


Photo from “casebook” of Interlochen, nationally known music school in Michigan, shows students in
practice session. Aim of campaign was to raise $25 million to expand facilities and give more young

people the opportunity to study music.

Seven Suggested Steps To
Successful Fund Raising

A long time practitioner in the art and science
of fund raising reveals some of his secrets for
organizing a campaign.

By DR. PAUL CARTER, president

Philanthropic Fund Raising Service, Inc.

(The following article is an abridged
version of a chapter in Dr. Carter’s
recently published book, Handbook of
Successful Fund Raising, published by
Hawthorn Press.)

In approaching any fund-raising effort,
one of the most important points to be
grasped is this: it takes just as much
basic know-how to raise a small fund as
it does to raise big money. The difference
lies in the extent of the need, rather
than in a change in basic techniques.
Whatever the size of the operation,
seven basic steps provide a pattern for

(Continued on page 42 )
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From Ideas In Sound

A DIVISION OF HOKE COMMUNICATIONS

formation.
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CINCINNATI POSTAL
EXPERIMENT

Better working conditions, happier
employees, vast improvement in
productivity is promise held out by
continuous flow system. Called
Letter Mail Code Sort System; ex-
perimental system is programmed
to handle 50,000 pieces of mail an
hour. One hour cassette with 12
slides, gives dynamic audio/visual
insight into possible $2,000,000,000
national automated postal system.

70 CPPH 10 CS1 (Cassette and Slides $10)

MacARTHUR ENTERPRISES

Announces new concept in mailing
list compilation. Will market,
(through Brokers), 20,000,000 direct
response names, compiled by merg-
ing nearly dozen major list. Com-
plete story with colored slides . . .
personal interview with Joe Parkin,
V.P. of Northbrook Illinois plant.

70 MEJP 11 CS1 (Cassette with Slides $11)

INVISIBLE LOBBY

Invisible lobby may be major reason
why press felt safe over years to
conduct massive campaign to ruin
direct mail image, stir up public . ..
cower Congress. Despite rising costs
and devastating campaign, Direct
Mail continues to generate substan-
tial mail order and store traffic for
retailers—especially when combina-
tion of media used. Complete story,

HOKE COMMUNICATIONS INC. 224 Seventh St., Garden City,

Personal interviews, exciting speeches—direct from the heart of the marketplace. These
cassettes will stimulate your own creativeness. “Tune you in” to current thinking—new
trends in marketing—changing consumer attitudes. Use them as training aids for members
of your staff, or listen to them at home or while driving your car.

as given before New York Mail
Users Council.
70 RMPH 8 C1 (Cassette $8)

STAN RAPP

Tells National Association of Direct
Mail Writers “name of game (direct
response) has no name.” What mat-
ters is game itself . . . to use re-
search to satisfy clients needs . . .
exploring new creativity . . . com-
ing up with great offers expressed
in dramatic ways . . . watching mar-
ketplace for new trends and con-
sumer attitudes. At its heart, direct
response is a learning process . . .
and learning is beautiful.
70 NWSR 8 C1 (Cassette $8)

SWEEPSTAKES STILL WORK

Despite pressure by Congress—that
all prizes must be awarded—sweep-
stakes have not lost their effect.
Talk given by Cy Draddy, at Hun-
dred Million Club gives response of
mailing both with and without
sweepstakes.
70 HMCD 6 C1 (Cassette $6)

MAIL/PHONE COMBINATION

Marriage of mail and phone in direct
marketing to take a big step this fall
as Listfax readies “We're Neigh-
bors!” program. In personal inter-
view with Wyn Roll learn how na-
tional advertisers have used Listfax
In-Wats facilities in national adver-
tising tieing in local dealers.
70 LFPH 6 1C (Cassette $6)

Please send following cassettes (order by number):

ORGANIZATION
ADDRESS

FINGERHUT OF MINNEAPOLIS
Successfully tests public relations in
June mailing. Slipped into 20,000
direct mail packages, with merchan-
dise offer, rebuttals to newspaper
smear propaganda. Personal inter-
view with Herman Schwartz, presi-
dent, and Stan Nemer, 1st V.P.

70 FNPH 6 C1 (Cassette $6)

SALES UP AT FIGI'S
In interview with John Figi and Joe
Fouts, learned that June sales up
after decline over previous year.
Up-turn not conclusive, but John
Figi said mail order traditionally
anticipates mood of buying public
by six months. Discussed — News-
paper problem, business conditions,
experiment with computer-produced
postage for parcel post shipments.

70 FGPH 6 1C (Cassette $8)

TRACERS INC.

Dan Eisenberg, president and owner
of Tracers Inc., in personal inter-
view with Managing Editor talks
about the development and growth
of Company. Has been tracing peo-
ple since 20’s. Claims 60 to 70 per-
cent found in 3-4 days. Client re-
quests vary—Colleges seeking alum-
ni, companies searching for missing
stockholders, and attorneys trying
to locate missing heirs.
70 DEJH 6 C1 (Cassette $8)

N. Y. 11530
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IF YOU ARE NOW USING
THIS FORMAT
_ UNDER ANY NAME —

COMPARE OUR PRICES:!

ANSA-LETTER s produced wholly under
one roof by our parent company —
Latham Process Corp. — Serving the
printing and direct mail industry for
over 30 prosperous, happy years.

WHY PAY MORE???

As low as 1%¢ for letter printed TWO
colors, die-cut, patched and folded;
reply card printed 2 sides; 24.I5. WIW
glassine window envelope, printed.

WHY PAY MORE???

If you are already using this format
you know you get more returns per
thousand appeals mailed, with a high-
er average contribution — for lower
cost per gift.

If you have never used this format . . .
find out for yourself why some of the
largest health, welfare, religious,
cause and education groups use this

format over and over again . . . year
after year after year.
In addition to low price — you get:

SERVICE — Fast delivery. 3-4 weeks
on most orders.

QUALITY — Our staff is thoroughly
experienced in every phase of
production. Union Shop.

CREATIVITY — Free compelling, p.ull-
ing copy—yours for the asking.
Plus qualified prospect list rec-
ommendations. o

MAILING — Complete mailing facili-
ties available at competitive
prices. Detailed report furnished
on keys and dates mailed; re-
ceipts.

WHY PAY MORE IN THESE DAYS OF
SPIRALING PRICES??? KEEP YOUR
FUND RAISING COSTS DOWN!

send for your FREE lIdea Folio today.
Please write for it on your letterhead.
See for yourself actual samples and
prices of fund raising letters that
lower the cost of acquiring new
donors . . . raise the level of giving
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Six False Reasons Why Fund Raising Should Be Delayed

Professional analysis indicates that an organization can increase
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PROFESSIONAL COMPUTERIZATION
MAXIMIZES FUND RAISING SUCCESS

Computerized direct mail can be a cost-
ly nightmare or the most productive
form of direct mail solicitation.

It all depends on the creative, research
and technical capabilities of the fund
raiser.

Computerized fund raising is not the
province of the dabbler, the amateur,
or the part-time expert who flies by the
seat of his pants.

Successful direct mail campaigns are
far more involved than producing a let-
ter on a computer with the individual’s
name randomly dropped in the copy.

This form of fund raising is successful
only when specialized creativity, ex-
tensive research and sophisticated com-
puter technology are combined in the
hands of an experienced expert.

Computerized fund raising expertise is
not obtained by brokering computer
letters, selling mailing lists, or dealing
with moonlighting copywriters. It is a
“real time” education.

Without first hand experience of work-
ing with computers day in and day out,
and lacking the research background
and creative skills, any amateur ven-
ture stands on the brink of disaster.

One common mistake is to computerize
an existing donor list without a detailed
master plan for a comprehensive direct
mail system.

The initial conversion usually results
in a list usable for simple label address-
ing—a costly and unproductive use of
computers.

A second common mistake is to obtain
“competitive bids” from service bureaus
with only a nominal knowledge of fund
raising systems or techniques.

The successful competitive bidder will
deliver a mailing list which requires
the lowest number of keystrokes. This
means all possible shortcuts—abbre-
viated addresses, initials instead of

names, omitted punctuation, and un-
proofread spelling errors.

The basic mistake will be discovered the
day someone suggests that the list be
used to merge and purge duplications,
write computer letters, handle fund
raising accounting, evaluate research
tests, or provide the basis for a multiuse,
comprehensive, computerized direct
mail system.

The mailing list which addressed labels
adequately won’t run complicated com-
puter programs because of faulty input.
Snafus occur. Computer letter garbage
is produced. Donors are lost. Prospects
are turned off.

At this point, it is well to remember that
computers rarely make mistakes—only
the human beings who prepare input.

After a few costly failures, it is only
natural that some individuals, including
some direct mail counsellors, will pooh-
pooh the use of computerized direct
mail, and especially the computer letter.

The Cassandras might well ponder the
words of Ed Mayer, mentor of all pros.

“The computer letter is possibly the most
significant development in the history
of direct mail.”

When created and produced by skilled
professionals, the computer letter is
one of the most powerful written com-
munications, producing readership and
response far above all other mass pro-
duced fund raising messages.

The computer letter is here to stay. It is
not a gimmick to be replaced tomorrow.
The failures of computer produced mail,
when they occur, are the failures of the
fund raiser and not of the personal letter
process.

The computer letter is the logical ex-
tension of decades of successful personal
letter usage, now made economically
feasible in mass production.

AFRS is a professional fund raising counselling service specializing in annual giving pro-
grams, membership campaigns, support of capital drives, and related fund raising by mail.
While the firm operates the country’s largest computerized fund raising facility, it is
neither a lettershop nor a computer service bureau, and its facilities are reserved for
the exclusive use of its national clientele.

for repeat donors.

Write — Mel Berlin
Fund Raising Consultant — Unit £
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BEARING?

It's quite hazardous to navigate
through strange waters if you don't
have the proper instruments. And
unless you have been specially-
trained in the job of fund-raising,
“troubled waters” are almost a
certainty.

Fund-raising is a highly-skilled and
most-sensitive job which requires
consultants who have the necessary
know-how to do the job efficiently
and effectively.

The Men of Cumerford are such men.
They can give you an evaluation of
your over-all situation and furnish
you—in advance—a summary of
what your costs will be. Then they
will help administer the campaign
for you so that there is no loss of
time, energy and good will.

Why not see a specialist?
Talk to the Men of Cumerford.

The Cumerford
Corporation

g12 BALTIMORE AVENUE
KANSAS CITY. MISSOURI 64105 / 816-221-4686

FUND RAISING AND INSTITUTIONAL
PUBLIC RELATIONS CONSULTANTS

4
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Shbrt Notes

We welcome your ideas and news items
for this department. Send all material
to Short Notes, Fund Raising Manage-
ment, 224 Seventh St.,
N.Y. 11530. Read this section with pencil
in hand. Check the boxes next to Notes
which particularly interest you or men-
tion an item you want to send for.

Garden City,

Y

0 YALE UNIVERSITY received un-
expected windfall and in light of the re-
cent Carnegie Study on Higher Educa-
tion, at least Yale will be able to weather
the financial squeeze a little longer.
$17,265,000 in two gifts were received
by the University. A $15,348,000 gift
from the estate of the late Edwin J.
Beinecke of Greenwich, Conn. The
second gift came from Arthur K. Watson
who contributed $1,917,000 and is pre-
sently Ambassador to France. Mr. Wat-
son is a Yale University trustee and
former chairman of the board of IBM.
The money, Yale disclosed, will help to
buy books, build graduate and profes-
sional student housing and other educa-
tional purposes.

[0 ONE-THIRD of hospitals reported
dissatisfied with vendor support accord-
ing to story in November 4th issue of
Computerworld. Based on responses
from 40% of the hospitals in the U.S.,
the findings showed hospitals with costs
out of proportion to results and sug-
gested the lack of careful planning in
installing adequate computer systems.
The survey is based on questionnaires
and interviews from 2,800 of the 7,137
members of the American Hospital
Association in the 48 states by Harris,
Kerr, Chervenak, and Co.

(1 CONSTITUENT INSTITUTIONS at
the Lincoln Center for the Performing
Arts Inc. (1865 Broadway, New York,
N.Y. 10023) have joined for the first
time in a consolidated appeal to business
community for funds. A committee
was formed composed of representa-
tives from all the performing arts or-
ganizations. Mr. Hoyt Ammidon, chair-
man of the Lincoln Center Fund said,
“The idea of a consolidated appeal to
corporations has met with a strong pre-
liminary acceptance by corporate
officials.

0 KANSASCITY ArtInstitute received
$633,000 in Title III funds from the Re-

gional Office of HEW. The receipt of this
grant makes possible the completion of
the $1,584,000 campus building project.
The loan supplements a $393,156 Title I
grant earlier awarded this year to the
Institute. Institute president Lottes
stated, “This day also gives credence to
the outstanding “partnership” possible
between the Federal government and
private higher education. . . 2

0O 1971 EASTER SEAL campaign will
open March 1 and continue through
April 11th, East Sunday, Sumner G.
Whittier, executive director of National
Easter Seal Society announced. A na-
tionwide appeal for funds will be made
during that period to finance direct
treatment and other rehabilitation
services for handicapped children and
adults. About a quarter of a million dis-
abled persons received help from Easter
Seal last year. Contributions received
during the annual campaign are the
Society’s main source of income. Ap-
peals are made to the public through
mail, personal contacts, sales of Easter
lilies and benefits.

O MINORITY GROUP and black
owned new business received a boost
with announcement that the Ford Foun-
dation is contributing $2.5 million for a
government-sponsored program. The
Minority Enterprise Small Business In-
vestment Company (MESBIC) will re-
ceive the money in the form of grants
and awards. The contribution is the
largest yet to MESBIC. Six community
groups throughout the country have been
designated recipients and together with
bank and other capital fund sources will
generate new stimulus for businesses.

0 “COMMON COMMUNICATIONS
violation is the failure to write in rela-
tion to the needs of the reader,” re-
portsthe December 1stissue of Channels,
published by the National Public Re-
lations Council of Health & Welfare Serv-
ices, Inc. (419 Park Ave. South, New

FUND RAISING MANAGEMENT
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York, N.Y. 10016). Report continues,
“When agencies describe their services
to the public they too often use the
words, phrases and shorthand initials
that professionals use among them-
selves. The person in the community
who reads a leaflet or newsletter that
is written in the language of a particular
profession may fail to seek the services
of that agency...”

O“THE FLOW of public funds to
church-related schools is accelerating,”
according to the Associated Press re-
port published in the November, 1970,
issue of The Bulletin, newsletter dis-
tributed by the American Association of
Fund Raising Counsel, Inc. (500 S5th
Ave., N.Y., N.Y. 10036). At least 36 of
the 50 states provide some sort of aid
to private schools. Federal assistance
has grown from nothing in 1965 to $250
million total since then. Principal bene-
ficiary is the Roman Catholic school
system with nearly 5 million students.”

0 FORMATION ANNOUNCED by
Marcon Applied Systems, Inc. (1880
Century Park East, Los Angeles, Calif.
90067) of Architectual Support division
which will master plan integrated elec-
tronic system for health care facilities
and educational institutions. The opera-
tion will conceptualize and design sys-
tems, specify requirements, assist in the
preparation of bid packages and vendor
selection, and monitor installations for
its clients.

O $2 MILLION grant to the Children’s
Television Workshop to develop the
second season of “Sesame Street” was an-
nounced by HEW’s Office of Education.
Award of this amount now brings the
total to more than $7 million that the
education agency has provided to help
launch the award-winning series and
keep it going. The new “Sesame” pro-
grams that began November 9 are broad-
cast over approximately 250 stations.
Like the first, they are designed to reach
and teach preschool children with the

disadvantaged 4-year old as the primary
target.

a §3.5 MILLION addition to Marquette
University’s Memorial Library is ahead
of work schedule and the building should
be open for the start of classes in Sep-
tembelt, 1971. The addition to the Li-
br.ary is the first begun in connection
with Marquette’s ADVANCE capital
funds campaign. Formally called “AD-
VANCE: A Program for a Greater

Marquette,” the $30 million fund raisin
effqrt has raised more than $12 millioﬁ
during the first 22 months of the five
year campaign. When the 111,912 square
fqot addition is completed, the Memorial
Library will have space for 683,490
volumes, compared to 260,000 r;ow,
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§ PLEASE OPEN NERE . USE AS A RETURN ENVELOPE /
;
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Kansas City, Missouri 5417

On the outbound trip, the recipient’'s address appears

through the window.

Same envelope serves for the return trip. Recipient
inserts order, check, etc.; positions your pre-printed
return address in the same window; removes original
perforated mailing flap; seals return flap; and mails.

Tension Two-way envelopes go both ways (send and return).
The result: you cut inventory, handling and storage costs in

half.

Perfect for billing, fund-raising or mail order offers. Elimi-
nation pf separate return envelope permits use of additional
promotion stuffers without increasing postage. Operates

trouble-free on all inserting equipment.

For more information and samples, return coupon below.

Send for Two-way envelope idea kit
and Free booklet
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831 E. 19th St.
Kansas City, Mo. 64108

FACTORIES: S. Hacken-
sack, N.J./Memphis, Tenn./
St. Louis, Mo./Des Moines,
la./Minneapolis, Minn./
Kansas City, Mo./Marys-
ville, Ks./Fort Worth, Tex./
Los Angeles, Calif.




and aseating capacity of 2,597, compared
to 1,600.

O MATCHING MONEY received by
the University of Richmond in announce-
ment that E. Claiborne Robins gave
$756,422 matching an equal amount re-
ceived by the University in gifts during
the past fiscal year. Matching money is
part of a $10 Million Challange Grant
Robins made with his gift of $40 million
in A.H. Robins Company stock. The
funds received by the University are a
result of increased and new giving by
alumnae, capital gifts, and other sources.
Robins will also match any allocation
from the Baptist General Association of
Virginia.

PREMIUMS AND
PRODUCTION

0 PREMIUM FILM as a merchandising
premium for 32 million owners of instant-
loading cameras in the United States.
The Lumipak 126 black and white film
matches existing exposure standards,
produces 12 fine-grain, high resolution
negatives, suitable for snapshots and

bigger enlargements. The film cartridge
comes in an attractive blue and white
box with moisture-proof foil wrapping
inside. Major quantity prices are below
30¢ per catridge with processing avail-
able from local photo outlets.

O TIE-RACK that holds both clip-on
ties and regular ties securely even on a
swinging door. Ties slip in and out. In-
stalls anywhere. Attractive non-tarnish-
ing gold color finish. Satisfaction
guaranteed. Ring rack comes in two
sizes: 15” and 20”. 15” rack (15 to 30 ties)
$1.50 ppd., 20" (20 to 40 ties) $2 ppd.
Rack allows full-view selection. Contact
Sportman’s Workshop, Box 2657, Sa-
rasota, Florida 33578.

O COUNTRY COOKING books in five
titles available in soft cover for premium
merchandising. Full size books, 254 to
420 pages. Every recipe, with color il-
lustration that appeared in the original
hard-cover editions (1,200,000 sold at
prices up to $5.95) appear in soft cover.
Hundreds of farm-favorite recipes, all
tested in Farm Journal Test Kitchens
offered. Quantity prices: From $1.02 to
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$1.45. For more information, contact
Countryside Enterprises division, Farm
Journal, Inc., Washington Square,
Philadelphia, Pa. 19105.

OILLUSTRATED CATALOG that fea-
tures the product line of Avalon Indus-
tries, Inc. (95 Lorimer St., Brooklyn,
N.Y. 11206) for the premium field.
Company supplies arts, crafts and toys
for children and adults. In addition,
the company offers a total program in
support of promotional sales efforts
including specially developed products
from conception to customized
packages.

O PERSONALIZED EXECUTIVE
name plates in color give you big-order
fund-raising potential. Can be used for
awards, incentives or gifts. Self-lumin-
ated by available light, the name plate
is useful for desks, counters or speaker’s
table. Name plus company symbol, civ-
ic club emblem or sales slogan are re-
produced in color. Framed by grained,
solid American walnut. No batteries or
cords needed. Choice of type styles.
Write: Smith/Brantley Company, 2630
N.W. 42, Oklahoma City, Okla. 73112.

OO AMERICAN FLAG book is available
in shirt-pocket size at low quantity
rates for premium or promotional use
with names and message imprinted on
its cover. Titled, “Old Glory—The
Story of Our Flag,” it is fully commis-
sionable to ad and sales promotion
agencies. Contains 96 pages of historical
facts, poems, paintings and quotation of
the flag’s history. Established retail price
is 50¢. Quantity rates range from 18¢
fro 25,000 down to 10¢ for 1 million at
agency commission 15%. Rates include
custom covers. For free sample, send
name and title on company letterhead to
Snibbe Publications, Inc., Box 231,
Largo, Fla. 33540.

O TECHNICAL GUIDE for fluores-
cent heat-set inks is available from the
Day-Glo Corp. (4732 St. Clair Ave.,
Cleveland, Ohio 44103). The bulletin
#1188 describes how to get maximum
fluorescent effects with heat-set inks,
covering such items as stock, condition
of press, fountain setting, plates, trap-
ping, dyeing, mileage and tack. Useful
reference piece for both web offset and
web letterpress, mailers, catalogers and
salesmen. Guide is 3 pages and free
on request.

O GATHER-EASE desk-top automatic-
gathering 8 station collator announced
by Michael Business Machines Corp.
(145 W.45th St., New York, N.Y. 10036).
Can be used with sheet sizes ranging
from 3” to 8/2” wide to 10” by 14” long.

Machine is electrically controlled.
Collates different weights of paper
thick or thin without adjustment. One
control dial sets length of stock simul-
taneouslyin all paper bins. Unitis 11-3/4”
wide, 18-3/4” high, and 18-3/4” deep.
Weighs 46 pounds. An embossed metal
cabinet with hammerloid baked enamel
finish encloses the machine.

OO0 MEMO-CADDY telephone accessory
is available for all table-top and wall
phones. It is constructed of heavy-gauge
steel and is available in all ten telephone
colors (black, white, beige, gray, green,
blue, yellow, red, pink and turquoise).
The daddy is 5” by 4” by 2”. Assorted

packaging available in both colors and
styles. Imprinting is offered. Memo
paper, cut to size, is also available,
either plain or imprinted. For further
information write Valley Products Co.
(2920 25th Ave., Rock Island, Ill. 61201.
Suggested retail price is $1.25.

O 1971 EDITION of the Pocket Media
Guide, a directory listing names, ad-
dresses and telephone numbers of more
than 300 major media in the United
States, announced by Media/Distribu-
tion Services, Inc. (260 W. 41st Street,
New York, N.Y. 10036). Booklet is 16
pages and updated to include names of
new publications. Guide is offered
without charge to public relations people
who request it.

O GARBAGE COLOGNE and after
shave come in four ounce bottles in
green and ebony packaging. Each is
available in individual packages or
combination sets. The cologne and after
shave makes an unusual gift for con-
tributors or customers interested in pol-
lution and environmental control. Co-
logne has a distinctive masculine fra-
grance. Change scents into goodwill
dollars by ordering a sample of either at
$4.95 postpaid to Aldina Products, Inc.,
Box 292, Hinsdale, Illinois 60521.

O TIMES OF YOUR LIFE loose leaf
album contains memorabilia and di-
gests of history, year by year, to which
personal history can be added. Suited
for presentations to individuals or or-
ganizations. Each album contains nu-
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merous clippings to portray society
during desired years. A personalized,
hand-lettered frontispiece noting the
presentation occasion is included with
each volume. News items, advertise-
ments, cartoons, postcards are depicted,
arranged and mounted. Each page con-
tains a digest of history for the year
including national and international
events. Personal history would include
birth, employment, weddings, and com-
munity activities. Additional blank
pages and pressure-sensitive labels
for personal data are provided. Can be
ordered for any number of years from
20 to 75. A 25 year album is priced -at
$272, 26 pages. Bound in leather-like
vinyl. For illustrated brochure and
prices, write Times of Your Life, 1349
First St., Northbrook, Ill. 60062.

O STACKWAGON for movement of
stacked loads in any direction has been
introduced by Martin Yale Business
Machines (500 N. Spaulding Ave., Chi-
cago, I11. 60624). The 4-bin utility wagon,
Model 500, is designed with four 10” by
10” by 22” high stacking bins. Bases are
center-sloped so stock rests against two
inner stacking walls. Unit is made of 12
gauge heavy steel and is useful for offset
duplicators, folders, collators, and other
machines. Four heavy duty 5” ball bearing
swivel casters and four vertically posi-
tioned hand grips make movement easy.

L) MANKIND MAGAZINE is offering
their new line of paperback history
books to select accounts for “image-
building” customer gifts or premiums.
The books, Mankind series of “Great
Adventures of History,” runs 256 pages
each and are illustrated with drawings,
paintings, maps and photographs taken
from the period covered in the text.
The initial four titles in this series are
“The Ancient World,” “Great Military
Campaigns,” “The American Indian,”
and ‘The Human Side of History—
Man".s Manners, Morals and Games.”
Retail price of the volumes is $1.75
each. Special prices for imprints are
available, also gift-boxed sets of four
volumes. Contact Mankind Publishing
Company, 8060 Melrose Ave., Los
Angeles, Calif. 90046.

U RECORD CERTIFICATE offers a
low-cost premium with a built-in bonus
for fund raising organizations. Each of
the certificate book’s 25 coupons en-
ables the holder to buy direct from the
Record Gallery warehouse any stereo
L.P. record, 8-track cartridge, tape or
cassette of any record company at up
to 40% off retail-list price. Each book
also has a coupon redeemable immedji-
ately for one free L.P. album of the
buyer’s choice with the purchase of
one at a standard price. Discount prices
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FIRESIDE ¢

BIBLES

THE ANSWER

T0 YOUR FUND
RAISING PROBLEMS

Fireside Bibles can help make your fund raising
easier and more successful. A luxurious edition. ..
one that families will treasure for generations,
Available in both Protestant and Catholic editions,
the Fireside Bible is profusely illustrated with pic-
tures in full color by the old masters of religious
art. Gold embossed padded cover. The words of
Christ are printed in red.

You buy this magnificent Family Bible from the
publisher at unbelievably low prices. Your cost is
well under $10 in quantity. This means extra-profits
for your fund raising efforts! And the publisher
supplies promotional aids for your use at cost.

Qurrmee

Full Family Record Size 9%4” x 1134 x 215"

.Give it to donors in return
for contributions

BMuse as a self-liquidating in-
centive gift

M sen it direct for profit

Send today for your sample copy on approval.
. . . . P0.BOX 118 - [316) 264-6563
FII'ESIde Blble PI.IHIShEI'S WICHITA, ms[. s7]2m

FRIDAY

SMTWTIiS

REPORT

Friday Report. .. edited and mailed
each Friday to arrive on your desk
each Monday morning. Start off each
week with the latest news at your
fingertips...Available by subscription
only...$30.00 per year.

224 Seventh St., Garden City, NY 11530

Mail To The
AFFLUENT
AMERICANS

Let Mosely custom-tailor a List re-
commendation that will reach the
people who Give.

For36years Mosely has been serving
the volume mailers of America sup-
plying lists that pay off—many of
them exclusive with Mosely.

Write or phone today.
Tel: 617-266-3380

@ MOSELY

MAIL ORDER LIST SERVICE, Inc.
Dept. FR-700, 38 Newbury Street
Boston, Mass. 02116

New Customers in Volume By Mail

GENERATE
SALES

WITH

TANDY LISTS
9,000,000

Yes, 5 million names from the suc-
cessful sales efforts of 4 mail order
companies of Tandy Corporation.*

@ ALLIED RADIO SHACK

This and all Tandy lists are maintained
on IBM 360 Model 30 Computer System.

@ TANDY LEATHER COMPANY

This and all Tandy lists are available
in THREE KINDS OF LABEL FORMS,
MAGNETIC TAPE, too.

© AMERICAN HANDICRAFTS

This and all Tandy lists are zip-coded,
clean and up to date.

@ MERRIBEE COMPANY

This and all Tandy lists offer GREAT
SELECTIVITY: Zip code sectional cen-
ters, repeat buyers, recent buyers.

CONTACT YOUR LIST BROKER NOW.
®Listed on the New York Stock Exchange
NYSE Symbol: TAN

TANDY CORPORATION

COMPUTER MARKETING SERVICE
2727 W. Tth St., Fort Worth, Texas 76107
(817) 335-2551




are guaranteed to remain fixed for the
full term of each certificate book. Fund
raisers can order a sample supply of 25
books for $48.75 (check or money-order)
to: The Record Gallery, Fund Raising
Division, 11915 Burbank Blvd., North
Hollywood, California 91607.

OO NONPAPER PRODUCTS for signs,
tags, labels and other display materials
have been introduced by Appleton
Coated Paper Co. (Appleton, Wisconsin
54911). Tyvek is spunbonded olefin.
Ascot is coat Tyvek. The fiber structure
is hard to tear and completely weather
resistant. Useful in promotional folders
to stimulate interest. Ascot’s specially
formulated system of coatings afford
multi-color, fine-screen printability and
design flexibility. Both products accept
perforation, embossing, punching, drill-
ing, diecutting, grommeting and sewing.

O HIGH SPEED copier-duplicator,
Ditto Stensomatic, introduced by the
Ditto division, Bell & Howell Com-
pany (6800 McCormick Rd., Chicago,
Illinois 60645). Copier makes error-
proof stencils for one to thousands of
copies on plain paper. Copies provided
at the rate of 6,000 per hour. Also makes
transparencies for overhead projection,
and laminates valuable documents.

00 WATCHPAD for watchstraps. Pad is
reusable for jotting down phone num-
bers, messages, or errands. Smooth,
white surface retains either pen or pen-
cil, and allows easy erasing. Each set in-
cludes two styles. The informal is de-
signed for every day wear. The formal
version is ideal for evening or special
occasions. Watchpads are available for
$1 per set including postage from
Watchpads, P.O. Box 21, Forest Hills,
N.Y. 11375.

