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The Everything® Fundrasing Book

Dear Reader:

In the twenty-first century, fundraising has emerged as a significant part of our American culture. The events of September 11, 2001, coupled with a struggling economy, have resulted in many individuals taking stock of what really matters most in li fe. People have tu rned to focusing on helping others in their community and in the world around them. The increase in fundraising efforts is seen at all levels from public schools to For t un e 500 corporations.

The Everything ® Fundraising Book takes a look at the world of fundraising as it impacts us today, and we invite you to take on the challenge of raising funds for something you believe in. From a school bake sale to a golf tournament to e-fundraising efforts, there are so many ways in which you can raise money. The goal of reaching out and soliciting funds from donors is explored throughout the book from many perspectives. Various aspects of the fundraising process, including bookkeeping, accounting, taxes, communications, and computer equipment, are also included.

While there are many “how tos” involved in learning the best means of raising funds, the important element of FUNdraising is brought to the forefront on several occasions as a reminder that you can get great joy from, and take great pride in, your fundraising efforts.

Sincerely,
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Top Ten Fundraising Tips You Will Learn from This Book

1. Networking is important—have everyone in your group consider who they know who can donate goods and services to your fundraising activity.

2. Choose a locale for your fundraising activity that reflects the members of the organization and what the organization stands for.

3. Budget wisely—it is quite common for 50 percent of the income from a fundraiser to just cover expenses.

4. Highlight the accomplishments of your group in any grant proposal.

5. Provide proper lead time when trying to get media coverage. Magazines need greater lead time than newspapers and Web sites.

6. Take advantage of lower overhead—it costs almost nothing to send mass e-mails, including fundraising appeals, invitations, information on upcoming events, and thank-yous.

7. Raise money from corporations—studies have shown that over 80 percent of corporate employees feel a greater sense of pride and dedication to a company that is involved in philanthropic endeavors.

8. Build relationships—people are more likely to contribute if they believe in your dedication to the cause.

9. Learn where the money is centered in your town or region and understand the party demographics.

10. Use Who’s Who in America or the Standard & Poor Directory to find information on potential high-profile donors.





Introduction

[image: ] LITTLE DID WE KNOW, as we pondered the so-called Y2K crisis, how much the world would change in the years to follow. Today, some three years later, global concerns for safety and security coupled with an unsteady economy have caused many people to reevaluate their priorities. People have been more willing than ever to focus on the needs of others in the community.

Money is fundamental to researching serious illnesses, fighting drug abuse and domestic violence, supplying urban schools with necessary computer equipment, sheltering the homeless, and helping those affected by violent crime and acts of terrorism. No matter what your cause, you will likely need to raise money at some point.

This book focuses not only on how the modern fundraiser goes about procuring money in a highly competitive world, but also on how he or she can best reach out and touch individuals in a manner that will get them to think, feel, and give.

There is an art to fundraising today, and it can become very complex, complete with software, advanced communications systems, marketing strategy, and corporate grant proposals, but at the root of it all is the same basic need—to raise money for your cause, whatever that may be. Keep in mind that the most comprehensive fundraising software program or Web sites still have not matched the success of eighty-plus years of Girl Scout cookie sales.

It is important, therefore, to take a simplified approach to raising funds, no matter how creative or complex your upcoming fundraising plan may be. We, therefore, take a practical, hands-on approach that can meet the needs of both the multimillion-dollar nonprofit organization and the local twenty-two-member PTO. After all, within the certain boundaries, there is no “right” or “wrong” means of fundraising, only the means by which you are successful at reaching your goal or goals.

The key to successful fundraising is not really whether you sell wrapping paper or scented candles, it’s your inner desire to make a difference. If you have a passion and can convince others that you are working for a worthwhile cause, be it fighting domestic violence, finding a cure for Alzheimer’s disease, or saving the whales, then other people will be touched and will step forward and pitch in with goods, supplies, volunteer hours, or good old money (funds!).

