble-iree world ot public services
funded through regular government appropriationeu The
decisions over whether to seek this gosl and under;what
conditions are delicate and complicated, and are us;ally
raised under the basner ot "public policy advocacy', not

tundrsising, in the victim/witness field. OUne way to at

D
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assets, whichever is grééter, in order to continue tc qualify
under Internal Revenue Service.regulations as a foundation.
They must file an annual form listing all gitts recelved,
assets, administrative costs, and grants made. ”They must pay
an excise tax on all gifts received, and they cannot hold
more than a 20% investment in any one company. The clear
intent of these rules is to make foundations act as
charitable organizations rather than holding companies or tax
shelters for corporatiomns.

The useful aspect ot these rules is that toundations

have to be receptive to grant appiications while corporations .

do not. P ;
In any tundraising eftort, the first step is to identify
your prospects. In seeking funding from a major corporation

or foundation, the rule is the same. Do not overlook major

il

corporations or foundations in your own city. Many have a
policy ot inwesting their charitable donations in their own
area to reap some public relations benetits with their
employees and customers. Many toundations are'chartered’to )
spend their charitable dollars close to home. |

The best sources ot iniormation on corporations and
their income lepels are: Dun'& Bradstteet,“l'hillion

Directorx and Middle Market Directory, Standard & Poor s

Standard Stock Reports or Corporation Record; and Moody s

Industrial Directory or Handbook of Common Stock.

The Foundation Center at 888 Seventh Ave. New York, New
York, 10019 is probably the best source of information about
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foundations. It pﬁblishes The Foundation Directory and the

Foundation Grants Index. These directories list the major

toundations and their locations as well as who the major
donors and ofticers are. They also provide a guide to key
contact people in the foundation. There are Foundaton Center
oftfices in other cities, and methods to use their research
materials elsewhere. B |

A similar source ot information is the Council on
Foundations which is located in Washington, D.C.. It

)

Publishes a periodical which updates the Foundations Grants

Index and is called Foundation News. The Index and the News

are indexed by state, key words and phrases, and by subjeot
of grant categories.
Having identitied the various possible foundations and

corporations for funding, it may be helpful to develop an

,index which you can update annually in your organization to

keep track oif their giving policies with regard to victim

services. This tile can be organized.siﬁilarly to your

| prospect card file developed for your individual solicitation

" campaign. (See Figute 7). | -

Alter developing the prospect 1lists ot corporations and

. toundations, you shoulo narrow the list to the number of

organizations which you want to address in this particular

~ year. A part of that effort should be addressed to how much

you would like to ask for from the organizations you

 solicit. The determination ot the proposed funding request

! Fundraising and Victim Services - 59 .

should be based on thé tunds the organization has available




ettt B

h Name

Figure 7: vCQtpOration/Foundation Card

s

Address

Telephone

Contact

Ferson . o

Business

,Addréss.
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Title or

Position:

Cdﬁtact Person's Education and Special Interests:
% : ; :

~Trustees,‘bfficers, andAStaif;

| Foundation/Qorporation lncome:

Previous Giving Policies and Programs: .

o e

a

Poliéies}and Donation to This Agency:

Record of Proposals or Requests Submitted:
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as well as the services which you are promising to render.

The approach to the corporation or toundation should be
similar to the approach to a government agency. The tirst |
contact should be through a letter of inquiry concerning its
interest in your program. 7This contact should be followed
with a telephone call, and ii they show an interest, a visit
to the main office of the organization.

The éctual proposal should be relatively short and to
the point. It should state the need for the program you
Propose and reilect the tact that such need is within the
tunding aims ot the organization. It should describe the
services to bg ptovided, the stafi and management plan, the
budget, énd be accompanieé by‘support letters and a summary
ot the program's other sources oi suppgtt so that the
oréanization understandsfit is nét the sole funding source.
Very tew toundations orvcorporations will want to become the
sole sourca of funding for a human service project.

Finali&, you should be succinct in your direct request

- tor funds. That request should go in a cover letter (as well |

as be included in the buégeted proposal) so that the reviewver
can immédiately see the amount oi dollars being sought.
However,'ybur letter should‘indicate some‘alternative optioné
tor contributions just as with an individual donor. You may
be requesting $30,000.00 for a Shelter home tor victims of
domestic vidlence, but you should have an option for the
donor oi providing $10,000.00 for alternative emergency care

at a motel, if a residence cannot be provided.
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In making requests to such private sources, the program
director should be fully aware that in the current state ot
government budget cuts, foundations and corporations are
being besieged by program requests. Even before this
increasze in requested aid,'only a small percentage ot all
foundation proposals received tundiﬁg. Foundations and
corporations have hever been the source of continuing larée
contributions,to individual programs. Even programs which
have receivedylarge contributions have always been given
notice by the grantors that the itunding is temporary and the
Qprograms aré"expegted to find other sources at a future date;

Just as many projects have sought to go from government
grané support to insfitutiénélized government funding, so
have a number gdﬁe from private grants to the status of a
United Way agency. In exploring that option, you should be
aware that it is not merely desirable to have additional
funding to what United Way will ofter, it is usually a

condition oi United way assistance.