00 PITCHMASTER, a carryable, self-
contained display unit is available from
Slanhoff Manufacturing Company
(Box 225, Scarsdale, N.Y. 10583). Pat-
ented product is 32” wide, 72" high and
folds in half to 6” by 32" by 36”. Made of
Cycolac brand ABS, has no seams, rough
edges or sharp corners. Has aluminum
trim and hardware finished in gold alo-
dine. The graphics panel, 31” by 35
may be made of any sturdy sheet ma-
terial. Panels are interchangeable.

0 COIN PURSE made in washable,
leather-embossed vinyl, measures 3%
by 2%” by 1”. Purse carries the author-
ized insignia of one of eight popular
airlines, BOAC, Braniff International,
Continental, SAS, Northwest, United,
Western and TWA. #510 comes candy-
filled with an imported brand; #512 is
a blister pack. The #513 is a rainy day
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packet, stocked with handy plastic tie-
on bonnets. R7 pack comes free with
qualifying order. Suggested retail for
510 is 29¢, 512 is 39¢ and 513 is 59¢.
Contact Airline Textile Mfg. Co., Box
477, Des Moines, Iowa 50302.

O CUSTOMIZED TILES by Screen-
craft Products, Inc. (88 Needham St.,
Newton Highlands, Mass. 02161) offer
marketers a premium for achievement
awards, contests, self-liquidators, give-
aways, or decoration. Tiles are cus-
tom-manufactured with logos, drawings
or any other design. Each tile is 6” square
and produced in as many colors as de-
sired. Design is first silk-screened onto
tile, then heated to high gloss. All tiles
have cork backings. Frames are also
available for tiles as are metal trivets.
Tiles are individually packaged.

00 PURSE-SIZED alarm releases a blast
of sound. Called “Help,” the alarm is
made in America and has a suggested
retail list of $4.95. Alarm is powered by
Freon gas, and useful in many fund-
raising projects. For complete literature,
write to: R & W Safety Products Co.,
P.O. Box 452, Springfield, New Jersey
07081.

00 BRONZE GIFTWARE, decorative
door knockers, symbolic pendants and
serving accessories are available from
Terra Sancta Guild, (1019 Filbert Street,
Philadelphia, Penna. 19107). Each piece
is copyrighted. Catalogues, inserts and
custom tailored mailing pieces are
available by writing.

0O “SHOULD YOU SMOKE” is the title
of a booklet warning elementary, junior
and senior high school age girls and
boys of the advantages of not smoking.
Booklet is available from the Youth
Tobacco Advisory Council, a non-sec-
tarian, non-profit cause (22 South Main
St., Salt Lake City, Utah 84101). The
20-page booklet, replete with cartoons,
medical and scientific facts regarding
the health hazards of cigarettes, may
be obtained for 25¢ each in lots of 100
t0 500, and 20¢ each in lots of 500 to 1000.
Logos or advertisement printed in the
booklet at an additional flat charge of
$45. Free sample will be sent on request.

O FULLY AUTOMATIC date and time
recorder is available from the Stromberg
division of the Mite Corp. (446 Blake
St., New Haven, Conn. 06515). The unit
enables records of billable time to be
kept and permanent proof of time and
date. Also date-stamps mail, time jobs.
Priced at $149.50. Machine is actuated
by insertion of any paper thickness.
Model 260 includes pure white front
panel and clock dial accented by black
numerals.

O LABEL MOISTENER especially de-
signed for dry gummed labels has been
introduced by Glue-Fast Equipment
Co., Inc. (-MX White St., New York,
N.Y. 10013). A double-wick roller sys-
tem that applies water to each gummed
label from 10 to 1,000 labels an hour.
Also may be used for moistening stamps,
stickers, envelope flaps and labels. Mod-
el MX accepts labels up to 67 wide—
any length or shape. The model may be
converted to a gluer for applying glue
to ungummed labels by attaching ser-
rated metal rollers, available from the
company. Priced to sell for $20.50.

00 TOTER to make it easier and more
comfortable to carry garment bags and
clothes hangers available to fund raisers
as premium item from June Stuart, Inc.
(9015 Wilshire Blvd., Beverly Hills,
Calif. 90211). The item is a small, plastic
carrier with contoured handle that holds

12 wire hangers or four large, wooden
ones. It is constructed of high strength
plastic and comes in a variety of colors.
The Toter can be hung in closets on
planes and trains, in automobiles and
home closets. The item is available
from department and gift stores at
prices from $2.50 to $7.50.

O E-Z HANDLE designed to aid easier
carrying of any package up to 23
pounds. Handle is constructed of a fi-
berglass reinforced paper with a high-
tack pressure-sensitive adhesive and
smooth dowel for hand comfort. Shipped
prepaid for $8.95 per 100, packed in a
dispenser carton. For more informa-
tion write: Jester Products, Box 1331,
Cincinnati, Ohio 45201.

00 CHAMPAGNE CANDLES for din-
ner table, bar, den or living room. Deli
cately scented, the glow also adds candle
light to any occasion. Made of high im-
pact plastic, they are dishwasher safe.
Colors are red, green, aqua, gold, blué
and coral. Money back guarantee. Pricé
is $1.25 each postpaid. Order from
James R. Bell & Associates, 9832§

*
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Tujunga Cyn. Blvd., Tujunga, Cali-
fornia 91042.

O 5,000 LINES per minute line printer
announced by Varian Associates (611
Hansen Way, Palo Alto, California
94304). Varian says output four times
faster than machines now on market.
Page of computer-generated informa-
tion, letters, and other related functions
every second at half of present costs.
The unit will cost $15,300. Spokesman
reported as having said process is elec-
trostatic, totally silent since only moving
part is transport. The printer was intro-
duced in November and uses 640 writing
heads or styli across 8-1/2” wide page.
Conventional rotating belt or drum out.
In addition to regular chores, the unit
can also print graphics like maps and
charts, business forms, and is compat-
ible with existing peripheral equipment.

O DESK-TOP offset duplicator which
features a single master dial to program
the entire duplicating cycle automatic-
ally has been developed by Scripto-
matic, Inc. (2030 Upland Way, Phila-
delphia, Penna. 19131). Model 612 has
been designed for “in office” use and
reproducing other materials with com-
mercial printing quality. Can duplicate
up to 6,800 copies per hour and accom-
modates paper stocks from 13 Ibs. tissue
to 110 Ibs. index. Paper sizes range from
3” by 4” to 11” by 14”. Paper masters
can be used for short runs and metal
masters for longer runs.

O CORDLESS LIGHT, battery oper-
ated, can be mounted inside any closet
and turned on manually or automatically
every time the door is opened (regular
or sliding). Flood type lamp can revolve
360 degrees or tilt 180 degrees. When
not used as a closet light, this lamp is
useful in the basement, attics, stairways
or trunk. Price is $4.95 each or two for
$9, postage paid and comes with a mon-
ey-back guarantee. Order from the
Homer Company, 4806 West Ave.

L-8, Lancaster, California 93534. :

0 PAPER PRICES going up in light of
recent contract negotiated by Paper
l-}apdlers Union #447 and Teamster’s
Union #807 with Saxon Paper Company

(240W. 18th St., New York
Handlers get 46.2% - cdese

and Teamsters
get ClOS? to 75% increase over three
ze;r pedrnod. according to Stanley Wind
/-P- and a spokesman for § imilar

axon. Similar
Fo(;]tracts are expected throughout the
in ustr.y.wnh resultant changes in sales
and pricing policies.

00 MAGNETIC VISUAL control sys-

_ Discover Fast & Easy Fund
Raising with Unique, New SAF-T-KIT.

Your goal is reached and exceeded, faster and easier using the SAF-
T-KIT donation stimulant. Your volunteers will be proud to offer
SAF-T-KIT, needed in every home to protect curious children from
dangerous medications. Sturdily constructed with simple two-but-
ton qomblrgation lock, for permanent bathroom installation. Valuable
public service to promote family home safety —ideal for raising funds
for your organization. $3.98 retail value —your cost only $1.60-$1.25
depending on quantity. Write today —

T, 2
B » Marketing Performance Corp.
SAF-T-KIT Div., Dept. FR

",,,‘_,4" 101-31st Ave., Rock Island, Ill. 61201 309:794-1740

g
RIS
AR :
‘fo oO" innovative I‘

_systems I
incorporated W

412 391-2364 415 smithfield street, pittsburgh, pa. 15222

YOUR TEST MAILINGS...

.LARGE OR SMALL always get special
attention when you order your CATHOLIC LISTS
from MAIL DYNAMICS, INC.

Even test quantities of 2,000 names
per list always get exacting careful at-
tention and follow-through from our
staff of list specialists. in this field.

This service enables you to start your

11 West 4!
test programs on small budgets and N,wy,,,e.ff"_f,ﬁg:;;
then expand them as you get goo Phone:
results. 212.524-9930

P[‘)[C Specialists in Catholic Lists

Phone_ or write today for seasoned
help in solving your Catholic list
problems from a firm that specializes

tem developed by Meth
( ods Res
Corp. (105 Willow Ave., Staten Isflziliih
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" REVEL- |
ATION

You can know more about
your customers, prospects,
members, or contributors than
you think. The key is to work
with CMI in putting your list
on computer. We capture all
the information . . . and at the
sound of the gong feed it back
to you in comprehensivé re-
ports for making intelligent
marketing decisions.

Call 293-5750

COMPUTER
MARKETING
INDUSTRIES,

@® Inc.

1130 17TH STREET, N.W.
WASHINGTON, D.C. 20036

Uncovering New Markets with
Computers -+ Imagination.

~ Wise
list owners

list their lists
free in

: :
f i
e
' DIRECT =
' MAIL LIST

I Ratesand Data... I
=
B f

the complete
list catalog

now used by
thousands.

WRITE for details on how
to list your lists free:

Harvey Harkaway, Publisher
Standard Rate &
Data Service, Inc.
5201 Old Orchard Rd.

Skokie, 111. 60076
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N.Y. 10305) saves time, increases effi-
ciency of mail room personnel. System
makes alphabetical listings of personnel
who receive large volumes of mail.
Boards act as instant visual reference
easily up-dated for mail clerks who sort
incoming mail. Different color or size
cards denote personnel catagories and/
or departments. Up-dating the mail
room listing is done in seconds. Write
for free information.

O PHOTO TYPOSITOR, Model L, can
operate in normal room light without
darkrooms, plumbing, or special wiring
and featuresaviewing system that affords
the operator visual control. Model L is
capable of producing 2,800 variations
in size, slant, and proportion from a
single low cost film font. Can enlarge,
reduce, slant and produce a variety of
typographic effects on either photo-
graphic paper or film. For more infor-
mation, write Visual Graphics Corp.,
Dept. PTD, 305 E. 46th Street, New
York, N.Y. 10017.

0 COFFEE BREAK MUG that is split
down the side and can still be used for
drinking. Clear washable liner contains
the coffee. Mug is giant size and comes
individually boxed. Suggested retail
price is $1, but quantity costs are $7.20
per dozen.

00 REPROGRAPHICPRODUCTS cata-
log has been released by the Dupliset
Company (125 Fence Lane, Hillside,
Il. 60162). The catalog contains de-
scriptions and prices for approximately
2,000 offset printing materials and of-
fice copying supply items. Included are
business papers, copy papers, toners,
stencils, inks and supplies. Copies of
the catalog are available upon request.

LISTS

0 COMPLETE SET of Harvard Classics
buyers. The people on this list bought
a series of 22 volumes of great literature.
The first volume was free. There was no
obligation to return or buy. Successive
volumes were sent at $3.89 each post-
paid. Deluxe books were stamped in
24k gold. The total unit price was $81.
Approximately 60% were men. Source:
direct mail plus space ads. List is filed in
numerical sequence on computer. Nth
name sample at no extra charge. Sample
mailing piece required. Not available for
book offers. 200,000 buyers at $35/M
with minimum order of 5 M. Contact
Lewis Kleid, Inc., 230 Park Ave., New
York, N.Y. 10017.

O ACTIVE CORPORATION directors
(at home addresses) who are in key posi-
tions to initiate, recommend and ap-
prove major decisions for America’s

largest companies. Men who have to
keep updated on business and social
developments. A high average income
audience, prospects for a wide line of
appeals. List arranged by zip sequence.
Source: directory. 56,000 directors at
$25/M, minimum order of $100. No
extra charge for state selections. Se-
lection by age $5/M extra. Contact
Creative Mailing Service, 211 E. 43rd
St., New York, N.Y. 10017.

O COLLECTOR’S GLASS list com-
posed of approximately 60% women
who have purchased collector’s glasses
and decanter type liquor bottles by
direct mail. They are available for two
types of collectors. Approximately
40% of this list are people who have
purchased the American edition, the
remainder purchased Old Masters.
Average order was 13 dollars. All areas
of country are covered and about 20% of
list is repeat buyers. 14,250 names at
$25/M. List cleaned semi-annually. Con-
tact List Management, Inc., 150 Purchase
St., Rye, New York 10580.

0 PSALM BUYERS list composed of
people who bought inspirational items
offered by Farm Journal magazine.
Religious books, poetic note paper, and
works of art. All “cash with order”
buyers. High percentage of repeats. List
arranged in zip sequence. State selectiv-
ity $2.50/M extra. Average unit of sale:
$1.25. Sample mailing piece required for
approval as well as letter of guarantee.
47,421 buyers at $25/M, minimum order
of 5,000 (Nth name sample segments
only). Managed by Peterson and Associ-
ates, Inc., 1925 Old York Rd., Abington,
Pa. 19001.

O ANIMAL SHELTER contributors
who have made contributions to local
animal shelters and societies. These
local agencies are responsible for finding
new homes and caring for homeless
animals. Over 70 agencies are repre-
sented, and all individuals are current
donors. All means of solicitation are
employed to develop this list, including
direct mail. Zipped in sequence. Cleaned
semi-annually. 27,800 1969-1970 contri-
butors at $25/M, minimum order of
3,000 names. State selection add $2.50/-
M. Contact Dunhill International List
Co., Inc., 444 Park Ave. South, New
York, N.Y. 10016.

00 CONTRIBUTORS TO THE handi-
capped. An emotional group of peoplé
who make many contributions a year
to aid the handicapped of Israel. Aver
age annual contribution in excess of
$5. Source: 100% direct mail. Magneti€
tape available for computer applica
tions. Arranged by zip sequence. NO
mailings accepted February and August -
15 through September 30. 37,707 names -
i
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at $30/M, minimum order of 3,000.
Sample mailing piece required. 70% are
men. $2.50/M select. Contact Depend-
able Mailing Lists, Inc., 425 Park Ave.
South, New York, N.Y. 10016.

[0 HOME OWNERS with an average
income in excess of $12,000 annually
who are sensitive to the need of purchas-
ing products from handicapped individ-
uals. This is a list of approximately 75%
women who have purchased light bulbs,
combs, toothbrushes from phone solici-
tation on open account. After the initial
purchase a number have purchased on
a bounce back offer ironing boards,
hosiery and other types of merchandise.
Average sale is $6.50. No names are over
6 months old. Limited number of areas
covered on this list. Most of New Eng-
land, Middle Atlantic states. Arranged
by zip code sequence. Geographical
selection at no extra charge. Contact
Torch, Inc., 590 Valley Rd., Upper
Montclair, New Jersey 07043.

LITERATURE

[J 50% DISCOUNT on current best-sell-
ers for fund-raising use offered by the
Benjamin Company (485 Madison Ave.,
New York, N.Y. 10022). Called Benco
Editions, titles include First Aid For
The Ailing House, Name Your Baby,
Fannie Farmer Cookbook. There are
more than 40 titles from which to choose.
Bound in handsome vellum, the covers
are soft and compatible for the creation
of customized sets of 4,5, or 6 volumes.
No price is printed on the cover. Fund
raisers can print name and message on
the back cover.

00 MONTHLY LISTING of federal
government contracts for research and
development in the behavioral sciences
announced by Audits & Surveys Inc.
The index provides key information for
academics, researchers and non-profit
organizations on projects underway.
It furnished project titles, names and
addresses of contractors and contract-
ing agencies, as well as identifying num-
bers and dollar amounts of the awards.
The BRS Index is available at an annual
subscription charge of $10 from the
Behavioral Research Survey Center, 1
Park Ave., New York, N.Y. 10016.

| COMPUTER HANDBOOK For Fund
Rzufer\. has been made available to or-
ganizations who desire to learn more of
the benefits a computer can provide
New section on computer time sharing‘
The Handbook covers donor and pros:
pect hsl_ management, computer le(tér
composition, envelope coordination
and cost estimation. It has a glossary o%
computertermsandcomainsakcoiﬁpuler-
produced fund raising letter exhibit.

Price: $12.50, postpaid from the Fund
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Raising Institute, Box FM, Plymouth
Meeting, Pa. 19462.

(J UNITRUST AND the Annuity trust
are new names for the present value of
a charity’s remainder interest, the gift
or bequest vehicle under the IRS issued
Proposed Regulations on charitable re-
mainder trusts. Imprinted copies of
“The Unitrust and The Annuity Trust—
What It Means To You” are available to
fund raisers from Newkirk Associates,
Inc. (308 Wolf Rd., Latham, N.Y. 12110).
The guide is 16 pages and contains all
the major provisions of these new gift
vehicles. The booklet features charita-
ble remainder tables, non-tax advantages
of trusts and taxation of payouts to bene-
ficiaries. Printed in two colors and im-
printing done free on orders of 1,000 or
more.

O MULTI-DISCIPLINE listing of uni-
versity-sponsored seminars is available
for members of industry, business and
the professions. University Seminor
Directory begins publication in Janu-
ary 1971. Directory provides subscribers
with up-dated information on short
courses, seminars, conferences and
workshops. Compiled from a survey of
more than 400 universities and colleges
across the nation, each U.S.D. listing
includes: comprehensive subject matter
descriptions, names of course leaders,
location, enrollment contact, dates and
registration cost. Cross-indexed by state,
course title, subject and name of con-
ference director. Directory is available
directly from the publisher at subscrip-
tion rates of: $50.00/year, $75.00/two
years, and $110.00/three years. Single
copies are $15.00 each from Technology
Publishing Corp., 1825 S. Barrington
Ave., Los Angeles, Calif. 90049.

O COMPUTERIZED Correspondence
Program is a generalized program that
is a parameter and table driven to pro-
duce a personalized letter. The sys-
tem features: one pass processing, no
reformatting of the name and address
file, record selection, acceptance of any
size input record, printing of from one
to one thousand pages per letter, restart
capabilities, printing of one or two up
on either side, conversion of designated
data in either the letter text or name and
address file to upper and lower case,
last name isolation, letter line size up to
132 characters, field significance tests
and decisions, Table look up and code
conversion, line overflow accomoda-
tions and control totals, resident in less
than 16k. The 360 program can be use-
ful to political parties, religious organiza-
tions, universities, marketing organiza-
tions in such applications as advertising,
fund raising, and communications. Free
thirty-day trial. Cost is $950.00. Contact
Perceptics, 6155 Gage, Rosemont, IIL

Your share
for ten days
and nights
from $245.
If it's sailin’
adventure
you want,
write me,
Cap’'n Mike.

I’ll take
you along.

OWindjammer
Cruises.
Write for adventure brochure.

Cap’n Mike, P.O. Box 120, Dept.667.
Miami Beach, Florida 33139
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Index To 138 Ideas And Methods
For Fund Raising Campaigns

A complete reference source to articles appearing in
Fund Raising Management since its inception. The
guide is listed by basic subject matter.

SOURCES OF FUNDS
Individuals

Private Contributions Hit $15.8 Billion,
AAFRC Says —More funds pouring into
programs to solve urban problems as
foundations, corporations increase ac-
tivity. Health agency income up...By Al
Migliaro—May/June 1969, Page 47.

Institutional Investors Seek Haven From
Inflation Spiral — Utility stocks offer
best protection but most common stocks
don’t insure good hedge. Art treasures,
diamondsrisky. . . By E. Michael Metz—
May/June 1969, Page 50.

Part of Sponsor-Membership Dues De-
ductible In Certain Situations. . . By
J K. Lasser Tax Institute—March/April
1969, Page 54.

Appreciated Value of Endowments Can
Be Used As Part of Income — Research
of existing law and court rulings by Ford
Foundation team shows only semantics
and tradition stand in way of use of
funds. . . By William L. Cary and Craig
B. Bright—July/August 1969, Page 18.

Meeting Donor’s Needs Is Key To Ob-
taining Bequest Gifts — Fund raisers
toooccupied with own institution’s needs
to consider that donor has needs, too.
Contributor concerned about family’s
protection. . . By Raymond L. Killeen—
July/August 1969, Page 40.

People of Modest Means Can Make
Large Gifts With Life Insurance —
Executive outlines various types of pro-
grams available. Says agents can help
direct funds to charitable groups. .. By
Walter H. Meier—July/August 1969,
Page 49.

When Is A Gift “Completed” For In-
come Tax Purposes?. . . By J.K. Lasser
Tax Institute—July/August 1969,
Page 58.

How To Get And Weigh Advice About
Investment Portfolios. . . By M. Michael
Metz— July/August 1969, Page 54.

Mills Seen Pushing Tax Reform In Drive
To House Speakership...By Arthur
Brandel—July/August 1969, Page 60.
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Donor Profile Helps Tailor Appeals To
Varied Groups Among Contributors —
Techniques for making surveys outlined.
Analysis of data shows up differences in
socio-economic status and degree of
interest in organization. . . By Ralph W
Sanders— September/October 1969,
Page 25.

8% Bonds Lure Investors As Inflation
Restraints Take Hold . . . By E. Michael
Metz — September/October 1969,
Page 57.

How Donor Can Trim Tax Bite By Giv-
ing Away His Residence. . . By J.K. Las-
ser Tax Institute — September/October
1969, Page 64.

Could You, Would You Answer These
Queries From A Prospect? — Three per-
cent of all contributors are careful but
theyrepresentlion’sshare of totalamount
donated. Answers to probing questions
bring largest gifts...By Robert F.
Sharpe — November/December 1969,
Page 38.

Mutual Fund Technique Applied To De-
ferred Giving Program — Arrangement
allows investor to build up income
source for future years when tax bite de-
clines. Installment payment feature up-
grades donor. Based on charitable re-
mainder trust arrangement. — Novem-
ber/December 1969, Page 40.

Current Stock Prices Suggest Market Is
In Low-Risk Area...By E. Michael
Metz — November/December 1969,
Page 57.

Gift Of Life Insurance Policy Conveni-
ent and Uncomplicated. . . By J.K. Las-
ser Tax Institute— November/December
1969, Page 64.

A Report On American Philanthropy —
Private Sector — Keynote address be-
fore delegates to National Council on
Philanthropy Conference spells out basic
conflicts between public and private in-
terests. . . By Peter G. Peterson —
January/February 1970, Page 12.

The Tax Reform Act of 1969 A Threat
to Philanthropy — Testimony presented
to Senate Committee on Finance notes

drastic effects on private giving if made
law. Calls bill complete reversal of legis-
Jative philosophy...By John J.Schwartz—
January/February 1970, Page 16.

Investment Strategy Attitudes To
Change In Years Ahead. .. By E. Mi-
chael Metz — January/February 1970,
Page 57.

Bookkeeping Entry No Basis For Charit-
able Deductions. . . By J.K. Lasser Tax
Institute — January/February 1970,
Page 64.

Conversation And Coverage Are Key to
Deferred Gifts — Need to persevere even
when prospect seems to be playing games
demonstrated. Some prospects decide
quickly, some take years. . . By Ralph E.
Raymond — March/April 1970, Page 14.

Consider Master Planning When Raising
Large Sums — Too often, donors don’t
know what they're asked to give for.
Short and long range master planning
can overcome many objections and make
your path much easier. . . By David E.
Miller — March/April 1970, Page 20.

Attorney General'sList of Subversive Or-
ganizations — Published as a public serv-
ice for our readers. Contributionsto these
organizations are not tax deductible. —
March/April 1970, Page 50.

Analysis of 1969 Tax Act. .. Effects On
Philanthropy. . . By J.K. Lasser Tax In-
stitute — March/April 1970, Page 66.

Educate Your Constituents About De-
ferred Giving — Deferred giving is a
highly specialized field. To be success-
ful, you'll have to break down various
categories of potential donors and zero
in on extensive informational programs.
...By Frampton Davis — May/June
1970, Page 46.

The Role of Life Insurance In Effective
Fund Raising — Life insurance programs
can be a unique and valuable tool for
the alert fund raiser. Gifts of insurance
can obviate much of the cost, confusion
and controversy associated with giving
through wills. . . By W.R. Anderson —
May/June 1970, Page 30.

Why Not Find Out Public Attitudes On
Fund Raising? — Many fund raisers
launch large fund raising campaigns
without being sure they know exactly

what the public thinks. A little thought :

and research may make a difference. . .

By Burns W. Roper — May/June 1970,

Page 52.

Items Regarding Taxes To Assist Fund
Raisers. . . By J.K. Lasser Tax Institute
— May/June 1970, Page 62.

FUND RAISING MANAGEMENT

AR AT

Cyclical Stocks Present Interesting Op-
portunity. . . By E. Michael Metz —
May/June 1970, Page 60.

Copy Lists, Segmentation In Political
Fund Raising — Four experts in the po-
litical arena discuss various aspects qf
raising money to support political candi-
dates. Like anything else that gets re-
sults, it’s not all that easy — July/August
1970, Page 17.

Choosing Right Securities For Donations
Is Important. . . By J.K. Lasser Tax In-
stitute — July/August 1970, Page 60.

Tax Law, Cash Donations And Travel
Expenses Discussed. . . By J.K. Lasser
Tax Institute — September/October
1970, Page 62.

Real Estate Donations Offer Benefits
Under '69 Tax Law...By J.K. Lasser
Tax Institute — November/December
1970, Page 64.

Fund Raising For Peace Gains Adherents
In Business. .. By Arthur Brandel —
November/December 1970, Page 60.

Foundations

Universities Urged To Aid Foundations
Define City Ills — Foundation head says
researchers should help foundations de-
cide where their money should go to
help solve urban problems brought on by
social change. . . By James L. Kunen —
May/June 1969, Page 16.

Tax Clampdown On Foundations, Other
Groups Pick Up Steam...By Arthur
Brandel — May/June 1969, Page 60.

Proposed Curbs On Foundations May
End Support Of Innovative Research —
Government’s burgeoning role in all
areas of social change renders them
“politically sensitive” thus curbing role
of foundations in supporting social

change. . . By Dana Creel—July/August
1969, Page 43.

Raising Funds From Foundations Is
H.arFI But Rewarding Work — A spe-
cialist in the field outlines the tools and
approacnes to foundations and tells how
to get general purpose grants...By

Joseph Dermer — September/Octob
1969, Page 20. > e

:l‘l(l)‘]: TZ Se‘_ The Ground For Success-
o un D!’l\’e — Panelists outline pro-
gram to raise funds from foundations,
through special gifts and by direct mail
in dlscpssion with imaginary organiza-
tion—September/October 1969, Page 34.

}nnovalive Thinking Is Key To Success-
I~llll Grantsmanship. ..By William IJ.
ill—September/October 1969, Page 47.

JANUARY/FEBRUARY 1971

foundation Tax Curbs Seen As Aid To
Public Acceptance. . . By Arthur Bran-
del—November/December 1969, Page
60.

How To Raise Money When Working
With Foundations — Speech delivered
to Hospital Fund Development Institute
gives some techniques for making foun-
dation requests. Types and purposes of
foundations discussed. . . By Andrew
Pattullo — January/February 1970, Page
20.

Report On Foundation Self-Policing Pro-
gram — A statement given at the Na-
tional Council on Philanthropy Confer-
ence, November 11, 1969, on a code of
ethics. . . By William C. Archie — Jan-
uary/February 1970, Page 22.

Congress May Be Taking Another Look
At Foundations. . . By Arthur Brandel—
May/June 1970, Page 66.

Foundations In The *70’s Will Undergo
Many Changes — An expert in the foun-
dation field reveals his objective look at
foundations and their practices for the
decade ahead. How tax reform will slow
philanthropy. . . By Dr. Manning M.
Patillo — July/August 1970, Page 11.

Examination of Foundations Sets Cli-
mate For Change...By Arthur Brandel—
July/August 1970, Page 64.

Collision Course Ahead For Foundations
And Congress?. . . By Arthur Brandel —
September/October 1970, Page 66.

The Games Foundation and Develop-
ment People Play Now — A specialist in
communications explores the manner-
isms of development and foundation peo-
ple in securing funds for education. A
look at philanthropy in a decisive mo-
ment in its fight for existence. .. By J.
Richard Taft — November/December
1970, Page 10.

Finances, Criteria, Tax Law Put Foun-
dations on Trial — A member of the foun-
dation “establishment” examines life
under the Tax Reform Act of 1969. Foun-
dations are hard-put to justify grant
policies, financing and existence under
scrutiny of public spotlight in 1970’s. . .
By Martha R. Wallace — November/
December 1970, Page 13.

Federal Giving

Money, Economics, Politics May Force
Reassessment. . . By Arthur Brandel —
January/February 1970, Page 60.

Grant Administration — Rules Require
Diligence And Care — Getting a govern-
ment grant is not always easy, and when
you get it you must follow the regula-
tions carefully or wind up in trouble. . .

By Russell E. Merritt — March/April
1970, Page 41.

Tight Federal Funds May Affect Fund
Raisers. . . By Arthur Brandel — March-
/April 1970, Page 62.

TYPES OF GIVING
Religious Giving

Is A House Publication A Fund Raising
Vehicle? — Answer depends on many
factors but, primarily, house organs
should be viewed a part of total planned
public relations, says this specialist. . .
By Rev. Edward J. Gorry — September/
October 1969, Page 16.

Roman Catholic Group Adopts Code Of
Ethics For Membership — Aimed pri-
marily at direct mail fund raising. Cites
abuses of good taste and sound business
practices. Individual parishes not af-
fected by code. — November/December,
Page 52.

Lutheran Church DMAA Award Winner
For Open Housing Fund Drive — Fea-
tures Christian approach to knotty social

and civic problem. — January/February
1970, Page 48.

Sunday Church Collections Aren’t What
They Used To Be — A former pastor
outlines steps toward increasing weekly
church gifts. He analyzes the attitudes
and pitfalls of laboriously paying church
commitments with small donations each
Sunday, and how to appeal for larger
funds. . . By Stanley G. Matthews —No-
vember/December 1970, Page 46.