This book highlights examples of many small-scale fundraising efforts and builds on the theme that fundraising is doable at any level. The focus is at the local level, since fundraising really begins when a child asks his or her mom or dad if he or she will buy candy or wrapping paper to help raise money for the child’s school, or when the church opens its doors for a bake sale one afternoon, or when the Cub Scouts offer car washes to the local community. Perhaps that’s what is meant by the saying “charity begins at home.”[image: ]




Chapter 1

Fundraising Basics

Whether it’s to fix a leaky roof on an old church, buy new textbooks for the local high school, or help keep the homeless warm this winter, you have identified a need. But what next? How do you go about raising money to do the good deeds you want to do? This chapter introduces you to the world of fundraising.

Why Have a Fundraiser?

Fundraising can encompass a wide range of possibilities, from raising several million dollars for a new wing to be added to a local hospital, to raising a few hundred dollars for new sports equipment for an elementary school. The idea of fundraising, however, offers a community, school, or organization more than just a means of raising money. It can also provide camaraderie as you work together as a team, a place for individuals to use skills and talents they may not use in their everyday workplace, a lesson in responsibility for young people, and a sense of community.

Your fundraiser may be the starting point for members of your neighborhood to meet other likeminded individuals and start discussing various community issues. It may also be a way of generating support for a cause that you believe in.

Today, it is common to find schools encouraging students from grade school through college to engage in fundraising activities. While the parents could raise substantial amounts of money without the help of their children, these activities provide young people with a sense of teamwork and a lesson in responsibility.

And, of course, there is the personal satisfaction that you get from helping out a cause that you believe in.

Support and Involvement

When a group or organization, whether fraternal, charitable, or political, holds a fundraiser, they take some of the burden of financial support off of their membership and gain the support of a wider audience. This can help spur public involvement and promote public awareness.

For example, when individuals pledge money to PBS, they are becoming involved, in a small way, in the work of that organization, while also showing support. Not unlike showing up at a stockholders meeting, they can become a small part of something larger. Many people are involved in fundraising for the dual purposes of helping others and socialization. Helping to organize and run the annual carnival at your daughter’s grade school not only raises money to help the school, but it’s also a great way to meet other parents and get to know more people in the community.
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To run a successful fundraising drive or event, you need to introduce your members, volunteers, and everyone involved in the activities to one another. You want to establish a team for a successful fundraising effort.



Good Public Relations

While raising money for a specific goal is the primary objective, be it fighting a disease or building a gymnasium, fundraising objectives also highlight and promote the work of your group or organization. You will find that while promoting a specific fundraising effort, you will also distribute literature and tell others by word of mouth about the goals and mission of your group and the cause behind your fundraiser.

For example, if representatives from the American Heart Association are collecting money at a street fair, they will very likely have fliers and data available to distribute so that the public can learn more about what they do. In addition they will probably provide important health-related news about how to keep your cholesterol levels down and similar information. Fundraising often provides a means of educating the public through providing pertinent information gathered by your organization.

Setting a Goal

Before you can set the wheels in motion, it is important that you, and everyone involved in the fundraising efforts, are clear regarding what the money will be used for. Determining your primary goal can often be the cause for great debate in groups or organizations looking to raise money. You must establish priorities for your organization—does the school need new textbooks more than it needs a new gymnasium?

Establishing priorities requires careful examination of the available data. For example, the purpose of your organization may be to fight the HIV/AIDS epidemic. There are many ways to support this cause—you must look at the data and determine what will allow you to be the most effective. Is there a greater need in your community to raise funds to help HIV/AIDS patients or to give to researchers at a medical facility who are seeking a cure for this dreaded disease?

Preliminary research, polls, and evaluations of existing solutions can help you determine which needs you want to prioritize. Studies in your community may show that money has been pouring in to support HIV/AIDS research while little money has been donated to local housing for patients. Research may help you establish and then fine-tune your goals.
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Even when the purpose seems obvious, such as raising money following the tragic events of September 11, 2001, make sure you are clear regarding how you see the funds being used. For example, many groups specifically raised funds for the families of the victims, while other groups sent money to help the relief workers at Ground Zero. Still other organizations raised money to help businesses that were affected by the tragedy.