AFundraising events.

The first way many community programs go about raising
money is through an annual tundraisermGiWhile this sourcé of
tunding can be signiticant -- the Citizens Committe for |
Victim Kights in Las Vegas has raised over $20,000 each year
tor the last thfee years through an annual banquet -- it
should be viewed realistically. |

First, most communities do not have the resources that

exist in Las Vegas tbr staging a‘majbr entertainment event.

-
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Second, even in Las Vegas, the event will not provide

‘enough iunding to support even one victim service program in

that community throughout an entire year.

Third, the volunteer and staff involvement in a
fundraising event can be a major drain on program resources.

Fourth, a fundraising event needs seed money to promote
it in the inital phases, and as a result needs & detined and
precise budget.

Fifth, it the event is a tailure, the director, the
staft, and volunteers should fully understand that this type -
ot tundraising is the most precarious of all iundraisihg
eiforts, but thaé, despite problems in meeting funding goals,
an event may éuccessfully mobilize volunteers and be a major
tactor in developing public awareness.

As in every phase of fundraising which has been
reviewed, the first task is to identity the populatiorn which
is most likely to come to the event. Banquets &t
$100-a-p1a£e will attract a different audience than a
""pbikeathon". The director should think carefully about his
community and then design the event based on the compunityfs
interests.

Ticket sales to the event are based on the population's
interest so that lists of prospective community groups,\;
church groups, schools, and other participatory bodies are
essential for identifying the prospective purchasét ot
tickets. In determining the best saudience tq; an event, a

progtam director mby wish to contact local civic clubs or the
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Chamber oi Commerce to find out what competing events are
scheduled during the year and to tind out who has directed

these events in the past so that that person can become &

counselor to the new event.

The tundraising goalvior the event should be based upon
the costs of the event itseli, plus the tunding requirements
ot the service which this event is designed to subsidize. It
is wise in planning a fundraising event to develop a specific
budget by activities and tasks for that event. Follow the

guidelines tor budgeting outlined in the second chapter and

tailor your budget items to the fundraising event. (Note: inm -

constructing your overall budget for your program, you should
include tundraising as a hservice" category tor budgeting
purposes, that is, a category of expenses your agency»expects
to encumber. Thus, you should already have a general'tudget
planned for your multi-purpose fundraising costs, and you.cen
retine sub-éhtegories‘oi costs tor each of the fundraising

efforts you plan.)

A successful iundraising event is based on successtul

. L . __'. e
promotional efforts. This kind of fundraising is most

intrinsically connected to good public relations and good
publicity. As a result, caretul planning should be used in
scheduling the tasks up to the rinal day. A chairperson ot

the event should have a good understanding of when the media

ghould be notitied, when tickets should go on sale, what kind

of additional pnblicity will help in sales, etc.
An advantage oi'including this kind ot event in your
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fundraising strategy is that through it, you can both recruit

new volunteers and use the occaision to reward volunteer

etforts throughout the year. At a banquet, for instance, you

might give a Volunteer of the Year award or present a special
_plaque tor outstanding contributions to your program by a
‘local business.

Your presentation and image are dependent upon the ease
with which the fundraising event takes place. No one wants
“to go to a banquet or participate in an activity which seems
to be disorganized and is not "fun". Figures 8-12 and their
‘accompanying explanations are suggested as a guide tor
planning a task. time-line and program activity chart in
developing your tundraisng event.

Committees for fundraising events should be established
#or several reasons. The tirst ie Telated to your publicity
éfforts. If you name a number of prominent individuals to
your executive committee or your program committee, you will

have the assistance of their names in attractingxattention to

your event. The second reason is that you need volunteers to‘

{
help meet tesponsibilities for: publicity, decorations,

photographs, etc. The third reason is that most individuals

who agree to accept an assignment will purchase a ticket and

can be of help in selling tickets to others. Remember that a

local fundraising event is dependent upon everyone becoming
involved in the ticket sales. Ii you can't get a triend to
buy a $15-$25 ticket then you may not have an event (or a

victim service program) that is‘seen as worthwhile.
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Fi%uré 8: Vutline ot Materials For
anning A Funa-Raising Event
1. Preliminary Considerations

