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Three Axioms About Fraternity Fund Raising

Most chapters, at one time or another, have asked for donations from their dumni, but become
discouraged when their efforts result in aminima return. If a chapter expects any successin a

fund rasng campaign, the following three guiddines must be followed:
1. The undergraduate chapter should not solicit donations from alumni!

The chapter's dumni organization should coordinate any campaign and aumni representatives
should ask for the donations. There are severa reasons why complete alumni involvement is
necessary when soliciting donations. Firgt, dumni will only give money to a name they
recognize, respect, and in which they have confidence. Unfortunately, many dumni do not want
their money going to undergraduates for fear that the chapter will squander contributions.
Second, aumni can provide grester continuity and experience in running an annua campaign.
Third, an dumni organization can bring greater financid and investment knowledge in handling
funds. Alumni must be informed that their contribution will be placed into an account controlled
by the dumni organization. The dumni board of directors and officers will make the ultimate
decisons regarding the proper management and alocation of funds.

2. All contributions must go to a specific use!

Alumni will not contribute unless they know exactly where their donations are going. A chapter
house roof fund will get afar greater response as opposed to an open request for donations. With

your dumni organization, you can suggest possible uses for the money. Some ideas include:

Chapter scholarship fund

A fund to help send members to annua Conventions and Leadership Indtitutes

Capitd fund railsng campaign for chapter house acquisition, improvement, or expansion
An account to help pay for the publication of an dumni newdetter

An account for specific chapter house repairs

Donétion to the Ps Upsilon Foundation
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3. A strong chapter/alumni program must be present!

The relationship between undergraduates and alumni is atwo-way street; dumni are not going to
giveto any campaign unless they see that the chapter isworth ther investment. Therefore, before
beginning afund raisng drive with your dumni organization, the chapter should be publishing
timely, wdl-presented newdetters, holding regular and enjoyable events, and demondtrating a
generd appreciation and courtesy for dl aumni.

Why People Give

Individuas account for more than 80 percent of al philanthropic contributions. The generd

moativations to give are worth considering before planning afund raisng program.

1 People give because they are asked. Most of your Fraternity brothers do not wake up in
the morning with the thought of writing a check to hep the chapter. The individud who
makes a gift without being asked is rare indeed. Your efforts will be hurt more by those

who would have said "yes" but were not asked, than by those who say "no."

2. Individuals give emotionally, not cerebrally. Most people do not give to "needs”
has been said that General Motors never sold a car because of its need to make a profit.
Individuds give to dreams and vison. They give to solve problems or crege

opportunities - not to balance the budget.

3. Individuals most often give to perpetuate their own values. The lessons learned by
your brothers, as a result of their undergraduate PS Upsilon experience, are most likely
the same lessons your brothers believe must be reserved. Do not overlook the relevance
of the principle objects of P Upslon (as described in our Condtitution) to our adult
lives "..the promotion of the highes mord, intedlectud, and socid excelence and
educationd standards...” While some brothers may no longer be able to list them, if they
believe the objects were evident in their undergraduate experience, they most likely want

to see them preserved for future generations.

4. Giving makes people feel good. When a brother writes a check to his favorite cause, he
usudly feds good about doing so0. There is red joy in knowing that he has heped sudan

and improve a cause in which he has a great interest.

5. Giving is learned, and usually repeated. Giving is not necessarily indinctive. Fund
rasing must be organized to create the opportunity for someone to give. And more often
than not, individuas tend not to waiver a grest ded in ther choice of organizations to

support throughout their lifetimes.

6. People give to people. People must be asked to give In organizing a fund rasing
program, one must adso condder who is asking. Undergraduates will not be successful in
aking for money - they will probably lack familiaity and credibility. Alumni will want
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to be certain tha ther gift will be used prudently - most often a congderation which is
best addressed by ensuring that your fund raising is conducted on a peer-to- peer basis.

Tax considerations are of little importance in giving. The tax deductibility of charitable gifts is of little
or no importance in one's decision to give. For very large gifts (particularly gifts of appreciated property)
the tax treatment of the gift must be considered. Bear in mind that gifts to the chapter or alumni

organization are not tax-deductible.

Conducting an Annual Fund Raising Program

Annud fund rasng programs are distinguished from capitd campaigns (described in alater
section) in that an annud fund raising solicits gifts from your chapter's dumni (and often parents
and friends) on ayearly bass. The gifts solicited through an annua apped generdly tend to be
gmadller than capital campaign gifts, are usudly paid immediately, and most often are used for

items or activities that occur on an annud basis.