Having a clear goal not only keeps your organization on track, but it also inspires confidence. The more clearly you have stated your goal, the more easily you will be able to convince others to spend their hard-earned money to help your cause. Do your homework. The best way to convince others to give money toward achieving a specific goal is to have the data to support your need for funding.

The benefits of setting a specific goal will help your organization structure its fundraising plans. A larger-scale goal such as building a new gymnasium will require a more detailed, larger-scale plan of action. Conversely, the goal of buying new cheerleading uniforms will take on a much smaller itinerary. Nonetheless, the goal needs to be clearly communicated to everyone involved directly and indirectly in the fundraising effort.

Targeting an Audience

It is important to establish, and look specifically at, your target audience even before planning the details of your fundraising events or activities. Your goal is to raise money, but someone needs to be on the other end of that equation, writing out checks or handing over cash.

Can you profile potential donors? Do you know who will be interested in helping you meet your goal? Can you reach these people?

It is in your best interest to establish who will be donating money for your fundraising project to be a success. It will help you establish the magnitude of the project and determine whether your goal is feasible. If, for example, you are going to try to collect funds from the students at the local high school, it is highly unlikely that you are going to raise the cash needed to build a whole new gymnasium. You will need to either establish a fundraising plan that attracts the corporate leaders in your community or scale down your goal to converting the old auditorium into a part-time gymnasium, rather than having a new structure built from the ground up.
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One of the biggest downfalls of local fundraisers is not knowing the community. Lofty goals and inappropriate fundraisers are a bad combination. Learn who comprises your target audience, what will attract it to your cause, and whom you may realistically tap for funding.



It is also presumptuous to expect everyone on campus or in the neighborhood to get involved and donate money. A large, high-profile organization such as the Red Cross has arms that can extend nationwide and even worldwide. They can expect a large return based on calculating the percentages and maintaining a database showing them how many people donate money annually. The majority of local fundraising efforts have neither such a database to work from nor such a far-reaching network. Therefore, you are well advised to do some preliminary research and look into the potential donor base for your project.

If, for example, you are raising money for a sports program for underprivileged kids, you might want to tap into the local athletes and sports enthusiasts in your area. Studies show that women will more readily donate to a school-based, education-related fundraiser than men will. College students have been known to have a greater passion for environmental and ecological concerns. Minorities have a greater concern for social and human rights issues. It is to your advantage to seek out such data prior to your fundraiser.

Rallying Some Troops

“I wish I could, but I’m just too busy.” That’s a phrase you will hear all too often when trying to rally troops to work on your fundraising efforts. Everyone feels pressed for time, and you may feel like it’s hard to find people willing to carve out time in their schedules to work with you. But there are many people out there who will be ready to give some time and effort to support a good cause. You just have to find them.

Reasonable Goals

Set goals that you can reach. This may seem obvious, but it is important that you consider how much work can reasonably be accomplished by the number of volunteers you have. Trying to do too much with too few people will only frustrate everyone and may even drive away some volunteers.

It is also very important that you rally people behind the idea in a positive, but not pushy, manner. You need to gather prospective team members and promote the reasons behind the need for funding. In addition, you want to emphasize the idea of FUNdraising, or having a good time.
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It is estimated that more than 75 percent of people involved in fundraising activities are in some manner touched personally by the cause or need to raise funds. From having a sister with kidney disease and joining the Kidney Foundation to simply enjoying the programming on PBS, most people donate time or money to a cause that they have a personal connection to.



Getting others involved in a fundraiser can be very easy if the cause, or need, is obvious and touches the members, students, or community personally. The less well informed your audience is about an issue, the more you need to be prepared. Gathering facts and figures isn’t very difficult if you utilize the library, town records, and the Internet.

Show Them!

A simple example of winning over an audience with research and presentation comes from a young father of two young children, who went before a local town board in his New England community to propose a fundraiser for new and better playground facilities. Many of the people sitting before him were elders and had no idea what, if anything, was wrong with the current playground. His idea didn’t get off the drawing board.