A. Type ot Event

B. Selt-Assessment/Kesources (Model Worksheet .Attached)
l. Cost Projections and Potential Return

2. People

3. Money

4. Time
II. Initial Plan

A. Budgeting an Event (See Forms in previous section)

B. Preliminary Time Table (Model Attached)
C. Job Descriptions tor Each Planning Phase
D. To-Do List (Model Attached) )

11I. Organizing People

A. Setting Up Committees (Model Descriptions Attached)

l. Executive Committee

2. Program Committee (General Program Format

Attached)

3. Arrangements Committee

4. Publicity/Promotion

5. Budget ~

6. Invitations/Tickets

7. Awards ‘ :

8. hegistration/Reception
B. Statfing Committees ,

C. Setting Up Records (Models tor Site Selection,

Bro§ram'File and Community Participants)

election of Positions For Community Leaders

(Invitation Letters‘tor Community Leaders and Speakers

Attached) ,

E. Detining Roles and Kesponsibilities
1V. Detail Planning
: A. Committee Timetables

B. Committee Record Structures

C. Prompt Sheets '

D. Detailed Task/Time Allocations

fV. The Final Wweek

A. Last Minute Emergencies and Solutions
B. Personnel Allocation
C. Events Lay Time Sheet

V1. The Event :

i A. Last Minute Emergencies and Solutions

B. Lvents Day Checkkists

V1I. Follow Through/Winding Down
A. Follow Through Checklists
B. Thank Yous ~ ~
C. Records and Final Files
D. Evaluation
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Figure 9: Self-Assessment of Resources

A. Available People

Capabilities

Number Hours
1.) Staft
2.) Volunteers ‘
3.) Friends
4.) Community
Leaders ‘

B. Available Funds

‘ Amount  When Available Source
1.) Initial Capital ‘ "
2.) Additional Funds
“ C. Available,Time
R Amount/Days ‘Amount/Perzonhours
1.) Total Event Plan ~ v -
DR ‘ Programs Holideys Community

L

2.) Time Contlicts

18
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Figure 10: Time-Table/12 Weeks

Week One Selection of chairperson

. Develop timeline
Selection of committees
Written committee responsibilities -
Selection of committee chairpersons
Selection of committee members
Set lst committee meeting dates

Set agenda for committee meetings

¢« & o ® @
N Vst N N Nt N Nt

500 H® AN D

Develop record structure

Meeting of committees :

Site and date selection and confirmation
Select honorary chairs, etc., and confirm
Begin speaker selection

Committee timetables

week Two

* o e

+OONOCTH
RSN AN

Week Three Refine general record structure

Set up committee records

Finalize speaker and confirm

Determine cther program participants
Begin awards selection

Finalize invitation list and prospects tor

ling :

EF*Q N oo

) Program tinalized
) Get bios and photos of program participants

i Preparation of tickets & invitations to
nt '

Week Four

.) lst announcement oi dinner to press
.) Awards selection (cont.)

.) Preparation ot printed
rograms/posters/flyers

keceipt oi tickets -
Ticket sales announcement and first wmailing
Select awardees ' @ - et

Week Five

oo U'?

Send copy for programs/posters/flyers

Keceipt of invitation acceptances
Mail special invitations
Get bios 6f awardees and order awards

J
)
)
)
)
)
)
}aques, ets.)
)
)
)
)
)
)

Ao OB
e Y e o o

Determine needs of progrem participants

Receipt ot printed programs/posters/flyers
Plan pre-dinner reception for speaker
Plan press conference with key speaker

Week Seven

Week Eight Distribute posters and flyers
Media coverage

Conitirm reception arrangements
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Week Nine

Week Ten -

Week Eleven

Week Twelve

Events Day

Follow=-Up
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® o .

d.; Mail: invite press to press conterence

e.) Plan seating arrangements tor head table,
press table,

and special invitees

a.) Arrangements for transportation and hotel
accommodations ior speegker

b.) Line-up photographer

c.) Choice and assignment oif event personnel:
ticket sellers, door people, hostesses, general
press, special invitees
d.; Decide on decor

e.) Arrange for signs,
t.) Security

g.) Make sure all equipment requests confirmed
with hotel

badges, and placecards?

a.) Arrange tor decor

b.) Order flowers/arrangements, corsages,
boutonnieres ‘

c.) Call all program participants

d.) Prepare event prompt list

a.) Review ticket sales and r.s.v.p.'s - make
alterations in dinner confirmations if necessary
b.) Final ticket push, (media and volunteers)

Reconfirm all hotel arraﬁgementé

Recontirm all program_ arrangements
Distribute final-day lists

Recontirm all personnel assignments
Arrange pick-up of awards '
Contirm tlower delivery time
Contirm decoration arrangements
List all possible substitutions
Confirm and instruct photographer

o N St s Nt s P S

) Complete ticket sale set-up (at the door)
) Set up signs '

