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FINDING AND WINNING GRANTS 

Dick Cook 
Gren Whitman 

April, 1995 

GENERAL ADVICE FOR SEEKING GRANTS 

Most funders are probably unaware of your organization. 

Unless your organization has an already established relationship with the 
funder or an established reputation in the community, most funders are likely 
to be unaware that you exist, let alone know what you do. 

Funders are where you find them. 

While the quickest way to get funding is to seek it from funders who already 
have an expressed interest in· your cause, funders with no expressed interest in 
your cause might make a grant to your organization if you cultivate their 
interest and develop a relationship. 

On the other hand, funders with an expressed interest in your cause may not . 
be good prospects for your organization at the present time because of 
previous commitments, funding priorities, or lack of a relationship with you .. 

Seeking funds is a highly personal process. 

For you to be successful at getting grants, you will have to spend lots of time 
and ,energy outside and away from your familiar network of friends and 
associates. You must develop new networks of relationships among funders. 
You need to become known among these new contacts both as an indiviq.ual 
and as an organization doing important and useful work. 

Seeking funds requires you to be organized. 

As an individual representing an organization seeking funds, you must be 
disciplined in meeting with and getting to know funders, in making the 
cultivation of funding relationships a priority expenditure of your time, and in 
planning the way you present yourself and your organization. 

Your organization must be incorporated. It must have 501(c)(3) status with 
the Internal Revenue Service. · It must have an active, involved, and effective 
Board of Directors. It must have program plans, a budget, and a clear process 
for making organizational decisions. 

:,.: -



If you have no local funding contacts, the community foundation in your area is a 
good place to start. 

As a group, community foundations' missions are broadly stated to meet 
community needs. They tend to respond as new needs emerge. They also 
tend to be aware of community needs and resources. 

If the community foundation in your area doesn't seem to fund your 
organization's cause of issue, it is likely to know other funders in your 
community and may be willing to give you valuable advice about where to 
st.art, if you ask. 

SPECIFIC ADVICE FOR SEEKING GRANTS 

Our summary advice is: 

o Have "rock-bottom basics" already in place. 
o Make as many funding contacts as possible. 
o Cultivate the right person in each funding organization. 
o Become more visible in the larger community. 
o Develop and submit proposals. 

Have "Rock-Bottom Basics" in Place 

The "rock-bottom' basics" which must be in place before any self-help 
organization begins to seek grant funding are: 

l. .., .... 
3. 
4. 

' 5. 
6. 
7. 
8. 
9. 

Incorporation. 
By-laws . 
Documentation of 50l(c)(3) status. 
Clear~ compelling mission statement. 
Active, involved Board of Directors. 
An annual financial gift from 100% of Board members. 
Clear description of current programs. 
Basic fact sheet about organization and program. 
Income and expense budgets approved by the Board. 

Your organization should also be able to quickly produce othef materfals at the 
request of a potential funder, such as: 

... 

Your-organization's brochure. Should include mission statement, 
brief history, basic program(s), organizational structure, major 
accomplishments, and so on. 



Up-to-date fmancial information, including balance sheet, 
income/expense statement, most recent audit, most recent IRS Form 
990, and total expenditures for past three years. 

List of officers and Board members, their organizational affiliations 
or occupations, and their responsibilities within your organization. 

Copy of a Board contract, if any, or a job description for Board 
members. (A Board contract is the document which a Board member 
signs and agrees to abide by upon becoming a member of the Board. It 
itemizes duties and responsibilities and usually specifies the amount of 
time and money the Board member will contribute annually.) 

Resumes of key organizational members, i.e., executive director, 
deputy, program chiefs, etc. 

Table of organization. (Chan of who reports to who). 

Plan for future funding of the project. (What the funder will want to 
see is a plan for continuing "its" project once the gram ends.) 

It is helpful to have on file recent news clippings about your 
organization, as well as relevant letters of thanks and recognition. 

It is also useful to have letters of support for your proposal, but these 
cannot usually be prepared in advance. 

Having these materials on hand will increase your speed in preparing a funding 
proposal. 

-
In addition, your organization must be able to describe exactly who is being 
served and the size of your organization's identifiable constituency. Your 
organization should be able to demonstrate that it is involving more and more 
people in the community, with measurable results that can be e~aluated. 

Increase Your Personal Contacts 

In playing the hide-and-seek game of proposals-and-grants, you should plan to 
spend 80% of your grantseeking time making and cultivating perional 
relationships with funders and the other 20% actually writing proposals. 

One of the biggest myths about preparing grant proposals is that the better a 
proposal is written - the better it looks -- the more likely it is to be funded. 



Wrong! The truth is, a lot of excellent, worthy, beautifully written, dazzlingly 
presented proposals never get funded, but some poor ones do. 

Why is a poor proposal sometimes funded, and a much better proposal turned 
down? 

Because the applicant has learned that a positive and trusting personal 
relationship is key to getting funded. 

Whether or not a proposal is approved for funds likely depends on whether 
personal trust and confidence exists between the funder and. the organization 
requesting support. If a funder believes you can do what you say, the written 

· proposal may be less imponant. Conversely, if a funder doesn't believe you 
can do what you say, not even an eloquent proposal is likely to change their 
mind. -

To make and cultivate personal contacts, your overall aim should be to reach 
out to as many local funders as you can in order to educate, advocate, and 
draw attention to your organization. 

This means finding out exactly which person at each funding organization is 
responsible for dealing with the subject of your proposal. 

For example, in a small funding organization, the "right person" could be the ··. 
director. or even a trustee. In a larger funding· organization, he/she is likely to · 
be a "program officer. " 

Meet them! Tell them about your cause! Tell. them about your organization! 
Give them information! Answer questions! Follow up and stay in touch! 
Invite them to your organization's events. Invite funders' staff to speak to 
members of your organization about an area of their expenise. Involve them! 
Make them friends of your organization! Make them your friends! .,:--

Be sure to treat every contact with a funding organization as a person. A 
program officer or trustee can be sensitive to being stereotyped· as a "money 
object" or "banker." ,'. 

... 
Once your organization has found and cultivated a friendly funder, he/she 
should be asked to introduce you and your group to other funders. 

Put funders on your mailing lists. Seek funders' materials and get your 
organization on their maiHng lists. Attend funders' public meetings and 
gatherings. 



Consider asking your supponers with contacts to become involved with your 
organization as door openers, advisors, Board members, and "friends of ... " 
Ask these people to help expand your organization's network of personal 
contacts. 