Nonetheless, this concerned father persevered, and at the next town meeting, he had documented proof of several injuries that had been sustained by youngsters as a result of the old equipment. To enhance his argument, he brought in visuals in the form of some photographs. In addition to a polished proposal with facts and figures to back up his request, he also brought with him a few of the local kids, including one whose arm was in a cast from a nasty fall off a wobbly set of monkey bars. Sure enough, the town was now behind him and offered their assistance for his fundraising efforts.

A more complex example might be when a “low profile,” somewhat obscure illness needs research for funding. Putting together a fundraising dinner might mean presenting the need to raise funds for such an illness to a medical community that has been hard pressed to stretch their efforts for research to prevent other diseases. Your presentation will need to explain the importance of researching this illness.

You should prepare appropriate literature that supports your fundraising goal or goals. Such literature should clearly illustrate your mission to potential contributors and volunteers. It should also address the urgency behind your goal and the history or background of your group, association, organization, school, or other affiliation. Remember that the people collecting the money, which includes you and your volunteers, also need to present themselves in the most credible manner in your presentation.

Formulating a Plan

Many different elements factor into how you choose a fundraising event. Your fundraiser will become a project, and, not unlike starting a business, it will need to grow and incorporate the skills of various people whom you believe can help you reach the goal.
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Individuals give over $150 billion per year, or 75 percent, of all contributions to charitable organizations, according to Giving USA, the publication for the American Association of Fundraising Counsel. Foundations, bequests, and corporations combined give the other 25 percent.



You will need to coordinate a time frame because an open-ended project is not really a project at all but a process. While established fundraising organizations will always be accepting donations, a specific fundraiser is just that—specific—with a time frame that indicates when sales or services end and totals are added up. Part of your goal will be to raise money to complete such a project by a desired date. The date may be selected for you by the nature of the project. For example, a fundraising drive to buy Christmas presents for underprivileged children will necessarily be time sensitive. Similarly, political fundraisers are planned around the calendar and with the election date in mind.

You will also find that, when starting the wheels in motion for a fundraising project, it is very likely that your school, group, association, organization, or company has done something before to raise funds for a project. Therefore, you need not reinvent the wheel. While you are planning something unique that will achieve this particular goal, you can get rough ideas from project outlines that may already be sitting in your files.

In the end, there are a lot of elements that you will need to consider in your plan. Ask yourself the following questions.


	What is the primary need for funding?

	How much money are you looking to raise?

	Who will be donating the funds? (Or what is your target audience?)

	Who can you rally around yourself to help put this plan together?

	What is your time frame?



Utilize project-planning software or simply get a notebook and start writing … and be prepared to cross out, erase, delete, or edit often, as even the simplest garage sale advertisement may require numerous revisions.

Honing and Presenting Your Plan

Your initial plan, or idea, will be shaped as you research the need for fundraising in greater detail. However, your idea won’t become a full-fledged “plan” until you have gained support from your own organization, membership, student body, or association. Unless you can pull off a fundraising activity on your own, you will need to convince others to come on board with you, and listen to their input and suggestions.

Your idea needs to take shape and tell a short story. Remember, you need to rally internal support for the basic fundraising plan before you can start talking about the details and fleshing out the plan. It is essential that your cohorts, be they friends, fellow students, or club members, feel the same sense of passion for your cause as you do on a practical and emotional level. Sometimes this is very easy, as your organization is already dedicated to a specific cause, such as a foundation to fight diabetes.
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Don’t fill in all the blanks. Make your initial fundraising plan one that captivates and draws attention to your issue. However, you should leave room for other people to provide their ideas. It’s much easier to get people to join a work in progress than to try to simply fit them into predetermined positions.



First, be ready to pitch or present your plan. This can be an informal pitch to a small group of fellow students or a prepared statement in front of the board of a long-standing 5,000-member nonprofit organization.