) Set up reception area - badges, programs
) Set up decorations :
; Check all audio/visual equipment
)

Review hotel table set-ups and place cards
.) heet arriving speaker and other program
embers

) Check to make sure ilowers arrived

) Check to make sure awards are at head table
) Meet press

e THM 0 0.0 0D

a.; Clean-up and removal of special‘materials :
b.) Return any loaned materials :

,
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S Ce. Fbllbw-up-news '51?f Fféure 11: Things To Do For Dinner
-d.; Thank you to speakersﬁ voluntgers, 3peciaz ‘ i U
1, ftlorist otographer and pres! o ers
'g?esggﬁb?ztihéck receiﬁtg andsmeals sexrved B Pre-Dinner Arrangements Deadline Assigned Status
£.) Pay bills . § .
' g.) Evaluate dinner : B site surveys

h.) Announce funds raised - general public site selection

‘thank you written contirmation

i.) Final records review and store tor future written agreement .
events - on tacilities

written agreement
on menu

A

written agreement

= on reception

Program Participants

written invitation

follow~up contact

written acceptance

written fee contract

other written-
contirmations

equipment needs

additional program

A1

" intormation sent

Committee Arrangements

I -
¥ &

committee selection

written requests

" for members S . 3y
", written acceptance '

|

_J5b descriptions
“and responsibilities

committee agendas

comnmittee records

COmmunity Sgppprt

y
£

- written invitations

written acceptance

contirm -
responsibilities

Ot
.
D
————

send additional

program information

Fromotion:aﬁd Pﬁblicity

biographical data \
on participants - i .

- - participant photos

A o N : [\
i o . .
e €
oy

Efuﬁéraising and“Vicfim”Sér91pen ¥~7irf

)
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st setacvery

Deadiine

Person

S;atus

biographical data on
award recipients

Assigned

recipient photos
copies oi speeches

dinner announcement

ticket sales
announcement

preparation of
flyers, posters

distribution of tlyers,
posters

follow-up contact

with media

weekly media release
obtain photographer
written instructions
for all statt

written agreement

on costs

IR

Decorations and Room Set-Up

design of decor.
decor. arrangements
order flowers with
written contirmation
head table set-up
coniirm table set-up
with hotel ‘
locatiod of equipment
reception arrangement

1T

Invitations/Tickets

.dnvitation 1ist
invitations printed
tickets in hand
mail invitations
ticket sale strategy
begin ticket sales
ticket sales/records

RARRRY

Registration/Reception

pPrepare name tags and
place cards ‘
prepare programs .
prepare instructions
tor on-site personnel

I
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1
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Deadline

Asgigned

Status

training and orientation
tor hostesses

assign transportation
for special guests

ot Dinner

set up door sales

set up signs

final check on banquet
set-up :

set up program
distribution

list last minute
announcements

check award arrivals

Day

contirm attendance,
& arrival ot all
program participants

Aftet Dinner

account tor receipts

follow-up media °
releases -

return all
borrowed materials

thank you letters to
program participants

thank you letters to
community leaders

thank you letters to
service personnel

thank you letters to
conmittees

thank you to all staft
and volunteers

pay bills

tinal account

committee evaluations

overall evaluations

final records review

AR I

final records filing
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Figure 12: Program Format

3\
6:00 - 7:30 - Reception
7:30 - 8:30 Dinner —
8:30 -~ 8:40 Call to Order
Invocation ‘
8:40 - 8:50 Welcome by Chair/MC
8:50 - 9:00 Welcome by Mayor
9:00 - 10:00 Guest Speaker
10:00 - 10:30 Presentation of Awards
10:30 - 10:45 Intro of Additional
: Entertainment
10:45 - 12:00 Additional
Entertainment

S e e e

Executive Committee - Supervises and coordinates general

planning and administration. 'Reviews activities oi other
committees and ftacilitates information flow between them.
Serves as formal liaison to public and ﬁedia.

Program Committee - Responsible for program

arrangements. Selecting and obtaining speakers and other
entertainment, including M.C., person for invocation,
’welcomers, etc. Also responsible for making arrangements tor
hosting program participants, including necessary
transportation, accomodations, and companionship.

Arrangements Committee - Responsible for selecting site,

choosing menu, arranging decorations and speaker's equipment,
working with program committee on head table guests, and
arranging for any predinner reception. |

Publicity/Promotion Committee - Responsible for all

contact with media including: press releases,

advertisements, arrangements for press table and coverage at'
event, publicity through mailings, posters, etc.

Budget Committee -‘Respbnsiblg tor sétting up budget and

'hllocating budget guldelines to each committee. .Review ard

update mbnthly budget figures. Also oversee all banking

' necessities and review of accounting procedures.