For example, an annua fund may be established for the annua replacement of chapter house
furnishings or to fund scholarships for brothers with outstanding academic achievement. Annud
funds may support the expenses of sending the undergraduate del egates to the annual Leadership
Ingtitute and Convention, or recruitment, or dumni relation’s expenses. A review of theadumni
organization's budget may reved dozens of items for which annua fund gifts may be solicited.

Conducting an annua apped is Smilar to conducting a capita campaign in that the same tenets,
which will spell success for the capital campaign, aso determine the success of an annud fund

raising program, abeit on asmdler scale,

Creating the Environment

Any fund raising program is most successful when there has been ongoing communication
between the undergraduate chapter and the dumni. This cannot be overemphasized. Indeed, as
you will read in the section on conducting a capital campaign, a consstent and thoughtful
program for dumni relations is absolutely essentid to the success of a capitd fund raising
program. Y our annua appedal will be greaily enhanced, too, with asolid dumni relations

program in place.
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An active dumni corporation, with the board of directors serving as the housing corporation,
must be in place. If the only involvement your dumni have with the chepter isaloca dumnus
who occasonaly visits the chapter, or who oversees the collection of rent, then your annua
apped will lack credibility. Y our dumni must be sure the gifts you are asking for are needed and
will be put to good use.

An annua appeal, however, can help build the environment necessary for future capita
campaigns and can actualy improve dumni relaions. Because an annud apped is ongoing, it

not only raises money for your chapter, but can aso:

1 Help infoom your dumni about the achievements and aspirations of both the

undergraduate and dumni corporations;
Indtill the habit of giving among your dumni;

2.
3. |dentify large gift prospects for future cepita campaigns, evidenced by prior gifts to the

annud apped; and
4, Broaden the base of aumni who have demondrated interest in the well-being of your
chapter by encouraging al dumni to support the annual apped.

Getting Started

Bearing in mind the motivations that may influence the decision to make a charitable gift, you
must first determine why you need to raise money. The housing corporation and undergraduate
officers should identify four or five projects for which contributions will be sought. These should
be specific items or programs such as those mentioned previoudy.

The dumni organization should then choose a project that dumni will have an interest in
supporting. (For example, it is doubtful that many aumni would be interested in subgdizing the
chapter's socid budget.) The corporation or dumni corporation should also budget for full
funding of the project even if contributions fal short of the god. The dumni corporation should
as0 be prepared to make use of any fundsin excess of cost for completion of the project.

The corporation (lumni corporation officers) should then appoint afund raisng chair who will
be responsible for the following:

Developing a case for support;
Organizing a program of solicitation;
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Recording and acknowledging gifts received; and

Developing a means appropriately recognizing donors to the annua apped program.
With proper delegation, one organized and dedicated volunteer can handle the responsibilities
listed above. A committee that divides the responsibilities could also be used depending upon the
gze of your dumni population and the desired degree of sophidtication.

Developing A Case for Support

It is necessary to develop a short, concise rationde for soliciting funds. The "casg" should
address the following:

Why does the chapter need the money?

How will the monies raised be used?

How will the monies raised improve the chapter

The case for support will be the basis for the development of aletter, a phone script, or aface-to-
face solicitation, depending upon the means of solicitation you wish to employ in your annud

appedl.
Organizing a Program of Solicitation

Regardless of the means of solicitation you choose to employ, it isimperative that you have an
accurate list of those whom you wish to solicit. In addition to the dumni of your chepter, you
might also solicit parents of current undergraduate brothers, vendors with whom the chapter has
along-established relationship, or other friends of the chapter.

Obtaining and maintaining an accurate list of dumni is essentid to your success. Unless your
organizaion is extremdy well organized and has been maintaining an up-to-date dumni
directory, the Internationa Office can provide you with dumni lists sorted in just about any way
imaginable. Y ou might also wish to consult the university or collegeé's dumni or development
office for alist. Once you have obtained aworkable, accurate listing of those whom you wish to

solicit, then you should develop your solicitation plan.
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Forms of Solicitation

There are three means by which you may solicit money. Each form of solicitation has advantages
and disadvantages. Y ou should choose the means for which you are best prepared, redizing that

the manpower and cash outlays for each vary consderably. All three are briefly described here.
The mechanics of each program follow:

1. Mailings - This is the most common and smplest way to reach your prospects. It aso
produces the lowest return. Unless your chapter has had a long-standing annua apped
program, don't be discouraged if your response to an initid mailing is as low as 5 percent or
less. Repested mailing is necessary to improve response.