Hospitals

A Hospital's Fund Raising Problem In
TheFederal City — Because this hospital
islocated in Washington, D.C., residents
feel it is government supported. The
mental block brought on by such think-
ing must continually be clarified. . . By
I. Brewster Terry — November/Decem-
ber 1970, Page 16.

Education

Deferred Gifts Program Leads To High-
er Regular Donations — Leading author-
ity on deferred giving outlines steps
necessary to launch successful program
... Describes types of gifts donors may
make. . . Donor benefits from many. . .
By Robert F. Sharpe — March/April
1969, Page 38.

Congressman Argues For Plan To Aid
Private Universities — Proposes annual
tax credits to build tuition fund, make
loans to students and colleges. Cites
rising costs. Says shrinking enrollment
in private schools endangers academic
freedom...By Fred Schwengel — March/
April 1969, Page 43.
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Would College By Another Name Smell
As Sweet As $5 Million? — Small mid-
western college seeks answer in ads of-
fering to change it name in return for
contribution. Gets six ‘promising’ re-
sponses. — March/April 1969, Page 43.

Alumni Assn. Recruits Students In Birth-
day Gift Program — Parents buy life
membership as gift. Campaign wins top
award in Innovation in Educational Fund
Raising Contest. Endowment program,
cartoon series win other awards. — May/
Jul e 1969, Page 42.

Campus Disorders Have Mixed Effect
On College Funding — Spot check of
universities reveals no clear pattern.
Some fall-off in number of givers re-
ported but those giving take up slack
with larger gifts. — July/August 1969,
Page 33.

Cal Tech’s Deferred Gifts Campaign
Wins Top Award In NFRC Competi-
tion — St. Louis Jewish Hospital takes
second place with community relations
project. Vermont hospital and Brooklyn
Epilepsy group share third prize. — July/
August 1969, Page 38.

Group Travel Helps Institutions
Strengthen Ties With Constituency —
Financially troubled, church-related col-
lege uses free time during overseas tour
to gain alumni involvement in funding
program. Also profits from tour sales. . .
By MGvin G. Pursinger — July/August
1969, Page 47.

Look, Ma, No Computers, Or Survival
Among The File Drawers — Complex
questionnaires hurt response while get-
ting useless data about alumni. Simplifi-
cation reduces update time from one
hour to five minutes. .. By Donald F.
Flatham — September/October 1969,
Page 30.

Alumni Giving On Upswing As Corpo-
rate Gifts Lag — CFAE report shows
college alumni fastest growing source of
gifts. Foundation support turns upward
after two-year lag. — September/Oc-
tober 1969, Page 41.

How To Win Friends And Gain Dollars
In Small College Town...By Bob
Havins — September/October 1969,
Page 49.

Boston U. Offers Alumni Chance To
Support Individual Colleges — Funds
allocated to individual schools and col-
leges within university on basis of alumni
contributions. Plan spurs alumni gifts to
annual campaign. — November/Decem-
ber 1969, Page 35.

Estate Planning Course Doubles As
Deferred Gifts Program — Marquette
University emphasizes total financial
planning in pamphlet series and semi-
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nars for professional financial planners.
Stirs interest among lawyers, trust offi-
cers. — November/December 1969,
Page 44.

Parents’ Fund Hits New Plateau Using
Personalized Letters — Dissatisfied with
84% boost in income, St. Lawrence
University tries double challenge and
personalization to reach higher goal.
Computer plays vital role. — November-
/December 1969, Page 49.

Town And Gown Join Hands In Audi-
torium Fund Drive — State University
gains community support for Performing
Arts Hall as inflation forces boost in
goal in midst of campaign. . . By James
P. Banks — November/December 1969,
Page 20.

Recognition In Alumni Magazine Helps
Double Annual Giving — Solicitation
letters ask for news about alumni in
effort to solidity alumni-school relation-
ship. Magazine plays vital role. — Jan-
uary/February 1970, Page 47.

How To Keep Them Giving In Educa-
tional Fund Raising — The old school
tie can come unravelled quickly if you
don’t use follow up and follow through
in your fund raising efforts. .. By
William E. Sheppard — May/June 1970,
Page 12.

The Phonothon: The Anatomy Of A
Fund Raising Technique — It may seem
easy enough to solicit alumni for con-
tributions by telephone, but your well-
meant efforts may wind up a large
disaster unless you know all the pros
and cons. Here they are. .. By Robert
F. Semple — May/June 1970, Page 24.

Presidents And Boards Of Trustees In
Fund Raising — Many college presidents
are hired for their fund raising ability.
The successful executive will research
and plan for months before approaching
prospects and launching a campaign. . .
By Laurence O. Pratt — July/August
1970, Page 26.

Fordham Alumni Gifts Geared To In-
sight And Perspective — This well
known university fosters a feeling of
lifelong relationship with its alumni
by relating its past and present to former
students. A well integrated direct “mar-
keting” plan has brought unprecedented
results. . . By Robert L. Torre — July/-
August 1970, Page 39.

Cartoon Mailings Update Alumni List,
Fund Donors — A previous soliciting
campaign conducted by the Newark
College of Engineering showed inaccu-
rate lists. A humorous mailing brought
a 65% response which created new
alumni interest and money for NCE.
By John P. Hemeleski — September/-
October 1970, Page 37.

American Alumni Conference Hits Hard
At Academia — Keynoters sound call
to faculty and administrators to reor-
ganize institutions on bases for which
they were founded. Namely, to educate.
Internal and external pressures dis-
cussed. — September/October 1970,
Page 50.

Yale University Styles Goals, Interest
for Donors — A capital campaign by
Yale finds not only generated money
but interest and support for the college.
This school’s tactical approaches cus-
tomize goals for donors and campaign
success despite recent campus turmoil
... ByJamesR. Blanning — November/
December 1970, Page 21.

Civic, Cultural,
Health Institutions

Cake Sales To Pro Golf Tourney —How
Auxiliaries Raise $300,000 — Four
women’s groups with 3,300 members
engaged in wide variety of activities.
Meaningful, satisfying tasks are key to
keeping volunteers interested and work-
ing. .. By William Bailey — March/-
April 1969, Page 16.

A Novel Approach Triples Gifts From
In-Office Fund Campaign — After series
of goofs, ad agency management comes
up with bright, light campaign that
boosts participation and size of em-
ployee contribution to N.Y. Community
Fund...By Thomas L. Collins —
March/April 1969, Page 22.

How Aquarium Gained Broad Support
After Capital Campaign — Boston group
follows $5 million capital fund drive
with mail solicitations for continuing
support. . . Demographic data ferrets
out prospects. Testing methods out-
lined. . . By John H. Cunningham, E
March/April 1969, Page 28.

The Atlanta Cultural Center — A Case
Of Too Much Too Soon — Atlantans
had no trouble raising $13 million for
building project as tragedy spurred them
on. But now the Municipal Theater is
in deep financial trouble. Why?. . . By
Jim Rankin — March/April 1969, Page
41.

$25 Million Year In Offing As All-Media
Drive Scores — Christian Children’s
Fund uses TV, radio, magazines and
direct mail in coordinated effort over
8-year span and sees income rise from
$4 million a year to $25 million. . . By
Jerald Huntsinger — March/April 1969,
Page 48.

Library Uses 1927 Blueprint In Success-
ful Capital Drive — Coming off dismal

failure in 1956, volunteer group exam" &
ines earlier past and finds success stem &
from widespread publicity. Opens new £
wing this June...By Mrs. Amedee I

Cole — May/June 1969, Page 26.

FUND RAISING MANAGEMENT

Girl Scouts Earn And Learn As Cookie
Sales Spiral — Product identity with
organization vital to success. Licensed
bakers tightly controlled. Sales of 82.5
million boxes projected for 1969. . . By
J. Bruce D’Adamo — May/June 1969,
Page 34.

Too Pressed For Quick Income To Wait
For Deferred Gifts? — If so, you'll be
surprised by results of study by Ameri-
can Cancer Society which shows that
more than half of the gifts are paid in
less than two years...BY Robert A.
Saunders — May/June 1969, Page 37.

Something You Don't Need May Be
Worth Thousands — Connecticut
Shakespeare Festival Theatre sells used
costumes from bard’s plays. Gains wide-
spread publicity besides dollars. —
May/June 1969, Page 45.

Tax Reform Proposals Seen Hurting
Non-Profit Groups. . . By Arthur Bran-
del — March/April 1969, Page 56.

Thrift Shop Income Taxable Unless Set
Up In Proper Way. . . By K. I'asser —
May/June 1969, Page 58.

Matching Constituency To Programs Is
Key ToEffective Fund Raising — Attract
broad spectrum of community by pro-
moting specific programs to individual
groups based on people’s interests. Or-
ganizational phase vital to success. . . By
Fred W. Schulzke — July/August 1969,
Page 29.

Relevancy To Urban Crisis Keys Na-
tional Fund Raising Conference —
Three-day New York event attracts 500
from throughout nation. Speakers, audi-
ence show concern over effect of urban
ills on fund raising effectiveness. . . By
AlMigliaro — July/August 1969, Page 34.

Volunteer Selection And Training Is
The Key To Campaign Success — Giv-
ing potential least important of seven
attributes to look for in recruiting volun-
teers. Argues against small volunteer
force. . . By Herbert N. Heston — Sep-
tember/October 1969, Page 42.

What You Need To Know To Recruit
Volunteers. . . By Barbara Bolton —
September/October 1969, Page 43.

gan Government Harness Volunteers
—OrSUrban War?. . . By Arthur Brandel
eptember/October 1969, Page 60.

(S:ir:edl(t) fCal:d Giving Boosts Number And
Christmqlﬁs — Pilot test in California
e as Sez}l Appeal shows former

mrlbugors hike gift three times. Aver-
agehcredlt card gift hits $4.92 compared
with  $3.05 non-card donation. . . By

Helen J. Jones —
1969, Page le: November/December

JANUARY FEBRUARY 1971

Special Privileges For Donors Boosts
Athletic Fund Income — Ticket sales,
parking privileges allotted on basis of
contribution size. Hikes income five
times despite long losing streak. .. By
Edgar O. Barrett — January/February
1970, Page 39.

Bible Society Employs ‘Love’ Theme In
Direct Mail Drive — Sheet of seals
featuring Bible phrases on love in psy-
chedelic art motif lend ‘relevancy’ to
high scoring campaign. — January/-
February 1970, Page 43.

American Museum “Sells” Flora And
Fauna To Gain Members — Selected
lists cater to special interest groups for
17% gain in combined circulation-mem-
bership drive. — January/February 1970,
Page 44.

Antique Automobile Club Computerizes
Membership List — Simple system
handled by local SBC clears out bottle-
necks, speedson-time mailing and lessens
confusion. Tailored transmittal form
used. . . By William E. Bomgardner —
January/February 1970, Page 50.

“Lavish The Library” Drive Uses Multi
Media Approach — Direct mail speakers
and newspapers all contribute to success
of program for obtaining fixtures and
furniture for Florida Library. Involve-
ment and recognition were key factors
...By Joyce Megginson — March/-
April 1970, Page 77

National Conservation Trust Develops
Mail Love Affair — At first, a half million
mailing brought only a .35% response.
A good look at formats, lists and copy
turned the tide for this nationally
chartered organization which preserves
historic sites. . . By Mimi Micheline —
March/April 1970, Page 46.

Effective Letter Fills The Coffers Of
Junior Chamber — Successful technique
in fund raising for South African Junior
Chamber of Commerce described. Civic
minded organizations in high and middle
brackets respond to approach which
preprints company name on JJICC letter-
head. . . By W.H. Munczinski — May/-
June 1970, Page 21.

Salvation Army Increases Donors By
3000% In 12 Years — The Southern
California division of the Army moved
from shoe box files to computers. Testing
and more testing with various types of
letters proved to be the key to success
...By George S. Johnstone — July/-
August 1970, Page 22.

Letter Copy Change Ups Dollars For
Democrats — The basic problems of
the Democratic Party’s direct mail
campaign were no different from any
other marketing problem: lists copy,
and testing. . . By Olga Gechas — July/-
August 1970, Page 48.

Fund Raising And The Arts — Don’t
Be A Might Have Been — Many cultural
institutions lack an appreciation of the
necessity for a business-like, documented
presentation when seeking support. An
outsider’s look at an insider’s problem
...ByGeorge Alan Smith — September-
/October 1970, Page 20.

“Relevance:” Key Concept In A Local
Charity Drive — Bucking the tide of
inflation, a late start for a campaign,
and an- increased goal seemed to pre-
sent obstacles that were insurmountable.
Butrelating to people and the community
in a realistic way, plus good organization,
brought success. . . By Richard Jordan
— September/October 1970, Page 22.

The Marketing Concept In Fund Rais-
ing Is Coming — Modern marketing
practices in the commercial world apply
equally in the world of philanthropic
giving. Find out what your donor needs,
develop meaningful programs and in-
duce him to keep choosing your organi-
zation above others...By Seymour
S;ark — September/October 1970, Page
42.

Fund Raising Legislation Must Be Flex-
ible and Fair — If regulatory procedures
for public solicitation of funds are not
to become whimsical and chaotic, law
makers must be responsive to needs of
municipalities and probe deep for
equitable answers to problems. .. By
David M. Courtman — November/-
December 1970, Page 25.

Inter-Agency Cooperation: New Route
To Federal Funds — When the YMCA
campaign in ‘Southwestern Vermont
ground to a halt, new avenues of a capi-
tal fund program had to be found. Per-
sonal contact, innovations and creative
thinking brought federal funds and
success. . . By Robert J. Foxen — Nov-
ember/December 1970, Page 28.

PROFESSIONAL, CREATIVE,
AND TECHNICAL ASPECTS

Consultants

Are YouReady For A Campaign? Here’s
One Way To Find Out — Leading fund
raising counsel outlines method used in
survey-study to determine degree of sup-
port you can expect. . . Helps find poten-
tial sources of lion’s share of gifts. . .

By David S. Ketchum — March/April
1969, Page 35.

What Is A Fund Raiser?. . . By Charles
H. Branch — March/April 1969, Page
66.

Candidate’s Timing Raises Havoc With
Fund Raiser’s Need For Time — What
can a political fund raiser do when the
politician is not ready to announce his
candidacy but the fund raiser needs
time? Here's an effective answer. . . By
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Richard A. Viguerie — November/

December 1969, Page 27.

An Industrialist Takes A Look At The
World And Philanthropy — Voices con-
cern over tendency of institutions to
stagnate. Cities accelerating rate of
change as signal to organizations to alter
strategies to meet today’s needs: .«
By F.L. Byrom — November/December
1969, Page 30.

How To Raise Money Even Though
Y ou're Religious — A philosophical look
at the role of a fundraiser, the thoughts
you should have as you ready your ap-
proach to the donor. . . By Gaylord Bri-
ley — March/April 1970, Page 17.

The Virtues Of Diversity In Private Vs.
Government Funds — A philosophical
approach to diversity and pluralism in
philanthropy. If the present structure of
organized charitable giving is to be pre-
served, it must be given sufficient scope
to work its pathways. .. By J. Kellum
Smith, Jr. — July/August 1970, Page 14.

Analyzing The Needs For Philanthropy
In The 70s — A professional fund-
raiser assesses the requirements of phil-
anthropic work in the future. Recruiting
experienced personnel, making fund-
raising relevant to the bigger demands of
the future, and redefining goals are in
order. . . By Robert F. Duncan — July/
August 1970, Page 45.

Boston Symposium Brings Out Problem
Solving Techniques — Four experts dis-
cuss problems that have arisen in fund
raising and how they set about solving
them. Here is a ‘cram course’ in the new-
est thinking on obtaining maximum dol-
lars in a changing scene — September/
October 1970, Page 12.

Maintaining Contributions In An Infla-
tionary Economy — In today’s economic
climate, a fund raising consultant offers
six positive steps for upgrading campaign
results in the face of decreasing cor-
porate, foundation, government and pri-
vatedonations. . . ByRichardJ.Crohn —
September/October 1970, Page 27.

How To Write A Successful Fund Rais-
ing Letter — An over-the-shoulder peek
at the work of a free lance fund raising
copywriter ashe plieshis trade. How good
letters evolve and get involved with the
recipient’s life style. .. By Luther A.
Brock — September/October 1970, Page
29.

Hard Alternatives Facing Nonprofit In-
stitutions — A professional fund raiser
evaluates alternatives facing nonprofit
institutions in the new financial market-
place. The problems, he contends, gen-
erate new opportunities for methods,
goals and increased performance. . . By
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Norman J. Groh — September/October
1970, Page 32.

Why Not A Professional Fund Raising
Reference Center? — It is time, says
this author, for practitioners in a $17
billion industry to lift themselves from
the rank of vocationalists to professionals
by establishing a national center of infor-
mation for the benefit of all society. . .
By Mark J. Apsey — November/Decem-
ber 1970, Page 34.

A Professional Asks: Fund Raising, Proc-
ess Or Result? — Volunteer and profes-
sional fund raisers alike can now make a
clear distinction about a problem that has
bothered many people involved in philan-
thropy. Here are clear cut guidelines. . .
By William Freyd — November/Decem-
ber 1970, Page 36.

Ways of Getting Top Mileage From The
Reply Envelope — Here’s a case on the
importance of return envelopes in a fund
raising campaign. An examination of the
crucial elements that make up a success-
ful return envelope and the relevance to
an appeal. . . By William E. Sheppard —
November/December 1970, Page 51.

Computers, Marketing,
Direct Mail

The Computer Can Make Money, If
You Use It Intelligently — Machine is
more than a fast typewriter and address-
ing tool. It helps improve income and cut
costs. Donor selectivity is key...By
Richard J. Crohn — July/August 1969,
Page 24.

How To Think About Direct Mail (In
Fund Raising) — Successfully using di-
rect mail is both an art and a science in
applying fundamental principles of get-
ting the right message in the right dress
to the right people at the right Hme. "~
January/February 1970, Page 24.

How To Think About Writing Direct
Mail Letters — One of the most impor-
tant and least studied aspects of fund
raising is the writing of letters that sell
your program. Here are the rules profes-
sionals use.—March/April 1970, Page 26.

Can Computerization Help Your Fund
Raising Efforts? — There are many re-
wards for computerizing your operation.
But follow a logical procedure before
you get too involved or you may regret
it. . . By Stanley J. Fenvessy — March/
April 1970, Page 38.

Raising Money for Overseas— A Compu-
ter Analysis — The world is getting
smaller but many of us still have miscon-
ceptions about the attitudes of people
living in various parts of the country.
This computer study dispels some of the

myths and offers facts, not opinions. . .
By Seymour Stark — May/June 1970,
Page 13

Direct Mail Fund Raising Works If You
Use Psychology — Many excellent psy-
chological and motivational factors are
at work for fund raisers if the proper ap-
proach is made to the prospective donor
and if he is treated with respect and

thoughtfulness. Thought on your part

can pay handsome dividends...By Jerald
E.Huntsinger — May/June 1970, Page 16.

Lists When Using Direct Mail How To
Think About Mailing — One of the most
important, but sometimes neglected and
aggravating aspects of fund raising, is
the acquisition of a productive mailing
list. Here are some “must” rules to live
by. — May/June 1970, Page 35.

What You Should Know About Testing
Your Direct Mail — All things being
equal, testing mailing pieces can save
untold dollars and bring greater results
in the long run. But testing must be ap-
proached with care and is not & cure-
all. — September/October 1970, Page 30.

Time Sharing Computers Can Modernize
01d Donor Lists — Children’s Aid Socie-
ty of New York installs time sharing fa-
cility to update, upgrade donors. System
offers economy and immediate access to
storaged data for fast processing and ac-
knowledgement of contributions. . . By
Lester J. Newell — September/October
1970, Page 45. ®

HEW STUDENT
LOANS ANNOUNCED

Elliot L. Richardson, Secretary of
Health, Education, and Welfare an-
nounced that the Guaranteed Loan Pro-
gram, authorized by the Higher
Education Act of 1965, is now approach-
ing $3 billion in loans made to students.

Through more than 3 million separate
loan transactions, an estimated 2%: mil-
lion students have continued or com-
pleted their college and vocational
training during the five years this pro-
gram has been in operation.

The Guaranteed Loan Program be-
came operative in the fall of 1966. Ad-
ministered by the Bureau of Higher
Educationin HEW's Office of Education
it is now available to students in all 50
States, the District of Columbia, Puerto
Rico, and the Virgin Islands.

In fiscal year 2966, $77 million was
loaned to student borrowers. The later
fiscal-year totals are: 1967—$248 mil-
lion: 1968—$436 million; 1969— 568
million: and 1970— $840 million. During
the first three months of this fiscal yeal
(July, August, and September) §51
million was made in loans to studentS: -
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Six False Reasons Why Fund
Raising Should Be Delayed

Professional analysis indicates that an organization can
increase its income and support, but “cold feet” often
occurs. The “delayers” theme? Usually a variation on

the theme of “not just yet.”

By DAVID E. MILLER, president

David E. Miller Associates, Ltd.

It’s never hard to find a “delayer,”
nor an advocate of “not just yet,” and
it'seasiest of allinfund-raising. We’ve met
them regularly in the years we've spent
helping organizations. Sometimes the
delayers show up on the organization’s
staff, sometimes on the board. Some-
times, surprisingly enough, among the
best supporters.

Once in a while there’s a real obstruc-
tionist. That’s a serious accusation to
make about a person, and certainly not
one that applies to most of the delayers.
Usually the obstructionist is a person
somewhere around an organization who
would lose position or influence if the
organization faced up to its future. All
obstructionists should retire graceful-
ly. They never do, but thankfully they’re
not seen very often.

Let’s identify stock arguments of the
delayers. (There’s no proof that there is
any communication among them nation-
ally, but the same arguments come up
often enough among our clients to make
us wonder sometimes!)

But before we name them, let me as-
sureyou that I am hardly suggesting push-
ing into fund-raising without careful
professional planning in advance. Un-
prepared “rah-rah-ism” is perilous, and
thankfulvly seems to be about gone these
gizzltt]hhen was the last time you saw a

ess fund-raising release? When
you do see one, it usually marks an or-
ganization that’s in trouble.)

Therefore, the special area we're ex-
plor_mg here is the phase when an organ-
1zation’s situation has been carefully
_explorgd professionally, and all the
l&gredlems are found to be present.
ce?:r;:gltt}?e element; for potential suc-
o ere, and finally established,
s 00 often comes the “chicken” phase,
Co;r; (z:ll the old delaying arguments
o Wutl of the. woodwork. That’s the

ere talking about now.
am'l"olrlleseS arguments are as common
among Ot?lphlstxcated organizations as
ey ers, and we can’t be too sar-
o r.es €y must reflect recurrent hu-
profeSSigonlseS. SO we must treat them
i r.1a“1y. So let’s look at thse
paigns S Thefe are too many cam-
pé 8ns around right now. Let’s wait for
open spot.”

That just might have some truth, if
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“campaign” is taken to mean the all-
out “drive” with accompanying hoopla.
Generally, such “campaigns” are found
less successful each year, except for
certain very special organizations, and
they’re being replaced withsophisticated,
year-round low-level fund raising that is
far more productive and less exhausting
on everyone.

However, whether ‘“‘campaign,”
“drive,” or modern effort, the fact is
that our national needs are so immense,
thrown in our faces every day, that it’s
painfully clear that there is an equally
immense need for more and better serv-
ices by all our educational, health, and
cultural organizations. All need far
more money, talent, and energy.

“But perhaps the money is not there
to be had.”

Every community, and the country as
a whole, has huge untapped giving po-
tentials, billions and billions of dollars,
that would have to be give even to reach
a level that still would be completely
tax deductible. This is true of corpora-
tions, families, and foundations. The
few hoarding-minding foundations have
recently been pressured to give away at
least something like the yield on their
investments. (The enlightened ones al-
ways did, even invading their principal
at times.) But corporations and families
fall far short even of reaching the level
of deductibility.

Anotherreason for knowingthe money
is there—many organizations are barely
aware of the range of possible sources
of support, private and governmental,
unless they have professional help.

“The country is too agitated. Let’s
wait for things to cool down.”

The biggest reason that there is so
much unrest is because there is so much
to be done, and so many human needs to
be met. Assumedly, your organization has
ways been with us, and often has marked
periods of great accomplishment. But
your organization may indeed find a
calmer day. A very calm one, in fact a
dead one, ifyoudon’t build the power and
fundsyou willneed foraction and service.

“It’s a bad year. We should hold off
until the economy is more ‘solid.””

This must win the award for the hardi-
est; we hear it in boom times, slow times,
all times. But among other demolishing
responses, bequests seem to mature (that
means the donor dies) at about the same
rate every year, and the intelligent
people that really care should be review-
ing their wills and giving all the time.
Even for the modest giver, the Dow-

Jones has but a limited effect on signifi-
cant giving.

Another response is that inflation is
never down. What you buy or build now
most likely will never be cheaper. What
will that land cost next year, if it’s avail-
able at all? Or construction? Or
equipment?

Knock Oldie Down

Finally, to knock this oldie down
(but not out, I fear) all should realize
there is a long lead-time needed in any
significant fund-raising planning. Months
and months, sometimes more, of real
hard work, in planning, analyzing, re-
search, all kinds of preparation before
the cash register rings. And other pro-
fessionals have their related jobs to
do too: architects, designers, and your
staff people who set up your programs;
all have jobs to do. And they can't just
pop up with quality work.

“Well, if it’s not the wrong year, it’s
the wrong. time of year.”

Summer is the most common victim
of this argument, which is apparently
based on a hangover from a few de-
cades ago. “Holiday season® (usually
anywhere from mid-October to mid-

David E. Miller is presently heading
his own firm which counsels
organizations in fund raising, annual
support, foundations grants and
government planning. Mr. Miller is

a Phi Beta Kappa alumnus of the
University of Buffalo and the
University of Southern California.
Since school, his career has been
entirely in fund-raising and
organizational planning. Since 1968,
Mr. Miller and his company have
limited their services to organizations
with complex situations.
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January) is another. Almost any season
can be cited.

Perhaps before air-conditioners, lots
of important people managed to get
away for the summer. But today, people
“take off” anytime. Only a business that
doesn’t care much about surviving slows
down for the summer. And the end of
the year (the usual “holiday season”)
is known among professional fund raisers
as the most productive of all.

The large corporations, foundations,
and governmental grant-making offices
are staffed year-round, processing and
negotiating proposals. If your organiza-
tion is not in there, the support you
don’t get now will never be replaced.
You may get support in the future, but
those will be different dollars. You
could have had both.

“Tax time is coming. Let’s wait until
it’s over.”

This is sort of puzzling to us, because
we often hear it from businessmen who
are very savvy and who should know
better. Governments collect taxes all
year around these days, especially for
those who have substantial means. Any-
way, if you have an alert organization,
you won’t settle for the “leftovers,”
such as an odd check sent in after “more
important” things are taken care of. At
least we certainly hope you are not still
seeking alms.

If you can show good planning, you
can successfully call for the same from
your supporters: planning in giving.
This always results in infinitely more
dollars, not just in checks, but in securi-
ties, bequests, property, and the other
gifts that are meaningful and satisfying
to give.

“All our leaders and staff are too busy
to start anything new. Let’s wait until
they have more time.”

Anyone you want on your side will
never have much “spare time,” until he
retires and has lost most of his contacts
and power. Even retired people may
stay pretty busy these days, and if they
have leadership impulse, they stay com-
mitted. That's the old story with the
tiny portion of people who have leader-
ship potential.

However—if your organization can
prepare a good case, documented, and
show that you have help with all plan-
ning and details, you can get the devo-
tion and energies from the leaders you
need. If you can’t, another organization
will.

“Our organization has no real fund
raiser, and we don't know much about
f:5

True, often enough. As much as law,
perhaps, or accounting, modern fund
raising is a highly-developed field. Even
organizations with an annual budget as

How Revocable Giving Plans
Can Bring You Entire Estate

A little known and often neglected facet of charitable
giving is discussed to give fund raisers a clear picture
of obtaining additional funds which not only benefit
the organization but the donor as well.

By ROBERT F. SHARPE, president,

Robert F. Sharpe and Co., Inc.

We sometimes think the opposite of
arevocable deferred giftisan irrevocable
deferred gift. This is not always true.
Often the alternative to making a revoca-
ble deferred gift is no gift at all. This is
why it is necessary to include in our
deferred giving program “vehicles” of
giving that make it possible for donors
to give now, reserving the right to have
their gifts returned in whole or in part.

Why are organizations reluctant to
encourage revocable giving plans?

They fear the donor will revoke the
agreement. He may get mad and with-
draw the assets and give them to another
institution he suddenly likes better.
This is a possibility and happens when
the donor feels the institution changes
its goals and methods. Since the organ-
ization has gone to the expense to es-
tablish the agreement, it is left “holding
the bag.” No gift results.
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In my experience, revocable giving
plans are rarely revoked when they are
properly understood. Two reasons
donors revoke these agreements are:
(1) They are dissatisfied with changes
in your organization’s mission; or (2
They have a change in their economic
situation requiring the use of some
of the funds in the agreement.

If a person needs part or all of what
he has given on this basis, I prefer to
be able to return it immediately. I do
not believe I have the right to grasp gifts
of this type when in so doing I take away
a person’s economic freedom and his
security. If the person is no longer in-
terested in my organization, I would
like to be able to return the assets in
the agreement as quickly as possible.

It would disturb me a lot to think of
some organizational representative com-
ing to see my mother and tying up all of

small as $100,000 often have a full-time
fund-raising staff person, backed up with
professional help; so do those with bud-
gets of several millions of dollars.

If your organization has unusual prob-
lems, you should engage fund-raising
counsel to help you set up your program,
possibly help you find the right staff
person, and keep your program from be-
ing “institutionalized.” If you are too
small or not ready for a staff person,
use fund-raising counsel part-time, or to
help you set up your program. Don't
ever let an amateur try it, unless you
are just experimenting, and have a huge
endowment beyond your needs.

Remember, this is the only activity
that your organization does that should
be expected to produce many times
more than it costs, both in funds and in
increased support for your work.