Second, be prepared to answer questions. How much money will we need to raise to build a new roof? Do we have a liaison to help us distribute the funds and any donated items to the local homeless population? Who will we hit up for funds? Your answers should be based on your research.

After you’ve presented the problem that exists, present your specific plan to solve it. Show the group what your organization will be able to do specifically to make a difference. Here’s where you’ll tell them what your project is—replacing old textbooks, donating money for medical research, or funding a soup kitchen.

You may need a show of hands to let you know how many people are with you, or a vote by the board to, say, move forward to the next step … which would likely answer the question, what type of fundraiser did you have in mind? We explore some of your answers to that pressing question in Chapter 2.[image: ]


Chapter 2

Selecting the Fundraiser for You

One of the most significant aspects of the fundraising process will be the manner in which you choose to solicit funding. Deciding what your group will do is an exciting part of the process, but it also requires careful planning. This chapter focuses on a variety of fundraising events and activities and the considerations they entail.

From Car Wash to Black-Tie Dinner

Different fundraising approaches have long been enjoyed by various sectors of the fundraising population. For example, politicians often opt for the black-tie-and-tails fundraising dinner. Girl Scouts traditionally sell cookies, religious groups may hold a bazaar or sponsor a carnival or bingo game, and schoolchildren are very likely the reason why you have more rolls of wrapping paper in your closet than you will ever need. Established nonprofit organizations typically utilize a variety of fundraising methods, including telephone solicitation, direct mailings, and special events.

Your methods of fundraising should reflect a number of factors. By turning inward and examining your group and then looking at the potential donor base, you will be able to determine what type of activity will best help you reach your goals.

Then, you can narrow down your list of fundraising options to those that best suit your needs. You will want to determine which one generates the most enthusiasm from the members who will be working on the project.

Group Dynamics

The makeup of your organization, association, or other type of group will play a major factor in your selection of a means of fundraising. The age and sex of your members, their interests, lifestyles, and economic status will all factor into the type of project you are looking to undertake, along with their level of commitment. A group that is loosely formed without organizational ties or bylaws may choose to take on a less complicated project for fear of a loss of interest. After all, it’s easier for one of several friends planning a project to just walk away if he or she is dissatisfied than it is for a board member of a long-standing nonprofit organization to do so.

In addition, finding the right fundraiser for a group to undertake is also determined by the resources of the group involved. Someone in your group may know retail sales, know how to run an auction, or be familiar with staging a local theater presentation. Take advantage of members’ skills and talents as well as their connections. Who you know is often just as important as what you know.
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Organizations that choose a fundraising effort together have a greater level of volunteerism than those that have one predetermined from previous members or an outside consultant or marketing firm. Studies show that volunteers work best when they have a sense of “ownership” stemming from being part of the decision-making process.



And, finally, the overall community standing of your group or organization and how you wish to be perceived by the community is a factor in your selection. The Hell’s Angels could hold a biker rally and beer bash to raise funds and no one would blink an eye. If, however, a conservative neighborhood association held such an event, some people might question their credibility and standing in the community. Keep in mind the overall image you’re presenting to the public.

Researching Your Target Audience

Who are the donors? Chapter 1 discussed learning about your potential audience of supporters. If you want to convince your audience to donate money, you’ll need to find something that grabs their attention. Donations in the modern world of fundraising are driven by market research.
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You’ve probably heard the expression “Give the people what they want.” Take heed. One of the biggest failures of fundraising efforts is not taking the audience into consideration. Too often a group or organization gets caught up on a runaway train, going full speed ahead with an idea that it loves but that doesn’t necessarily appeal to those whom it wants to be forking over contributions. Don’t let this happen to you!



By doing preliminary research, you can characterize those individuals you expect to be donating funds. If, for example, you are doing a fundraising event for a public school, then you will know that students and their families are most likely to attend. What would interest the students and draw them and their parents back to the school in the evening or on a weekend?

The worthiness of your cause is the number one reason why people will donate. Others include:


	A personal involvement in the issue or cause.

	An enjoyment of the activity or a need for the services offered.

	Support of the group behind the fundraiser.