2. Phone-a-thons - Many dumni associations and housing corporations have had great success
by conducting phone-a-thons. If you have sufficent numbers of dumni in one geographic
location, have access to a telephone bank, and naintain telephone numbers for dumni, then
this is a program worthy of consderation. A phone-a-thon can generdly produce a gift from
25 percent or more of the persons whom you reach. It requires mail follow-up snce you will
receive pledges for the gifts that you solicit.

3. Personal Solicitation - the most effective means of rasng money is to meet everyone
persondly. This is obvioudy impossble, egpecidly if your dumni are scattered throughout
North America However, it is important that prior to Starting your annua gpped campaign,
you have the persond commitments of the board members of the dumni association.
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Producing a Mailing

A wdl-written, easy-to-read letter provides a convenient means of making a gift, and can be an

effective means of conducting an annud gpped solicitation.

Y our letter should be an embd lishment of the "Case for Support.” There are no magicad formulas
to producing a successful mail apped, but these generd guiddines should help:

1 Be concise and get to the point. Explan why you ae writing right up front. Be
conscious of the difference between writing to rase money and writing to improve the
XY chapter of P9 Upslon. For example, you may write to solicit funds for a chapter
personal  computer, making the chapter more competitive in rush and to encourage

computer literacy, versus writing to raise money to purchase a computer, period.
2. Use basic language. The letter should be easy to read and understand.

3. Try to involve the reader. If possble try to gpped to the reader's relationship to the

chapter. It is better to use "you" than "we."

4, Underlining helps draw_attention. Occasondly, consder underlining two or three key

points in the letter. Research shows that underlining improves readership.

S. Try to keep your message to one typewritten page. Although a wdl-written, two- or
three-page letter can produce a good response, they are difficult to write. If you must
carry over to a second page, be sure to split a paragraph and a sentence between pages - it

forces one to turn to the next page.

6. Use large type. A standard 10 character per inch printwhed is preferable to 12 characters
per inch. Remember that some of your most generous dumni might be older persons who

may be able to better read the larger typeface.

7. Remember that people give to people. Make certain that whoever sings the letter is a
widely recognized, credible peer. Your housng corporation or dumni presdent, even if
not widely known, is generdly credible. If you are writing to parents, get a parent to co-

sggnthe letter.

8. Always provide a response envelope. Make it easy for someone to send you a check. If
the recipient of your mail gppeal has to search through the body of the letter to find an
address and then address an envelope to you, the letter will more easily be laid asde and
destined to end up in tha "someday I'll get to that" pile If you have a post office box
through which you can receive busness reply mal - even better. However, make sure any
business reply mail envelopes meet the standards of te podta authorities in your country.
And dont even think of usng your company's busness reply mall privileges for

Fraternity use. Pogtd authorities are becoming increasingly scrupulous.

0. Always provide a response card. The response card is a separate enclosure that asks the
donor to indicate the amount of his gift. The card should dways lis some suggested
giving levels, eg., $25, $50, $100, $500, and $1,000. You may be surprised that someone
will actualy send $500 or $1,000 - but chances are they won't, unless you make the
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10.

11.

12.

13.

14.

subtle suggestion on the response card. The response card can aso be used to gather news
for your dumni newdetter.

Consider segmenting your mailing list. If you have accurate records of previous
donors, send them a different letter. You can thank them for their previous gift(s) and ask
them for ther continuing support. You might adso consder grouping your dumni into
segments based upon three or four year clusters and finding an adumnus who would be
familiar to those dumni who graduate during that period. If youre well organized, you
can even develop a "class agent” program whereby each graduating class has one member
who agrees to solicit by mail or by phone al members of his class.

Consider an additional enclosure. If you have an upcoming dumni event, use your
fundraisng malling to promote it. This should be in addition to your dumni newdetter.
You dont want to give the impresson that the annud aumni banquet will be a fund
radng event. However, if the alumni banquet has been previoudy announced in your
dumni newdetter, use the maling enclosure as a second reminder. You might aso
consgder enclosing a list of last year's contributors, or in the case of follow-up mailings
during the same apped year, those who have contributed to date.

Mail more than once. Many colleges and universties have found thet it pays to mall
four to eight times each year. Typicdly, those who respond during an annua gpped year
are removed from subsequent mailings for the campaign. Remember that most people
are, by nature, procrastinators. It pays to mail more than once during your annua appedl.

Use a mailing service. If your dumni list is more than 250 people, you should consider
usng a maling service. In the U.S, 250 pieces of mail are required for nonprofit bulk
mailing rates. A mailing sarvice will sort, bag, and mail your letter for consderably less
than the first class rate. Bulk mail takes longer to process and arive at its destination, but
it will not necessarily diminish response.