To sum up, there are always plenty
of “reasons” why things should be de-
layed. But if your organization actually
will need funds for future growth and
stability, for staff people, equipment,
and buildings, then you should be “tuned
in” to fund-raising at all times.

Even fine, intelligent leaders may be
delayers at times, and only a boy would
ignore their views. But when convinced,
they often become all the more effec:
tive. They realize that all too often
“delay” means being passed by. ®

her assets in an irrevocable agreement.
I want her to have options. I want her to
be free.

Let me say here, I think irrevocable
deferred gifts are fine when they help
the person give, get tax benefits and do
not impair the person’s freedom or
security.

I have heard leaders of charitable or
ganizations say: “I wouldn’t want t0
have revocable agreements, because
you never know if you've got a gift.”
That is true.

Another officer of an institution told
me, “We have more than $10,000,000
in deferred gifts and we don’t have 2
single revocable trust.” I thought, “You
would probably have $30,000,000 if you
did have revocable gifts.”

Advantages of Revocable Gifts

The organization normally receives @
larger-than-average-size deferred gift
when it is in the form of a revocable
gift. The gift is readily available to the
donor while he lives and for the use @
the organization when he dies. Often
times part or all of the assets in revocable
trusts are withdrawn and given to the
institution outright or for an annuity
or some other plan offering tax advatt
tages. It has been my experience that

the best way to get an estate is through®

revocable living trust. The average size

gift coming in through a revocable trust:
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may be ten times larger than a bequest
through a will.

Revocable gift agreements make the
donor’s gift readily available at death.
(Since revocable gift agreements arc
contracts, the assets pass to the charity
outside the donor’s will. In fact, a con-
tract type gift takes precedence Over the
will. These agreements avoid probate
expenses and unnecessary delays.)

As mentioned in the first paragraph
donors sometimes transfer thpir assets
to the institution as current gifts or ex-
change these assets for gift' annuities,
annuity trusts, unitrusts. life income
contracts, charitable income trusts or
life estate contracts.

Valuable personal contact is estab-
lished and can be maintained with signi-
ficant donors who are highly motivated
to give and can be encouraged to re-
spond to needs of the institution from
time to time. I believe the revocable
type donor is possibly more committed
than the irrevocable type donor because
the former is more than likely placing
a greater part of his own personal as-
sets on the line.

An institution may be able to increase
the donor’s current giving by showing
him how he can establish a regular giv-
ing plan through assignment of part or
all of the income from the agreement for
a definite project or time.

Tax Considerations

Keep in mind, tax deductions are
not the prime motivator in charitable
giving. I believe it is very rare indeed
when a donor gives solely for tax deduc-
tion. There is much more to it. Here are
some brief comments on the taxation of
revocable gifts.

A. Federal Income Tax—Since these
agreements are revocable, the income is
fully reportable by the trustor. The
only exception is when the investment
of assets is in tax-exempt municipal
bonds.

_B. Federal Gift Tax—No gift of prin-
cipal is made to a beneficiary until
death or at some specified future date.
Therefore, federal gift taxes-:do not
apply.

C. Federal FEstate Tax—When a
revocable donor dies, the market value
of the trust assets are includible in his
gross estate and deducted as a charita-
ble gift on the federal estate tax return.

Revocable Giving Plans

blA. Revocable Living Trust. (Revoca-
e Gift Agreement)
: :li.nDaefmmon. A revocal?le living trust
~Com greement entered into by a per-
i persons and a trustee desiring to
. {_)mphsh the following:
C.Om:tpr(l)lwde for the payment of in-
i 0 the donor or to your institution.
O assure the donor he may have the
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assets of the agreement returned upon
request.

¢. To transfer the assets to the benefi-
ciaries at death without going through
the Probate Court. The beneficiary
could of course be your organization.

The trustee could be a bank, in some
cases a charitable institution, or an
individual. This will depend on the laws
of the various states.

2. Purpose. Persons owning property
of various kinds, securities, leases,
notes, mortgages, land contracts, or any
other personal property who have a
desire to give this property to a charita-
ble organization at death, would give
now but they cannot dispose of the prop-
erty while they live because they need the
income. It is also possible the donor will
need to use principal before he dies. By
entering into a revocable trust, a person
can (a) retain the income for himself,
(b) retain the right to withdraw any por-
tion, and (c) whatever remains at death
will pass to the charitable beneficiary.

3. Value to Donor. The revocable gift
agreement is a “yehicle” for transfer-
ring property to an institution with the
least expense and minimum delay. The
property does not pass through the
donor’s will. Since the donor receives
the income and has the right to revoke,
he retains maximum security for him-
self. In addition to this, he secures group
management, which may be much
better for him than self-management.
As you know, elderly people desperately
need the help of a competent financial
advisor. One other very important value
to many donors is the fact that a revoca-
ble trust is not public information.

The organization will accept revoca-
ble gifts under two plans:

a. The donor retains the investment
control. This is often very desirable,
especially when he has stocks he loves
too much. For example: A donor may
have stocks that are highly appreciated
and want you to keep them. He gets ade-
quate income by taking the small divi-
dends and by withdrawing a few shares as
needed.

b. The ideal way, of course, is to have
the organization’s investment commit-
tee be in charge of investment and re-
investment of all funds. It is possible to
establish a pool for the investment of
such funds.

There are so many brokers and stock
salesmen that we should not overlook
the tremendous impact the mutual fund
business is making on our society and
could make on our organizations. Al-
most everybody wants to own some
stocks and often the best way for them
to get into the market is through the
purchase of mutual funds. These funds
are ideally suited for revocable giving
plans and can often be set up by the
mutual fund organization.

5. Payment to the Donor. The pay-
ment of the income to the donor may be

When you want

to get the most out
of an appeal
mailing...

give your message
the personal touch of
an Auto-typist letter

For years, experienced fund raisers
have made use of these unusually
effective letters on mailings where
returns are vital and results are
accurately measured. They know there
is no substitute for a letter that looks

as if it had been dictated and then
individually typewritten. They're after
results and Auto-typist letters

never let them down!

If you've turned to a lettershop
service for a quantity of,actually
typewritten letters, you've probably
used Auto-typist letters already.
Certainly, you have received letters
produced on an Auto-typist—letters
you took for granted were individually
typed. What you may not know is how
easy it is and how little it costs to have
an Auto-typist in your own office—
to turn out a solicitation mailing
whenever you wish, or to use in
acknowledging contributions, and
writing letters to collect and renew
pledges. Your investment is ata
minimum. (You can lease an Auto-typist
for as little as $30.00 a month. The
outright purchase price will give you
a pleasant surprise, especially if you
have been looking at any other
automatic typewriter.) With Auto-typist,
you don't have to spend money for
a special electric typewriter. Just use
one of your present machines.

All your typist has to do is head up
the letter with inside address and
salutation. Except for adding personal
fill-ins where you want them, she is
free to tend to other office duties. Low
initial investment . .. low operating
costs . . . the most effective direct mail
letters you can send out. You've got
every reason to find out more about
owning an Auto-typist. The coupon
below makes it easy.

Auto-typist

for the personal touch in form letters
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American Automatic Typewriter Company
Dept F 171, 2323 N. Pulaski Rd.

Chicago, lll. 60639
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made annually, quarterly, semi-annual-
ly, or within a period of time from date
of receipt. The income may be accumu-
lated or paid as agreed by the parties.

6. Beneficiaries. There are two divi-
sions of beneficiaries: (a) the bene-
ficiary of income; and (b) the beneficiary
of the principal. The donor may name
himself, a dependent, or your organiza-
tion to receive the income and he may
name another person or your organiza-
tion to receive the principal at death.

7. Prospects for Revocable Gifts. Peo-
ple who are not sure of their future. . .
because they may need to use the prin-
cipal.

Last members of families. We some-
times find single women who are aged
and are without living beneficiaries.
These are the primary prospects.

Retired couples without children are
also excellent prospects.

Teachers, nurses, widows, widowers,
young and old may start a charitable
giving program of significance.

The revocable gift agreements are
completed in face to face conversation.
There are many people who want to
give in this way. In fact, there are people
who will only give in this way. I would
therefore urge you to gear your pro-
gram for the purpose of securing sub-
stantial gifts through the revocable
gift agreement.

B. Life Estate Agreement (for giving
real estate to charitable organizations
on a revocable basis)

1. Definition. The life estate agree-
ment is an arrangement between a grant-
or and a grantee, which recognizes the
transfer by deed of real property from
the grantor-donor to the grantee-charity
subject to a life estate. The agreement
provides for revocation and specifies
who will pay taxes and insurance, who
will provide maintenance, what will
happen to the rents, etc.

The life estate agreement is very
much like the revocable gift agreement
except that it is designed for the transfer
of real property.

2. Prospects. The prospects for a life
estate agreement are those people own-
ing farms, ranches, homes, and commer-
cial property. Gifts of homes represent
a substantial market for the life estate
agreement. Many persons will give title
to their homes subject to a life estate
to a charitable institution in which they
believe.

3. Working with Advisors. Real estate
is often treated as “sacred” property.
The laws seem to be more exact con-
cerning real estate than other types of
property and the laws vary from state
to state. It is very wise to work with an
attorney who knows the laws of the state
in which the property is located. I sug-
gest you work closely with your own
legal counsel and/or the legal counsel
of the donor. Don’t forget the deed
should be recorded in the County Reg-
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istrar’s Office where the property is
located.

4. Completing the Agreement. In my
experience the closing has been very
simple if you have handled the inter-
view properly up to that point. You
should caution the person that it will
take longer to complete this contract
than most of the others because it may
be necessary to clear the title, to pre-
pare special documents, and finish by
recording the deed.

5. Size of Gift. When we think of
dollars we usually think of a few hun-
dred, when we think of personal property
we may think of a few thousand dollars,
but when we think of real estate, we
think in terms of tens of thousands of
dollars, and I am of the opinion that
some of your more substantial gifts will
come by proper cultivation of persons
owning real estate. The value to both
the organization and the institution is
obvious.

C. Deposit Gift Agreements

1. Definition. An agreement between
a donor and an institution providing
that the donor places cash with an or-
ganization for an indefinite period
subject to the right to add or withdraw
such funds at any time is a deposit gift
agreement. Whatever remains in the
agreement at death becomes the proper-
ty of the organization. The organization
invests the money and pays a guaran-
teed rate of interest, which is usually
lower than the going savings and loan
association rate. The reason for the
lower rate of interest is so you can at-
tract “gift” motivated money rather
than “investments.”

Sometimes legal counsels advise their
clients not to enter into deposit gift
agreement programs because they feel
they may constitute banking. In my
judgment, this is not banking in any
sense, it is simply giving. Gift annuities
for example, could be considered insur-
ance, but they are gifts subject to an
income. Our justification for receiving
deposit gift agreements is the donor’s
intention to make a gift of principal,

subject to a stiupulated income. Your
organization must be guided by your

Board of Trustees and legal counsel,

but for the record, many organizationg
have been using the deposit gift agree-

ment successfully for many years.

2. Purpose. The deposit gift agree-
ment is a “vehicle” designed for re.
ceiving small amounts of money from

many, many people who are on your

donor list who have limited assets but
want to “invest” in your organization,
I suggest the minimum amount should
be $300.00.

Another purpose of the deposit gift
agreement is to take a temporary gift
in order to get an outright gift or a gift
annuity contract later. Some people
place several hundred dollars at a time
for a number of years and then one day
exchange their agreement for a gift
annuity. In fact, I believe the deposit
gift agreement in combination with the
gift annuity, will provide an excellent
deferred annuity program that has many
options remaining for both donor and
institution.

3. Value to Donor and Institution. li
is primarily a vehicle of giving devised
to meet the needs of the masses of donor
prospects. It makes it possible for small
donors to give more to your institution,

The value to the donor is that it helps
him give sacrificially without making
himself destitute. It is another way of
giving on the basis of “I can get it back
again,” and we should not overlook the
fact that the donor does receive a small
interest each year. In my opinion the

deposit gift agreement donor is possibly

the most committed donor you have.

4. Investment of Funds. The invest
ment policyshould be ultra-conservative;
probably limiting investments to govern:
ment paper, guaranteed bank accounts,
and certificates of deposit. WARNING,
do not use these funds in your opera
tion. The temptation is great, but the
results may be devastating.

5. Payment to the Donor. Payment§
should be made semi-annually, such &

Robert F. Sharpe, Sr. is one of the
nation’s leading specialists in the field of
deferred giving. As president of Robert F.
Sharpe and Company in Memphis, Tenn.,

he serves as consultant in this type of
project for many national and international
organizations and institutions. He also
conducts seminars on the subject for
executives of charitable organizations and
writes extensively on the subject.
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June 15 and December 15 and the in-
terest rate should be guaranteed for
only one year at a time.

Summary. Deposit gift agreements
may be issued to individuals or to cou-
ples. You may also add an annuity pro-
vision in the agreement. ThF:re are no
immediate income tax benefits, nor are
there any special estate tax advantages.
The deposit agreement can be sold
through the mails. I doubt seriously if
you can afford to have personal contact
with such donors unless you are in the
field anyway. The prospects for deposit
gift acreements are those in low income
situations and who are special givers. If
vou would like to have a program that
provides a flow of small but solid de-
ferred gifts, I urge you to consider seri-
ously the deposit gift agreement plan.

D. Interest Free Loans

The interest free loan is very much
like the deposit gift agreement but no
interest is paid to the donor. This type
of oift is a gift of the use of money. A
per;on tells you he wants his money to
“work” in your program.

This type of donor will give the use of
money to purchase land, buildings,
literature, working capital or almost
any other use you can imagine.

If you are not receiving interest free
money, you are missing an excellent
source of money to use while the donor
lives and after the donor dies.

How to Use

Example. Mr. and Mrs. West, age 43
and 42, transfer $20,000 of corporate
bonds with coupons paying $1,000 a
year. They want to keep the bonds in re-
serve until they need them. They want
to give the income to a charity until
further notice. Mr. and Mrs. West want
half of the $20,000 principal to go to the
charity at the death of the first and the
balance at the death of the second
person. They could consider this: the
trustee could be authorized to purchase
a 520,000 joint ordinary life policy on
bpth Mr. and Mrs. West. It will pro-
vide the following: at the death of the
first, $20,000 would be paid to the chari-
ty. The life insurance policy could in-
clude a provision which makes it possi-
ble for the survivor to continue the same
amount of insurance without presenting
any new evidence of insurability. At the
deth of the survivor, a second $20,000
of life insurance will go to the charity.
In addition to these two $20,000 life in-
Surance gifts, the assets remaining in
the trust will also go to the charity.

Summary of the plan. A. The trust
Would be created with $20,000 of 5%
g(l)rPOFat§ bonds. B. The income of
Wii?OO will be a gift to the charity. $680
will be used to purchase the $20,000
Jomt ordinary life policy. The premiums
are deductible by Mr. and Mrs. West
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and the cash values will belong to the
charity. C. At the death of the first
person, $20,000 of life insurance goes to
charity. D. At the death of the second
person, $20,000 of life insurance goes to
charity as well as the trust assets. E.
They will be allowed a $1,000 annual
income tax deduction as a contribution.
(The $680 premium is part of the $1,000.)
F. The charity has a growing asset as the
cash value of the policy increases each
year.

Example.

Mr. and Mrs. East, age 78 and 76,
own 4,000 shares of stock in ABC Cor-
poration valued at $25.00 a share
($100,000). The dividends are about
$.75 a share ($3,000 a year). The com-
pany, while it is an old established lead-
er in the field, has failed during the
last 5-10 years to grow with the economy.
In fact, the value of the stock has slipped
from $40.00 a share and a dividend of
$1.40ashare (85,600 a year). Even though
the price of the stock has decreased, they
still have over $80,000 of unrealized cap-
ital gains in that stock. Mr. and Mrs. East
need to increase their income without
reducing their security. With rising costs
they seem to be worse off each year.

The questions are: A. What other
property do they own? B. How to in-
crease the income without reducing
principal? C. How can they give at
death?

First They own no other property ex-
cept an irrevocable life income con-
tract. They had transferred 3,000 shares
of the same stock to an institution re-
taining the income. The institution

had never sold any of the stock. A ques-

tion. Why couldn’t they sell this 3%
security and produce a 5% or 6% return
through a diversified investment pro-
gram. If the institution would sell and
reinvest the proceeds, the income would
be increased from $2,250 a year to
$3,500 to $4,500 a year.

Second Since Mr. and Mrs. East give
as much as they can each year, they can
shift their current giving to deferred
giving by exchanging a portion of the
stock ($20,000) for a gift annuity. As a
result of this, they will reduce the capital
gains tax on the $20,000 and double
their income. Their charitable giving
has not been hurt.

Third They can create a revocable
trust and retain the other stock for the
present. In the future, they can take
additional gift annuities or life income
contracts or even sell some of the stock
when needed.

In a situation like this a development
officer needs to work with these per-
sons and their tax advisor at least an-
nually, taking full advantage of all tax
savings.

There have been very small as well

as substantial charitable gifts made
through the revocable living trust.
This vehicle of transfer makes it possi-
ble for a donor to give up the manage-
ment of property now, but receive all
the income for the life of the trust. At
death, the trust property goes to the
named charity or charities. This type of
giving vehicle is, in many cases, superior
to a will, although it does not usually
replace the need for a will. One can
change it as easily as he can change his
will. He can by-pass probate court and
costs and avoid unnecessary delays. If
a person really needs management of
property, then a well-qualified corporate
trustee can contribute greatly to one’s
financial welfare. There are not any
tax advantages to using a revocable
trust as a vehicle of giving. Trustee
fees must be considered before entering
into a trust arrangement.

The best way I know to obtain entire
estates is to encourage giving via the
will and these revocable giving plans.e

(The preceding was delivered in New
York City to a seminar conducted by
Mr. Sharpe on September 15, 1970,
at the Statler Hilton. The entire seminar
consisting of nine sessions (12 hours)
is available on cassettes. For a complete
listing of topics, see advertisement in
this issue.)

CALL FOR NEW
CHURCH VIEW

Catholic hospitals,schools at all educa-
tional levels and religious orders must
fill people needs in a unique fashion in
the 70’s or perish, predicted James B.
Strenski, president, Public Communica-
tions Inc., at the National Catholic De-
velopment Conference in Chicago
recently.

Speaking on the subject, “Public
Relations and Religious Fund Raising
in the 70’s,” Strenski called for honest
institutional introspection.

“Working with the federal govern-
ment, Church institutions can provide
properly for housing the poor. Working
with their communities, Catholic col-
leges and universities can find ways to
harness the ideas and energies of our
youth as community assets. Working
with our Protestant ministers who have
pioneered the field of clinical pastoral
education, we can turn our hospitals
into the physical as well as spiritual
emotional healing places.

“Those Church institutions that rise
to the challenges of increasing people
needs in the 70’s will find foundations,
industries and individuals interested in
their efforts. Good communications
will be possible, and financial support
feasible. Those Church institutions
that think they can continue on their
traditional ways, will find support
sources drying up.
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Computer System Approach
To Streamlining Alumni Contact

The Loyola University of Los Angeles faced the

problem of maintaining contact with increasing

numbers of alumni. The computer aided the search and
kept valuable information for later fund raising appeals.

By WILLIAM KNITTLE, News Bureau Director
Loyola University of Los Angeles/Marymount College

The personalized direct mail solicita-
tion is one of the best methods of alumni
fund raising. But personalizing letters,
even by mechanical typewriters, can be
a time-consuming and costly job. Not
only must the typist do each introduc-
tion by hand, she must also continually
cross reference her card file to insure
against sending the same alumnus more
than one letter.

While card files provide the alumni
office with the names and mailing ad-
dresses of former students, they are
bulky, awkward to use and provide lit-
tle, if any, personal information on a
prospective donor.

This was the problem faced by Loyola
University of Los Angeles in 1962. Fr.
Robert C. Graham, S.J., Alumni Direc-
tor, saw the need for an improved sys-
tem of maintaining information on each
graduate. Fr. Graham called on Loyola
Alumnus and computer programmer
John Daly, currently Director of Mar-
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keting for Computer Dynamics. Inc.
Berkeley, California and they surveyed
the alumni record system which then
existed.

Five separate 3 x 5 index card filing
systems were being used. One, a master
file, contained all alumni listed alpha-
betically. These cards contained hand-
written cross references to the graduate’s
occupation, his wife’s first name and
telephone number.

Other files, also hand written, refer-
enced class groups according to degree
received, business classification, job
title and business telephone. In addition,
separate files listed alumni geograph-
ically according to states, cities within
California and postal zones within Los
Angeles.

Mobile Population

Annual Fund records were filed sep-
arately in alphabetical order by class
year. Addressograph plates, arranged in

geographical order, were maintained by
a private firm. A staff of people was kept
busy updating addresses, sending change:
of address slips to the addressing firm,
and proofreading the completed changes
The California population, notorious for
its mobility, accounted for upward o
3,00 alumni address changes each cal
endar year.

The system presented other problems
in that five index cards had to be pulle¢
and refiled to obtain comprehensive in
formation on a given graduate.

Mr. Daly set about designing a com:
puter system which would reduce the
day-to-day tasks of the Alumni office. He
determined the necessary information
should be obtained through a question
naire which could quickly be transpose¢
onto a punch card.

Working closely with Fr. Graham, Mz
Daly prepared, tested and mailed a com:
prehensive questionnaire to all alumni
It requested information concerning

John Daly (right) of Computer Dynamics,
Inc., describes computer method of sorting
alumni information to Rev. Alfred J. Kilp,
S.J., Alumni Director of Loyola University
of Los Angeles. The system provides
complete profiles of background informatiof
and past giving records of university
graduates, as well as providing mailing
labels and personalized letters.
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marital status, income property and
general feelings about the University.
In addition, information about the
graduate’s politics, religion and Armed
Services record was solicited in the
questionnaire.

The first mailing of 4,913 resulted in a
return of slightly less than fifty percent.
553 Were returned in a second mailing
of 2,445. On a third mailing of 1,872,
309 qlumni responded. The remaining
questionnaires were filled out by staff
members from the existing card files.
f)Af[cr being keypunched and trans-
erred to computer tape the names were
sorted alphabetically and a master
list was produced.
fiv-e“:ie Al‘umni office now has access to
i mes the amount of data previously

red on the index cards, It also makes

use of the followi m
: V1 2
ot ng computer-produced

[h?irlllfﬁrlg]nal?'] Registfar containing all of
e u(m obtam.ed from the ques-
= alumnul\] \(}lphabe.tlcal order. When
immedia[esv{‘{”% offxcg personnel have
o du.css to his nickname, his
i e.’\\here he lives and works,
1€s and current interests.
fectory containing all

An Annua] Dj
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graduates in alphabetical order with
cross references according to occupa-
tion, class year, geographic location and
maiden name of wife. The computer
saves a great deal of staff time in pre-
paring this directory. Computer tape
output goes directly to automatic type-
setting machines. This process greatly
reduces the amount of time required to
produce a directory.

Cheshire or gummed mailing labels in

zip code sequence (allowing the Uni-
versity to take advantage of bulk rate
mailing costs). Mailing lists according to
geographical areas, occupations and
interests may be selected at will.

Computer Information Valuable
The computerized alumni record sys-

tem also quickly produces vital fund-
raising information. Weekly fund sta-

William J. Knittle, Jr. received his
A.B. in English in 1966 and M.A.
in Communication Arts in 1970.
Prior to joining the
Loyola/Marymount administration
he was News Editor at KFWB Radio
in Los Angeles, California.

Mr. Knittle has also served as a
television producer and news and
public affairs coordinator at
KHJ-TV in Los Angeles, and was
Associate Editor of

Black Belt Magazine.
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On behalf of the Carnelian Alumni Association, we

sincerely thank you for your recent gift. Your ger

erosity is appreciated by everyone here.

Your contribution of 15 dollars has been allocated
as requested to the Carmelian Library book fund. It
will aid in achieving our "800,000 books by '74" goal.

It is our hope that you will soon have an oppor tun-

On behalf of the Carnelian Alumni Association, we

sincerely thank you for your recent gift. It i

stantial gifts like yours which have enabled our
‘university to grow and maintain its position
the world's great seats of learning.

Your contribution of lz,eyﬁg}f‘dollars has been allo-
cated as requested to the Farquard Arts Building Fund.

It is our hope that you will soon have an opportun-

On behalf of the Carnelian Alumni Association, we

sinéerely thank you for your recent gift. S‘ineé}fif

your second one this year, we are particularly de-
lighted by your generosity.

Your contribution of 2200 dollars has been allocated
as requested to the Butterworth Memorial Chapel Fund.

It is our hope that you will soon have an opportun-

As many as 255 different letters or documents can be produced simultaneously
in one computer pass using the Profile/Letter Writer System used by Loyola Uni-
versity. Shown above are just three of the variations that can be achieved. The
shaded areas show the in-depth changes that can he made to make person-to-
person messages. The underlined words illustrate how further changes-within-
changes enhance the possible personalization.
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Questionnaire sent to alumni elicits
considerable information on possible donor
which is then transferred to computer for
later use in fund raising efforts. Note
document also provides for “psychographic”
information, telling of “life style” of
recipient,

tistic and personal information sheets

PLEASE PRINT i el | TheT NANE
for solicitation may be extracted from - = " e, - -
the system. In addition, the personal in- 2 ooE; n: ABBREVIATION FOLLOW YOUR NAME (eg. MD., PR
formation sheets are prepared by class = e o
year and distributed geographically by s #o% " 7 R e
zip code. In this manner, class agents can Ty B e
solicit alumni through local calls within 19 ; Pl n s Ll

their particular area.

21 NAME OF PARISH

Personalized computer letters are also Sl e e / R
obtainable with the computer record o e s v RS, SRR ETE) e
system. The body of the letter may even .
refer to the recipient’s wife and chil- e
dren by name and insert a paragraph per- 2
taining to his hobby. 2

The many files of index cards are a
thing of the past at Loyola University of

ok o NAME OF STREET

: G e
27 BUSINESS ADDRESS: — e

A e N R

T AN T e

ZiP OR ZONE

heilinnas'se

ALUMNI ACTIVITIES (CHECK wH
10
11

—Ever 2 Group Manag
Ever a Class Chairman

12 Ever on Alumni Fund Council

13 Ever on Alumni Activity Committee

B on Alumni Board of Directors

EREVER APPLICAELE)
er (Formerly, Class Mgr.)

15 C____Are you now on the Loyola 1) Faculty
P Ever been on the Loyola U. Faculty
MILITARY SERVICE
16 BRANC
L 7‘Hhmy 17 WAR SERVICES 18 STATUS
e i g World War | 1 Acti
ol it 2 World war il 2T e
AT 3 Korean War e
s M 4 Other Name T et
£ e e e
6 ___ National Guard
7 Other Name
19 MARITAL STATUS (CHECK)
1 Single Male 3 i
—_ Single Femal
2 Married Male T mora
00 NUMBER OF CHILDREN: 20 ____ pgoys 21 GIRLS
PLEASE PRINT ; :
e s o g 3
YOUR RELiGION S aa el

30 SPOUSE'S MA DEN NAME:___
FiRsT
51 CREDENTIALS OR COMMISSION (
1

AFROTC Commission from Loyola U
——— Teaching Credential

—— Pupil personnel -redentia

——— Administrative credential

—— Other: Name_

aawn

CHECK IF APPLICABLE)

EPOUSES RELIGION - =~ 0= o

MID. INITIAL ——

T LasT

e

HAVE YOU A DEGREE FROM LOYOLA OF LA. OTHER TH,

52 WHAT DEGREE?

70 FROM WHERE?

NAME OF UNIVERSITY

10 BIRTH DATE

—— 56 WHAT SUBJECT?_
62 GIVE THE HIGHEST ADVANCED DEGREE Now HELD_

AN A BACHELOR'S?_

———— 60 YEAR RECEIVED.

66 WHAT SUBJECT?

LTI

e e

— S THE AREA OF YOUR GREATEST INTEREST (HoOBB
Los Angeles. Fourteen other institutions > BHs e cTmaaa i : G MUSIC, SPORTS, PoLITICs, ETc.
~—(FOREIGN COUNTRY) 2 DO ’
on the West Coast now make use of the £ PREFER MAIL FROM LOYOLA BE SENT: O HOME Vt:i ::;_g:([;: ._m A MEN'S CLUB OR CouNTRY cLusr  ves ng
Computer Dynamics alumni records QOPLEASE CHECK ADDRESS TO WHICH YOU =
also.
. . INE
If information on a graduate changes, o nor wre seiow Tis U s
only one change notice is required. An jasiaeRey clots 8 U ENE

input transmittal has been designed into ©
the system which instantly corrects all
files at the same time.

The program, capable of selecting up R, earcesmes & e, acrvmes

CURRENT INTEREST

ACTIVITIES AT LOYOLA

COMMUNITY SERVICE ORGANIZATIONS

t0 995 different lists from its master com- = 452202 = 3‘; Eﬁmm,xy e

pilation, combines and eliminates du- " b e G ke 3 T mrenlegen "

i g ecap Bl I o e T

updating each as necessary. B = - Ease it
The system has the added capability goce mewarons e

of storing and integrating non-alumni ok —»_coo

information, such as student grades and @ v Al o

Parish Org. (Active)

other permanent records. .s':’"e' Nome____ : = a8 Ohechame_ -~
The system has proved of particular * s

44 Jazz
. . E 8 PepClub 45 ____ Instrumental
benefit at Loyola University of Los G b 4 __ sngng
& - rehestra = D
Angeles during the annual Alumni Fono- = e xame. R e s 7 e - e SR
thon. Those volunteering to make calls ™ . e e

Fine Arts Circle

are provided with names and phone num-

50 ___ Painting
_ 51 ____ Architecture

bers of their classmates who have not Sy & oot
prev1ous]y given for thg year. Thus there Yo Repuicans — 53— Repubcan v
is no danger of bothering someone who = one: xame Bl OE v b niotedime > = - P
has already given, and the person com #™% ¢4 or oruermse) S e
tacted is usually an acquaintance, at§ & e nis
least, of the volunteer. g e S5 et Wi ey b Feig

This versatile approach to maintain- & &f . e R R
ing alumni records has virtually freed g"“’f\m OreavizATIONs Seirory
the office staff for more personal COMME e, Eoonomcs Cute €8 T A Engih,History, conamics
tact with graduates. Record keeping: © O e e 5 T tranerns
mass and selective mailings and personal | - SR e e
solicitations are now carried out with§ .G — 8
small expeditures of time and ever i ;eoh:cs%cm‘ —n
creasing results. PUblicaTions ;"cmumw@s' —— 2

Loyola University of Los Angeles &8  laen dori s
cently affiliated with Marymount CobR (i emc ru Sindh
lege, and the two schools now shar€§ *eteme ™ X Q Tionnacte
facilities on a single campus. This pro: w
gram integrates the alumnae records © B
both institutions. e

3 NICKNAME:

Gt

©OR OTHER NAME. IF COMMONLY USED IN PREFERENCE TO FIRST NAME

4 HIGH SCHOOL GRADUATED FROM: (CHECK O

INE)
[é}) Loyola High School
(2) — Other Jesuit High School
(3) — Other Catholic High School in Southern California
(4) — Other Catholic High School outside Southern California

5)
®)

Public School in Southern California
Public School outside Southern California

@ Other Private School in Southern California
(8) — Other Private School outside Southern California

5 IF YOU RECEIVED A DEGREE FROM LOYOLA U., WHAT YEAR_

LAW SCHOOL?.