Invitations/Ticket Coﬁmittee - Responsible for compiling

}ist of all invitees and arranging ftor ticket sales.

~Responsible for getting invitations and tickets and making

sure invitations are mailed.

Avards Committee - Responsible for determining process
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of selection and selecting recipients. Responsible for
arranging for actual awards and pPresentors.

Registration/Reception Committee - Responsible tor

arranging tor any distribution of materials: badges,
Programs, etc.; at event and making sure the reception has
personnel tor hosting, etc. Arrangements for design and
printing ot program.

Site selection is a key tactor in a successtul
fundraising event. Many inexperienced fundraisers do not
realize that negotiating for banquet space iﬁ a hotel (or
carnival areas with local schools to take another example)
involves both a contract and time spent in checking the
facilities. ‘Figute 13 is a guide for key items to review for
banquet tacilities. It can be”adapged for other typee of o
fundraising events. | |

Program directofs should be aware that most convention
and hoteluspa;e must be reserved by contract. Some simple |
tacts to consider in feviewingssuch contracts are the

following.

N
%

First, the contracts will involve several 4tems: - -

The function dates.

)
) The projected attendance

) The number ©f conference or banquet rooms needed.
g The number ot sleeping rooms needed.
2

Arrival time for the guests at a banquet.

.
Y

.7 Arrival times tor overnight guests.

.) Special banquet or conterence rates tor rooms.
8.) Special banquet rates for meals or cocktail -
service.

1
2
3
4
5
6
7
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Figure 13: Site Selection Survey

Site Name

Address

Name ot Contact Phone

Available Dates

FACILIT1LS
Banquet hoom Capacity

Available Parking? # cars ___ # blocks cost §

Menu Possibilities:

~Menu #1 2 - #3
Cost
Courses

£

_ : o J
Bar? * Separate room Portable Cost per 4drink ¢ i/
Lquipment? Audio/fvisual Lectern Microphone

KATING SCALES

, N Good Average
AppearanCe
hbisek
Traffic
heat
Lighting

Poor

Other
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9.) what kind of special services the hotel will
provide in addition to serving meals or holding the
room space. )

10.) The maximum and minimum guarantee on meals and
TOoOoms .

Key issues to review include the kinds or special
services the hotel will support and the guarantees on meals
and rooms. The program director should try to persuade the
hotel to supply necessary audio-visual equipment at no cost
tor your banquet or event needs and to help with publicity.

The rates on meals and rooms should be negotiated on the
basis of the "mon-protit" status ot your organization. The
program director sﬁould be aware that most hotels offer low
cost "government rates" tor guest rooms and that these rates

can be obtained for non-profit organizations as well.

The cost of a meal should'be itemized so that the

director is aware of any hidden costs such as gratuities and

“rax. It you are planning a banquet for over 50 people you

should not have to pay an extra room rental fee for your

banquet space. Many hotels will suggest initially that such

fees are necessary, simply tell such hotels you will shop at

other restaurants or hotels for a location which does not
require additional fees. a |

If you are guaranteeing 50 mealé at $10 a plate, you &re
bringing that hotel/restaurant $500.00 worth ot business.
That is an 'adequate and protitable rental fee for them so
don't let them persuade you difterently. (Note: if your

fundraising event is successtul the hotel/restaurant will
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also recelve publicity and that can be even more valuable to
them than the actual proiit in the banquet.)

Be firm in your negotiations and business iike and you
can normally strike a good bargain with the hotels or
restaurants. In some cities if your fundraising event
becomes an ahnual succesgful event, it will be possible to
get donated hotel or restaurant space due to the prestige and
publicity of your affair.

The program chairperson or the program director should
keep files on all participants in the tundraising event,
whether they are cn the program or imvolved in committee
activities. The forms in Figures 14 & 15 are suggested tor
such files.

It is always helpidl to get an‘eminent local politician

or public figure to endorse your event or appear at it. Many
program directors are reluctant to ask ftor the help of such .
individuals because they fear that the individual will not
have time or interest in thelr event. The same message
should apply to this type of request as is applied to asking
for money: Ithyou do not ask,,&ou will ne?er get an
endorsement. Do nct‘be afraid of having someone say no to
you. Many public figures aré génuinely interested in social
and human services. Oiten they are not given an opportunity
to become involved simply because ho one has bothered to ask
them. |
The Eest approach to such an individual is to write a
letter explaining your program and your fundraising event.