Consult with your postal service. If your mailing lig is not up-to-date, ask your postal
service about how your mailing must be prepared to ensure that your mail is forwarded
and that you receive address corrections. For a fee, the posta service will forward your
mail and provide you with new addresses - providing your mailing is prepared according
to guiddines.

Conducting a Phone-a-thon

If your chapter has alarge number of dumni, many of whom live or work in the same city, you

might consider conducting a phone-a-thon. A phone-a-thon helps overcome the human tendency

toward procrastination by obtaining an immediate pledge of support. The best-intentioned

aumnus can easly misplace amailing. A phone-a-thon combines persona solicitation and direct

mail by dlowing you to tak with a potentid donor, and confirming his support in writing.

phone-a-thon can dso be alot of fun. Sometips for conducting a successful phone-a-thon

follow.
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1 Spend time and money to obtain phone numbers in advance. If you do not dready
have up-to-date resdentid phone numbers for your dumni, condder usng a telephone
look-up service. These firms can work from a flat list or computer tape and will provide
you with lised telephone numbers throughout the United States and Canada. Because
they negotiate bulk directory assigtance rates, their charges are generdly less than if you
consulted directory assstance yoursdf. Mogt offer rapid turnaround - five to seven
working days. Consult the International Office or your college/universty development
office for the names of such firms.

2. Send a pre-call letter or postcard. This will det your dumni thet they will be cdled,
and will make the actud phone solicitation much more effective. It dso edtablishes
credibility for the phone gpped.

3. Develop a prospect calling form. Each prospect to be caled should have a separate
form. An index card with a mailing labe and the resdentid phone number can work.
You need not spend the time, or incur the expense of having cdling forms printed and
prepared. By having each prospect on a separate card, the phone solicitors can sort
through the index cards and call specific prospects.

4, Develop a pledge confirmation card. The result of each cdl - a pledge, a refusd, or a
"maybe’ - should be recorded on the caling form. Each prospect caled who makes a
pledge of a specific amount, or who indicates a willingness to consder making a pledge,
should receive a confirmation card. The card should include the prospect's name and
address, the amount of money pledged, the signature of the person who made the cal,
and the date of the cdl. It is very helpful if the card has a carbon backup so that you have
arecord of the pledges made.

5. Determine the number of callers you will need. Generdly, you can count on someone
completing sx to eight cdls per hour, provided you have accurate numbers and each
phone cdl is not dlowed to develop into a reunion-by-telephone. You should aso count
on 10 percent of your phone numbers (no matter how recently obtained) being invaid
and you should dso figure that 25 percent of dl remaning prospects would be
unreachable.

6. Find an appropriate location for the phone-a-thon. It is preferable that dl cdlers be in
the same room. A stock brokerage facility, a law firm's conference room, or even your
school's phone-a-thon rooms make suitable facilities. Productivity is enhanced if the
cdlers ae in the same room, rather than in isolated offices that tend to promote
needlesdy lengthy conversation.

7. Enlist the callers. Use locd dumni. Agan, pee-to-peer solicitation is preferable.
However, you might use undergraduate officers to cadl some of the more recent dumni. If
you need severd cdlers or will need to cdl for more than one evening, consider a phone-
athon to enlig cdlers. Three or four dumni might each agree to contact three or four
othersto fill abank of eight phones for two nights each.

8. Plan on no-shows. If you mus fill eight phones, enlig ten cdlers Invariably, people
have conflicts and must cancd. If dl ten do show up, take turns on the phones or use a
volunteer to prepare the mailing of the confirmation card or to keep a running tota as you
cdl throughout the evening.
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0.

10.

11.

12.

13.

14.

15.

16.