IF NOT, WHAT YEARS DID YOU ATTEND LOYOLA U.2.

6 TOTAL NUMBER OF SEMESTERS AT LOYOLA U.2

7 AT LOYOLA U., DID YOU ATTEND:
@
3
@
5)

Graduate School only

Only Night School

Summer Sessions only
Loyola Hi only (prior to 1929)

e SRR e RN

8 WITH WHICH UNIVERSITY CLASS DO YOU PREFER TO BE ASSOCIATED?

9 COLLEGE ENROLLED AT LOYOLA U.: ARTS & SCI.

10 MAJOR AT LOYOLA U.: (e.g., History, Civ. Engr.,
11 HONORS RECEIVED: (1) CUM LAUDE

12 DID YOU COMPLETE THE HONORS PROGRAM?
13 UNDERGRADUATE DEGREE FROM LOYOLA u.:

14 CHECK TYPE OF SCHOLARSHIP IF APPLICABLE:

(a) —_ Academic from Loyola
(b)— Athletic from Loyola

(© Band from Loyola
(d)— Glee Club from Loyola
() dWork-service from Loyola
(f) — Other service from Loyola
(8) — State scholarship
(h— G. 1. Bill

(i) — California Vet.

0} National Merit

(k)— Government Loan

(1) — Other

15 DID YOU RECEIVE A FULL SCHOLARSHIP?_____

DO NOT WRITE BELOW THIS LINE

; BUS. AD.______ ; ENGR.

Poli. Sci., etc.).
RN e SR e

i (2) MAGNA____ i (3) SUMMA_____

(APPLIES AFTER 1961 ONLY)_

(eg, BA, BS., BBA., etc)

—_— PARTIAL

16 MAIL CODE
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Fund Raising Horizons
In The Societa] Seventies

The 1970’s will be a time of challenge to fund raisers.

Some of the socio-economic and

ten years Stressing
Psychological trends

to look for, and the place of young people.
By PAUL E. FUNK, President,

Epilepsy Foundation of America

become increasingly
difficult to find—money.’

Many a businessman, and I speak
from recent angd first-hand €xperience,
has become convinced that the supply
of cash, particularly risk capital, has

are curtailing their expenditures, profits
are hard to come by. The turning point,
assuming it is now within range, is not
at all clearly visible or even certain.

Against that background, it takes
not a wise man, but perhaps a foolhardy
one to predict the shape of the future.
And yet that s my subject, namely the
“Fund Raising Horizons of the 705"
- O, as I prefer to call them, “zhe
Societal 70’%s.”

In short, my real subject today is:
money. How much will be available?
Who will have j¢? For what wil] they
spend it? How can we succeed in get-
ting it for worthy causes during the dec-
adeahead? Uponhow well we, and others
like us, find answers depends, in large
measure, the quality of our society.

For in this nation, it is our schools,
our fraternal and professional societies,
our hospitals and voluntary health or-
ganizations, oyr many associations of
concerned citizenry, ~ang yes—still—
our churches, that prodour governments.
our great business networks and our
people slowly byt inevitably toward a
more perfect civilization.

To carry on the work of fact-finding.
educating, informing. advocating and
otherwise illuminating the needs of
humanity, good causes need, and will
continue to need, large sums of money.
For without money, no meaningful pro-
grams can get underway.

My role is to provide an overview of
fund raising in the next ten years. |
would like to concentrate upon discuyss-
ing essentially five Subjects:

1. Some of the statistical, socjo-
€conomic and psychological trends and
Considerations—already apparent or
just over the horizon— with which we
Mmust contend as we move into the 70s.
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2. Obvious implications for not only
fund raisers but also for the Board of
Directors of the organizations and in-
stitutions for which funds are being
raised.

Sx Involving Ouryoung people — which
may be perhaps the most critical of a]]
our tasks in the years ahead.

4. The crucial and accelerating im-
portance of direct mail and of computers
to all fund raising activities, and

5. The growing  opportunities for
people with your talents and knowledge
to help shape the world of tomorrow.

Atseveral points | will be talking about
Epilepsy. . . and the Epilepsy Founda-
tion of America, one of the largest non-
profit mailers in the country. For
although I have been involved in fund
raising for United Funds, for hospitals,
for the Boy Scouts, for schools and for
other causes, | know most aboyt the
achievements, the activitiesand the prob-
lems of the Epilepsy Foundation, on
whose board I have now served for more
than six years. And I can use that ex-
perience, | hope, to highlight and to
demonstrate some of the significant de-
velopments [ see ahead.

The Epilepsy Foundation of America,
which is headquartered in Washington,
has some 72 loca] chapters across the
country which is about half the number
we feel are needed. It makes research
and training grants, conducts an exten-
sive information and education program,
supports a Children’s Rehabilitation
Center, initiates vocational rehabiljta-
tion programs and other “demonstra-
‘tion” Projects which can then be
duplicated elsewhere, and. above all
else perhaps, serves as an Information
Center for all of the groups concerned
with medical and social management of
the disorder.

Now—Ilet me quickly describe the
place of direct mail in the activities of
the Epilepsy Foundation of America,
The Foundation uses direct mail for
three purposes: 1) For public informa-
tion and education: 2) for fuad raising;
and 3) to keep chapters, voluntary
workers, and other “influentials” up-
to-date on what s going throughout the
field.

Mail is not the only medium used for
information and education. The Founda-

i
tion has an extremely competent publj¢
relations team, and the nation’s medig
have been most generous with the timg
and space devoted to our cause. Not:
withstanding which, direct mail has beey
i in changing pubjj
attitudes. And the figures would seem fg
indicate that j has been extremel
Successful,

Over the past 20 years, Dr. George
Gallup’s American Institute of Publj¢
Opinion has five times obtained ap
SWers to questions about epilepsy frop
fepresentative members of our adu]
Population, in 1948, 1945, 1959, ang
1969. Let me highlight the findingg

When those familiar with epilepsy
were asked if they would object tg
having their children play with epilepti
children, a dubjoys 57% answered “No"
in 1949, byt by 1969 81% had no prob-
lem with the jdea. When asked if €pi
leptics should be employed, only 45%
said “yes” in 1949, but 76% said “cep
tainly!” in 1969, Asked if epilepsy is g
form of insanity, which jt is not, 59%
said “no” in 1949, and by 1969, 81%
knew it is not.

I could go on with these findings, by
these will suffice, [ believe, to indicate
the success of our educational efforts;

Only Mail Productive

Important as direct mail is to our int
formation activities, it is even more s
to our fund raising activities. For upon®
the success of fund raising depends oyt
ability to undertake any other programs,:
And for some reason which none of ys
completely understands, no one has
ever been able to rajse large sums of
money for epilepsy. . except by mail:

Our first big mailing took place in
1957, when 2,600,000 pieces were sent
out, from which we derived $431,000°
from 295,000 donors who contributed:
an average of $1.46 each. That was ans
11% feésponse—very good indeed—bulv
the cost ratio was 65% — nog agood figure
to defend for an organization supported |
by public funds, ;

In the years since, our response rate.
for mailings to new lists of names, has
dropped to five or Six percent. Our cost

thirty-three percent two years ago, then
rose again to about 5() percent as infla
tion combined with increased unemr
ploymentmade the donor more reluctant
to give. This has alarmed us. For evel
33 percent s far too high! And we are
constantly exploring a number of posst
bilities in the hope of raising more money
at less cost,

We must raise more money to propel”
ly serve our constituency. In 67, whe
[ was Chairman of the Epilepsy Found®
tion of America’s Program Committee:
We set a 72 fund raising goal of at least
four million dollars 4 year, and we af
badly behind schedule.
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Moreover, public views as to proper
fund raising ratios are begmmng to
solidify—and although thoge views
create real obstacles fon certain organ-
izations, and perhaps msurmountabl?
lza“sofor. new organizations, the “Target
i);rlege appears to be 8 to 20 percent.

We divide our mailings into (wo main
categories: Mailing to new lists, and
mailings to our “House list. aneh.a
recipient has made a contribution, his
name is added to the latter list which

sently consists of.z.about a ‘million
5 s. Subsequent mailings to this donor
:grrnnfaily produce a ten or fifteen per-
cent rate of return, bl{t over a period of
time, of course, its vitality erodes and
new names must constantly be added.

In fact, current attrition iates are
alarming and in excess of thg “Standard
Fall-Off” formulas with which you are
familiar. : :

There are, naturally, a wide variety
of different kinds of maiiings made. For
example, the letters which go to tho§e
who have contributed $100 or more in
the past are quite different from the
letters which go to other donors.

But our mailings follow, rather exact-
ly, I believe, the techniques used by
other successful mailers. And generally
accepted principles of good piactice:
Stating the proposition, repeating ihe
proposition, and a strong closing whicii
asks for money and tells how to send it
to us.

In all cases, we include literature
about epilepsy, what it is and what we
are doing about it. And in most cases,
we also include candle seals. The candle
is the international symbol of the epi-
lepsy movement. And the seals of course
areé another means of distributing our
message.

In terms of several criteria, by far
our most effective letter is the one to
which a bright, shiny copper penny is
attached. Incidentally, it is nor the
letter which | personally find most ap-
Pealing, but it /s the one which con-
tributors find most appealing, particu-
larly on 3 short range basis.

Whether it is the most appealing in
terms of building a long-range donor

aS€ IS a question that we are now
€Xamining along with other considera-
tions. Ang, we have been criticized for
the penny.

Returns Picking Up

It costs us, o the average, seventy
three dojjars to produce one thousand
Pi€ces of maj). Currently we mail about
liteen mijllion appeals a year, and the
COst—after deducting Iist exchange
Credits— about eight hundred and
fifty thousang dollars. For more than
*6Ven years these activities have raised
More thap, tWo million dollars each
Year,

As | Mentioned, oyr returns were
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“Off” somewhat in 1969 but seem to
be picking up again in 1970. This is still
a remarkable record, a record that is
due in large part to the work of one of
our long-time volunteer leaders, Harold
Babbitt, and our Director of Mail Fund
Raising, John Conner. :

And yet, as we look to the future, it
is clear we still have much to do.

We test lists following the general
pattern of the industry, that is, first a
subjective decision that a new list is
likely to respond profitably, then a test
of about 5,000 names—selected on a
systematic sampling basis. If result.s
show promise, a retest of greater quanti-
ty is made to confirm the results of the
first test. :

The actual quantity used in testing
depends on the size of the list, the sub-
jective feeling for it (which usually
springs from experience with a similar
list) and the type of donor it is likely to
introduce into our “House” list.

We use a great variety of lists, in fact,
buy more than 100 a year, and I believe
We are unique in the mail fund raising
field in the extensive use of commercial-
oriented lists. Thirty percent of our
annual mail goes to this type of list.

We are not satisfied with our “Donor
Profiles” and are currently engaged in
research aimed at finding out more about
those who give $10 or more. Profile
demographics, of course, will then be-
come specifications for more effective
screening of candidate mailing lists.

Broadly, and without going into de-
tail, our present support seems to come
primarily from two groups: The $1 to
$5 givers tend to be people who are
married, fifty years old and above, have
children who are married, and have an
income in the seven thousand dollar
median range. Many of them are on
social security and pensions.

Seventy seven percent of our donors
seem to fall into this broad classifica-
tion—and if you're thinking what I'm
thinking, this clearly is not the group
we ought to be staking our future on!
But more about that in a minute. Part

of this unhappy result, I believe, is due
to the sources from which we l_)ave ob-
tained lists in the past, and part is due to
the nature of our current appeal.

The five dollar and over contributor,
of course, is more affluent, is younger,
is apt to be a “Businessman” and the
holder of several credit cards.

There is good reason to believe that
most donors have had first-hand ex-
perience with epilepsy somewherg in
their own family or within their circle
of friends.

Like many other direct mail people
Wwe are currently engaged in zip code
analysis and are attempting to deveiop
demographics and psychographical in-
formation on various kinds of contrib-
utors. Obviously, the more accurately
We can aim our appeals, the fewer we
will need to send out, the lower the
cost, and the more effective our opera-
tions become.

Fortunately, we have an excei]ent
base from which to work. American
fundraising services and others who have
analysed our operation tell us that we
have what are among the very best rec-
ords in the fund raising field. Many of
our routines and computer operations
are above average. And yet, we already
know that they are entirely inadequate.

For we worry that our “Bread and
Butter” list is composed mainly of older
adults. Why? Because, quite frankly,
those are the only people whom we have
been consistently successful in reach-
ing. But I read somewhere recently an
observation of Margaret Mead’s, who
said that today’s adults are somewhat
like the immigrants of several genera-
tions ago.

They are unfamiliar with current
mores and behavior patterns, and they
cannot understand the language, for
they have not grown up in a universe
of television, cybernetics, space travel,
the new math, riots and confrontations.
But as communicators, and especially
fund raisers, we must learn the new
language, or we will' be left behind.

Paul E. Funk has spent more than 25
years in advertising holding a variety of
top level posts. He was vice president of
the Interpublic Group of Companies, Inc.,
and chairman of the board of directors of
Pritchard Wood Associates, Inc., a
company he helped to found. Prior to these
assignments. Mr. Funk was with McCann-
Erickson, Inc. for 13 years. He is an

active member of marketing and
management associations and speaks
frequently on marketing subjects. Currently,
he is serving his second term as president
of the Epilepsy Foundation of America.
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So €nough

the world

bring, there are

predict:

moment, and let ys
of the things already visible on those
horizons we want to discuss. What wij
be like in 1980? For although
it is impossible,
tive about all that the Next ten years wi]

about epilepsy, for the
take a look at some

I am sure, to be definj-

certain Statistical,

— For the first time, we are not sure

our children wj

I have a better life. and

there is the realization that life will not
be improved by technologists.

— There will
tion drift away

be a continued popula-
from the center of the

Marshall McLuhan hag said—and
surely it is relevant to quote him here
if we're going to discuss the science of
of Communicating

reaching people,
with people in the 70’'s—“Like al futures,
the future of every future is in the pres-

people can see what’s
there, under their noses,

€asier to look in the rear view mirror.”
It is already clear that the burden of

charitable giving has passed from the
few to the many.
As detailed in the booklet, Givin

USA,” of the $17.6 billion contributeci

for a wide range

confront our Society. And solu-

tions—-whether funded by foundationsg or the private sector —

nation and toward the two coasts and

the south.
— There wil]

be a continued popula-

tion drift away from the inper cities and
toward the suburbg.

— There wi]]
tion movement

be a continued popula-
away from rura] areas

and toward the 5() largest Metropolitan

Areas,

— The population of persons aged
20 to 40 wil] increase at twice the rate of
the rest of the population,

— Less than 25 percent

force will pe bui

Or manufacturing— the rest of

be in service ind

of the work
digging, growing
us will

Iding,

ustries.

== Spending on services, as against es-

sentials, will soar

by 1980. Service spend-
to $350 billion, about

0 percent of family income, as opposed
to about 10 percent as recently as the
’50’s.

— The educat
tinue, Between

the whole previo
try combined.
— By the mid

will have been

ion explosion will con-
1965 and 1975 more
€arned than in
us history of the coun-

Seventies the U.S. will

be the first nation ever to achieve a tril-

lion dollar econo
Sounds Jike w

collecting it for g
It is estimated
son in Amerjca se

in 1968

my.

have plenty of people

ood causes.
that every third per-
I'Ves in some voluntary

Butthereare trapshere for the unwary!

As will become
Speculate, as we
look at current tr.
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increasingiy clear, [
take a more careful
ends.

Corporations can giveup to 5 percent of
their net earnings before taxes,
are not doing so, and
to be headed in this direction, regard-
less of how many speeches are made by
top exeuctives “aboyt “social respon-
sibility.”

Foundations contributed $1.6 billion
to the total, but the ground rules here
changed radically as the resy]t of new
tax laws and other legislation. Many
that the smal] family
foundation may well all byt disappear
over the next severa] years. And the
number of proposals being made to the
large foundations are at all time highs,
Moreover, such serious thinkers as
John Gardner warn that we “should not
be surprised if the attacks on founda-
tions continue and their tax exempt
status ultimately disappears.”

gave you earljer
individuals,

Charity Crisis

If we Project current donations by
Individuals to the year 1980, at the

and that we now face what can only be
described as a “charity crisjs.”
Competition for dollars wil] be intense,
for a wide range of massjye problems
now confront our society. And soly-
tions—whether funded by foundations
or the private Sector—will cost mass-

ive sums. For €xample, the bill for
ing pollution control s estimate(
$70 billion. Government expenditurg
for health are NOow at a $63 billion levg
with another $35 billion being Proposg
for insurance, and we still are not d
livering what s required at Joca] levelg
Also, we need to contend with slu
the alienation of the young, the problepy
of racism, schoo] integration, unemploy
ment, a need to develop—and to secur
a consensus for — , set of nationg
priorities,

There are more than foyr thousang
professional fund raisers in thjs country
attempting to rajse money for varigys
causes, which, for the most part, are
very worthy indeed. Byt this is only ong
i i According to  Americay
Fund Raising Services, more than ope
hundred thousand individual non-profjj
i listed by the

mark,

Beyond that, we fail to recognize g
our peril that basic valyes are changing
My long time colleague, Lee Adler,
now Corporate Director of Marketing
Research for RCA, calls attention to sjy

1A questioning of materialistic pyr-
Suits at the peak of our affluence,

2) Increasing pressure for
Justice.

3) Decline in the respect for authority
and the law,

4) A belief in the rightness of militan:
cy and confrontation.

5) A love of novelty.

6) A passion for
paralleled by a Joss of interest in content.

social

attempt to reach the growing “Now"
generation. These include:

— Complex needs for self-definition,
purpose, love, esteem, a sense of belong-
ing, and esthetic satisfaction. ,

— Greater intelligence, sharper wit. |

— Lessened inhibition, i

— A passion for personal involvement |
(which we can turn to our end, | believe).

— A jaded capacity to “receive,” and
yeti.

— A responsiveness to multimedia
presentations.

— Susceptibility to apparent paradox.

dress, and taste.

A greater senge of community
among the young as a separate sybcul
ture, which cyyg across social and eco
nomic clgss lines.

— Emphasis on immediate short term
gratification, and gy associated dis’
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soly. counting of the future in terms of plan-
| %
4 ning and saving.

— An acceptance—if not a positive
liking for—impermanence. .

If these. then, are some of the socio-
economic and psychological factors with
which we must contend. let us move on
to my second point: the Obl‘l.ous im-
p/[caiz'ons not only for fund raisers but
also the Boards of Directors of the
organizations for which t.he money (s
/)éz‘ng raised. The most important of
these, it seems to me, is that: In the
world of tomorrow, you cannot raise
money for causes and institutions with

the methods of yesterday.

Appeals Must Be Relevant

There are already too many causes,
too many complexities, toq many prob-
lems clamoring for our time, our at-
tention and our money. So there is an
urgent requirement to be cont.einp’(.)ra.ry_
to be relevant, to be “competitive” Wl.th
other appeals. And to relate fu.nd rais-
ing appeals—insofar as pessible—to
those issues of greatest priority and
concern to our people.

You must re-think — ond re-state —
your mission and objectives more fre-
'quem/y than ever before.

You must give careful thought to
merging, combining, cooperating, and
consolidating your efforts in order to
be more efficient, more deserving of
Support, and more in tune with the
times. | recently suggested to the Ameri-
can Foundation for Religion and Psy-
chiatry that they shorten that ponderous
and stuffy name to a acronym more
meaningful to our young contempo-
raries—namely, RAP.

And at the Foundation, for example,
and I speak now for myself, I am deter-
mined to work ever more closely with
the American Epilepsy Society, The
American Neurological Association,
The Uniteq Cerebral Palsy Association
and a number of other organizations to
explore mutuyal activities, looking for-
Ward to ever more effective coopera-
tion ang eventually, perhaps, to the
Creation of a new and stronger National
Neurological Disorders Society which
Consolidates a]j programs in these areas.
eliminates duplication, and is able to
More forcefully provide greater service

to the afflicted.
Oncentrate futyre fund raising to-
wards the many, not the few, and

‘Mechanize” gpis effort to the greatest
extent possible, reserving personal
Contact for thay fraction of one percent
of donoy who warrant personal contact
and carefy] cultivation.

Am(mg other things, this means we
Must reyige our thinking about specifi-
Cations fer the “ideal” Development
< rector. No longer can he be solely

Personality." He must have training
and pe skilled in a wider range of dis-
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ciplines than ever before, and outside
professional counsel is an absolute
must. Today’s fund raising cannot be
done by amateurs, no matter how well-
intentioned. . .

Allow more room for experimentation
in fund raising budgets. . . And make
sure that the budgets are adequate for
the goals to be achieved.

Paradoxically. perhaps, this means
that planning is more important than
ever before. .. It also must be more
flexible than ever before. Five year
plansandbudgets—eventenyearplans—
are increasingly needed.

For contributors are more interested
than ever before in knowing exactly for
what their money will be used. Fund
raising authorities everywhere agree that
the era of unrestricted gifts may be
coming to an end. People want to know
specifically how your program will con-
tribute to our society over the next ten
years. .

Public Relations and Public Affairs
Activities, and eventually every element
of the programs undertaken by an or-
ganization, must mesh ever more close-
ly with fund raising activities.

Fund raising can no longer be con-
sidered the concern of the Development
Director alone, if indeed it ever could
be. It is the concern of everyone, staff
and volunteer alike, and increasingly
funds can be raised only for activities
that can be understood and which war-
rant support.

Finally, listen to your critics, listen to
yoursupporters, document your appeals
and involve your constituency with
greater frequency.

We need to make a special effort to
go after the young, for they are more
numerous than ever, and they are the
contributors and the supporters of
tomorrow.

The prime contributor age group has
always been the 35 to 55 age bracket, of
course, and this will most probably
continue to be the case. For young peo-
ple getting started in life, buying homes,
furniture and having children just do
not have heavy funds to spare. And yet
there have always been contributors in
younger age brackets. Now, this would
appear to be less and less the case. Sevy-
eral fund raisers tell me that there are
fewer and fewer contributions from
those under thirty.

This should concern us all. For there
is more than a little reason to believe
that this age group, despite their active
and vocal concern about a better society,
give less evidence of being willing to
work and contribute to that improved
society. And there is considerable evi-
dence which suggests that they are dis-
illusioned not only with “the establish-
ment” per se, but also with the very
organizations whose purposes are much
the same as their own.

Part of the answer, of course, is in

Reply-O-Letter
can make

the difference
between

raising a
little money
and raising
alot.

We know how to help fund
raisers get and keep donors.
We specialize in it for non-
profit organizations. Hos-
pitals, colleges, religious
bodies, political groups and
national health agencies
know that we know how to
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people. After all, it’s been
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making our organizations and institu-
tions more relevant to the critical is-
sues of our time.

Let me now turn to my third point:
the crucial and accelerating importance
of direct mail and of computers to all
fund raising activities.

As Donald M. Kuhn, TB Campaign
Director, says in a recent issue of Fund
Raising Management magazine:

“It's an understatement to say that
the greatest single impact on direct mail
fund raising in the 1960’s was the rise of
the computer and the rise of its peri-
pheral requirements of other forms of
automation.”

I think that the automated campaigns
of the 1970’s will be distinguished prob-
ably by competitive creativity, which I
see springing from the fact that we are
really just beginning to grasp some of
the potentials in computerization of
campaigns—in motivating people to
contribute, for selecting the best pros-
pect contributors from our list, for
mailing and for producing economies
in materials and in postage.

Regarding direct mail, to refer to
“Direct Mail and other forms of Fund
Raising” is to commit semantic non-
sense. Every form of fund raising starts
with direct mail, whether you are talk-
ing about major donors, foundations,
commerce and industry, or even indi-
vidual donations gathered from house to
house. At the beginning of the effort
there is always a letter to someone.

Pre-campaign direct mail is used to
condition prospects. Mail is used to
set up executive appointments. Mail is
used to reach areas where no volunteer
workers can be found. Mail is used
to recruit chairmen for personal
solicitations.

There are straws in the wind which
indicate that direct mail solicitation
may, eventually, replace volunteers in
community fund campaigns. In Massa-
chusetts, in 1969, at least two wealthy
suburban towns refused to conduct
door-to-door campaigns. In reporting
the results of one mail campaign, the
town chairman reported a 40% increase
over the previous year’s income, with
nary a doorbell rung.

Another fund raiser says: “There is
a revolution in prospecting going on in
our organization and in others. The
Easter Seal Society, the Heart Associa-
tion, are going more into direct mail
and less into personalized community
wide personal approaches.

And still another: “We never go
house-to-house because it’s economical-
ly indefensible, and you can’t organize
on a personal solicitation basis the
number of workers needed. It’s becom-
ing increasingly more difficult to find
the number of volunteers needed.”

Perhaps I belabor the point. But
there are those who do not yet seem to
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realize that all fund raising increasing-
ly relies upon direct mail.

To make proper use of direct mail,
of course, intelligent use of computers
is essential. And despite the great ad-
vances of recent years, | know of none
with completely adequate routines for
personalization, for segmentation, and
above all for the basic record keeping,
down to life time records of individual
donors, which increasingly is the founda-
tion for all campaign planning, upgrad-
ing, and strategizing.

Computer Mix With Direct Mail

Why doesn’t some computer organ-
ization custom design a complete set of
programs for fund raising organizations,
including more specified cash flow pro-
jections? Or—why don’t charitable or-
ganizations in given fields such as
“health” or “education™ establish joint
facilities which could be used by all of
those with similar interests? The costs
of which could be shared while retain-
ing their individual identities?

Atthe Epilepsy Foundation of America
computer expenditures are already to
$184,000 a year and will need to go
higher if we are to improve our fund
raising effectiveness. We are now study-
ing proposals from six sources, but none
seems to completely fit our needs.

All fund raisers need to recognize the
diversity of our population, need to seg-
ment their audiences, need to zero in
their appeals to the special interests of
their constituents, not dwell on the
organization’s own problems.

Obviously, all of us need to recycle
our results, study our successes and our
failures, and make more intelligent use
of the computer to do more and more

which is perhaps the most critical of
all our tasks in the years ahead. We musg
persuade the under 30’s generation of

our relevance for by 1980 they will be

the under 40’s and where will our money
come from then?

It seems to me that certain guides for
the communicator are obvious. The
“now” generation hates hypocrisy or
shame, respects the truth, resents ex-
cesses of earnestness, is disgusted by
pomposity.

The point, of course, is that without g
better grasp of the new warp and woof
of society and technology than we have
ever demonstrated before we cannot
hope to communicate with, let alone tg
persuade, the mighty new generation
that is shaping our world.

Communication Important

And that brings me to my final point;
Social problems and opportunities with
which direct mail people can help. And
while this may seem to have little to do
with the topic at hand—fund raising—
it really has everything to do with it, be-
cause it has to do with giving people
better reasons for giving.

God knows there are already more
than enough causes crying for our at-
tention. We'd better get at it for the need
is urgent. Sir Julian Huxley, the British
biologist, has stated that by the year
1980 man’s mental abberations may pre-

vent him from handling the machines he -

has created and the polluted, overpopu-
lated world he lives in.
By creating technology man has even

reached the moon, Sir Julian continues,

but through his Frankenstein tendency
to let it outrun his powers of forethought
and control he has imperiled the wel-

fare of the earth and his own tenure on it. "

gperfection, the divisions among people,
' or misunderstandings, seem at least as
: great as ever. The point is not that
we should communicate less, but that
we should communicate more. '

Which brings me to my final point:
The growing opportunities for people
with gour talents and knowledge to help
shape the world of tomorrow. 5

Why vou? Well, why not you..Wt}o
else is there? You may not realize it,
but the current tensions in our society
are already resulting in visible shortage
of qualified leaders in government, non-
profit organizations, business and

iv es.
unIl\ﬁzr;l;l endeavored Fo.tell you about
the place of direct mail in the activities
of the Epilepsy Foundation of America,
to take a look at some of the fund rais-
ing horizons of the 70’5_. to examine the
implications for fund raisers and Boards.
to point out the urgent need to involve
our youth, and to point out the vast
rangé of social problems and causes
which need your specialized skills,
more effective direct mail and computer
utilization and finally the growing op-
portunities for you to help shape the
world of tomorrow.

Our entire nation wishes you well
with these endeavors. For the dreams
and aspirations of the organizations
working to improve our society can
come to fruition only if we are able to
raise money for their work.

So let me now close with a quotation
from the book RECLAIMING THE
AMERICAN DREAM by Richard Cor-
nielle; who says:

We can build whatever kind of world
we want. We can build the good Society
—prosperous, humane, free—on a scale
that defies our present capacity to see
the future. Step by step, as the whole

= society discovers new ways to use its

I think that the automated campaigns of the 1970’s will be
distinguished probably by competitive creativity, which I i

see springing from the fact that we are really just beginning.

of this dreary and back breaking
drudgery.