Be Visible 

Be visible! Be present! Be a player! 

The key advice here is, "go to everything." Make your organization more and 
more visible by going to "everything, everywhere" (meetings, conferences, 
gatherings), and by meeting with everyone possible. 

Make sure that what your organization does in your community is visible and 
'publicized. Groups which get dollars are those which are perceived as doing 
something useful in and for their community. 

Prepare and Submit Proposals 

An organization just getting started is in a good position to request start-up 
funds. Once an organization is operating, it needs operating and program 
funds. More funders are likely to provide program money instead of operating 
funds; they want to pay for a program, not for your phones. 

More funders are interested in service activities than in advocacy and 
organizing. This depends on the interests of the specific funder. 

An advocacy or organizing project is sometimes able to get money from a 
service-oriented funder when the project is conceived and presented as "public 
education." To be fundable, both advocacy and organizing need to be specific 
and measurable, i.e., how many people will be involved? How many will be 
better off if the issue is won? -~ 

Apply for a specific period. Include your overall budget and r:equest. Explain 
what your organization can raise on its own and what it needs· to complete the 
project. /· 

·• 

Another strategy for getting a grant from a funder is to request a "challenge 
grant" (a grant given to challenge the organization to get other ·.funders into the 
process) or a "matching grant" (a grant which says the funder will give you $1 
for every $1 you raise elsewhere). 

A challenge or a matching grant can have special attraction for a community 
foundation because the foundation is often interested in building organizational 
infrastructure in its community. 



These types of grants provide opportunities to increase your membership, to 
broaden your constituency, to give more visibility to your organization (and to 
the funder). A grant from a community foundation can be an imponant first 
step to open doors to other funders, an early "seal of approval." 

Do not send a "cold" proposal! No organization has a bigger strike against it 
than one which sends a cold proposal to a funder. 

Other Fund.raising Ideas 

Corporations can be approached for donations of executive time -- a "loaned 
executive" - for assisting with computer projects, strategic planning, etc. A 
volunteer executive who learns first-hand about your organization and your 
program can be an imponant entry point into his/her corporation's foundation 
of funding mechanism. 

In addition to seeking direct grants, your organization should consider seeking 
technical assistance in how to ask for money from individuals (so-called 
grassroots fundraising). This can help you learn how to develop a system to 
raise money to th~ maximum extent possible from your organization's various 
constituents. 

• 
No funding possibilities should be overlooked, including civic and service 
organizations and chapters of national fraternities and sororities. 

Your organization should consider raising funds through payroll deductions. 
You can do this (1) by becoming pan of United Way, (2) by getting Donor 
Choice designations, or (3) by affiliating with an alternative fund or 
federation. 

IN CONCLUSION 

There is no magic incantation or hocus-pocus to finding and winning grants. 
Our summary observation is that a funders award grants to pepple who they 
know I they ~s~, they respec~, they believe in. They award p,rants m people, 
not to orgamzauons or to projects. ~ 



HOW TO CUT THE PROPOSAL WRITING TIME IN HALF 
MATERIALS TO HAVE ON HAND 

[Lessons from the experience of Dick Cook and Gren Whitman] 

Have the following materials readily available to speed up the 
process of preparing and submitting a funding proposal: 

1. Your organization's basic brochure or a well written fact sheet about 
your organization. Should include your mission statement, brief 
history, basic program/s, organizational structure, major 

accomplishments 

2. Current fiscal year's income and expense budget approved by the Board 
of Directors 

3. Up to date financial information, including balance sheet, 
income/expense statement, . most recent financial audit, most recent 

IRS Form 990, and total expenditures for past three years 

4. Copy of IRS certification of your 501 (C)(3) status 

5. Names of officers and board members, their organizational affiliations 
and occupations and their responsibilities within your organization 

6. Copy of board member contract, if any 

7. Resumes of key members of your organization: officers, executive 
director, deputy director, program directors. Format them to look the 

same. 

8. Table of organization 

9. Most recent annual report 

10. Recent news clippings about your organization 

11. Letters. of thanks and· recognition on letterhead stationary 



QUESTIONS YOU SHOULD EXPECT FUNDERS TO ASK YOU 

1. Why does your organization exist? What major problem does it address? 

2. What does your organization do? Services, activities, programs? 

3. How do you do what you do? 

4. How many people do xou serve? 

5. What are your results? How effective are you? 

6. What makes your organization unique? 

7. Who is in the leadership and what do they bring/contribute to your 
efforts? 

·-
8. What is your annual budget? What are your income sources? What will 

you do if your income increases? Decreases? 

9. What is the number, what are the jobs and what are the qualifications 
~~m ... 

10. What do donors/funders get for their investment? 



QUESTIONS YOU SHOULD ASK FUNDERS 

1 . WHAT IS THE NATURE OF YOUR FUNDING ORGANIZATION? 
Why did it begin? 
When? Under what circumstances? 
What else does it do in addition to giving money? 

2. FOR WHAT PURPOSES DO YOU GIVE MONEY? 
What are you trying to achieve? 
What kinds of efforts do you fund? Give examples? 
What kinds of projects. are outside the scope of your organization's · 

funding? Give some examples of projects you have turned down. 

3. HOW MUCH MONEY DO YOU GIVE"? 
What is the range of funds you give any one project? Average grant? 
For how many years· will you fund the same project? Organization? 
How much money do you distribute in any calender year? 
How many requests' do you get each year? 

4. WHAT DO WE HAVE TO DO IN ORDER TO GET MONEY FROM YOUR 
ORGANIZATION? 

What kinds of organizations do you fund? 
What steps does an organization have to go through in order to get a 

grant? 
Do you nave specific forms for applicants to fill out? 
What are your guidelines? Requirements? 
When do proposals have to be submitted? 
Should proposals be mailed? Hand delivered? Faxed? Will you 

acknowledge receipt of the proposal? 
How long after the. proposal is submitted will your staff review it? 

Board review? Final decision? 
Will you do a site visit? 
Who_ reviews the proposal for a final decision? Will the review the 
entire proposal or a summary? If they will see a summary, will 
they use the applicants own summary or will you prepare your own? 

When and how will you notify groups of your decision? 