If you have three or four people calling at a time, the phone-a-thon chairman should
avoid calling. Questions will arise that need to be answered while cdlers are on the
phone. Someone should be free to address them. For example, you might want to take a
current lig of dumni dong in case a cdler is tdking to a prospect who asks for the
address for his long-lost roommate. Other cdlers might tak to someone who wants to
know what they gave last year. If you have records of past contributions, they should be
avaladle.
Develop a script. The script should be a guiddine for conversation, not actud diaogue.
The script should include an introduction in which the cdler makes an introduction, dteates
his class year, and indicaes tha he is cdling with other chapter dumni from XYZ
location. Then the script should indicate why funds are being sought and how they will be
used. Findly, the script should be congtructed so that the caller asks for a specific amount
of money. If the prospect objects to that amount of money, then the caler should suggest
a lesser amount, or even suggest that they pay ther pledge in two ingalments during the
annud fund year.
Be prepared for objections. Not everyone you spesk with will make a pledge
immediatedly. Some may need convincing that ther support is needed to make a
difference. For example, if your chapter has had problems in the past, don't deny them.
Legitimize the prospect's objections by saying that you can agppreciate what he is saying.
Then deflect, by indicating that you hope he will make a contribution to help encourage
the current chapter leadership to achieve a higher sandard of accomplishment.
Be prepared for rejection. Not everyone you reach will be in the frame of mind to give
money or even receive a phone cdl. If you cal during dinner, ask to cdl back later. Also
remember you might be cdling during a family criss. The reasons people choose not to
give are countless, and may often have little to do with the Fraternity. You smply may
catch people a a bad time. Don't take rgection persondly. Simply thank the prospect for
his time and move on to the next call.
When completing the call, be sure to confirm the address. This is paticulaly
important for pledges. You want to make sure the pledge confirmation is sent to the
correct address. Also verify the addresses of prospects who reect, if it seems appropriate.
Phone-a-thons are a great way to clean up mailing ligts.
Call on a weeknight. Monday through Thursday evenings, from 6:30 to 9:30 p.m. are the
best times to find people & home. Sunday evenings can adso be productive cdling
periods.
Make a phone-a-thon fun. Your cdlers will be more effective when they are having fun.
Sat off the evening with a light dinner and refreshments. During dinner, the chair might
give a review of the annud funds gods and a few tips for making a successful
fundrasing cdl. The script should dso be reviewed. If your undergraduate chapter is
nearby, you might want to have the chapter presdent or a few of the officers there to
meet the dumni. Keegp a tote board going throughout the evening showing totd pledges
and total dollars rased. Try to edtablish a god for the evening prior to cdling. Cdlers
will work harder to achieve agod
Consider a pledge follow-up system. You can increase the dollars raised if you establish
a means of sending pledge reminders to those who fail to pay a pledge in a given period
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of time. (i.e, 60-90 days). You might also consder dlowing donors to make two or three
ingalments toward a pledge. This works best if you can develop a reminder system to
dert the donor that a payment is due, indicating the originad amount pledged, the amount
paid, and balance due.

Phone-a-thon can redly move your annua gpped forward. Because phone-a-thons afford a
much higher response rate than amailing, they are well worth the time and effort.

Conducting Personal Solicitations

Adgde from personaly obtaining the commitments of those who are involved in gpproving and
organizing your annua fundraising program, there might be some aumni for whom a persond
liatation cal iswarranted. These might include previous large gift donors, exceedingly loyd
aumni, or dumni who have the capacity to make amgor, annuad commitment to your program.

The section on conducting a capital campaign speaks to the importance of persona solicitation
for major prospects.

Persond solicitation smply involves verbdizing the case for support and asking a prospect for a
gpecific gift amount. al of the tips for fundraising success previoudy mentioned gpply. For
example: develop a script, be prepared for objections, and send aletter of confirmation following
your meeting with the prospect.

Recording and Acknowledging Gifts

Volunteer fundraising programs often overlook the importance of promptly recording and
acknowledging the contributions received. Y ou should devel op a permanent means of recording
al giftsrecaived. Thiswill be criticd information in determining a chapter's potentia for
launching amgor cagpital campaign. It is hard to tell how much you can raisein the future if you

don't know how much you raised in the past, or from whom your previous gifts were received.

The prompt acknowledgement of giftsis the firgt step in soliciting the next gift from that donor.
Not saying thank you virtudly guarantees the failure of your next fundraising gpped. If you must
hire a secretarid service to ensure that gifts are properly recorded and acknowledged, it will be
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money well spent. Even a pre-printed postcard acknowledging receipt of the gift is better than
nothing & al. Not acknowledging a gift isjust plain rude.

Recognizing Donors

A formd program of recognition for your annua appeal donors can encourage others to
contribute, while sustaining the contributions from current donors. An annud list of current
donorsin your dumni newdetter, or modest plagues in the chapter house can create interest in

and support for your fundraising programs.