Before I leave this section on direct
mail, it is interesting to look ahead at
the next decade, and speculate upon the
new kinds of vehicles we may well be
employing.

I have reference to combinations of
media, and new media, such as records,
tapes, and perhaps even TV cassettes.
I have reference to group projects on
which families can work, and in which
they can involve their neighbors. I have
reference to monthly billing systems and
to “personal contact” involvements
similar to that achieved by “foster par-
ents” in promoting correspondence be-
tween the donor and the child receiv-
ing his support.

Let us now move along to my fourth
point: involving our young people—

Among other “intractable” problems;
Sir Julian envisions as tormenting man
into the nineteen-eighties are the pro-
liferation of . autos, waste disposal and
all the accompanying problems of aif:
water, and food pollution, and general
ly, “Pressures of the Environment.”

To handle all the apparently impossi
ble situations, he envisions a new breed
of government bureaucrat or technocrat
and the dumping of the bulk of the
problems into the arms of government:
“Unfortunately both the government
and the universities have failed to make
adequate advance provision for th¥
national requirement,” he laments.

He made no comment, however, o
what must surely be the most importal

new tools, we can turn them to purposes
not yet clear to us. We know that the
free economy will provide more and
more of whatever people want to buy.
We know that we will have more and
more free time and more ways to enjoy
it. Almost everybody will be able to
deepen his life through artistic and
creative efforts. But the ultimate mark
of dignity will be the use of more time,
and more resources, on voluntary serv-
ice. We can, indeed we must, grow as
esponsible individuals.

Through it, we can restore the sup-
Portive circle whereby America origin-
ally put its unique emphasis on per-
Sonal dignity. We can again insure
‘C):r:tfrel’edom by limiting the powers of
movzat government. Being free, we can
ot evo ever higher planes qf prosperity
e aser greater human aspirations. V_V_e
P’O;pe we 1€9rn how, fo'cus our growing

"ity directly and imaginatively on

element in coping with these and othe!
problems: Communication.

While our communications seem
have achieved an astounding degree o
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"eal humap, needs.

€ can—you can—reclaim the
Merican Dream. o
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Food Raises Appetite
For Fund Raising Appeals

A luncheon catering service performs a dual role: aids
fund appeals by providing low-cost luncheons or
dinners and tests consumer reaction

to new food product releases.

By NINA BREDT, Editorial Coordinator

Success of the San Jose City Panhel-
lenic Women’s annual scholarship ef-
fort had to be assured in 1969. The
previous year’s gala theater party had
chalked up a resounding deficit. The
group, representing 17 Greek Letter
associations, had committed itself to
funding four four-year scholarships at
$250 per year.

Plan? Arrange with Luncheon Is
Served, Inc. to provide a giant buffet
luncheon to be held on the site of a
newly completed condominium com-
plex. Sell tickets at $2.00 each.

Result? Total expenses: (printing
programs for the house tour, purchase of
special paper table cloths and service
ware, recognition awards for women
of the group who served as guides)
less than $50. Net proceeds: $1751.13.

Across the country, for the past 25
years, other groups have used the same
system for somewhat less spectacular,
yet still impressive results. From a small
beginning in 1945, Luncheon Is Served
has helped groups, primarily women’s
organizations, collect more than $15
million.

Salvation Army home leagues, parent-
teacher associations, church groups of
every denomination, regularly use the
luncheon program to collect $150 to
$500 for their ongoing philanthropic
projects. This fall, as in other election
years, political campaign headquarters
are encouraging local groups to engage
the organization in providing luncheon
or dinner meetings to raise lump sums

for contribution to their candidate’s
campaign funds.

Other major fund-raisers, institutions
and foundations, can utilize the program
by appealing to local women’s groups to
pledge the proceeds of an event to their
current fund drive.

The appeal, I think, is its simplicity.
Little time and effort is required on the
part of the group’s own members. One
phone call assures a complete menu,
fully cooked and ready to serve. Little
expense need be deducted from gross
ticket sales—thus tickets can be priced
low enough for wide appeal, yet still
result in a substantial contribution.

The service utilizes demonstration
foodstuffs provided by manufacturers,
which are coordinated by the staff into
three-course meals. Each of the 28
units operating in major metropolitan
areas throughout the nation and in
Canada is comprised of a hostess and
two assistants who do all of the food
handling and preparation.

Groups served provide cooking and
dining facilities, and appoint commit-
tees to set tables and help with serving
and cleanup. Ticket prices are deter-
mined by each group to fit their par-
ticular needs and particular audience.
Tickets themselves are provided by
Luncheon Is Served, at no cost, to
eliminate that printing expense.

Even the door prizes are provided,
mostly sample items of food products
manufactured by the sponsors of the
service. Some other items of high appeal

Nina Bredt has worked with several
public relations offices, starting with
the Government of Puerto Rico in
1950, and has been a free-lance
contributor to numerous periodicals.
Currently, she is editor of a regional
trade journal for the retail food
industry in the Pacific states.
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to homemakers are also demonstrated,
then awarded as door prizes.

The advantages of using such a service
are unquestioned by anyone who has
ever served on a luncheon arrangements
committee. No one has to call on local
suppliers to solicit donations of food—
no one has to drive miles to pick up and
deliver foods that are, after many calls,
finally pledged. Best of all, no one gets
“volunteered” for the cooking commit-
tee, to spend hours wrestling with the
preparation for mass feeding—a much
different matter than cooking at home
and one with which few volunteers have
any experience.

The San Jose Panhellenic Women’s
luncheon was atypical in its dispropor-
tionate ratio of expense to net. As the
largest luncheon offered to date (more
than 850 guests were served) the occa-
sion was used as an appropriate and ef-
fective method of introducing the
organization’s program to the San Jose
area, so the usual service fee was ab-
sorbed by the company. Panhellenic
Women had only their incidental ex-
penses to cover out of total proceeds.

Most groups pay a set service fee,
quoted in advance, based on the number
of expected guests, varying slightly

from area to area because of differ-
ing costs. Typically, groups of 80 to 125
are served for $35, groups of 125 to 200
for $45, groups of 200 or more for $55.
Special rates are established based on
the particular circumstances for espe-
cially large groups.

Obviously, a three-course meal cannot
be provided at a cost less than 25 cents
per person. The “secret” of Luncheon
Is Served is its dual purpose. On the one
hand it offers non-profit groups valu-
able assistance in their fund-raising
endeavors. On the other, it provides
manufacturers a means of direct com-
munication with consumers. It is the
manufacturers themselves who support
Luncheon Is Served. The service fee
merely covers incidental expenses pecu-
liar to each individual luncheon. As
an example, for most menus salad dress-
ings are contributed, but salad greens
are not and must be purchased.

Hostesses are carefully selected and
trained to offer valuable and interesting
consumer information and education.
Most are home economists; all have
extensive background in working with
foods.

In cases where the luncheon or dinner
is the only scheduled function, the

hostess provides a complete, entertaiy
ing and informative program. Usually
for women’s groups, her presentatiop
consists of hints on menu planning
homemaking tips, new serving sugge;%
tions and recipes—subjects of consistené
interest to women of all ages, all interest;
and all income brackets. For evening
mixed groups, the presentation is stif
food oriented (obviously extolling thg
virtues of the products and manufactup
ersrepresented), but geared more towarg
economy in shopping, nutrition, foog
research and development—subjects gf
more interest to the men in the audience
When other activities are scheduled
the luncheon program is greatly abbre™
viated so that two complete fund-raising:
events can be handled simultaneously
in a comfortable length of time. E
Guests at the luncheons seem particy
larly to enjoy participating in the oc
casional consumer research aspects ¢
the program. Opinions are soliciteg
either by verbal questioning or on brigf
written questionnaires. On numerous
occasions, the compiled opinions have
resulted in modification of product o
packaging, and luncheon guests ar
usually quite gratified to know that they
have a voice in the formulation of the
products that they ultimately use.

i compl

Guests are always encouragf:q to offer
their comments, questions, Criticisms or
aints about any of the foods served
or any of the manufactgrers repre-
sented;giving each guest, in effect, an
effective outlet for ‘tplaymg Rayph
Nader.” If the hostess, with the materials
and training provided her, cannot of-
fer satisfactory answers on the spot, ‘She
forwards the matter to the appropriate
officer within  the manufacturing
organization. - :

Thus, while affording the women’s
s an easy, elegant and inexpensive

group! =5

meal for fund-raising purposes, the
program offers obvious benefits to food
manufacturers.

The roster of sponsors contains many
of America’s major food companies, in-
cluding Borden, Campbell, Duffy-Mott,
General Foods, Golden Grain Macaroni,
Jewel Co.. Kikkoman, Kraft, Kroger,
Pillsbury, ReaLemon, Sealtest, Standard
Brands, Stouffer and many others, as
well as a host of regional manufacturers
and processors. Many services, such as
banks, newspapers, radio stations, and
firms such as Manpower Inc. help sup-
port the program.

The program was initiated in 1945 in
Philadelphia by a home economist,
Dorothy Davis, who recognized the po-
tential value of the millions of dollars
worth of foodstuffs given away by food
suppliers in their promotional efforts
and their quest for information on con-
sumer likes and dislikes. It was she who
propounded the idea that groups other
than the manufacturers could benefit from
such foodstuffs, and conceived the idea
of coordinating all the samples into com-
plete meals for women’s clubs. The
selling of tickets for fund-raising pur-
poses was a natural evolution.

The service is now available to groups
in eighteen areas (major population
centers have several operating units):
Boston, Chicago, Cleveland, Denver,
Fresno, Kansas City, Los Angeles, Mil-
waukee, New York, Philadelphia, Phoe-
nix, Pittsburgh, St. Louis, Sacramento,
San Francisco, San Jose, San Diego,
and Toronto, Canada. The program is
being introduced into other areas as
Quickly as qualified hostesses can be
located and trained.

Groups in or near those cities that
are interested in utilizing the services
of Luncheon Is Served can locate their
area hostess through their local tele-
phone directory. @

[re—

2 'IIWnst events are held in church,
thook-or clubhouse facilities, where
;‘el‘-l:i_en and dining room are ample for
tutalllng groups. Three-course meals are
w prfepargd, cooked and dished up
en“Ymuhr serving hy the Luncheon Is
ostess and her two assistants.
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Effective Campaign Requires
Blueprint, Guiding Chairman

Fund raising consultant outlines the important steps

in developing a campaign. He contends an organization
properly planned and headed by a carefully chosen
chairman will establish a successful operation.

By PAUL FRANKLIN, Consultant

— know where you are going —

Many wise agencies which are con-
sidering the advisability of fund raising,
engage a firm, or an individual having
study and evaluation experience to
make a Survey and Plan. Can the money
be raised and if so, how can the work
be done best?

Such a study is not inexpensive be-
cause it is a time-taking project, but is
usually money well spent and should
always be seriously considered.

Despite some skepticism that a survey
invariably favors a campaign this is far
from the case when the work is done by
a reputable firm or by a free lance fund
raiser of experience and conscience.
By no means are the findings always in
tune with the client’s happy conviction
that his worthy cause could be other
than successful.

The ubiquitous Survey and Plan was
devised originally by the old John Price
Jones Corp. and was somewhat unusual
in its day. Now it is more commonplace
and many top ranking campaign firms
refuse to interest themselves in a cam-
paign unless a study is made first.

Why? Convinced of its own intimate
knowledge of background and internal
affairs and the strength of its expected
leadership and its appeal, the agency
feels well able to take care of itself.
Understandablyit resents an expenditure
to check its own convictions.

To the professional fund raiser, the
task of preparing a Survey and Plan is
not a coveted one. For as someone has
said, the preparation of such a survey
and a good plan of action is one of the
greatest feats of mental gymnastics
there is.

It calls for hard work and hard think-
ing. But on the other hand, if anyone
believes that there are rich inner values
in this business of procuring funds for
human betterment—and we believe
there are—the survey planning job can
be more rewarding than anything the
fund raiser does. For it can, and often
does, become the forerunner of some-
thing quite different and far better than
the client or the campaign company
originally envisioned.

For example we worked for nearly a
year on a study for the educational
offspring of the old Boston YMCA—

Northeastern University. The activity
cost close to $10,000 and its findings led
to the erection and maintenance of
some much needed buildings, but it did
more than this. With the months of
conference and discussion and the
making of powerful new friends, the
job brought about the complete re-
organization of the institution, its edu-
cational activities and policies, none of
which had been in mind when the in-
vestigation work was begun. Today,
with more than 40,000 students, it has
become one of the educational centers
of the nation.

The writer’s development of Planned
Parenthood appeal, with its worldwide
support, came through study of the old
Birth Control League.

This then unpopular cause was related
in the survey to our nation’s “Children’s
Charter” prepared during the adminis-
tration of Theodore Roosevelt, which
affirmed the right of the child to be
wellborn. Millions of people could thus
stand under the umbrella of fairness
to the child. And this, together with the
fortunate choice of, the Planned Parent-
hood title, made a success of this cam-
paign and of the many campaigns that
followed.

The United Hospital Fund which had
dragged on for years in indecision,
became a great power when the needs
were surveyed and fund raising planned.

Following fund raising study, the Sal-
vation Army grew from what had been
largely a street collection agency to the
recipient of large gifts and won the
distinguished leadership of the country’s
foremost business and social heads.

This is the kind of thing the Survey
and Plan can bring about when the
sights of the fund raiser and those whom
he has helped to enlist, have found their
potential level of vision and service.

How Much of a Job

In spite of what has been stressed
about the hard and exacting work of
preparing the Survey and Plan, there is
no magic in such a document.

It first examines the field in which
the agency client operates on the prin-
ciple that it is not the institution itself,
a glib plan of action, or even thé im-
mediate financial needs of the organiza-
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tion that coungs, Rather that it is the ideas
andinterests— social, economic, Spiritual
—of America’s philanthropists and their
Organizations which bring support.

The surveyors then thoroughly exam-

is to be sought; or the Visits become
little more than social cajjs.
So‘metimes in an Survey and Plap is easy: that the wq,
calls for a wealth of
lot of native judgment. [t demand
continuous, if unconscious stry
against ga Subjectiv
approach to the
money be rajseq?”
Costs that Disappear. By¢ as has beg
said, it is worth the effort— this Survey
It is well worth its cost especially to ai-
agency engaged in 5 New or expandip,
program. And it jg invaluable to tha
Institution whijch may have Jost jts fresp
touch wijth today’s complex socig|

current.leadership at
public relations,

The fundamentas for a successful
campaign are weighed. How strong js
the case or appeal. If it js weak, can jt

the amateyr,

Building the Organization, When it
appears certain that the completed ang-
lysis favors g campaign, the next step is
to determine the volunteer Committee

country heads toward a Post-industrig
civilizatjon,

The engagement of
lance expert to do
may cost very Jitt]e.

If the investigation points to a feasibjg
campaign, many things wijj have begy
done in the course of the Study: devel.
opment of the cage. Plans for [jsts, sug
gestions and approaches to prospectiye
ieadership. budge[ing, ete., which wouylg
be done anyway when the
under way ang

a firm or freg
a survey actuaﬂy

The trick is to set UP an organization
entirely capable of doing the job and
yet not so finely drawn in detail and
misguided aim for perfection in opera-
tion that needjess demands wijjj be made
on the campaign’s participants, or on
1ts cost and timing,
i Guess Work or Str
e ‘ ategy. The form of
It is at this point that interviewing is 1
called for: inquisitive Visits to some of Subier o contributions in
the : braekets deemed necessary to reach the
desired appeal goal, Nothing IS more
», Men and women of judg-

ment and with objective

viewpoints.
The major weakness of
now done usually lies ijn

Now that the establishment of a work-

the work as
ing blueprint for the campaign has beeng

once unfold themselves.

interviews and in the chojce of those It tells us the type Ofcampaign needed discussed, let us turn our attention to
called upon. Toq often the visjts are and therefore the leadership require-  selecting a chairman. The choice of g
limited to g few directors of the agency ents; the kind of §IVing and thus the chairman js Sadarte the Py
and to others so cloge to the enterprise ~ Mumber, type ang pize of committees  the blueprint, becayse it will be thei

chairman wh guides the blueprint’
throughout the Campaign.

: Usually in Planning campaign, the
major problem is tq find an effective

Good interviewing ¢an do much more e iprise. It has 8

It ; : :
.for.the agency involved than gauging Sl S ow Soeely an g

ence(i fund raiser cap come in his tap]e,
€ven in the largest of campaigns, to what

material, Generally little working
strength comes from the board, nor do

agency stands,
Influentia] business and professional
leaders consulted on the appeal and the
reasons behind it, can hardly faj] ¢,
become interested jn the larger problem,
especially 'if the institution’s plans and
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: what sources the
campaign receipts will flow in.

Watch the Gift Table,
| : : reflects the validity of an entire S
) Interviewers must work from 4 brief and Plan. Too mi']my tables are uéﬁiii
{ they have Prepared on what information around sheer fantasy.
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€Xperience ang i
S

¥ provide for co-chairmen.

ng top officers such as the Foundation
ifts Chairman, a chairman to lead a
ommerce and Industry committee: a

fleader for the Woman’s Committee _if

'8 ‘{one is planned; etc. He §n()uld be in
Suig €motiong uch with wealth and willing to help
b thy i:'ith the solicitation of initial and other

pace-setting gifts. But he need not him-
self be a person of great means or neces-
sarily be expected to make any large
contribution to the drive. It w1ll.heip
of course, if he heads some prominant
corporation, and Is a man of wide ac-
quaintance and influence. The cam-
paign’s technical director reports to
him. ;

General opinion to the contrary, the
chairmanship of an endeavor that is
properly organized' w1ti1 competent
professional help, is neither a very
arduous nor time-taking job. A few hours
a week during the preparatory period
are sufficient to get even a large cam-
paign off the ground, after which oc-
casional conferences with his associates
and especially with the campaign direc-
tor, and his presence at certain enlist-
ment and assignment meetings, are all
the demand that need be made on him.

Sometimes in a major drive, an execu-
tive vice-chairman is appointed further
to lighten the chairman’s work. Do not
The term in
itself indicates divided responsibility
which is bad for the enterprise.

The enlistment of ap accomplished
chairman is even more important than is
the time and attention put into the pro-
eurement of those key gifts which largely
“make” the campaign, yet it seldom
8€ts such attention. A few casual visits
or telephone calls are made to the pros-
Pective leader and that is that.

Often a dozep Oor more candidates
are thus approached and the enlist-
Mment becomes more and more difficult
as Community leaders become aware
that the job g been offered and de-
clined by many others in their class.

'Certainly a great deal depends on ob-
laining the right chairman and of course
fis applics to other officers as well.

0 not Compromise, ever, in enlisting
leadershipi Keep the requirements high
Oryou wil] end up with someone merely

€Cause he hag wealth or is pleasing to
Some boarqg member: “good old Joe
Won't et down.”

Who Maj e the Best Leaders? Bankers
?Ed' Public ytiljties heads make good
Varailrmen he}cause of their wide and
% ed dCquaintance ip the community.
apme la“’.\t‘rs_ have headed successfy]
imge_als-.but 1N general they lack that

icg]?atmn and flexibility to adjust
Whichyahlq?)tth? changes in procedure

ost j
Mpaigy Nvariably spring up in a
€ampajgy s 4 living thing: an op-
pommlstlc kind of endeavor which

i
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brings the need to make quick changes
and adjustment as the work proceeds.
Top industrialists face the same kind of
problem and thus are good chairmen,
Often they are able to assign some of
their officers to help with fund-raising
detail. Oddly, advertising company
executives generally make poor cam-
paign leaders. The retired businessman
of substance presents a temptation to
the enlistment committee which is hay-
ing difficulty in finding the campaign
leader, but unless the retirement is of
recent date it is a poor choice. Such a
chairman has little to trade with in ask-
ing help from former associates and very
quickly gets out of the stream of things.

Generation Gap

Watch, too, for the “need for new
blood” argument that prompts an or-
ganization to go after a young leader.
It just does not work.

Of course we need new blood in a
campaign and certainly effort should be
made to enlist young people with their
energy, enthusiasm and ideas.

But the chairman and other top of-
ficers should be men of experience and
long-time contacts. Even from the stand-
point of time the older statesman is
best. For the young executive on his way
up the company ladder hasn’t much
time to devote to a major philanthropic
job.

It is a nice thought— the bringing in
of new blood, to give respite to those
seniors who have headed campaign after
campaign in their time. Byt the basic
help we want from the chairman is his
ability to interest other powerful men
and women to work for the enterprise.
Mere operating supervision and general
decision can be had from the younger
group, subordinate officers and the
technical staff. No one has yet found a
substitute for the knowledgeable, re-
sourceful man when it comes to direct-
ing a major fund raising project.

There are still Elder Statesmen. It
is an error to Suppose that the older.

tried leadership is no longer available
and that therefore we must make do
with what we have. Many old friends
who have been through a series of cam-
paigns, if bored and tired, can be re-
vived and reinterested. But to accomplish
this one must not try to fit them into
outworn, all too familiar patterns of
Organization, but rather fit new patterns
to these leaders as they are.

For one thing in going after such men
and women we must give considerable
attention to the appeal or Case. An
emotional appeal— to help the young-
sters on Avenue A—is not enough. Only
a strong factual case, dovetailed to
today’s complex industrial and €conomic
problems and needs is really going to
interest them. We can and must accent
newness and present-day problems.

To win their acceptance of a bid to
serve in a campaign may be as simple as
changing the name of the endeavor or
of the old familiar groups which have
appeared on a thousand charts and letter-
heads. The man who has chaired many
an executive committee may like the
idea of directing an “operations board.”
A “kitchen cabinet” may replace the
familiar steering committee. . .

A More Favorable Climate

If the chairman enlistment seems a
discouraging task, it should be borne in
mind that the effort can be made in a
more favorable climate than a decade
ago. Years ago, most business organiza-
tions looked upon their philanthropic
participation and giving as an unneces-
sary burden. Now such work and giving
has become as much a part of the well
managed corporation’s policy and op-
erating procedure as any other special-
ized function—manufacturing. distribu-
tion, personnel management.

Corporations are beginning to realize
that money making is not the a] impor-
tant reason for supporting philanthro-
pies. Many of them have proven to their
own satisfaction that dollars wisely in-

Paul Franklin started out in fund

raising activities in the 1920°s, eventually
worked as campaign director and/or
Study-and-Plan director for the Salvation
Army, the Red Cross, Planned Parenthood
and the borough drives of the United
Hospital Fund, as well as hospitals and
institutions of learning in many parts

of the country. He |eft the John Price
Jones firm and became permanent
director of the United Negro College
Fund. For the last 15 years, he has
worked as a consultant on numerous
campaigns including the Columbia-
Preshyterian Medical Center which

raised $53 million.




vested in welfare enterprises have a
way of returning manyfold.

Thus in spite of personnel shortage,
many companies still encourage execu-
tives to take as much time as they need
away from their desks to pursue wel-
fare duties.

For example, Pierre S. duPont said:
“I feel that more businessmen ought to
be doing things of the kind (he was head-
ing the Museum of Immigration at the
time) according to their interests. We
have our responsibilities and we must
have a very real social and civic alert-
ness. There are a lot of things that need

for his service will be overlooked. Ideal-
ly the committee includes a representa-
tive of the agency seeking funds; some-
one of prominence in the field to which
the proposed campaign relates; and, if
possible, a warm friend of the hoped
for chairman. In some cases the group
might include the campaign’s technical
director, if he has been engaged, who
can answer questions which might arise
and whose presence will be of assurance
to the candidate that he will have skilled
professional assistance if he accepts
the post.

The committe should have with it

In short, give the campaign as much reality and visibility as
- possible. Make the candidate understand that he will not
~ havetobuild his organization from the ground up. The hoped-

doing, especially in standing up and
championing our system of free
enterprise.

“Besides I think it definitely helps in
your business to get out and meet people
and hear things and find out what's go-
ing on. It helps you to find out how
your own business program is going
over.

“Not nearly enough businessmen are
active in civic affairs, not nearly enough
. .. There still aren’t nearly enough busi-
nessman who have the right point of
view. Many of these social agencies can
hardly get along without businessmen.
Businessmen have to give them know-
how and practical advice—and even
sometimes stop them from going off
the deep end.”

So we do not reluctantly approach
the prospective chairman with hat in
hand, but with an offer of something
real and solid. There need be no hesita-
tion in pointing out the tangible self-
interest benefits involved in serving a
worthy cause. Often the candidate him-
self has not realized how potent may be
the rewards of such service. If you feel
strongly and sincerely that there is
self-interest for the candidate in ac-
cepting the post—benefit either to him-
self or to his company—tell him so.

Without an effective chairman the
campaign will fail as surely as God made
little apples. Remember that we are
dealing with endeavors which have im-
portant social and economic aims;
campaigns that redeem materialism with
human and spiritual betterment. And
without this realization you might as
well face from the start the fact that the
search for adequate leadership will be
but a waste of time.

Enlistment Technique

In seeking a chairman, nothing equals
a committe approach. It is a compli-
ment to the candidate; it assures that
no aspect of the appeal and the need
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_ for chairman will probably want some time to consider this
- request. But do not wait too long for his decision. If he is seri-
_ ouslyinterested, his acceptance will come promptly.

the following: A short digest of the pro-
ject. What has inspired the campaign,
how the agency works, its budget and
the campaign goal. A basic organiza-
tion chart, if he is that kind of man,
showing the contemplated committee
structure. Enter on it any important
people who may already have been en-
listed, such as the honorary chairman
and a treasurer, and some of the better
known sponsors. A brief, clear resume
of the duties of the chairman and the
time required of him, and what assist-
ance he will have, both professional:
and voluntary. The specifications of
the job should be realistic and honest,
but should be prepared in the light of
a knowledge of the candidate—his
background, inclinations, strengths
and weaknesses. If the candidate likes to
speak in public, this angle of the work
can be emphasized. If he dislikes to at-
tend meetings, this aspect of his duties
can be soft pedalled, etc.

In short, give the campaign as much
reality and visibility as possible. Make
the candidate understand that he will
not have to build his organization from
the ground up.

The hoped-for chairman will probably
want some time to consider the request.
But do not wait too long for his decision.
If he is seriously interested, his accept-
ance will come promptly. A long de-
layed response almost always means a
rejection.

If this comes, turn to the next candi-
date on the list and repeat the perform-
ance.

When time is of the essence, an agen-
Cy sometimes approaches more than
one candidate at the same time, choos-
ing some special title for each, such as
General Chairman, Executive Chairman
or National Chairman. We have never
had to meet the situation where more
than one prospective person has said
“yes” at the same time. But at any rate it
is an easy situation to handle should
the need arise. ®

ESTATE TAXES
DISCUSSED

The practical and tax advantages
be gained from the effective use of th
marital deduction—as well as the pj

falls—are analyzed in a new publicatigFinanci
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Education, and Welfare indicate that
within the next three to five years, the
industry is going to need $20 billion more
invested capital.

I'd like to begdin by giving you a statis-
tical view of the hospital industry, the
growing capital it requires and finally
some very solid reasons for supporting
these requirements with your loans.

The Department of Health, Educa-
tion, and Welfare recently compiled an
analysis of the total expenditures for
health care in the country for fiscal
year 1969. This analysis showed that an
the present time, health care is a $60.3

ular problem, the Portfolio contains # billion industry. Of this total, about

bibliography.

RED CROSS AIDS EAST
PAKISTAN STORM VICTIMS

Vice chairman of the League of Reé
Cross Societies, Kai Warras, repol'ted
that about 50 million dollars had bee®
contributed by governments, intern®
tional organizations and private agenci®
for the relief of East Pakistani stof
victims. :

He also stated that the need for reli¢
would be required until next AP™
when the first crop is due, and [hclﬂ
would taper off toward the end of 19*

The $50 million figure reflected

cost of goods and services that h:‘z
arrived in Dacca, the capital of E
Pakistan.
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$22.5 billion, or slightly more than 1/3
1Sspent on hospital care.

he amount spent for construction in
the health industry is a relatively small
Percentage of the total, 4% or $2.4 bil-
lion. About 17% or $15 billion goes for
Professional personnel, most of it to
Physicians; Medical research, nursing,
ngne care: drugs and appliances and the

°f Services make up the balance of
the tota),

Of the total 60.3 billion, $23 billion,
federplercem. comes from government—
Provi?j‘ slatf. .apd local. Philanthropy
healt, €$$4.7 billion or 8 percent, private

. iMSurance $11.7 billion or 19
lays 52[1 and(p.rwate out-of-pocket out-
tota] -3 billion or just 33% of the

Thj e
e tlslls $60.3 billion for fiscal ‘69 repre-
AN increase of $6.4 billion from the
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previous year. Government officials say
that the one year growth of 11.9% was
about one third faster than the rate of
growth of the gross national product.
Health expenditures were 6.7% of the
gross national product in 1969, 6.5%
the previous year, and if you go back to
1950, you’ll find it was 4.6% of $12
billion.

So it has increased five fold in the
period of amost 20 years. The total
health expenditures for the nation aver-
aged out at $295.00 per person, about
11% greater than the year before.

Governmental outlays for health rose
about 15% during the past year with the
biggest portion of this in the Medicare-
Medicaid programs. The total bill for
Medicare-Medicaid was $11 billion or
55% of the government’s total health
outlay. The rest of the governmental
health budget goes to public health,
Veterans hospitals, U.S. public health
services hospitals, research, etc.

Hospital care continues to be one of
the fastest growing items of expenditure
in our economy, and fastest growing seg-
ment of the health economy to this time.
After an initial surge following World
War II, hospital expenditures went up
to a rate of about 6% a year for over 15
years; it has advanced about 15% a year
for the past 3 years.

Expenses per patient day, for the ap-
proximately 5800 short term general
hospitals in the country, jumped nation-
ally from $61.38 per patient day to
$70.00 per patient day during 1969.
Payroll continues to be the largest fact-
or in total hospital expense. Short term
general hospitals employ 1.9 billion em-
ployees, making them one of the largest
group employers in the United States
with annual payrolls of almost $10 billion.

The 5800 short term general hospitals
ofthe U.S., are predominately non profit.
Lastyear 29 million persons, or about one
out of every eight persons in the country
was admitted to one of these institutions,
for an average stay of 8.3 days. These
same institutions experienced 80 million
outpatients visits, most of whom went to
the emergency room.