5. WHAT IS EXPECTED OF US IF WE ARE APPROVED FOR A GRANT? 
How soon will we · receive the funds? 
Will we receive them all at once? If not how will we get them? 
Do you require that they be placed in a separate bank account or 

simply accounted for separately? 
Do you want to be mentioned in publicity about the project? 
How often do you want a report on what we are· doing? Do you have 

a special format for the report? 
What kind of notification or approvals do you require if we need to 

modify our original plans? 

6. WHAT INFORMATION WILL YOU GIVE US IF YOU TURN DOWN OUR 
PROPOSAL? 

Will you meet with us?· 
Will you tell us exactly why our proposal was not chosen? 
Will you tell us if it is worth reworking and resubmitting? 



TWELVE PARTS OF A PROPOSAL 

1 . Cover Letter 

2. Proposal Summary 

3. Introduction 

4. Problem Statement 

5. Target Population 

6. Goal 

7. Objectives 

8. Methods -

9. Evaluation 

10. Budget 

1 1 . Future Funding 

12. Supporting Material 



Proposal Writing Checklist 

PREPARATION 

1. You have put together a working group to prepare the grant. 
2. You have considered and can handle the limitations of grant funding. 
3. You have a 501 (c)(3). 
4. You have access to typing, a phone, and postage. 

WRITING THE PROPOSAL 

1. Cover Letter 

a. It identifies the organization submitting the grant proposal. 
- b. It identifies what you are sending them and what you are requesting from them. = c. It is signed by the top officer of your organization. · 

2. Proposal Summary 

_ a. It is less than one page. 
_ b. It describes the problem you propose to solve, how you propose to solve it, and 

how much it will cost. 

3. Introduction 

_ a. It describes your organization's history, purpose, structure, scope of service. 
_ b. It describes your other programs, activities, and accomplishments. 
_ c. It states why your organization is interested in the subject area of the proposal. 
_ d. It identifies other funding sources, including non-grant sources. 
_ e. It mentions the support or acclaim you have received· from others. 
_ f. Assuming you know nothing about the organization, does the Introduction 

convince you of the organiz.ation' s credibility, legitimacy, and capability oj 
handling the funds it has requested? · -

4. Problem Statement 
I· 

_ a. It states exactly and specifically what the problem is. . 
_ b. It identifies the underlying causes of the problem. . 
_ c. It documents the problem and gives evidence for your explanation :of it. 
_ d. It states how serious and widespread the problem is. It states how many people 

arc affected. 
e. It identifies the likely consequences if the problem is allowed to continue. = f. The problem statement shows that your organization has a good understanding of 

and handle on the problem. 



5. Target Population 

_ a. It st.ates how many of the affected people will be helped by your organization 
this year. 

b. It identifies which ones. 
_ c. It argues convincingly why those were picked. 

6. Goal 

_ a. It identifies what you want to accomplish. 
_ b. The goal flows logically from the causes of the problem. 
_ c. Accomplishing the goal will reduce or eliminate the problem. 

d. It is realistic to try to achieve the goal. · 

7. Objectives 

_ a. They are specific. 
_ b. They identify who is responsible for them. 
_ c. They are measurable. 
_ d. They state by what date they will be accomplished . 

. _ e. They flow logically from the problem and goal. 
_ f. They lead to the reduction of the problem and achievement of the goal. 
_ g. It is realistic to do tnem in the time specified. 

8. Methods 

_ a. They describe how you will accomplish each obje.ctive. 
_ b. They describe who you will hire, with what qualifications, and what they will 

do. 
_ c. They identify other methods considered and reje.cted. 
_ d. They identify others who will help. 
_ e. They identify the facilities, equipment, materials needed to operate the program. 
_ f. They explain how the program will be administered. They explain how it will 

be coordinated with other activities the organization is conducting.:· 
_ g. They explain how the people being served will be able to influen~ the program. 

9. Evaluation 

_ a. The method you will use to evaluate the program is explained. 
b. It describes who will do it. When. 

_ c. It tells the reader what you will be looking for in the evaluation. 
d. It describes what will be done with the results. 

, 
., 



10. Budget 

_ a. The budget is an accurate reflection of the projected costs and incomes involved 
in running your program. 

_ b. The budget compares favorably with those of similar programs. 
_ c. All the cost items are justified. 
_ d. It is easily readable. 
_ e. It adds up correctly. 

11. Future Funding 

_ a. It describes how much financial support will be necessary to keep the program 
going. 

_ b. It identifies potential resources. 
_ c. It makes a case for the likelihood of those resources picking up the financial 

support of the program.· 

12. Supporting Material 

_ a. Letters of support are included from key individuals or organizations. 
_ b. Other supporting material is included. 
_ c. Resumes are included for individuals selected to conduct the project . 

. _ d. A copy of your org~iz.ation's most recent financial statement is included. 
_ e. A copy of the 501 (c)(3) letter is_ enclosed. 



FILL-IN-THE-BLANK INTRODUCTION 

_________________ is a 501 (C)(3) organization, 

[Name of the organization] 

that was started _____ _ to _____________ _ 

for 

In 

[When?] [Purpose, what you set out to 

accomplish] 

[Who did you set out to serve?] 

Policy for is set by 
[Name of organization] [Governing 

that consists of 
structure, such as board of directors] 

[Describe people, with what affiliations, experience, stature.] 

-------------·--·-- has developed programs 
[Name of organization] 

________________________ consisting of 

[Name the programs.] 

[List the program activities.] 

. During its _____ of operation, 
[# of years] [Name of organization] 

has ________ _ 

[List major accomplishments, statistics on # served, impact on 

the people you wanted to help.] 



_________ on __ said, " 
[Name of person, position] [Date] [Quote in support of your 

II 

work or service to the .community.] 

An article in ___ _ ____ on ____ _ stated, " __ _ 
[name of publication] [Date] 

[Quote in support of your work] 

We have received _____ __ requesting __ _ 
[# calls, letters] [What service?] 

in the past _____ _ 
[Length of time] 

-----------------'-- is 
[Name of supporting organization] 

interested in _____________________ because 

[Problem addressed by the proposal] 

[Give reasons for their interest.] 



PROBLEM ST A TEMENT WORKSHEET 

1. What is it that is so wrong in the world, society, your community that 
some intervention is called for? Be specific. sa·y it the way you want 
it said. 

2. How do you know t~at this is ·a problem? Give some facts and examples. 
Show that others recognize it. 

3. How serious is the problem? Describe the consequences. Document for 
whom it is a problem. Explain how widespread it is. 



4. What is likely to happen if the problem is allowed to continue 
unchecked? Explain why it is important to stop it now? 