Y ou should be cautious in suggesting gift anountsin dl forms of solicitation, beit mailings,
phone-a-thon, or persona solicitation. It isfar better to err on the Sde of asking for too much
than too little. Unfortunately, some chapter fundraising materias ask for gifts of $5 or $10.
Unless your congtituency is exceedingly young or desperately poor, such amounts are dmost
inaulting. 'Y ou should never ask for less than $25which amounts to fifty cents aweek. Hopefully,
your chapter is worth that much and far more. Remember that people will only giveif they are
asked. And if you ask too much, they're likely to be flattered that you think they're doing that

wdl finencdly!
Establishing A Goal

Determining an annua fund god will be difficult if you have alarge base of prospects with no
history of previous giving. Y ou must account for the quality and consstency of dumni
communicaion and the condition of the undergraduate chapter. Y ou must dso consder the form
of solicitation you undertake. It is better to set a conservative goas and exceed it, than set an
overly ambitious gods and fall. If your chapter is blessed with an existing annud apped

program, you will be able to make achievable projections, determining a percent of participation
and average gift figure.

A note of caution: Just as the following section relates the redlity of fundraising in terms of how
capitd campaign gods are achieved, the sameistruein annua appeds. Y ou will not achieve a
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god of $5,000 by having dl 500 aumni make a gift of $10. you will more likely have one gift at
$1,000, two at $500, four a $250, and dozens of smdler gifts.

Far more than smply raising money, a successful annua gppeal program will build a sense of
pride among your aumni, will encourage the undergraduate chapter leadership, and will be the
foundation for a future capita campaign. For those who are fortunate enough to conduct your

chapter's annua apped program, agreat sense of satisfaction and joy awaits.

Conducting a Capital Campaign

Wheat is acapital campaign and how can an dumni corporation use it to help secure a sound
future for the undergraduate chapter? Traditionally defined, a capitd campaign is an organized,
intengve fundraising effort on the part of an organization to secure large gifts, usudly for
particular capital or endowment purposes, over a Specific period of time.

More specifically, campaigns may be used by dumni corporations to raise funds for projects
such as chapter renovation, acquisition of new property, creating endowment reserves for chapter
house maintenance, or providing funds for other concerns related to the needs for the

undergraduate chapter house.

For many years, colleges and universities have successfully used campaigns to raise large sums
of money for new or renovated construction projects and for academic endowment needs. The
same principle used by collegesto raise millions of dollars can be applied or adapted on a
gmadler scalefor fraternities to raise thousands of dollars for vital needs.

A word of cautionisin order before launching into the methods of a capitd campaign. It is
foolhardy for any organization to attempt to establish large goals for capital support if a
solid alumni relations and annual giving program is not first in place. This point cannot be

given enough emphass.

Fundraising is sequentid. It builds on earlier successes. Campaigns will be successful when:
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Alumni are dready genuindy involved with the undergreduate chapter in an advisory
capacity

The undergraduate chapter program is strong in dl its aspects including dumni corporation
relations, rush, membership development, financid management, etc.

Red and important projects are identified as fundraising gods

Some pattern of support on an annua basisis dready evident.

Identifying Fundamentals For Success

There are many variables that will determine the success of a capitd campaign. Some are
undoubtedly more important than others. Among the most important questionsto ask are these:

1. Does the Fraternity have a favorable image or good reputation? A chapter sruggling
amply to exig will have difficulty just rasng annud funds, much less, large amounts for
capital purposes.

2. Does the Fraternity have a convincing need for the monies sought? Alumni will be more
willing to fund replacement of the chapter house roof or furnace than they are to bal the
chapter out of debt because the house is not at full capacity or the undergraduates are
poor financid managers.

3. Are funds avalable from your condituency (dumni, parents, of undergraduates,
neighbors, universty sources) to meet the goa? Older, more edtablished chapters with
wedthier dumni will fare better than young chapters with a younger, smdler dumni
body.

4. Can able volunteer dumni leedership be found to give time and tadent to the cause? Every
campagn needs a catan number of willing volunteers to provide hands-on managemen.
A chapter with strong alumni involvement will have an advantage.



Handbook for Alumni Organizations SECTION 7

There are other less profound factors that will determine success, but do bear mention. Among

them are:
: The sze of your condituency--obvioudy chepters with larger dumni bodies have a

better base from which to draw

Previous fundrasing success-redism is necessty in determining gods  For

example, it is eader to raise $1,000,000 over five years if the dumni corporation has

had smilarly successful programsin the past

Concentration of adumni--chapters that have a high concentration of dumni nearby

will find it eesier to organize a campaign and chapters in urban aress oftentimes have

awedthier condituency.

Campaign organizers frequently use questionnaires to survey dumni opinions on these important
issues. While afull-blown survey may not be necessary for fraternity campaigns, volunteer
fraternity leaders should assess, through visits among themsalves and others, the answersto
those questions.