	Support for the community.

	The good feeling derived from giving.

	A tax write-off.



These are among the major reasons why people donate money to charities and other nonprofits.

Acting Locally

Although your first tendency may be to find an activity the entire town or city might attend, the reality is that fundraising efforts receive the bulk of their support from a nucleus that centers closely around the group running the activities. Initially, the people involved will reach out to those they know, and those people may then take it one step further and reach out to people they know. People within a small circle (three degrees of separation) will provide the bulk of your funds, unless you are able to build a large-scale marketing campaign. From kids selling magazine subscriptions to executives looking for players and supporters for a fundraising golf tournament, the first people members turn to are family, friends, neighbors, business associates, and social contacts (in no particular order).

The phrase “think globally, act locally” is appropriate when planning your activity. Sweeping changes in the environment may be your goals as you ponder rain forests being destroyed thousands of miles away. However, it is primarily the friends, family, and neighbors of your membership that will be showing up for your “clean up the environment” fundraising dinner on Friday night.

How far you branch out to the target audience will then depend largely on the other key factors, primarily including your cause, or the reason for the fundraiser; the activity you are planning; and how well you have promoted your need for money and for the fundraising activity.

Establishing a Time Frame

The three other integral factors influencing your decision regarding a fundraising activity will be time, money, and resources. An urgent need such as raising money to help the victims of a hurricane will present a time element that limits your ability to do much advance planning. In cases like that, you will be thinking, What can we do tomorrow?

In nonemergency situations, however, you will need to set your goals and plan your activities based on a variety of parameters. Some of these you will be able to control and others will be set for you by the nature of your organization, by the available resources (including a site), or by those individuals helping you plan the fundraiser. For example, the time frame for a new roof to be built on the library might be three months because the winter weather will delay construction. Therefore, you will need to plan your fundraising activities with enough preliminary time for contractors and builders to assess the situation and work on the problem at hand. The status of the current roof will also factor into your planning. Is it a potentially dangerous situation that needs to be addressed before a possible disaster occurs, or a matter of touch-up work and sealing to repair an old, but still sturdy, roof?
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Consider every possible factor when determining how much time you will have to stage a fundraising event or activity. It’s better to have too much time than too little. However, planning too far in advance may cause you to lose the momentum and support of many of your members.



You will build a time frame around that which warrants your attention. Often a fundraiser is held to provide funding to researchers working on the cure for a serious illness. The need is ongoing, so the time frame is, therefore, essentially open-ended. However, there is always a pressing need to move such research along more quickly. A sense of urgency makes people react and donate money more quickly.

Ultimately, you would like to plan a fundraising activity with enough time to rally your membership, handle all the details, make the necessary arrangements, and spread the word. The complexity and scale of the activity you are planning will factor into your time frame. No, it doesn’t take months to launch an effective bake sale. On the other hand, a bike-a-thon through the city of Los Angeles will take more than a few days of planning and promoting.

Costs to Consider

There will be some expenses associated with most fundraising activities. Numerous online fundraising Web sites promote and sell all sorts of items from candles to jewelry in bulk quantity for you to resell as fundraising vehicles. Renting a hall to stage a banquet will incur a fee, not to mention the food and service involved. You will, therefore, need to carefully consider the costs before venturing into a fundraising activity.


[image: ]

Network! One of the best ways to eliminate unnecessary cost factors is to have everyone in your group consider who they know who might be willing to donate goods and services to your fundraising activity.



One of the most important aspects regarding the overall cost is determining what you can get for free. Donations of time, space, skills, and even tangible goods for sale or auction can make or break your profit margin. And, again, take advantage of what other members of your group can offer. One organization had a member whose business was dealing in sports collectibles. He had staged collectibles shows and auctions in various locations and had already established contacts in the field. Therefore, the organization was able to run a successful collectibles auction to raise money with little outlay of funds.

Resources

Another key factor, which goes hand in hand with money and your budget, is your resources. Remember, whatever you need (and do not have on hand) may cost you.