5. What do you believe is the cause of the problem? Explain and justify. 



Description 
BUDGET WORKSHEET 

Total In-kind or Total 

PERSONNEL 
Salaries 

# of persons, title, % of time 
on the project, # of months 
employed during year 

Fringe Benefits 
Unemployment Compensation 
FICA 
Health Insurance 
Other Insurance or Retirement 

Consultants· and Contract Services 
Audit, Legal, 
Program Assistance, 
Training 

NON-PERSONNEL 
Space 
Purchase, Lease, Rental of Equipment 

Include costs of service 
Consumable Supplies 
Travel 

Out of town 
In town·· 

Communications 
Phone, Fax, Postage, Fed Ex 

Printing and Copying 
Dues and Subscriptions 
Insurance 

INDIRECT COSTS 
Project Management 
Bookkeeping 
Insurance 
Space 
Equipment/Service 

TOTAL 

Costs donated from requested 
other sources 



WHAT GOES INTO THE FUNDRAISING PLAN? 

1. The Leadership 
Board 
Fundraising Committee 
Others 
How to engage the leadership? 

planning session, retreat, fund raising training, outside 
consultant, fixed fundraiser 

How w i 11 they be organized? Leadership structure- campaign 
pyramid, task teams 

2. Goal 
Overall goal. Subgoals for each method-$ and # 1 s of donors 
Amount to be asked for with eac·h method 

3. Methods 
What do you w a n t ·t o achieve? 
How much do you need to raise? 
Who do you intend to ask? 
What is likely to work.with your cause and constituenc·y?. 
Do you have the resources to do it? 

4. Targets of solicitation for each method 
Which constituency? Rationale 

5. Costs broken down by method 
Out of pocket and in-kind 

6. Volunteers needed for each method 
#'s of volunteers 
Major tasks/activities they w i 11 perform 

7. Training of volunteers 
kinds of training needed 
materials 
outside expertise 

8. Recognition/celebration 
9. Evaluation 

Write down everything you did, every step, every person involved 
Seek advice from everybody involved 

10. Timeline including key activities for each method, dates for cash to . . . 

come in 



FY DEVELOPMENT PLAN 
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GLOSSARY OF TERMS 

A.!'iNUAL GIFr - a yearly contribution of money by a donor to a nonprofit organization. 

APPEAL - short for "appeal letter," a written request for donations. 

BEQUEST - a contribution to a nonprofit organization which a donor leaves in his or 
her will. · 

BUDGET - an estimate of income and expenses for a nonprofit organization. 

CASE FOR SUPPORT - an argument or rationale about why a prospect should make a 
contribution to a nonprofit organization. 

CORPORATE GMNG - corporations may choose to give money by means of a company 
foundation or a separate c~rporate-giving program, and give goods and services as well. 

CULTIVATION - a process of educating and involving a prospect in a nonprofit 
organization. 

DIRECT MAIL - a method of soliciting contributions by appealing to a prospect through 
a letter. -

DONOR - someone who makes a contribution to a nonprofit organization. 

DONOR BASE - the complete list of all donors. The most useful donor base is 
segmented so names can be retrieved by the donor's address, area of interest (such as 
village development), size of gift, political party, giving history, and involvement in the 
organization. · :-

ENDOWMENT - an amount of money set aside to provide income for an organization or 
one of its programs. The principle amount of the endowment is untouched, and the 
interest from it may be used as income. : · · 

FUNDRAISER - someone who assists nonprofit organizations to obtain II!Oney. 

FUNDRAISING - the activities involved in obtaining money for a nonprofit organization. 

Third Sector Project 
Johns HopJ...ins L'ni~·ersity 

Richard Cook 
Generaring Financial Resources 



FUNDRAISING PLAN - an organized set of guidelines for how a particular nonprofit 
organization will raise the money it needs: includes the specific amount of money the 
organization aims to raise, the specific methods which will be employed to raise the 
money, when each method will be employed, and who is responsible for each aspect of 
the plan. 

GIIT - a voluntary contribution made to a nonprofit organization; usually refers to 
contributions from individuals. 

GRANT - a contribution to a nonprofit organization which comes in response to a formal 
written proposal; usually refers to contributions from government, foundations, or 
corporations, which are to be used during a specified period of time. 

GRASS ROOTS FUNDRAISING - asking for money in your own community and from 
the people you serve. Dependable, renewable, internally-controlled money. 

HOUSE PAR1Y - a method of fundraising in which an individual hosts a small event for 
a nonprofit organization in their own home, and during the event an appeal for 
contributions is made. 

IN-KIND SUPPORT - a contribution of something other than money, such as equipment, 
supplies, space or staff time. , 

LIST - a record of the names, addresses and phone numbers of donors and prospects. 

MAJOR DONOR - someone who makes a major gift to a nonprofit organization. 

l\WOR GIFT - a contribution of a large amount of money from an individual to a 
nonprofit organization. The size of the contribution varies form one nonprofit 
organization to the next. The amount which qualifies a gift as "major" is decided by the 
governing board. But it frequently ranges from one to several days pay. 

PHONATIION - an organized solicitation of prospects in which volunteers make phone 
calls to ask for money. 

;, 

PLEDGE - a promise to make a contribution at a specified time in the future. 

PROPOSAL - a fonnal written request for money for a specified period o( time, usually 
made to government, foundations or corporations. 

PROSPECT - a person that an organization has identified as a potential donor. 

RECOGNITION - the way that an organization acknowledges and commends an 
individual for their contribution or effort. 

Third Sector Project 
Johns Hopk"ins L'ni~-erriry 

Richard Cook 
Generating Financial Resourc,j 



BALTIMORE 

NEIGHBORHOOD . 

COLLABORATIVE 

ORGANIZER TRAINING 

Fundraising As Organizing 



SOLICITATION - the act of requesting a gift to a nonprofit organization. 

TIIANK YOU - an expression of gratefulness for a gift or effort on behalf of a nonprofit 
organization. 

WORKPLACE SOLICITATION - a request for a gift to a nonprofit organization which 
is made at a prospect's place of employment. 

Third Sector Project 
Johns Hopkins L'ni\·ersiry 

Richard Cook 
Generaring Financial Resources 



THE PEOPLE'S LAWS OF FUNDRAISING 

1. People give money to people. 

2. People give money because they want to. 

3. People don't give money unless or until they are asked 
to give. 

4. People don't give large donations unless they are 
asked for large donations. 

5. People give mony to opportunities, not needs. 

6. People give money to success, not distress. 

7. People give money to make a change for the good. 



MAKING THE FUNDRAISING CASE: 
WHY SHOULD ANYONE GIVE YOUR ORGANIZATION MONEY? 