Of the nation’s general short term hos-
pitals, almost one-third are located in the
rural areas. These are predominately
small. Most have less than 100 beds and
probably average less than 50 beds. This

third of the nation’s hospitals house
about 10% of the total beds.

At the other end of the spectrum, ap-
proximately ten percent of the nation’s
hospitals have over 400 beds. Most of
these institutions are located in urban
areas. These represent almost 20 and 25
percent of the total beds in the United
States.

In between these extremes there is a
large category from 100 to 400 beds, in
which approximately 50 percent of the
hospitals fall, representing 65-75% of
the beds.

Types of Hospitals

Of the community hospitals in the
United States, there are approximately
3500 non-profit or voluntary institu-
tions, a little over 1500 that are state
and local government hospitals, and a
little less than 800 that are proprietary
or for profit. Typically, the proprietary
hospital in the United States is a small
hospital.

The number of for-profit institutions
with more than 200 beds is less than 25.
Most for-profit hospitals are clustered
in a few areas of the country—Los
Angelesand Orange County for example.
This has resulted to a great extent to
conditions peculiar to these areas.

For those of you who might believe
that for-profit hospitals are necessary
and more efficient than non-profit, I
might add that the per diem expenses of
Los Angeles hospitals are among the
highest in the nation and that the inef-
ficiency in hospital size in Los Angeles
is more striking than any other single
characteristic.

Hospitals derive their funds from a
variety of sources. In 1966 the breakdown
was 64% from private money, 13% from
federal money, and 23% from state and
local money (mostly welfare). By 1969,
after 3years of Medicare, only 50% came
from private funds, while 32% came from
federal, and 18% from state and local
money.

The $12billiondollars that I mentioned
as being the country’s health expenditure
in 1950 rose five fold to 1969, and you
might beinterested in where that increase
came. If you take the $12 billion, base
year figure and add to that, you will find a
little over 24 billion of the increase came
in price inflation, the same inflation that
has affected every other industry in the
United States.

This represents about 50% of the in-
crease. About $9 billion was the result of
population increase—more people to
take care of —and that represented a lit-
tle less than 20% of the total increase.
The other 31%, of $15 billion, is from in-
creased utilization— people going to the
hospital more often, combined with a
slight increase in length of stay during
that period of time.

So much for a profile of what the in-
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dustry has looked like in the past. I'd
like now to touch on the major trends in
the industry, and to anticipate what im-
pact these may have on hospitals. First
of all, I'm sure you're all aware of the
tremendous increase in unionization in
hospitals—in particular in the urban
areas. A number of the larger hospitals
in New York City recently agreed to a
union contract that will raise the mini-
mum wages of employees in New York
City area from $2.10 to $3.10 over a
period of 24 to 30 months. The 15%
cost increase in labor costs that we've
had in the last three years obviously is
not going to abate in the next year or
two, unless there’s some change in this
pattern.

Most of you are probably also aware
of the fact that there was federal legis-
lation passed three years ago, and re-
newed last month which makes it man-
datory for every hospital in the United
States to eventually be within the aegis
of some comprehensive health plan-
ning agency. We've gone through a
period of about three years trying to
get our feet wet and trying to adjust to
these new responsibilities.

At this point in time, I think it would
be fair to say that area planning, except
in a few states like New York and Cali-
fornia, has not been a mandatory process
but has been similar to President John-
son’s “jaw boning” technique for wage
control. The lenders of money, by the
way, probably have helped make plan-
ning more effective than anybody else
by insisting that the borrower get ap-
proval of the planning agency, thus
giving the planning agency a certain
legitimacy denied them by law.

All this is changing rapidly and I
think that most people who are ob-
serving the national scene have got to
come to the conclusion that we can’t be
more than 12 to 24 months away from
mandatory regional planning for health
facilities throughout the United States—
effective regional planning.

This is going to lead to the develop-
ment of certification of need. In most
states, in order to build a new hospital,
you must obtain a license from the
states you do not have to prove the need
for expansion or remodeling. This, I
believe, is going to change very shortly.

Since most of the major construction
needed will not be for the new hospitals,
but for additions or modernization of
existing facilities, we are going to have
to have certification of need for addi-
tions and modernization if we are going
to have a rational health care system.

Within the last year and a half, the
American Hospital Association has
gone on record with what we think is a
statesmanlike position on the financial
requirements of hospitals. Many hos-
pital administrators fought this initially,
and frankly at the time it was being pro-
posed I must admit that I was in the
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group that felt that this
detrimental for hospitals.

Two years later, looking back on it,
we all think that it was appropriate in
our fast changing economy, to outline
once and for all what we think our hos-
pitals need for capital, current and
operating, as well as plant capital. In
effect, we believe the payers for care
have a responsibility, whether they are
Blue Cross or Medicare or commercial
insurance companies or private citizens,
to pay for their fair portion of the total
package that is provided in the facility.

While it’s nice to talk about the fact
that medical education could be paid
by somebody other than the paying pa-
tient, and so on, the facts of life in our
€conomy are that until we find that
somebody who is supposed to pay for
these requirements, the patient is going
to have to pay for it. Our position is that
everybody—every user of the facility—
pay their full fair share of the total
financial requirements of the hospital.

We believe that in my state of Illinois
and probably nationally, we're less than
12 months away from having prospective
rate-setting for Blue Cross Insurance
and perhaps this is going to carry over
to commercial insurance. I can’t believe
that we are more than 24 months away
from having it part of the Medicare pro-
gram. Certainly cost based reimburse-
ment has not been an effective way to
control hospital costs.

Public Utility Concept

We're seeing the advent and develop-
ment of the public utility concept of
hospitals. I think more and more people
are beginning to look at the hospital
industry the way they do the electric
light company, the telephone industry,
or any other industry that serves a public
need. I think that most hospital people
and physicians are coming to accept the
view that if this is the way we are viewed
by the public, we are probably going to
have to accept public utility type
regulation.

Society is going to have to have a

could be very

voice in health care—consumers ; Iy three-fifths or $12 billion
going to have to have a voice in set Ox'm?;ez ent on general hospitals—
policies of how health care is going oSul(;in rfmgemization and a little over
be given. I don’t think that as a SOCg 5 5 for additional .capacny.

we can tolerate any more health Syste he remainder would then be
where only the providers of care ¢ Mogt :)(f tloe}lg-term care facilities, a
calling all the shots. Most health pe"elall amount to tuberculosis hospitals,

. a .
or lprotfessmnals have come to tnd a fairly substantial amount to out-
realization. :

-ent facilities, rehabilitation facili-

There’s been tremendous emphgP?""® plic health facilities and the
in the last few years on providing a5 Iplierestingly, unlike a decade ago
natives to inpatient acute care. Muchke' nhe needuwas for money to build
this push comes from the governmeg? henht itals, most of the need today is
from planning agencies, and others ?ew O;gmjza[ion and adding facilities
develop services such as diagnostic g t°" m'oting hospitals, rather than con-
patient services. Incidentally, I think f}o CXI.Sn new ones.
need to have a much quicker rCSpom:‘imr;lggn% know what the attitude of plan-
from the insurance industry in develq@ , agencies is in other areas, but the
ing the insurance methods to pay for o:pit:al Planning Council for Metropo-
service. itan Chicago takes the position that

The development of home care xcept for unusual circumstances no
certainly not being pushed to the ext ospital should be built in this area with
that it might, and I think that this ess than 200 beds. You cannot build a
around the corner. Development odern hospital, with a viable set of
meaningful extended care is also bej programs, with less than 200 beds—the
pushed as an alternative, along wliemand on the hospital is too great to
multiphasic screening and the wh try to provide the needed expensive ser-
concept of progressive patient ¢ vices on a smaller base of operation.
giving the patient only what he ne

So I think more and more people are
rather than what we happen to ha coming to the conclusion that it is bet-
available for him. 5

- ter to expand and modernize existing
1, ould like to be able to stand RIS SXPEN estimated 20 billion need
and say that all of this is going to t

Jincidentally, is indeed conservative
[hf.: clock back ten years, and that we since it is based on 1969 construction
guus back: to $5.O'OO. a’d'ay con costs, does not reflect "any price infla-
patlftnt day, but it just isn't in the CIR tions, nor include needs for mental
I think that these changes are sofm health facilities nor federal institutions.
happen because they are going to p

sl ¢ hel In addition, the state plans on which it
T ae faHOnA) Byaicon D is based are more than a year and a half
care and are going to lead to a bet

t of date, si stimates e made
level of health for the people of Q< since cstimates were m
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United States, but I think it would § ©" "8 late 1968,
unrealistic to say that these facto
are going to markedly decrease the ¢
of health.care. They may help to mod Ray Brown, one of the most prolific
ate the Increase to some degree, writersin hospital literature and probably
they won'’t be able to reverse the tres one of the most astute analysts of the

As I indicated in my introducti®® hospital field, wrote a very interesting
the total capital needs for hospitals & article severa] years ago on the capital
the United States has been conservatiff needs of hospitals and the accelerating
ly estimated to be $20 billion over demand for funds, He pointed out that
next five years. Of the $20 billion, dllringthe pastdecade assets perbed have

Accelerating Demand

almost doubled but that the number of
ed§ built has increase insignificantly, so
e investment per bed is much greater
TOW than it was a decade ago.

2uring this period of time also (and
S is certainly a paradox compared

o :Vllh other industry’s experience), the
Malcolm D. MacCoun is currently guidi®f tota) tumber of employees in short-

his hospital through a major expansion *®rm hospitals went up 22%, while as-
program. Mr. MacCoun has a Master of § Sets pe, employee were going up 14%.
Science in Hospital Administration from § W 4Ve not been able to substitute
Northwestern University and is also @ Machinery fo, people and keep down
Fellow of the American College of th'e OPerating costs of hospitals through
Hospital Administrators. uls. Mechanism, There are some oppor-
Nities for automation in laboratories,
and business offices, but
Mpact of automation in hos-
mited.
- ue Certainly have a tremendous need
aUng our facilities in the United
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States at the present time. We have had
great difficulty in the last decade just
staying even. The new advances in
medical technology have pushed for the
hospital to provide all the plant it can
provide as rapidly as it can be provided.

We have had, in addition, problems
with rapid obsolescence in a very fast
growing technology. I don’t know of
any other technology that has moved
faster. Capital, therefore, has been
consumed in an increasing rate. Most of
what is needed now, as I have indicated,
is not for new construction but for
modernization and enlarging the exist-
ing system.

There is definitely a trend, incidental-
ly, for larger hospitals with larger needs.
In 1948, the average building program

ing programs and capital needs, is going
down. At the preset time, about 60%
of the typical voluntary hospital’s build-
ing fund comes from internal opera-
tions, about 1/3 from past earned
reserves and 2/3 from borrowed money.

This trend towards a decreasing
percentage from voluntary money—
philanthropy and government— has
been going on for the last ten years and
has brought about the acute need for
borrowed money. Typically, the average
community hospital has had to go out
and sell bonds or place a mortgage on
its facilities.

In 1968, 75% of the borrowed funds
came from the sale of negotiable bonds.
More than 50% of that, incidentally, was
sold to individuals, 20% was held by

The trend towards a decreasing percentage from \_rolunta.ry
money —philanthropyand government —has been goingon for
the last ten years and has brought about the acute need for

borrowed money.

for hospitals in the United States was
only $500,000 for a 43 bed addition. By
1964, it had more than doubled to an
average 100 bed addition, while the cost
per bed had gone up from $12,000 to
$26,000. From 1964 to 1970, the cost in-
crease for construction is almost astro-
nomical. The number of square feet pro-
vided per bed has gone up markedly
over the period of time because of all
the technical supporting equipment
needed and the spaces needed to house
this equipment.

The investment per bed has therefore
changed so markedly during the past
few years that we find that historical
figures are relatively meaningless in
terms of development of future needs.

Where Money Comes From

You might be interested to know
where the typical community hospital
gets the money it needs to expand its
facilities. The traditional methods that
have been available to us were govern-
ment, philanthropy, and internal opera-
tions. Broken down, this comes to about
a little over 30% from government, a
little over 20% from philanthropy, about
35% from borrowed capital, and the
other 15% or 16% from building reserves
or earned reserves. That's the total hos-
pital picture.

If you take a look at the short-term
general hospital, the need for borrowed
money is even more pronounced. Typ-
ically, the average voluntary hospital
gets less than 17% of its capital money
from the federal government. This
varies from one part of the country to
another, but this is fairly typical.

About 24% in the past has come from
philanthropy, but although the gross
dollars from both of these sources have
eitherstabilized or increased, the relative
amount, because of the increase in build-

banks, 16% by insurance companies,
and the balance by pension funds and
others. I don’t have the 1970 figures,
but based on what my friends have told
me and what our own experience has
been in trying to get insurance company
money for our own construction pro-
gram, I think the percentage provided
by the insurance company is significantly
lower than 16%.

In 1968, a growing portion of borrowed
fundswere placed privately, by and large,
by investment bankers. Hospitals found
that this created a slightly higher in-
terest rate but that very frequently the
total cost inciuding the fees, was lower
than it was on a public placement.

Since that time, however, much of
this source has dried up and since the
money you control has been less avail-
able to hospitals, more and more have
had to go to public placement. This is
generally at slightly lower interest rates
than you folks have been charging, but
not significantly so, because of the
higher fees and costs associated with
this kind of a placement.

We estimate that at the present time
30 to 60% in the United States is typical
rule of thumb that is being used by most
insurance companies, and the equity
requirement by hospitalsfor most sources
is somewhere near 50 to 60% of the
value of the total physical assets after
the investment of the proceeds of the
loan.

Many of the organizations that were
providing bonds on a public placement
basis just a few years ago were going out
on a twenty year basis, which is really
what a hospital needs to pay off long-
erm debt before the plant becomes ob-
solete and without having excessive debt

service. Most lenders have markedly
decreased the term of the loan. Ten
years is now common, and although
some are now experimenting with 12
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years and trying to get it back to 15
years, the average hospital cannot handle
a total debt service in 10 years to com-
plete repayment of the loan without
having either an excessively high debt
service for patient day cost, or having
a balloon at the end.

I wonder if this may not create a real
problem. The balloon is unrealistic in
terms of depreciation or in terms of
whether the building would become ob-
solete before it was paid for. We think
the terms of fifteen to twenty years on
bonds are more realistic. The hospital
with this debt service could handle it on
a patient day basis, and most communi-
ties can support that kind of a level.
presuming you can find a market for
the bonds.

Arriving At Percentages

Typically, most of the lenders that we
know anything about have been talking
in terms of cash flow of one and a quar-
ter times total debt service of interest
and principal, rather than a more con-
servative one and a half times. It is my
feeling that this is a safe figure consid-
ering the high percentage of costs that
are underwritten by third parties, where
both the interest and depreciation are
acceptable items of the cost reimburse-
ment formulas.

Typically, many of the agencies look-
ing for a rule of thumb ten years ago
thought the hospital could carry a $1
million debt for every 100 beds. This
moved up a few years later to $1.5 mil-
lion per 100 beds, and now, it looks
like $2 million per 100 beds is a realistic
figure that a hospital can manage.

There has been some experimenting
in the United States with tax exempt
bonds, as Connecticut and several
other states have hospital building
authorities where a hospital can get
through the building authorities, a bond
issue for its construction. Some buyers
have found these attractive buys, but
the big advantage for the hospitals in
these areas has not been lower interest
cost, although this has certainly been
helpful. The real advantage has been
the availability of more money which
would not have been available from
traditional sources.

I'd like to close with a few philoso-
phical comments. My own hospital is
in the midst of a large program right
now and has undertaken a substantial
debt. It's been my experience in talking
to other hospital administrators that
many of us feel that insurance companies
and other lenders have not really recog-
nized the safety of an investment in a
hospital loan.

I think that there are a couple of
other things that I would look for if I
were in your position. One of them is the
location of the hospital. Many hospitals
in the United States are located in rural

40

areas. Many rural hospitals are increas-
ing in census—the doctors are getting
older and they are dying off or retiring—
and those hospitals really, with a new
network of growth, are not going to exist
in the present form too much longer.

I think that planning councils will
take an increasingly critical look at hos-
pitals located in those areas and that
lenders ought to do the same thing. They
ought to take a look down a long road. A
related factor to location is age and com-
position of the medical staff of the
hospital.

It's been my experience that the loca-
tion of the physician develops the prac-
tice for the hospital, not the location of
the patients. The patients will follow the
doctors, not the reverse. In a hospital
where a young, vital, and growing medi-
cal staff is taking on new members, a
much better loan is assured than one
that has an average age of 55 for its
medical staff and hasn’t taken on a new
doctor in a long period of time. I think
this is a very legitimate thing for a lend-
ing agency to take a look at.

We think, in closing, that the hospital
market is a safe market for you to put
your money into. We recognize with the
exception of 5% or the 8% of hospitals
that are proprietary in the United States.
that there is no such thing as an “equity

Guidelines For Obtaining
Capital Funds For Hospitals

An executive in a large insurance company tells of his
experiences in debt financing of non-profit
hospitals. Results outstanding when criteria have been

established and followed.

By JAMES A. TATE, Secretary, Securities Department

Connecticut General Life Insurance Company

(Mr. Tate’s speech followed the key-
note address of Mr. MacCoun at the
same American Hospital Association
Conference referred to in the previous
feature and outlines a method for hos-
pitals to obtain funds from investors.)

A ready market exists for investments
in the hospital field. The other side of
the equation, the supply side, however.
has not kept pace with the increase in
demand for funds and consequently,
the industry has been hard-pressed to
provide the much-needed facilities to
handle our country’s health needs.

Formanyyears, Connecticut General’s
activity in lending to hospitals was, at
best, very informal. Our Mortgage and
Real Estate Department made loans to
hospitals primarily based on the value of
the real estate. The Securities Depart-
ment gave little attention to this factor,
but concentrated its attention in under--
writing hospital loans to the credit side
of the borrower’s operations.

kicker.” We ask those of you who |
for this sort of thing to forego th
With the exception of this one copg
eration which we believe you shg
forego as good citizens, frankly, and
cause you're interested in trying to 0
serve the health system we have
healthy partnership of the voluntary
government sectors—we don’t think g
what you ask of us should be any ¢
ferent than that which you would ask
any other borrower—good manageme
and a sound financial operation.

The average hospital, if it’s run §
fectively, it it has effective mangs
ment, is perfectly able to pay the i
cipalandinterest outof operating capit.
There is no reason why the hospig
cannot build, into its rate structure
to 10% in one form or another to pay
principal and interest, particularly sjp"
there is virtually no paying agency|
the United States that does not agrecl
pay for depreciation and interest.

We believe that even in an urban ar
serving a ghetto-type population, t
this guarantee of interest and princj
(as long as the collection activities
adequate and the management of
hospital is effective) makes the hospi
a safe risk with the built-in secur
through the high percentage of that y
be paid by third party payers. @

Another important omission in 0
lending to hospitals was that there h
been no goals or objectives establish
with respect to the amount of dollars ¥
would expend or commit in any give
time frame in hospitals; nor were the
any objectives established as to the pé
centage of our invested assets we shot!
have in this area.

In 1966 a meeting was held and pro¢
dures established to develop a policy
investment in hospital facilities, to
coupled with the creation of a set
guidelines for underwriting future loa®
Perhaps it is sufficient to highlight ¢
tain provisions of our policy.

First, with respect to the limitation 9
the size of the portfolio, we determi”
that our investments in health care’
ganizations should not exceed 5% © ‘l.
vested assets. As I mentioned eafit
our assets are approximately $3 d
000,000 which would put a limitatio? /

250 million in loans to this indus"
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Our present exposure is approximately
$180,000,000, or 3.6% of invested assets.
We require other lenders and generally

will take 25-30% of any issue we approve.

Ifone assumesthat 5% of our mvestab.le
funds each year were to be mv;sted in
Joans to hospitals, and comparing this
growth with our increase in nnvesteq as-
sets, W€ would not reach our stated limit
of 5% until the end of this decade. At
that point we would have .about $350,-
000,000 invested in hosp_ltals—almost
double our present portfolio. .

While we certainly are not committed
to spend 5% of our investat?le cas:h flow
each year in loans to hospltals,. it does

ive one a sense of the magnitude of
funds that could be available for invest-
ment in this field—and we’re just one
company.

Second, investments in health care
organizations should normally be re-
stricted, but not necessarily limited, to
non-profit, community, full-service,
fully-accredited institutions having a
consistent history of strong financial
management. I don’t think I need to en-
large on that part of our policy.

Third, investments in non-profit in-
stitutions generally should be restricted
to those organizations recognized as
community leaders in health care. We
also felt that this type or proposed bor-
rower should be the recipient of good
local support as evidenced by success-
ful fund raising efforts and volunteer
programs.

Fourth, we decided that in order to
maintain our sources of supply for
loans, each investment department
would continue to consider loans to hos-
pitals. However, credit analysis would
be the primary underwriting consi-
deration.

Fifth, all projects involving hospitals
must be approved by the appropriate
area planning council or state health de-
Partment. Any hospital seeking funds
for capital improvement is automatical-
ly turned down if area planning council
approval has not been obtained.

These, then, are the principal elements
9f our policy concerning investments
In hospitals. This policy is reviewed an-
Mually ang necessary changes are made

UPon review with senior investment
officers,

Guidelines Developed

" We al;o develpped a set of guide-
U€S which are just that. In a sense,
8¢ enable us to operate in a flexible
iUt logica] manner. We use these ggide-
N€S almost as 2 floor in our analysis of

OSpital loans. The highlights of our
SUidelines gpe.

: Firsz,

tin Projected cash flow from opera-

S available for debt service should

]
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not be less than 150% of pro forma debt
service charges. In addition, there should
exist historical coverage of past debt
service charges, if any. In making our
determination of cash flow, donations
are normally excluded. I say “normally”
because many times we have found some
hospitals do not have an ongoing com-
munity fund raising campaign. Dona-
tions fluctuate widely, increasing, of
course, in times when specific programs
or projects are being undertaken by the
borrower.

Second, the amount sought by the
borrower, including Hill-Burton Grants,
if any, should not exceed 50% of the fair
value of fixed assets. We had a great
deal of discussion between the Mortgage
and Real Estate Department and our-
selves concerning the value of the equity
that should exist in any loan. If any-
thing, we in the Securities Department
could have been considered overly con-
servative because we had for many years
maintained that the debt should not ex-
ceed 33-1/3% of the net plant assets
reported on the balance sheet of the
borrower. On the other hand, the Mort-
gage Department would accept a figure
as high as 66-2/3% based on a property
valuation approach. In short, the 50%
figure was a compromise.

I should say something about our in-
clusion of Hill-Burton Grants as debt.
We have done this because the Act pro-
vides that there remains a claim on the
assets constructed with the Grant over 1
20 year period. This claim can be en-
forced in the event the hospital is no
longer a not-for-profit institution or no
longer conducts its business as a hos-
pital. I do not believe that there has been
any record of such a claim by the Gov-
ernment, but none the less, the claim
exists. We want to be certain that there
is sufficient equity in the project to
take care of any unforeseen events.

Third, the loan amount, including
Hill-Burton Grants, should not exceed
66-2/3% of the cost of the facility to be
constructed. This guideline is more

“real estate” oriented, but after long dis-
cussion, we all agreed that here again
we were being provided with sufficient
equity.

Fourth, as to rates charged on loans to
hospitals, we believe strongly that such
rates should be competitive, commen-
surate with quality and other available
investment opportunities.

Fifth, we normally seek a first mort-
gage on all assets of the borrower not
then encumbered. If this is not practical,
we will consider direct obligation notes
with a negative pledge clause.

Sixth, loans would have a maturity
date of not more than 25 years and
sinking funds would be provided. In
actual practice, our loans have averaged
about 20-22 years from date of take-
down, and all loans made since the
establishment of our guidelines have
had sinking funds. We generally set up
the loan repayment on a level debt serv-
ice basis similar to a home mortgage.

Seventh, call protection is an essential
ingredient in any loan and, again, we
have related our requirement for call
protection to other competitive invest-
ment opportunities.

Similarly, we provide for prepayment
penal,ies that are competitive but do
not include a provision for optional
prepayments from earnings or other-
wise, and these optional prepayments
may be made without penalty. We have
found, by and large, that most borrow-
ers have many important uses for excess
funds, but we feel it is essential that
this type of borrower be given the op-
portunity to retire debt in advance of
required payments principally because
they are not in business to make a profit.

Analyzing The Guidelines

Having a policy and set of guidelines,
how do we go about analyzing a par-
ticular loan to a hospital? There are a
number of determinants, each of which

In his present position, James A. Tate
has been actively involved in investing
in health care institutions. Mr. Tate
joined Connecticut General in 1954, after
receiving his MBA degree from Cornell
University, and has responsibility for
segments of his company's portfolio in
U.S. Government Bonds, public utilities,
and other investment areas as well as
health care.
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is very important in the final analysis.
First and foremost is the need for the
facility. A thorough review is made of
this important aspect. Without demon-
strated need, there is no justification for
a loan.

There are a number of financial ratios,
some of which I have outlined in our
guidelines, that need to be checked
out. In addition to those mentioned al-
ready, other ratios considered are debt
per bed, cash flow per bed, cash flow
per patient day, all past and pro forma.
These are studied thoroughly to justify
economic feasibility. We examine the
audited financial statements for each
of the past five years and require a five-
year look-ahead.

All of these ratios and figures are ex-
amined in an effort to determine the
ability of the hospital to pay its obliga-
tion. I should just add that we also check
the mix of the receivables to see what, if
any, problems exist in this area.

—h

Another determinant has to do with the
hospital adminstrative team and its
level of experience and ability. We also
study these same aspects of quality with-
inthe Board of Trustees. There is nothing
worse than buying into a situation where
there is a complete lack of managerial
talent or direction. We are fortunately
precluded from doing this automatically
by our policy.

A further factor in our analysis in-
volves a study of the objectives of the
hospital and how these objectives blend
in with the direction of the other health
care organizations in the community.
Where are they going? What plans have
they made to get there? What types of
services should they offer? Are they
undertaking programs that could more
efficiently be performed by others?
Does merging of certain services make
economic sense?

We also consider the overall environ-
ment for the hospital, the area in which

Seven Suggested Steps

To Successful Fund Raising

A long time practitioner in the art and science of
fund raising reveals some of his secrets for
organizing a campaign and bringing it to fruition.
By DR. PAUL CARTER, president

Philanthropic Fun(rR;is’i-ng Service, Inc.

(The following article is an abridged
version of a chapter in Dr. Carter’s
recently published book, Handbook of
Successful Fund Raising, published by
Hawthorn Press.)

In approaching any fund-raising effort,
one of the most important points to be
grasped is this: it takes just as much
basic know-how to raise a small fund as
it does toraise big money. The difference
lies in the extent of the need, rather
than in a change in basic techniques.
Whatever the size of the operation,
seven basic steps provide a pattern for
success: plan; prepare; inform; organ-
ize; instruct; ask; collect.

Plan

How do fund-raising efforts begin?
Someone starts thinking. It’s usually as
simple as that! Often the thinking pro-
cess precedes the campaign by a year or
even five years. If this first thinking
about the problem moves beyond the
fanciful dream or mere reflection, it
develops into planning. Sound planning
may include: 1. A community study to
determine the exact need for the pro-
ject. 2. Preliminary architectural draw-
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ings (where a building is involved) to
find out the size, kind of structure and
probable cost of the project. 3. A feasi-
bility study from professional planners,
who will have reliable information con-
cerning the project. This might include
a library-consultant firm, religious-
architectural consultant or a volunteer
fire-fighters association.

Reaching a decision is a final and
necessary feature of good planning.
Before an institution or organization can
launch a fund effort with confidence,
the management and board must be
agreed on the need, the nature, scope,
cost and benefits of the project. It is
better still if the plan agreed upon
includes short-range and long-range
objectives.

When the detailed plan is decided
upon by the board and administration
with reasonable unanimity, the organi-
zation is ready to consider the next
question, “How do we raise the money?”
To state the matter conversely, an
organization is unprepared to launch
a campaign while it is undecided or
divided as to policies and plans for
its future. But, when the plan is com-
pleted and given full backing, you are
ready to move into preparation for a
fund effort.

it operates, the anticipated growth o
lack of it, the availability and quality of
staff —both professional and technical <
its position in the community, its rate
structure and the rate structure of i
competition, operating results with re.
spect to occupancy levels of its varioug
departments and that of its competition,

We also study the history of develop.
ment programs. I have mentioned thjg
earlier and do so again because of the
importance we place on self-generateg
equity. And finally, as I also indicateg
before, we discuss the project with the
people involved in area planning of
whatever it is that must approve thg
local application for expansion of
facilities.

As 1 have said, our overall experience
has been outstanding. We get competi-
tive rates and competitive terms ang
conditions in the documentation. Aj
in all, it’s been a satisfying and reward:
ing area in which to operate and place
investment funds. @

Your checklist: 1. Think deeply and
broadly about the future of your organi
zation or project. 2. Share your thoughts
with others. If your thoughts are sheer
fantasy, you will soon find it out. 3
Investigate facts to substantiate your
thinking. 4. Organize your thoughts and
supporting information so as to formu
late a reasonable plan. 5. Secure expert
help to perfect your plan. 6. Get an
official decision in support of your
plan. 7. Shape your plan into a prope
sal for which a fund-raising program
can be authorized.

Prepare

Planning and preparation may seefl
to be synonymous. They are distinctly
different in terms of fund-raising. Yol
plan your fund project. You prepar
for your fund campaign. Preparatiof
should begin with careful study of many
things related to the effort. This is called
a survey. It is a fund-raising study and
must evaluate the giving potential ©
the constituency as well as the need
and objectives. The study needs ©
answer such questions as:

For what is the money to be raist
and what is the estimated cost? HOY
will this benefit the cause? How Wi
the proposed program be carried 0U"
Who might give leadership to the fuf
effort? Who would contribute towa"
the fund? Who would make the neces®
ary challenge or leadership gifts’ HO‘:
much could be raised? How will
campaign be conducted? What wil
the time schedule? How will the ne®
and the progress be reported? HoW "

the campaign be directed and S.quj?
vised? How will the workers be eﬂllst;ﬂj
How will they be instructed? HoW
the pledges be collected?