-

The rules are similar to the approach in any other .
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Figure 14: Program Participante

Name

Address

Telephone Contact

Program lnvolvement
Date Invited Letter in File
Date ot Follow-Up Contact: Letter ‘ Phone

Declined

Accepted

Letter in File
Fee . ___Other Costs

Arrival Time Needs Transportation: Yes No

————

|

Departure Time Needs Hotel: Yes No

Subject -of Talk

Bio in File ‘Speech in File
Assigned Host/Hostess

v Phéto in File

Additional Information:

Fundraising and Victim Services - 80

Figure 15:

. 1“(/

Community Leaders

Name
Address
’§ 1 lelephone Contact
i; | Participation
; Date Asked Letter in File

Date of Follow-Up Contact Letter

Phone

Aqgepted

Any Back-Up Support Needed?

Additional Information:

38

- \ )

e~ .".‘.Vj,.‘.\‘,m:,.‘_A,A‘m"?.“.y_‘_v.mk_;w(.‘A“w;:: e e g T e

Declined
Letter of Confirmation/Acceptance in File

Y

).
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tundraising effort. Make the letter personal. Include in it

& description oz yohr,program, its sgervice, and its scope.

1f someone has referred you to this partiqular individual,

make sure that your reierence person is nﬁmed. And, always

express appreciation for the consideration of your requesi.
Sample letters requesting a speaker and a participagt

on a committee follow.

/(/
/

I}f

et Ry 3 .;*.:1“"?‘.;;;4:;;.
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Famous Person
City ot Fame
State of Fame

Dear Famous Person:

I am writing to you on behalt oi Meritorious
Organization. Meritorious Organization is devoted to
providing emergency assistance to victims of crime. It is a
non-profit organization which is staffed primarily by
volunteer workers and funded partially through donations trom
local organizations. . v

I am enclosing some intormation on the organization and
our most recent brochure so that you will understand the
nature and scope ot our services. As you know crime is an
increasing problem in our society and the victim is often
forgotten in the attermath ot the tragedy.

Although our organization has helped over 750 victims in
the last year through personal intervention and assistance,
we are always faced with an ongoing problem of financial
support. In order to meet part of our funding needs, we host
an annual banquet which is designed to solicit donations and
to raise the consciousness of the community with regard to
victims. ' : :

This year we would like your assistance in making that

ba?quet a success. We have been advised of your concern in
this area and of your dedication to the cause of victims. We

would like to respectfully invite you to be our featured
speaker at this year's event. The banquet is scheduled for
July 9, 1981 and will take place at the Downtown Hotel in
hiddle City. 'We would be Pleased to assist you in travel and
accomodation arrangements for the event if you accept our
invitation. o ‘

Thank you tor your consideration and your commitment to
our program. If you have any questions or wish turther
intormation about the event, please call us .collect at: PR
666-666-666. We would be delighted to discuss any St

. arrangements with you further.

| We are looking forward to hearing/trom you.

Sincerely,




Honorable Person
City oi Honor
State of Honor

Dear Honorable Person:

l am writing to you on behalf ot Meritorious
Organization. Meritorious Organization is devoted to
providing emergency assistance to victims of crime. 1t is a
non-profit organization which is statted primarily by
volunteer workers and funded partially through donations from
local organizations.

1 am enclosing some intormation on the organization and
our most recent brochure so that you will understand the
nature and scope ot our services. As you know crime is an
increasing problem in our society and the victim is often
torgotten in the aitermath of the tragedy. In the last year
in our city, 1,000 people were robbed, 5,000 people were
victims of burglary, 400 people were assaulted, 20 women were
raped, and 25,000 incidents of vandalism and theft took place.

Although our organization has helped over 750 victims in
the last year through personal intervention and assistance,
the need is always greater than the level of our resources.
Our volunteers and personnel work long hours but we are
always faced with an ongoing problem oif tinancial support.

In order help meet our funding needs, our volunteers and

statt dedicate further time and energy_each year to host an
annual banquet which is designed to solicit donations and to

raise the .consciousness of the community with regard to
victims. We would like your support and assistance in making
that banquet *a success.

Community leaders such as yourself have the ability to
help attract the attention of the public and lend vital
importance to any worthwhile event. We would like to ask you
to serve on our Publicity Committee and lend us your advice
in promoting this banquet. You would not be required to

attend any meetings but serve as a resource for our statf as -

they plan the phases of our publicity campaign. We would
also be pleased if you could attend the banquet as our
guest. The banquet is scheduled for July 9, 1981 and will
take place at the Downtown hotel in Middle City.

Thank you for your consideration and your participation
in this event. If you have any questions or wish further
intormation about the event, please call us: 666-666-666. Ve
would be delighted to discuss the arrangements with you
further.

We are looking forward to hearing from you.

Sincerely,
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CHAPTER SEVLN: CONTRIBUTORS AKE PEOPLL

The emphasis throughout this manual has been that your
potential donors, whether they are purchasers of tickets to a
tvndraising event or a large philanthropic foundation, are
people. 7They are motiva;ed by the same kinds ot concerns and
emotions that you are. You must provide them with adequate
reasons to donate to your program instead of other good
causes and those reasons should be based on their human
qualities.