1. WHY? 
Why is there a need? 
What is so wrong that something should be done about it? Is there a crisis? 
What underlying causes sustain this situation? 
What will happen if nothing is done? 

2. WHAT? 
What is missing from the scene which, if it were present, would address this 
problem/crisis? 
What program, activities, solutions do you offer? 
What evidence do you have that your solution will solve the problem/crisis? 

3.HOW? 
How do you intend to bring this solution about? 
What needs to be done to make it happen? 



4.HOWMUCH? 
How much will it cost to bring this solution about? 
This year? 
Five years? 

5. WHO? 
Who must take the lead in this effort? 
What makes your organization uniquely suited to lead this effort? 

6. WHAT OPPORTUNITIES? 
What opportunities do you offer the contributor? 



sciloOL OF SOCIAL WORK 

8:30 - 9:00 

9:00 - 10:30 

10:30 - 10:45 

10:45-12:15 

UNIVERSITY OF MARYLAND 

(714) DEVELOPING YOUR ORGANIZATION'S 
FUNDRAISING CAPACITY 

April 3, 2001 

Leader: Dick Cook, MSW 

Registration and Coffee 

WELCOME 

INTRODUCTION OF PRESENTER, PARTICIPANTS, AGENDA, 
MATERIALS 

RESOURCE EMPOWERMENT: A DEFINITION 

OVERVIEW OF FUNDRAISING: TRENDS AND SOURCES 

► How much money is raised? Who gives it? Who 
gets it? Changes over time. 

► Implications for How to Approach Fundraising. 

HOW FUNDRAISING ATTITUDES INDICATE READINESS TO 
RAISE$$ 

WHAT YOU NEED TO HAVE IN PLACE IN ORDER TO RAISE 
FUNDS 

Break and Refreshments 

CRITICAL FUNDRAISING TASKS 

1. Get Your Organization Ready 
2. Make Sure Your Constituency is Ready 
3. Get the Right Leadership 
4. Prepare, Train and Support the Leadership 
5. Set the Fundraising Goals 
6. Decide Who You Will Ask 
7. Develop the Case for Giving 

Louis L. Kaplan Hall • 525 West Redwood Street • Baltimore, Maryland 21201-1777 • 410 706 7790 • 410 706 6046 Jax 

Admissions 410 706 7922 • Alumni 410 706 6408 • Continuing Professional Education 410 706 1839 • Development 410 706 3024 
Doctoral 410 706 7960 • Field Instruction 410 706 7187 • Outreach Service (SWCOS) 410 706 1882 
Registration 410 706 6102 • Student Services (OSS/MCA) 410 706 5100 • Training 410 706 3637 
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12:15 - 1 :00 

1 :00-2:30 

2:30 - 2:45 

2:45-4:15 

4:15 

8. Develop Fundraising Strategy, Select the Appropriate 
Fundraising Methods 

Lunch 

CRITICAL TASKS (Continued) 

9. Ask 
10. Thank, Recognize and Increase Donor Involvement 
11. Celebrate 
12. Evaluate 

Break 
Ice Water on Bridge 
Vending Machines on 1st Floor 

HOW TO LOCATE GRANT FUNDING SOURCES 

HOW TO CUT GRANT PREPARATION TIME IN HALF 

HOW TO APPROACH FOUNDATIONS 

HOW TO PUT IT ALL TOGETHER INTO A RESOURCE 
EMPOWERMENT PLAN 

APPLICATION OF IDEAS PRESENTED TO MY ORGANIZATION 
OR AGENCY 

EVALUATION 

GOOD LUCK!!!!! 

Adjournment 



Selecting the Right Methoa: 
Does the method generate: 

1. Public educationl awarenesso 

2. New prospective donors/increased m~.m.bership. 

3. Increased commitment/contribution of existing done 

4. Large financial return on time invested. 

5. A minimum of volunteer/staff time to carry out 

6. Reasonable fundraising costs. 

7. Money which is renewable year after year. 

8. Money with fewest limitations/conditions. 

9. Sufficient time for staff and volunteers to maintain 
work on organization's mission. 

10. Good volunteer and staff mcrale. 

11. New leadership or strengthen existing leadership. 



United 
Way 
exceeds 
goal 
$ m.1 million raised 
in 2000 is G percent 
more than in H)!)!) 

'Phenomenal growth' 

By ALICE LUKENS 
BUN IITAFF 

United Way of Central 
Maryland has exceeded Its 
2000 campaign goal, raising 
$43.1 mllllon, 5 percent more 
than the previous year, cam­
paign officials will announce 
this morning. 

"The citizens of Maryland 
have shown they care deeply 
about each other and their 
community," said Jim Sell• 
Inger, vice president of tech­
nical sales support for IBM 
Americas and chairman or 
the board of directors for 
United Way of Central Mary­
land. 'The success of this 
breakthrough campaign al· 
lows United Way to focus 
even more funding on pro• 
grams In our four areas or lm• 
pact, helping even more peo­
ple In need." 

Sellinger said the cam­
paign has experienced "phe• 
nomenal growth" since he 
ran lt In 1995, when It raised 
$34.8 mllllon. In 2000, lts for• 
mal goal was to raise $43 mil· 
lion for health and human 
services for the needy In Bal· 
tlmore and In Anne Arundel, 
Baltimore, Carroll, Harford 
and Howard counties. 

He attributed the growth 
or more than 20 percent since 
1995 to the strong economy 
and a successful marketing 
campaign over the past year 
and a half that has focused 
on the Community Safety 
Net, a vast network of agen• 
cles funded by the United 
Way. 

"We have a consistent 
theme about the Importance 
or the community and glv• 
Ing," he said. 

A relatively new emphasis L 

on major [See United, 4s] 

1111 ,>1111 

United Way exceeds 
2000 campaign goal 
[United.from Page In] 

gifts has also made a dltference, 
said Carrie Le Bow, director or ma­
jor gifts and planned giving for 
United Way or Central Maryland. 
Eleven percent or the campaign to­
tal came f)·om 336 people who each 
gave$ I 0,000 or more, she said. 