Materials

What can your group provide beyond the above-mentioned possibility of space and, in some cases, goods? Remember, there are resources needed behind the scenes beyond that which you are selling or auctioning off. For example, there always seems to be a need for tables and chairs, no matter what you are planning. Behind the scenes, you may also need:


	Computers

	Vans or trucks

	Tables or display cases

	Ledgers and notebooks

	Paper goods

	A sound system

	A/V equipment

	Cleaning materials

	A cash register or cash box



The availability of larger items and those in the greatest need will factor into your planning. For example, if you need 300 chairs for a sit-down dinner and no one has access to inexpensive chairs, you might opt for a cocktail party where you can get away with having fewer seats for guests.

You should also consider what resources the group or organization already has. Many established clubs and associations have materials from meetings, parties, and other gatherings readily available for use. Review your inventory of items, some of which may be in the closets of your organization’s offices or in storage.

Human Resources

Even after you’ve rallied the troops behind your pressing need for funding, you will still have to determine how many people are willing to roll up their sleeves and actually do the work to make your fundraising drive or activity a success. It does not take great numbers of people to launch and execute a successful fundraising activity. However, you will have to select an activity within the scope of the human resources available. Often, groups use a rough ten-to-one ratio when planning their events. Therefore, if you are holding an auction and expect 200 people to attend, you should probably have twenty people ready to handle the event.

You will need to consider the strengths and weaknesses of your membership and try to determine whether you, as a group, have the skills necessary for a particular undertaking. Often groups rally behind an idea and the assumption is that everyone will get involved. Think again. In a group as small as twenty members, if ten participate, or 50 percent, that’s a marvelous percentage. The reality is that despite the best of intentions, active participation in your fundraiser will generally boil down to a small number of people doing a large amount of the work.


[image: ]

Be careful not to let one person take on too many tasks, as he or she may be overloaded and either unable to complete them all or simply suffer from burnout.



Look to bring a variety of individuals into your activity from the planning stages through executing and postactivity cleanup and/or evaluation. A wide range of individuals involved in the project can provide various skills, spawn a wealth of creative ideas, and even attract a greater diversity of the population to donate.

Quality and Customer Service

Goods and services auctions are a very popular method of fundraising in schools as well as for clubs and various organizations. People will bid on items donated by retailers and service providers. While people may bid more than an item is worth, they will still expect quality.

Therefore, before you stock up on 500 pairs of sunglasses from an online fundraising vendor or twenty-five signed lithographs from your neighbor’s art shop, do your homework and make sure you are getting quality products. Simple common sense tells you not to plan a fundraising meal without tasting the food or at least hearing rave reviews from someone in your organization who has eaten at the location you have picked out. Likewise, you should not plan a fundraising picnic without checking that the location is not infested with yellow jackets. Always provide quality
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You will need to know what laws, regulations, and zoning ordinances allow in a given area before you select it as the site for your event. This includes county laws and restrictions regarding advertising, alcohol sale and consumption, crowd control, parking, noise levels, and the soliciting of funds. While nonprofits may get favorable treatment in some respects, rules and ordinances will dictate what you can and cannot provide at your fundraiser.



Good customer service means that, just like any good retailer or service provider, you need to be sensitive to the needs and concerns of your customers, or in this case your donors or contributors. Yes, you are all working for a good cause, and no, you are very likely not receiving any salary for your hard work. This does not excuse rudeness or inadequate service. Be prepared to deal promptly, and in a courteous manner, with any complaints people may have (hint: Be flexible).

Fundraising Options

So, what’s it going to be—a barbeque, golf tournament, art auction? Or will you be selling candy, candles, magazines, or used cars? If you use your imagination, you can ponder all sorts of unique and interesting fundraising possibilities.

Among the most popular fundraising options today are auctions, walkor bike-a-thons, carnivals, and the always-popular sale of magazines, candy, wrapping paper, or other easy-to-manage (and easy to transport and distribute) low-cost items. Benefit dinners, banquets, wine-tastings, and golf outings are more popular among the business and corporate crowd.
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