Marketing manageré have over the last tew years focused
on the psychology of the consumer in designing their
marketing strategies. It is time that fundraisers in the
human services s?here focused on the psychology of the donor

in designing theilr tundraising strategies. And, who should

. be more expert in developing such focus than the people in

victim services? You have developed techniques for human
understanding that have assisted you in providing crisis
intervention to people in high-stress situations, counseling
to individuals who have difficultly negotiating through the
criminal justice process, and education to victims and
witnesses. You have the sgkills to understand human behavior,
it is time to apply them to the tundamental issue in your
program: survival.

It may be difficult to determine why people contribute to
certain causes or programs, but those fundraisers seriously

interested in on-going contributions would do well to read
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current marketing literature on consumer behavior. A classic
model oif the buying process as & system of inputs and outputs
can be modified to refléct the contribution process as is
illustrated in Figure 16.

The illusive factor in this model is the donor's psyche.
The most useful behavioral models for interpreting the
transtormation oi buying influences into purchasing responses
have ihcluded, the hafshallian model which stresses economic
motivations; the Pavlovian model, which emphasizes learned
and habitual response; the Freudian model, which deals with
Psychoanalytical motivations; the Veblenian model, which
deals with social-psychological tactors; and the Hobbesian

model which focuses on organizational psychology and

emphasizes why large organizations purchase or contribute the

way they do. These models are not mutually exclusive but

serve to remind us of key factors in human behavior.
Translated to psychologies ot contribution, the models can be

applied as tollows:

Brietly, the hmarshallian model suggests that the economic

pressures of any given year will ﬂirectly intluence the
contributor. In times of recession, the potential donor>w111
not only receive tar more ”gquests ftor contributions, but he
will have less money to’déf

/
take this into account-and focus upon explainimg to the

1 with. "The good fundraiser will

potential contributor the cost benetits of this particular

service. It is also clear that in times of recession, more

v
AV

ettort should go into promotion than at other times. A high .

-
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Figure 16: Model oi Contributor Behavior

INPUTS: CONTR1BUTOR'S IMPKESSION OF PROUGRAM:

Cost

" Quality Service Image

Contribution Options

Media Solicitor Friends

METHODs OF COMMUNICATING TO CONTRIBUTOK:

Obgervation

CONTRIBUTOUR'S DECIS1ON-MAKINLG:

Contributor's Psyche

Fundraising

OUTPUTS :
RESULTING CONTKIBUTIONS:

4

Mchoice of Program
Choice of Service
Choice of Individual kecipient
Amount ot Contribution

Frequency of (ontribution
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_dollars.

mistake in times ot economic crisis.

publicity campaign is particularly helpful since it necessary
to "out-bid" other potentially good progrems for the limited
In human service programs, directors often make a
They restrict their
promotional funds in order to allocate more for continuing
service. While, it may seen risky, experience suggests that
more money should be allocated to promotion so that
sustaining funds can be developed over & longer pefiod ot
time.

The Pavlovian model is based on four central concepts:

drive, cue, response and reinforcement. The basic human

‘drives are -considered the strong motivating tactors for

action. . These drives can be described on an individual level
as hunger, thirst, cold, pain &nd sex or, in the social |

context, cooperation, fear and acquisitiveness. A cue in an

~ individual's environment can cause him to teel thirsty or

hungry and want to satisfy that drive. His response in
satistying himselt will Qecome habitual if he receives
positive r%intorcement by experiencing a reduction in the
initial drive. ’

In developing on-going ftundraising it is essentiel to
encourage a number of donors to contribute on a regular basis
-- through a habitual response to your program solicitation.
Most social service fundraising is based on cueing drives

such as cooperation, fear, or compassion. A person is shown

a scene which arouses his fear of crime and he wants to take

action to protect himselt against that threat. 'A,person
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‘mail campaign.

reads material which arouses his concern over a child victim
ol sexual abuse and he wants to take action to assist that
child. 1f you can show him that his contribution will help
reduce his fear or help assist the child then he may
contribute. Reintorcement ior him should be given by telling
him that his contribution did indeed provide assistance or
help in services that may reduce crime in his neighborhood.
In that way you can persuade him to continue to contribute on
& regular level. Most institutionalized service
6rganizations that receive regular contributions rely upon
habitual donor responses & great deal.