The 2000 campaign also drew 
the first $1 mllllon girt In the his­
tory of United Wny of Central 
Maryland. Il came from Baltimore 
Orioles owner Peter G. Angelos 
and his wife, Georgia. 

The campaign also recorded 
three new members of I.he "Mlllcn­
nlum Club," designed lo attract 
pledges or$ 100,000 a year for three 
years. They arc Ravens owner Art 
Modell and his wife, Pat; philan­
thropists Robert and Jane Meyer­
hoff; and a donor who wishes to be 
anonymous. 

Donors who gave $10,000 or 
more, known as the Alexis de 
TocquevlUe Society, grew by a 
record 106 new members to the 336 
total. 

The secret lo getting so many 
large gifts, LeBow said, Is slmple: 
Ask for them. Although United 
Way officials here began the Alexis 
de Tocquevllle Society In 1987, she 
said, It has grown substantially 
since the United Way decided to 
place an emphasis on major gifts 
about four years ngo. 

In the 2000 campaign, United 
Way omclals decided to focus for 
the first lime on major gifts from 
women. Traditionally, they said, 
many women have been volunteers 
and donated money In their hus­
bands' names. but a new cffo1t was 
made Lo Increase gilts of$10,000 or 
more by, or In the names of, 
women. 

Although many women were 
wary at nrst of giving Independ­
ently of their husbands. the Initia­
tive more than doubled expecta­
tions this year, with 46 people 
pledging a total of $528,300, said 
Melanie Sabelhaus, a retired en­
trepreneur and director of the 
women's Initiative. Thirty-one of 
those gifts were new, she said. 

"We think thr new frontier Is 
where women get Involved not only 
with their hearts and heads," Sa­
belhaus sald. "We like to say we're 
looking for time, talent and treas­
ure." 

Much of the money from the 
women's Initiative wlll fund efforts 
to i1elp children and youth, Sabel­
haus said. The money will go lo re­
duce Infant mortality and help 
chlldren with special needs. home­
less children and teens In trouble. 

Despite the new efforts to focus 
on major gift~. United Way st.Ill 
brings In the bulk of Its donations 
from lts annual workplace cam­
paigns. 

For many years, Constellation 
Energy Group has been the local 
leader In such campaigns. For the 
second year In a row, the company 
raised more than $2 million. 

United Way 
Campaigns 
In millions 

$45 
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Johns Hopkins Institutions 
came ln a close second, said Julie 
Lincoln, spokeswoman for United 
Way, at $55,000 short of$2 mllllon. 

Reaching $1 ml111on for the llrst 
time this year were Altnrst Finan­
cial Inc., Legg Mason Inc. and T. 
Rowe Price Associates Inc. 

The other $1 mllllon accounts 
were Bethlehem Steel Corp., the 
United Steelworkers of America, 
the Johns Hopkins Institutions, 
Deutsche Banc Alex. Brown, the 
National Security Agency, Nor­
throp Giumman Corp. and the So• 
clal Security Administration. 

Companies ran their cam­
paigns In a variety of ways. One 
sponsored a bike race. Another 
held a cardboard boat regatta. 
Thomas Schweizer Jr., who 
headed this year's Alexis de 
Tocqueville effort In Central Mary­
land, said he approached people at 
his company, Deutsche Banc Alex. 
Brown, to as1': them to give at least 
$10,000. 

All three of United Way's public 
sector campaigns exceeded expec• 
tatlons. officials sald. Federal em· 
ployees raised more than $5 mil­
lion, 6 percent more than In 1999. 
State employees raised $3. 7 mil· 
Hon, an Increase of 28 percent. The 
citywide Comhlned Charity Cam­
paign, Involving Baltimore city em­
ployees, hit $1 million for the nrst 
time last year, 18 perctnt more 
than In I 999. 

"It's no coincidence that our 
community's strongest and most 
respected companies also run the 
best United Way campaigns," said 
Michael E. Waller, publisher and 
chief executive officer of The Balti­
more Sun and chairman of the 
2000 Community Campaign. 
"Companies that support United 
Way drmonstrnte to the public -
their customers, shareholders and 
employees - that they care about 
their community." 

"We're building a great founda· 
tlon for future campaign growth," 
said Larry E. Walton, president 
and chief professional officer of 
United Way of Central Maryland. 



Job Description for a Development Committee 

The purpose of a funding development committee is to lead the board in 
efforts to attract money and services that are necessary to carry out the 
mission of the organization. 

The duties of the board development committee are to: 

✓ Define the short-term and long-term funding needs of this organization 
with the help of the full board and administrator. Funding appeals will be 
ineffective if we can't tell prospective donors exactly what our nonprofit 
needs the money for. 

✓ Train the full board. Little training is required to hold a modest fund 
raising event--but most nonprofits need far more money than small events 
raise. The committee must become knowledgeable about planned giving, 
corporate solicitation, lobbying go~ernment bodies, grant-writing and 
marketing. 

✓ Involve all board members in fund raising. Each board member has the 
responsibility to do all he or she can.to raise money for. your nonprofit. The 
development committee must organize fund raising activities to take into 
consideration each board member's unique.talents. , 

✓ Review progress on fund raising goals--and inspire the full board. The 
committee must not only report on the status of fund raising efforts, it must 
be coach and cheerleader to the entire fund raising team. 

✓ Make personal financial donations--and encourage your fellow board 
members to do likewise. The best way to convince members of your 
community to give is to lead by example. Donations by the committee and 
other board members demonstrate that we believe enough in our nonprofit's 
mission to put our money where our mouths are. 

✓ Identify, cultivate and enlist community leaders to serve on tlte funding 
development committee. There may be a reservoir of untapped fund raising 
talent in our·community. The committee is responsible for finding it and 
putting it to good use. 
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Americans. 
give record 
$190 billion 
to charity 
( '1i11(011 :lllllOlllll'('S 

'Youth (iivi11~ J>rojcd' 

W/\SllINOTON - President 
Clinton µraised Americans yester­
day for charitable giving thnt Is 
growing with the rconomy and 
thallrngrd young propll' to "dis­
rover the rewnrds of generosity.·· 

Aml'ricans contrihut rd a 
'"c-nrd $Ino hlllion t.o clrnritnblr 
ranscs lnsl year, n /41 prrcrnt in­
crense since I 9P5. the president 
snld in his weekly racllo mldress, 
not Ing a report by his Connell of 
J,:('ornm1ir J\clvi~C'rs. 