Organizing Volunteer Leadership

Obvioudy, campaigns just don't happen. Volunteers make them happen and are key to their
success. Redlize from the gart that whoever is now involved with the chapter has many other
respongbilities and volunteer activities. It has often been said that a campaign, regardless of Sze,
can be run successfully by only five or Sx excdlent volunteers. Choosing and involving those

key peopleiscritica. And, you typicaly need 30-50 volunteer prospects to find those top five or

Sx people.

While it might beided to find dumni interested in your chapter who also have some knowledge
of fundraising, that may be difficult or impossible to do. Finding volunteers with a sense of
commitment, and experience in organizing and recruiting othersto causes, is equaly important if
they can make use of the principles described here or have occasiond access to someone with
basic knowledge of campaigns. Asistrue in many cases, don't forget to utilize the expertise and
resources at your campus development office to get the program started in the proper direction.

Choosing and recruiting the volunteer chair is the most important decison in al aspects of
campaign volunteer leadership. Respongbilities of the chair areto:
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enlig other leadership to form a campaign steering committee

solicit a certan number of other important prospects, including the individuds who make
up the steering committee

make a persond |leadership gift to the campaign

convene and chair meetings

possess good knowledge about the campaign projects and the methods of fundraising.

The dumni presdent (and other board members) should be centraly involved with the campaign

if heisn't chasen chair of the drive. Sometimes, avigorous, retired dumnusis an ided candidate
to chair the campaign. The dumni board should review thelist of past board members, past
undergraduate chapter presidents, and current chapter donors to determine suitable candidates for

leadership positions and steering committee membership.

Members to the steering committee should aso be selected based on their ability to make a gift
and ask othersto do the same. It is appropriate that the steering committee and chair determine
the campaign projects and dollar goa as well as establish adollar goa for the committee itself.
Again, good fundraisng is sequentid. Leadership sats the example first by giving generoudy,
thereby ingpiring others to do the same. In addition to establishing the campaign goals, providing
leadership, making early gifts, and soliciting others, the steering committee should dlot timeto
evauating and sdecting candidates to solicit for gifts. Colleges and universities use sophisticated
"raing sessons’ to determine how much a person could give, if properly asked. Whilethislevel
of sophigtication may be difficult to implement in afraternity drive, it isimportant that pecific
targets be set for your best prospects. It may not be possible to employ such asysemina
fraternity drive. Aswill be seen in discussion gift tables, it isimportant to establish a particular
target or "ask amount” based on group consensus for every prospect and to ask that prospect for a
gift a thet levd.

Writing the Case for Support

It is helpful for any group atempting to raise money to have a written statement that describes
the projects to be funded and why they are criticd to the life of the organization. These
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gtatements may range from smple two page summaries used by smadl organizations to daborate,
lengthy, glossy booklets published by larger complex organizations.
Regardiess of its format, a statement for support should

st forth the mission of the Fraternity

list the campaign leadership

judtify and explain the importance of the campaign godls,

document the successful track record and history of the chapter

invite the reeder to invest in the future of the Fraternity

list the opportunities for giving and recognition

stress how the chapter will benefit from the campaign

be usad in training volunteers and soliciting gifts.
While this document need not be fancy or complicated, it does need to be written. If examples of
other such statements can be found or provided, an undergraduate member with good writing
skills can help formulate this statement. Or perhaps a graduate student on campus looking for a
specid project in organizationa management or nonprofit leadership can be found to help do

this.
Using A Gifts Table

A capitd campaign is different from annud giving in many ways. One of those fundamentd
differencesis the Size of giftsrequired in acampaign. Because a capital campaign seeks gifts for
capital purposes, it requires large gifts that are often spread out over athree to five year payment
period.

A fundamenta planning and god- setting tool in any campaign isamgor giftstable or chart that
specifies the number and size of gifts needed to successfully meet a campaign god. Gift tables,
while unique to every organization and every campaign, follow certain mathemetical

assumptions as well as giving patterns seen in many campaigns over long periods of time.

Normally, 80 percent or more of the gifts to a campaign come from 20 percent or fewer of the
donors. Sometimestheratio is even higher with 90 percent coming from 10 percent of donors.
Another standard in fundraising that pardlds this 80-20 ruleisthe "rule of thirds' which Sates
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that the top ten gifts by size represent 33 percent of the god, the next 100 gifts represent the next
33 percent, and al remaining gifts account for the last 33 percent.
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Following are exemplary gifts tables for campaigns of $50,000, $100,000, and $500,000.