The most important aspect of the Freudian model relates
to the understanding that most people are motivated by
symbols as well as economic and habitual drives. This manual

has referred to the importance of packaging in the direct

It cannot be overemphasized that words, .
colors, shapé€s, etc. all have symbolic connotations which
attect whether or not someone may contribute to your program.
The color of red is often associated with radical causes
stemming from its use as symbol of communism. KRed may not be
an approprilate coior for a brochure if your community is
conservative in its thinking. The testimonial to your
program by a victim who is a businessman in your community
may be a more persuasive testimonial than one from a young

ieyale college student, simply because the businessman will

lend institutionalized credibility to the program and the
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student may be perceived as transient and perhaps less stable.
The %eblenian social-psychological model suggests that
you look at your potential donors in terms of the social
levels in which they operate. This may be particularly
appropriate in determining ﬁhat kind of approach to take
depending upon the kind ot ftundraising you are undertaking.
Government employees may operate within entirely different
constraints than people working in the corporate sphere.
People with families otten react differently to certain
intqrmation than those who do not have stropg tamily tiesf
The impact of the‘social-psychological tactors on
individuals is one reason for developing prospect cards for
individuals and corporations.. An individual with a wife and
daughter may be more compassionate about a sexual &ssault

victim if you can make him understand that such a victim is

no difterent from his own family members.

Groups have a growing influence on individuals so that it

~ you address a civic group and persuade them of the importance

oi your program you may be able to get pledges on the spot by

maximizing peer intluence. Politicians have been aware tor a

long time that’ getting pledges or checks written in a group
.setting will cause a number of individuals to contribute when

they might not have if approached alone. They do not want to

| be considered uncharitableQor'unsympathetic;

- Finally, the hobbesian organizationalymodel is
particularly useiul in determining why organizations

contribute. 7This model helps to explain the additional
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factors that are involved when someone has the job of
contributing or granting tunds on behalf of an organization
as a whole. These individuals have at least two other
intluences to deal w%th: tirst, they are paid to make
decisions about such contributions; and second, the must
operate within an organizational hierarchy such that they are
accountable to other people for their decisions. As a result
the paid contributor normally is more conscious ot tactors
such as cost, quality and stability of the program, service
evaluation, and other periormance indicators.

There are of course some paid contributors who succumb to
iniluence on an individual level and are receptive to the
program director who offers entertainment and other personal
favors. However, most people who occupy this position are

very careful about balancing ethical concerns and the needs

- __of the organization in their decision. While the progtam

director does well to know the personal factors which may
motivate the paid contributor in terms ot tamily, hobbies,
and other interests, it is best not to try to exercise undue
intluence by "wineing and dineing" the prospective donor.
None of these models is complete in iéself. Obviously
there is tar more to consider in analyzing your prospective
donor than this simple summary of some of the key types of
intiuences and responses. However, the important thing to
remember is that the questions oi: who is going to
contribute; how wili they make their contribution; why will

they make thef; contribution; are at the center of any
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k tundraieing etfort. 1lhe contributor is subject to many ‘~§

e

intluences which take him down a complex path in.his own

. ‘ Over the iast ear a number of victim service pro rams
psyche and result in a final contribution or refusal. A y prog

S

have died due to lack ot funding and other resources. 1t the
successtul tundraiser is the one who can understand the

victim service program is to survive, there will be an

individual's motivations and tailor his own funding campaign

Sl E s

S

increasing need to develop a funding strategy which includes

to answer those motivational needs.

Shmitoo

both private and public tunding sources. This manual has
tocused on private tunding sources Primarily because most
victim service programs have received some government aid in
the past and understand the Process oi preparing proposals.
The emphasis on private funding does not imply that one
of the most important focuses of funding in the tuture should
be ignored -- the development of institutionalized state and
local revenues which are allocated to sustaining victim and

S (>tness pPrograms within the criminal justice system. The

"‘development of such revenues is not impossible. In the past
year three states passed legislation that provided for
statewide iunding tor victim and witness programs. This year
another ten states are considering such funding. Certainly

it 1is a logical and syetematic method ot support. %he state
should assume somevresponsibility tor ensuring proper
treatment ot victims and witnesses of crime, aﬁd that
responsibility can be met by‘providing basic services to
those victims.

This manual has sought to provide some understanding to
victim service programs concerning the development of private
tunding sources so that those programs can use thoge sources
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for assistance during the immediate future when advocacy
etiorts have yet to prevail in state iégislatures and so that
gggh Progrems can continue to rely upon the private sector
ior support in the years after basic ktate fundirng-is a
reality. ‘ i
It is hoped that a companion manual will be,develobed in

the near future on how to advocate successfully for -

legislation and public policy initia?}vesywhich will'ﬁrovide
7 institutionalized suppert iot'viétim services.
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Government Printing Oifice, Washington, D.C.

kDirectLNail List hates and Data.

B
_Street, New York, New York 10007.

Street, hew York, hew York 10007.
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