Seven in 10 /\rnericnn homes 
rnndr nl. least one charitable con­
t rih11I ion Inst yen•·. nnd evrn hnlf of 
nll /\mcricnns who mnke less than 
$10,000 a yenr had at leasl one 
charitable contribution. 

The money helped reed hungry 
people, immunize children. build 
homes for the poor, tutor immi­
grants. restore porks nml semi di:,­
nstrr rrlirf t.o people nt, home nncl 
nround lhc world, Clinton snid. 

Clinton, seeking lo appeal lo 
I he Idealism of young /\mcricnns, 
announced a $2 million privnlely 
rumlcd initiative thnt will train 
ym111g proplc to idrntify rlrnrilablP 
lll'l'ds In their commnnllies, tench 
I hrm how to rnlse nnd cllstrlbute 
n1oney, nncl build lendershlp skills. 

"We need to help younger peo­
ple rerognize their own capacity to 
do l(oocl, nnd lrelp t.hrm cllscovrr 
I hr rl'wards of generosity." the 
prrsidl'nt snid. 

He said he wanted to tap into 
I he spirit he said Is dlsplnyed by 
lhe more than 150,000 young peo­
ple who last year joined /\meri­
Corps, the volunteer community 
tmscd service ngl'nry. 

"With the help ond guldnnce of 
sl'vrrnl major phllnnthroplc organ­
izntlons. we developed a nntlonal 
l.,lueprlnt to do Just that - the 
Youth Giving Project," he snld. 

It. will be coordinntecl by n non­
profit coalition of experts on youth 
programs who cnn provide locnl 
g-roups with training mntcrlnls, ac­
cess to a comprehensive Web site 
and expert advice. 

Clinton snid the relath·cly mod­
est Investment cnn produce enor­
mous dividends because members 
or the baby boom generation stnncl 
Io Inherit $ I 2 trillion from the 
World War II generation nnd will 
likl'ly pnss on even more to t.lwlr 
children. 

Clinton credited a st.rang econ­
omy and rising Incomes, as well ns 
A,melicnns' 11:enerous spirit, for the 
rise In chnrltahle contributions. 
·' 



SCHOOL OF SOCIAL WORK 

UNIVERSITY OF MARYLAND 

Spring 2001 

We welcome you to Continuing Professional Education at the University of 
Maryland School of Social Work and to our workshop program for March - June 
2001. Whether you are a clinician, advocate, manager, or policy-maker, we strive 
to meet your needs for added knowledge and skills to better serve clients. 

In addition to our workshop program this Spring, we are very pleased to announce 
a new Certificate Program in Divorce Mediation that will take place in May and 
June. This 80-hour program is designed specifically for social workers and other 
mental health professionals who, we believe, will be especially effective in 
delivering divorce mediation services because of strong grounding in the 
psychosocial aspects of human relationships and knowledge of family systems. A 
brochure describing the program is available at the registration table or by 
contacting our staff. 

We also have certificate programs in Child and Adolescent Treatment (64 hours) 
and in Human Services Management (72 hours). We are currently accepting 
applications for these programs, which will begin in Fall 2001 and conclude in 
Spring 2002. Brochures are available at the registration table or through our staff. 

We hope you will also join us for our special Public Service Forum on "Public 
Health Initiatives in Baltimore: Challenging the Status Quo" on April 19, 2001. 
Baltimore City Health Commissioner Peter Beilenson, MD, MPH will be our 
featured speaker. 

Thank you for looking to us for your continuing education needs. We hope you 
enjoy your day and we look forward to serving you again soon. 

Julee H. Kryder-Coe, MSW 
Assistant Dean 

Patricia Boland, MSW 
Program Coordinator 

Laura Taylor 
MSW Student Assistant 

Deborah Jones 
Administrative Assistant 

Karen Carter 
Administrative Assistant 

Telephone: 410-706-1839 
FAX: 410-706-8325 
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FUNDRAISING AS ORGANIZING 

SIMILARITIES OF BOTH PROCESSES 

Feelings of Powerlessness 

Self-Blame 

Power Analysis 

Self to System 

Picking a Winnable Issue 

Identifying the Target 

Selection of Action _ 

Engage in Action, Train Leadership, 

and Build the Organization 

Celebrate Victories and Evaluate 

1 O. Move to Bigger issue 



FUNDRAISING AS ORGANIZING 

TYPICAL ORGANIZER QUESTIONS ABOUT 
FUND RAISING 

1. How can I minimize the time and energy I spend 
fundraising, so I can maximize my time for 
organizing? 

2. Is there a way I can fundraise and organize at the 
same time? 

3. Does it make sense to ask our low and fixed income 
constituents for financial support? 

4. Does it make sense to invest in training and 
developing our constituents as fundraisers? Or 
should we just hire a fundraiser to do it for us? 

5. How much should we expect to spend on different 
approaches to fundraising? 

6. What methods are best for what purposes? 

7. How do we get started? 



FUNDRAISING AS ORGANIZING 

TYPICAL ORGANIZER QUESTIONS ABOUT FUNDRAISING 

1. How can I minimize the time and energy I spend fundraising, so I can maximize my time for 
organizing? 

2. Is there a way I can fundraise and organize at the same time? 

3. Does it make sense to ask our low and fixed income constituents for financial support? 

4. Does it make sense to invest in training and developing our constituents as fundraisers? Or 
should we just hire a fundraiser to do it for us? 

5. How much should we expect to spend on different approaches to fundraising? 

6. What methods are best for what purposes? 

7. How do we get started? 

SIMILARITIES BETWEEN ORGANIZING AND FUNDRAISING 

1. Both begin with feelings of powerlessness. 

2. In both processes the constituents go through a period of self-blame. In fundraising they say, 
"We just aren't smart enough. We don't know any of the right people. Our folks don't 

have any money." 

3. The task of the organizer is to move people from self-blame to analysis of the system. 
What is the system doing n the world of fundraising? How much money was raised by 

nonprofit organizations last year? Where did it come from? Who got it? What do we know 
about the ones that got the most? What o we know about the ones that give the most? 

4. Knowing what we know, what does that mean for how our organizations have to change the 
ways they go about raising money, or change the systems that distribute money? 

5. Select a fundraising equivalent to a winnable issue in order to encourage the leadership to take 
on bigger issues. 

Select a fundraiser that you know will raise money in order to encourage your leaders to 
continue and take on bigger fundraising goals. 