Gifts Table -$50,000 Goal

Number of
Number of Prospects
Gift Range Gifts Needed Needed Total
$5,000 1 4 $5,000
Major Gifts $2,500 3 12 $7,500
$1,000 7 21 $7,000
$500 15 45 $7,500
Special Gifts $250 30 60 $7,500
$100 75 150 $7,500
<$100 many $8.000
$50,000
Gifts Table -$100,000 Goal
Number of
Number of Prospects
Gift Range Gifts Needed Needed Total
$10,000 1 4 $10,000
Major Gifts $5,000 3 12 $15,00
$2,500 6 18 $15,000
$1,000 10 30 $10,000
Special Gifts $500 25 75 $12,500
$250 60 125 $15,000
$100 100 200 $10,000
<$100 many $12,500
$100,000
Gifts Table -$500,000 Goal
Number of
Number of Prospects
Gift Range Gifts Needed Needed Total
$50,000 1 4 $50,000
Major Gifts $25,000 2 8 $50,000
$15,000 4 16 $60,000
$10,000 8 30 $80,000
Special Gifts $5,000 15 45 $75,000
$2,500 30 75 $75,000
$1,000 60 125 $60,000
<$100 many $50,000
$500,000
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A gift table is serious business and a necessary toal. It illustrates that without certain gifts at
certain levels, the campaign is not likely to succeed. When establishing godls, it isimportant to
target the number of gifts needed in context to the number of prospects needed for each gift. As
the tables illugtrate, usualy four prospects are required for each gift needed at the upper end of
the table.

One of the most common false assumptions regarding gift ranges and distribution patternsisthe
ideathat a campaign can succeed if everyone in the prospect pool gives the same amount. This
theory suggests that for a $100,000 campaign, if 100 people each give $1,000, the goas would
be reached. It never happens. People need to be asked to give in proportion to their wedlth and
wedlth is not digtributed equally. Furthermore, many who are asked do not give to their
maximum potentia and others don't give a al.

Asking for the Gift

Progpects need to be identified and qudified prior to solicitation. A fraternity should cast awide
net in considering prospects for acampaign. Alumni parents of current undergraduates,
neighbors, members of the campus community, and fraternity members who are mgjor donors to
the college are but afew examples. Once these groups have been identified, it isimportant to
gauge what their individua giving capacities can be over a period of threeto five years. It isaso
helpful to prioritize progpects by leve of interest in the fraternity and in the projects of the

campaign.

In soliciting gifts, start with the best, most highly qualified prospects first. Pacesetting giftswill

be exemplary to others. While |etters and phone calls are typicaly used in annua campaigns
designed reach many people, mgor progpectsin acapitd campaign should be individudly
assigned to volunteers and seen persondly, face-to-face. Just as undergraduates would not recruit
many new members during rush with |etters or over the phone, the same can be said of capita
campaign fundraising.
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Once the steering committee is established, each member on the committee should select three to
five progpects he is willing to see for a gift. Steering committee members should make their own
gifts (be solicited by the chairman or a core group of leaders) prior to asking othersto give. A
team of two solicitors gpproaching one prospect works well. The volunteers should share with
the prospect the gifts table, the stlatement for support, and names of others who have made gifts
prior to asking the prospect for a specific amount.

It isimportant to have a target amount in mind for the prospects. Few people respond generoudy
to theline "give what you can." It isnot unusud to ask someone for a gift two to four times the
amount you are seeking and oftentimes two or three vists may be necessary prior to closng a
gift.

In summary, securing large giftsis the process of the right volunteer, asking the right prospect,
for the right amount, for theright project, a the right time.

Concluding the Campaign

Follow-through and perseverance oftentimes separate the successful campaign from the one that
fdls short of its god. Periodic meetings of campaign leadership are essentid for charting the
progress of the campaign and closing mgor gifts. Careful records should be kept concerning who
has made gifts and for how much, as well as who refused.

Once agift is closed, the dumni chairman as well as the undergraduate chapter president should
thank the donor immediately vialetter. Undergraduates can help keep campaign records and
formulate ways to recognize campaign donors. Undergraduates as well as dumni should be
respongble for investing gifts properly and ensuring gifts are spent in concert with their intended
purpose.

Conclusion

This brief gatement on conducting a capital campaign is merdly an appetizer. Hopefully, it lays
out the basic parameters of a campaign and items that need attention. There are numerous
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sources of written materials alayperson conducting a campaign may consult. One of the best-
written books about the principles of "campaigning” is Conducting a Successful Capital
Campaign by Kent E. Dove and published by Jossey-Bass Inc., 350 Sansome Street, San
Francisco, CA 94104. The book is book provides a brief, yet thorough, overview of conducting a

capit campaign.
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