6. Identify target for action. 
Who is it that you are going to ask for money? 



7. Select the appropriate action designed to move the target in the desired direction. 
Describe fundraising pyramids as a way to help your organization figure out which 

fundraising action you want to talce. 

8. Engage in the action. Train the leadership. Build the organization. 
Ask! Train people to ask, including why asking is so hard and what we have to do to get 

over it. 

9. Celebrate the success and evaluate what you've learned, including how it could have been 
better. 

10. Move up to a bigger issue/bigger fundraising goal. 



SIMILARITIES BETWEEN ORGANIZING AND 
FUND RAISING 

1. Both begin with feelings of powerlessness. 

2. In both processes the constituents go through a 
period of self-blame. In fundraising they say, "We 
just aren't smart enough. We don't know any of 
the right people. Our folks don't have any money." 

3. The task of the organizer is to move people from 
self-blame to analysis of the system. 
. What is the system doing n the world of 

fundraising? How much money was raised by 
nonprofit organizations last year? Where did it 
come from? Who got it? What do we know about 
the ones that got the most? What o we know about 
the ones that give the most? 

4. Knowing what we know, what does that mean for 
how our organizations have to change the ways they 
go about raising money, or change the systems that 
distribute money? 



5. Select a fundraising equivalent to a winnable issue 
in order to encourage the leadership to take on 
bigger issues. 

Select a fundraiser that you know will raise 
money in order to encourage your leaders to 
continue and take on bigger fundraising goals. 

6. Identify target for action. 
Who is it that you are going to ask for money? 

7. Select the appropriate action designed to move the 
target in the desired direction. 

Describe fundraising pyramids as a way to help 
your organization figure out which fundraising 
action you want to take. 

8. Engage in the action. Train the leadership. Build 
the organization. 

Ask! Train people to ask, including why asking is 
so hard and what we have to do to get over it. 

9. Celebrate the success and evaluate what you've 
learned, including how it could have been better. 

10. Move up to a bigger issue/bigger fundraising goal. 



ABOUT FUNDRAISING 

What is Fundraising? 

Fundraising is not simply about getting money. It is about identifying and developing 
friends of the organization. people who believe in its mission. people who want to help 
and panicipate in achieving its goals. Fundraising is also about developing the 
organization in such a way that it invites and welcomes the panicipation of all who share 
its hopes and dreams. 

\Vhen we have an organization made up of committed and enthusiastic people, 
fundraising becomes one way that people can panicipate and make a real difference to 
its future success. 

Third Sector Project 
Johns Hopkins L'ni1·errir~, 

Richard Cook 
Generating Financial Resources 
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GLOSSARY OF TERMS 

ANNUAL GIFT - a yearly contribution of money by a donor to a nonprofit organization. 

APPEAL - shon for "appeal letter," a written request for donations. 

BEQUEST - a contribution to a nonprofit organization which a donor leaves in his or 
her will. 

BUDGET - an estimate of income and expenses for a nonprofit organization. 

CASE FOR SUPPORT - an argument or rationale about why a prospect should make a 
contribution to a nonprofit organization. 

CORPORATE GMNG - corporations may choose to give money by means of a company 
foundation or a separate cqrporate-giving program, and give goods and services as well. 

CULTIVATION - a process of educating and involving a prospect in a nonprofit 
organization. 

DIRECT MAIL - a method of soliciting contributions by appealing to a prospect through 
a letter. -

DONOR - someone who makes a contribution to a nonprofit organization. 

DONOR BASE - the complete list of all donors. The most useful donor base is 
segmented so names can be retrieved by the donor's address, area of interest (such as 
village development), size of gift, political party, giving history, and involvement in the 
organization. ·' 

ENDOWMENT - an amount of money set aside to provide income for an organization or 
one of its programs. The principle amount of the endowment is untouched, and the 
interest from it may be used as income. _. · 

FUNDRAISER - someone who assists nonprofit organizations to obtain rt1oney. 

FUNDRAISING - the activities involved in obtaining money for a nonprofit organization. 

Third Sector Project 
Johns Hopkins l,'niversiry 

Richard Cook 
Generaring Financial Resources 



FUNDRAISING PLAN - an organized set of guidelines for how a particular nonprofit 
organization will raise the money it needs: includes the specific amount of money the 
organization aims to raise, the specific methods which will be employed to raise the 
money, when each method will be employed, and who is responsible for each aspect of 
the plan. 

GIIT - a voluntary contribution made to a nonprofit organization; usually refers to 
contributions from individuals. 

GRANT - a contribution to a nonprofit organization which comes in response to a formal 
written proposal; usually refers to contributions from government, foundations, or 
corporations, which are to be used during a specified period of time. 

GRASS ROOTS FUNDRAISING - asking for money in your own community and from 
the people you serve. Dependable, renewable, internally-controlled money. 

HOUSE PAR'IY - a method of fundraising in which an individual hosts a small event for 
a nonprofit organization in their own home, and during the event an appeal for 
contributions is made. 

IN-KIND SUPPORT - a contribution of something other than money, such as equipment, 
supplies, space or staff time. , 

LIST - a record of the names, addresses and phone numbers of donors and prospects. 

MAJOR DONOR - someone who makes a major gift to a nonprofit organization. 

MAJOR GIFf - a contribution of a large amount of money from an individual to a 
nonprofit organization. The size of the contribution varies form one nonprofit 
organization to the next. The amount which qualifies a gift as "major" is decided by the 
governing board. But it frequently ranges from one to several days pay. .. 

PHONATIION - an organized solicitation of prospects in which volunteers make phone 
calls to ask for money. 

PLEDGE - a promise to make a contribution at a specified time in the future. 

PROPOSAL - a formal written request for money for a specified period o( time, usually 
made to government, foundations or corporations. 

PROSPECT - a person that an organization has identified as a potential donor. 

RECOGNITION· the way that an organization acknowledges and commends an 
individual for their contribution or effort. 

Third Sector Project 
Johns Hopkins Cni~-ersiry 

Richard Cook 
Generaring Financial Resourr,·j 



SOLICITATION - the act of requesting a gift to a nonprofit organization. 

TIIANK YOU - an expression of gratefulness for a gift or effort on behalf of a nonprofit 
organization. 

WORKPLACE SOLICITATION - a request for a gift to a nonprofit organization which 
is made at a prospect's place of employment. 

Third Sector Project 
Johns Hopkins L'ni1·ersit\' 

Rjchard Cook 
Generan·ng Financial Resources 
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