N
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These questions have to be answered
in as much detail as possible to provide
sound information for undertaking the
campaign. The survey is often conducted
in two parts.

The second and equally important
art of a survey is interviewing pros-
pective leaders and donors. Adequate
time needs to be allowed for conducting
100 to 150 interviews. Often the person
who does the interviewing is the one
who will direct the campaign or give
staff leadership to it. Best results will
be obtained, however, if the interviewer
is from outside, not an official or staff
member of the organization. These are
some of the questions the interviewer
will ask:

Occupation and important business
and professional connections of person
being interviewed; Relationship to the
organization (trustee, friend, alumnus,
pastor, denominational affiliation,
community interests); His attitude to-
ward the institution or organization;
His attitude toward the needs of the
project: Does he approve the proposed
program? Does he approve the proposed
timing? Would he give time and effort to
a campaign? If so, in what capacity?
Would he supportitfinancially? What are
his special interests? Does he have any
suggestions for leadership gift prospects
(individuals, corporations or founda-
tions)? Specific comments, criticisms or
suggestions of the person interviewed
are noted.

The persons to be interviewed should
include a complete cross section of
leaders, donors and potential leaders
and givers for the campaign. The inter-
views should be preceded by a letter
from the head of the organization ex-
Plaining why the calls are being made
and introducing the person who will be
telephoning for an interview.

_ This letter will make it clear that the
Interview will not be to solicit a gift,
but will be simply to describe what the
Organization is planning to do and to
S€cure information and reaction from a
Select group of friends and leaders in-
terested in the cause.

As a general observation, the survey
llwork out best if it is conducted by a
Professional fund-raiser. This is true of

€ Interviewing and, even more im-
g(());tant. in the analysis of the informa-
¢ ga.lhereq on the prepared forms and

€ Interview reports.
raiSinCamfpaign or even a small fund-
SUCce§s§ fort has a better chance of
e it is bas_ed upon a study of .the
N the attitudes of the constitu-
* H1ere must be a detailed analysis

0
sé]the Problem that the fund effort will
Ve

wi

. L'S.l" is probably the most important
!N preparing for a fund-raising ef-

ISt you prepare your lists on
common 3-by-5-inch white
d enough for the basic list if

Ort,
Carqg,
card is 200
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you can’t use a computer. You set up
this list alphabetically and make a card
forevery trustee, alumnus, friend, parent
or other previous contributor to this
organization.

Lists

There are certain refinements to be
included, such as using a different-color
card for each major classification. In-
formation on these 3-by-5 cards will
include name and home address, plus
whatever other information is readily
at hand, such as business address, occu-
pation, telephone, previous gifts.

Most important is the building of a
leadership-gift list. It is from leadership
givers that some of the best leadership
and talent will be found.

How do you build such a list? You be-
gin by preparing a 4-by-6 inch prospect-
information card along the following
lines:

Most of these cards never get filled
in completely. You work with your list
secretary to fill in the information that
is readily available on former large giv-
ers, officers, administration, board mem-
bers, leading alumni and any others
who would appear to be prospective
givers of from $500 up to at least one-
tenth of the campaign objective.

When the basic work on the leadership-
gift prospect-information file is com-
plete you will want tomake two additional
typewritten lists, one alphabetical and
the other geographical, using different
colors of paper. By showing these lists
to people who know various parts of
the constituency, you will get more in-
formation to put on the cards, such as
financial information, which will be
valuable when you come to the appraisal
study in the leadership-gift campaign;
also information to help you discover
possible new leaders.

Preparation should include the devel-
opment of a top-level campaign commit-
tee to serve as a steering committee. It
should meetabout once a month through-
out the fund effort. It is composed of
seven to ten leaders including the gen-

eral chairman, one or two co-chairmen,
a leadership-gift chairman, general-
organization chairman, publicity chair-
man, list chairman and two or three
others in positions of top leadership
with the institution or organization.
Greatest care must be exercised in
choosing the general chairman, leader-
ship-gift chairman and general-organiza-
tion chairman. They must have
outstanding leadership qualifications,
be thoroughly committed to the cause
and be willing and able to participate
generously in the campaign.

Campaign Material

Preparation should include first steps
in developing publicity and basic cam-
paign material. Out of the survey will
evolve the facts, the needs, the object-
ives and the story to tell. From this
material you should be able to state the
case for the fund effort.

It may first be formulated into an in-
formal mineographed or multigraphed
document to tell the story to insiders
and to prospective leaders and large-
gift donors. Then the publicity chair-
man or director will want to illustrate
the story with a theme picture, action
photos of services rendered, needs to
be met and plans to be brought into
reality. The very size and attractiveness
of this “casebook™ will say, “Something
unusual is going on. You must read this.”

An important phase of campaign plan-
ning is developing time schedules. An
overall calendar for the fund effort is
the first step. This calendar is projected
for as many months as the campaign will
require, including planning, preparation,
information, organization, instruction of
workers, solicitation and collection of
pledges. It may require six months to two
years for the active campaign and two to
three years for the collection program.

As soon as the general timing is es-
tablished, more and more details can be
filled in. We like to develop a month-
by-month schedule that will have those

For 24 years, Dr. Paul Carter was
responsible for fund raising and public
relations of the American Baptist

Board of Education and Publication. He is
the author of several books, brochures
and magazine articles. In 1960, Dr. Carter
used a sabbatical leave for a study of tour
of 16 European countries. On retiring
from the American Baptist Board, he
organized Philanthropic Fundraising
Service, Inc. (5 Kenmore Rd., Valley
Stream, N.Y. 11581). Dr. Carter is a
graduate of Occidental College and holds
degrees of B.D. and Th.M. from

Colgate Rochester Divinity School.
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seven familiar words at the top of the
columns: Plan— Prepare— Inform—
Organize— Instruct— Ask— Collect.

In each of thse columns can be noted
month by month the events and activi-
ties by which the fund effort will be
carried forward. Normally this is an easy
procedure for an experienced fund-
raiser. But amateurs or volunteer cam-
paign directors will find the building
of a calendar challenging and giving re-
assurance that plans are really being
thought through.

A word of caution should be offered.
The overall calendar and supplemental
schedules ought not to be followed
slavishly. They will guide you and serve
to check on your progress, but circum-
stances will arise that will dictate com-

furniture; office equipment; telephone;
secretary; stationery; postage. 7) Pre-
pare your campaign budget and budget-
control system. 8) Develop your cam-
paign schedule. 9) Prepare your publi-
city program with: brochures or
casebook; films; exhibits; manuals;
pledge cards; scoreboards; news re-
leases; radio; television.
Prepare! Prepare! Prepare!

Inform

In fund-raising the meaning of “culti-
vate” is to inform, to educate, to develop
interest in a specific institution, project
or cause.

To do this requires a specific program
of information through publicity. This

PROSPECT-INFORMATION CARD

GivingAbility s .. = (1M 5M 10M 15M 20M 25M or more)
interests. .. ... . . .. .
Rematks ...

mon-sense modifications. By the close
of your campaign the reconstructed
calendar will surely resemble what you
started with, but it will also reflect things
you have learned as you went along. It
is also best to construct your calendar
backward, starting with the objective.

The system of backing your way
through a calendar may seem slightly
erratic. However, it has the great benefit
of measuring more accurately the time
required for each important step and
will answer the question of whether the
objective can be obtained in the period
allotted. Up tonow, your checklist should
be as follows even though some of the
items have not been discussed. But
here’sthe completelistfor your guidance:

1) Assemble all the facts pertaining
to your fund effort through investiga-
tion, research and survey. 2) Prepare
the strongest statement of need. 3) Test
the strength of your case by presenting
it person-to-person among some of your
constituents. 4) Form your campaign
Steering Committee with a select group
of ablest leaders. 5) Build your prospect
lists. . . for leadership gifts and general
gifts. 6) Set up your campaign office.
Check off all the requirements, such as:
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program usually needs to be quite ex-
tensive. It may include brochures, bulle-
tins, news releases, posters, advertise-
ments, letters, speakers, radio, television,
films and exhibits. Without informing
the constituency there can be no effec-
tive fund-raising effort.

First you must tell the story. You tell
it by whatever means it takes to get the
story across. This may be as simple as
writing one descriptive and appealing
letter to one potentially interested and
generous friend. One such letter once
inspired a $5-million response that be-
came a challenge for raising another
$20 million.

Developing the case file is especially
important as the first step in a nationwide
cultivation program or in launching a
publicity schedule that will stretch over
two or three years. The case file will
contain such material as: Important
historical and development dates in the
life of the institution; Accomplishments
and services of the institution; Needs
that must be satisfied for future growth
and increased service; Detailed cost
accounting of the needs; Plans and
personnel for satisfying the needs;

List of illustrative material—photogra-
phy, architect’s plans, art drawings,

statistical tables, films, posters, exhibits;
Bibliography of books and pamphlets
that will supply content and source ma-
terial for your publicity program ang
speakers bureau; A list of noted alumnj,
administrators, professors or outstang-
ing personalities related to the project
or institution.

This kind of basic preparation for
telling the story is difficult but it wil]
save time in the end and will make youy;
story farmore convincing and persuasive,

Who Are Your Publics?

Make a list of the groups you must
cultivate and inform. For the purpose
of your fund-raising efforts these groups
are your “publics.” Put them all together
and you have your constituency. Just as
you need to assemble all the facts intg
the case file to be able to tell the bes
story, it is equally important to list all
the elements of your constituency sg
as to tell your story to all of the right
people.

Now that you know your story ang
the publics to whom your story must be
told, you are ready to build your pub-
licity schedule, using whatever media
seem necessary.

How doyou build a publicity schedule!
Just make a calendar of it.

The publicity schedule has to be
styled to serve the distinctive needs of
every fund campaign. Its prime requisite
is to help you plan and implement the
best possible cultivation of your whole
constituency. Your aim must be to tell
the story fully and continuously. The
result will be the stimulation of friends
of your cause to work for and to give
to your campaign.

Any substantial fund-raising project
requires a casebook (general brochurel
to describe the cause, point up the need,
announce plans for improvement, chak
lenge generous giving and invite wide
participation. In multimillion-dollar
campaigns and in fund efforts with
extremely diversified constituency, the
casebook is often followed by specid
brochures, such as:

A “Question and Answer” booklet 10
answer questions of special concer®
during cultivation and solicitation;

A testimonial booklet in which friends
of the cause praise its services and el
dorse its aims;

A community brochure which eval¥
ates and interprets the usefulness of}he
institution of its community as a servic®
cultural and economic asset;

A memorial booklet under a title si¢!
as “Names That Endure” to prese®
more broadly and extensively the mer”
orial possibilities in a building progfy

A special booklet on corporation ?0
foundation gifts, including informat!
on securities, property gifts an
privileges. e

Some experienced fund-raisers sa¥
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most important campaign publication
is a newssheet. To be most effective it
should have the format and style of a
small newspaper. It should be issued at
intervals of one or two months through-
out the campaign. Through action photos
and news stories it should announce the
campaign, name its leaders as they are
appointed, report progress and announce
results progressively as they occur.
Now here’s another check list: 1)
Study your constituency. List them by
categories and by areas. 2) List the
publications through which you can
reach your constituency. 3) Draw q
publicity schedule for the campaign.
4) Prepare a list of information and
pictures to be contained in: a. the case-
book, b. the News Reporter, c. color
sound film, if any, d. scheduled special
events, if any, 5) Keep a scrapbook of
all campaign publicity as it appears.

Organize

The survey in advance of the capital-
fund effort should indicate the lines
along which the campaign is to be or-
ganized. It should evaluate the strength
of the institution’s available leadership
for fund-raising purposes. This evalua-
tion will cover staff and volunteer lead-
ership. What the survey has to say about
the nature and size of the constituency
will determine in large measure the size
and nature of the organization needed.

There are many ways of starting to
organize a fund effort. One of the best
and most common of these is for the
'boa‘rd of trustees or directors of an
Institution or organization to appoint
Seven or nine of its members to compose
4 campaign committee. The president
or staff leader and campaign director,
either volunteer or professional, work
With this board committee to secure a
géneral chairman for the campaign. He
May be a member of the board commit-
lee, an outstanding business or profes-
Sional leader, His leadership in financial
Matters is of paramount importance.

5 dhe chairman to be appointed of the
a e.rx}up 8ift committee can be the

m_OSF Important person in the campaign.
: clz mfluAence, leadership, example and
cre:tmpllshmems can set the tone and
Faisine a challenge for the whole fund-
’ 0u1§ Effort. Somc? of h1§ qualifications
s © Success in business or a pro-
ability t gtlfnerosny tO\yard the project,
COmm'tO ead oth§r§ in dev.elopmg the
i resl tee _ax‘u'j ablllty to give time to
Ponsibility in the campaign. His

* r:Zimttee is responsible for eighty to
YPpercent of the money to be raised.

Share Gifts

pailgnaﬂtlyplcal community or area cam-
kcamede effort to secure “share” gifts
Otgan: on by what is called the general

1Zation, A share gift is a subscribed
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amount that can be paid over a period
of two to three years at the rate of five
dollars, ten dollars or perhaps twenty-
five dollars per month.

The general organization supplements
thfe special-gift or leadership-gift com-
mittee. It is headed by the general-
organization chairman. The chief
responsibility of this chairman is to
appoint and enlist the required number
of division leaders. Each division leader
will enlist five or six captains. Each
captain secures five or six workers.
Each worker will be expected to make
five calls. (See chart.) This type of
organization is standard procedure in
capital campaigns as well as in fund
efforts for annual support.

These contacts will require a week
or ten days following which the division
leaders meet with their captains to
select their workers. After each captain
accepts a list of workers whom he ijs to
invite to serve on his team, he makes
personal contact with each of them. A
period of about two weeks is allowed in
the schedule for these all-important
contacts. This is usually the point of
greatest difficulty in completing the
organization.

Then comes the “kickoff” meeting,

zation to reach every prospect person-
ally. 7) Enlist your organization step by
step. 8) Calendar each stage of its devel-
opment. 9) Complete each phase or
organization on schedule. 10) Evaluate.
'Is your organization strong enough? Is
it large enough? Is it complete?

Instruct

Instruct the workers! This may seem
to be an obvious injunction. However,
its importance cannot be overempha-
sizeq. In any campaign or fund-raising
project that relies upon personal visita-
tion between workers and prospects,
the strength of the cause will depend
upon the strength and effectiveness of
the visitor.

Thg thoroughness and quality of in-
struction given the workers will inspire
confidence as they make their calls,
That is why experienced campaign
leaders insist that every visitor attend
the workers’ training conference before
attempting to make any calls. They go
so far as to say that without instruction,
volunteers must not be assigned calls.

How is the instruction meeting con-
ducted? Normally it should be a dinner

Division A

Captain
(Rrame)

Captain

DIVISIONAL ORGANIZATION

Leader (Name)

Captain

Teaml  Team 2 Teams Teamd4____ Teams

Captain Captain

—

Workers

1 6 il 16 21
2 / 12 17 22
3 8 13 18 23
4 9 14 19 24
5 10 15 20 25

which brings together the entire organi-
zation, general-organization chairman,
sectionleaders, division leaders, captains
and workers. The kickoff is a training
meeting that must be informative, in-
structive and inspiring. It concludes
with a work session when cards are
selected and assignments of calls are
accepted. This meeting achieves great-
estsuccess when the attendance reflects
a complete organization.

Now here’s your next checklist: 1)
Select your general chairman—your top
leader. 2) General chairman selects his
co-chairman for leadership gifts, for
general organization. 3) Form your
steering committee. 4) Organize your
leadership-gift committee. 5) Count your
prospects. 6) Build large enough organi-

meeting so as to foster full attendance
and provide a time period of two to
three hours in an atmosphere of con-
geniality.

Your next checklist should contain
the following: 1) Make your story easy
to tell. Help every worker to tel] it well.
2) Expose every worker to all the infor-
mation available on the project. Show
the color sound film. Have them read
thg casebook. Have them visit the in-
stitution or the project. 3) Present a
manual to every worker, telling them
Just how to represent the cause, how to
make the calls and how to get results.
4.) Require full attendance at all instruc-
tion apd feéport meetings. 5) Report
campaign progress to workers in writing
after every report meeting. 6) Motivate
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the workers by achievement stories,
competition, appreciation and desire
for success.

Ask

The little word “ask” is the largest
word in fund-raising. Though soliciting
a gift for your favorite cause may seem
quite simple, it is the most difficult and
the most challenging part of fund-raising.

What to ask for, how to ask and when
to ask are important questions and
deserve careful study. Worthy answers
will rely upon research, experience,
principles of psychology and motivation.

What we have said about how to plan,
prepare, to inform and to organize helps
the leaders and workers in a campaign
get ready to ask. In addition to all of
this, each visitor needs special training
for his responsibility to ask.

When asking for leadership gifts,
whatever the final response, thank the
prospect for his interest in the program
and for the privilege of talking to him
about it. Tell him he will be kept in-
formed on the progress of the campaign
effort and the developments that result
from it.

When possible, try to tell your story
to the husband and wife. This is espec-
ially true of memorial gifts or family
pledges.

Urge members of the committee to
make their calls promptly after choosing
their cards. Set dates for report meetings
and urge every member to attend these

Pictured on opposite page are some of
the tools of the funds raiser. The large
thick books are complete case
histories. The hook on the right
explains a twenty month campaign
which raised $1 million for the
Northern Baptist Theological
Seminary in Oak Brook, Illinois. In an
ideal situation, every detail of a
tampaign is thoroughly documented
and retained in a master file such as
this. Every event is catalogued, large
and small gifts are entered, original,
follow-up and “thank you" letters are
filed for reference, brochures and
Publicity are bound in. In short,

Bvery hit of information is filed
chronologically to the end of the
tampaign. Various casebooks, pledge
Cards, letters, are shown in the
Montage — all vital elements of
Successful fund raising.
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meetings to strengthen the report and to
receive inspiration from others.

In planning most fund-raising efforts
one or more types of shares are worked
out. This is for the primary purpose of
encouraging friends of the cause to
make their gifts on the basis of what
they can contribute over a period of
months and years rather than just what
they could give out of pocket or through
one check. The basic share is usually
five dollars per month times the number
of months available in the payment
period. Most frequently the payment
period is thirty months, reaching across
three tax years.

Asking for Share Gifts

Multiple shares are offered in many
campaigns. Above the Contributor’s
Share of $150 may be offered a Sponsor’s
Share of $300, a Development Share of
$600 and a Leadership Share of $1,200.
The naming of these shares grows out
of the distinctive facts about the insti-
tution and the constituency.

The art of asking is a rare gift. The
first ingredient of effective asking is
intense concern for and dedication to
the object for which the gift is sought.
This means more than superficial loyalty
to a cause. It means faith and apprecia-
tion backed up by knowledge of the
project’s history, record of service,
opportunity for growth and plans for
the future.

After the fullest effort is made toreach
your prospects through personal calls,
you finally let the postman be your
caller. You will not plan just one letter.
Effective asking calls for a series of
three or four letters. A single letter will
produce less than half the result that
can be secured by a series of corres-
pondence. The most efficient three-
letter series is composed of: 1) A full
description of the need, plans for meet-
ing the need and how the prospect can
participate, enclosing a reply card and
self-addressed envelope; 2) A copy of

letter No. 1 with a covering note suggest-
ing the first letter may not have been
received, and inviting an early reply;
3) A report of progress, encouraging
response and a deadline for securing
additional commitments and gifts.

Your checklist: 1) Have you real
concern for the cause you are to repre-
sent? 2) Do you know enough about it
to be a good representative? 3) Can you
be a persuasive spokesman? 4) Have you
read all your instructions as a caller?
5) Can you ask for a large gift? 6) Do
you know how to appeal for share gifts?
7) Can you write persuasive letters to
prospects you cannot see personally?
8) Can you use the telephone success-
fully to secure appointments with pros-
pects or to secure commitments?

A sound collection program must be
planned and implemented along with

the campaign. Great fund-raising vic-
tories can be lost through failure to pro-
vide the incentive and the means to pay
commitments. Like the rest of fund-
raising, there are right and wrong ways
to carry on a collection program. Fol-
lowing are some of the proven right
ways.

First, say “Thank you.” This simple
and obvious act of appreciation is far
more important than most people realize.
Failure to say thanks for large gifts has
cost colleges, hospitals and churches
dearly both in collecting pledges and in
obtaining repeat gifts.

How do you say thanks? First, the visi-
tor who presents the cause and secures
the pledge is taught as a part of his
preparation for the call to express hearty
appreciation.

Collect

Next, the gift is acknowledged with a
letter of thanks and a receipt from the
campaign office or executive office of
the institution. This letter of apprecia-
tion should be friendly and rather in-
formal as compared with a printed form.
It should state the terms of the pledge
as understood by the institution, invit-
ing the donor to correct any misinfor-
mation. It ought also to express
appreciation for what the gift will help
to accomplish.

In cases of unusual interest in the
institution, as shown by an exceptionally
large gift, the president or chief adminis-
trator should invite the donor to visit
the campus, hospital or headquarters
to see the progress his gift is helping to
accomplish. This offers a personal way
of saying thanks and often stimulates
greater interest and larger gifts.

In your collection program say thank
you and do all within your power to
cause your donors to want to fulfill
their commitments.

Your checklist: 1) Plan a complete
collection program while planning your
fund effort. 2) Write a letter of thanks
to every donor, large and small. 3) Ac-
knowledge each pledge and verify the
terms of payment. 4) Acknowledge each
payment with a receipt and thank-you
note. 5) Send out a reminder ahead of
each due date for payment. 6) Make
sure that all letters and notices are
friendly and cordial rather than imper-
sonal or brusque. 7) Formulate all
acknowledgments and collection pro-
cedures into a manual for the guidance
of those who will be carrying out the
program. 9) Plan and implement a pub-
licity schedule to sustain interest in your
institution or cause all during the pledge-
payment period. 10) Conduct a letter-
writing schedule to help all donors keep
up to date with their commitments,
11) Plan special events to involve, edu-
cate and say thanks to your donors.e
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New Releases
From Ildeas In Sound

A DIVISION OF HOKE COMMUNICATIONS

Personal interviews, exciting speeches—

: : eativeness.
will stimulate your own cCr ; St
cassett.eS marketing—changing consumer attitudes. Use them as training
s in

i ivi car.
of your staff, or listen to them at home or while driving your

trend

o THE ECONOMIC OUTLOOK

direct from the heart of the marketp!ac.e. These
“Tune you in” to current thinking—new
s for members

o CREDIT AND COLLECTION

ik provides a knowledge of the prob-
°

i hasize
Using colored slides to emp ;
hibs1 sgub]'ect, Jim Kobs details pro

cedures and methods of “Testing
in Direct Marketing”. Presentﬁltl%n
offers guidance in what shou be
tested and what should. 1.10t he
tested. Emphasis on Combml‘ng the
results of individual te'st mlt(o a
single, ‘“best” direct-mail-package.

A critical look at the U.S. ecgmomy.
Examines ‘inflation .trends .—con—‘
sumer spending, housxpg S 5l fa;tor/i
important to economic groth.

detailed projection of the business
climate for the next §evera1 years:
Designed to aid the direct markeltel
in formulating future marketing

strategy.
70 DMAC 8 C17 (Cassette $8)

lems involved in conductir}g a suc-
cessful “credit and collectlgn p(l;o-.
gram. Topics covered include:
methods, follow-up, the Ser?;}
Plan, and no-pay accounts. Speclg1
emphasis on problems. of ;nl.al
order, competition, bad risk, se lmg
other items to cover cost, collec-
tion cycle and follow-up cost.

70 DMAC 16 C13 (Cassette $16)

0 SLDD 18 C5
{Cassette with slides $18)

o STAN RICE
Vice President S e
iness Service Comp =
Eiusmunsual dry wit explaips how UBS
uses newspapers and direct mail i(lo
implement two-step systgm for se
ing their investment .adv1sory slerv
ice. Two-step system involves a long
term trial offer with eventual con-
version to a full term or h.alf term
advisory service subscription.

70 SLDD 8 C4 (Cassette $8)

of Sales, United
in

o PUBLISHERS COMPUTER SYSTEMS

First on line, real-time sysftem spg-
cifically designed for audited pub-
lications. Provides instant access to
subscriber file for updzlite, changes,
additions, kills, . . . via IBM 2‘2'60
units using direct telephone line
“access” to computer.

70 PCPH 12 C1 (Cassette $12)

o FLORENCE WOLF o
Basic program on how to wor yvl
a mailing list broker. Explains Fhe
concept of list brokerage, max:ketmg%
opportunities with emphasm on:
the importance of presenting a list
data card and how it he.lps in se-
lection of markets to mail to.

LDD 8 C1 (Cassette $8)
;g gLDD 12 CS1 (Cassette with
slides $12)

 THE DISTRIBUTION REVOLUTION

Max Sroge, Maxwell Sroge C}Ilo.t.
relates — the many influences tha

are changing the attitudes.of pgo};
ple and their buying habits \Ylt

the revolution in direct marketu}gl.
Topics covered include: .p‘otentla
direct marketing opport.umtles. how
mail order can benefit manufac-
turer, seasonal patterns and cus-
tomer awareness.

70 SLDD 8 C2 (Cassette $8)

e RETURN TO ELEMENTAL SELLING

i hat is personal, sympa}het—
iSceg;ndglfonest VI\;ill mark ad.vertlsm‘g
in the ‘70’s predicts Len Reiss, pres-
ident, Schwab, Beatty & P?rtgr a’i
monthly meeting of the. Nationa
Association of Direct Mail erters.y
Mr. Reiss outlines history of copy
from World War I and forecast
copy style of the ‘70’s.

70 HCLR 10 CS1
(Cassette with slides $10)

o COMMUNICATION TECHNOLOGY

Henry R. Hoke, ]Jr. (Pete).‘ An in-
troduction to the opportumtl.esat.i(;n.
23 d’ in communic

Lo includes:
how post office will be providing
new services — will chang_e the way
we do business and retrieval con-

technology. Discussion

cept for direct marketing.
70 SLDD 8 C3 (Cassette $8)

o DMAA PUBLIC RELATION PROGRAM

The pending DMAA public ‘rela.tlon
program, it's goals, it's olb]e‘ct.xvesi
how it will benefit the individua
member. Total cost of the program
and how it will be founded is dis-

cussed in detail.

70 DMAC 8 C1 (Cassette $8)

o WHAT ARE THE PROBLEMS IN

CIRCULATION :
An analysis of the field of C1rcu1a:
tion in a managerial context. Exarrtlo
ines principle areas of' concern >
the circulation exec.ut}ve w.ho 1;_
responsible for: building circu :
tion, rising cost of sgbscrlptlonf—,
customer relations, prices and1 0q
fers. Specific attention to.prob ems
of list management and increasing
subscription prices.

70 DMAC 26 C2 (Cassette $26)

« WHAT'S HAPPENING IN MARKETS ABROAD

Europe’s 30 million consumers.daiej
potential sales. However, wi es
diversified customs, languagen_v
postal laws, buying power, i_CC;g_
sumer needs and incomes rrlter
ment the European market. Wa e
Schmid, Zurich, Switzerland, Sthe
veys the differences as wel.l asqses
similarity. Ichiro Miyama discus
postal rates in Japan.
70 DMAC 8 C20 (Cassette $8)

~

[ ————— e e

 WHO SHOULD A DIRECT MAIL
WRITER WRITE FOR?

Agency? Mailer? or Himself? Dis-
cussed at N. Y. Ad Club, by three
speakers. Richard Jordan, Rapp and
Collins gave prestige, pay check,
stimulation, professional develop-
ment as reasons for favoring agen-
cy. Marvin Barckley, Publishers
Clearing House, ran gauntlet for
mailers. Free lancer John Francis
Tighe preferred prospect of dou-
bling income, though harder work.
getting rid of “Wage slave syn-
drome”.

70 NADW 8 C1 (Cassette $8)

* REACHING THE NOW CONTRIBUTOR

Paul E. Funk, President Epilepsy
Foundation of America, examines
fund raising in the 70’s, and its
changing structure. Forecast
changes to expect in the coming
decade. Topics covered include:
statistics and trends, consideration
of boards for fund raising, young
people and reaching them, the im.
portance of direct mail and com-
puters in fund raising. Special at-
tention to current fund raising
problems on: direct mail, volunteer
workers, mailing list and mailing
list response.

70 DMAC 26 C6 (Cassette $26)

* DESIGN AND PRODUCTION

Examines the relationship between
design and production. Emphasis
on International advertising, com-
plexity of direct mail advertising,
ingredients of good production and
design.

70 DMAC 16 C12 (Cassette $16)

* PSYCHOLOGY TODAY

Personal interview with John Suhl-
er, associate publisher of “Psychol-
ogy Today” and John Tosarello,
marketing director for consumer
marketing division. 90 Minute cas-
sette covers magazine fulfillment,
new CRT computer system, fund
raising, diversification, . . . all as-
pects of “Psychology Today’s” great
success story.

70 PTPH 8 C1 (Cassette $8)

—__._.___.———_______.___.__________.——__

HOKE COMMUNICATIONS INC. 224 seventh st,

® LIST FOR THE MEDIUM’S NEW MARKET

A detailed introduction to structure
and maintenance of computer list.
Designed to provide an understand-
ing of: its possible potential, proper
use, methods of sorting, and appli-
cation to other media of advertising.

70 DMAC 16 C14 (Cassette $16)

* ENJOYING GOOD LIFE

While succeeding is story of Joy
and Murray Hall, after moving
“Ambassador Leather Goods” from
Niagara Falls to Tempe, Arizona.
Interviewed by Managing Editor
John Hicks, Ambassador Leather,
Halls says, gross $6 million per
year with 1.1 million customers.
Operation fully computerized. Aver-
age sale, $18. Mail 5 million cata-
logs; prospect for new customers
via less expensive piece to 12 mil-
lion others by renting outside list.

70 ALJH 6 C1 (Cassette $6)

* HOME IMPROVEMENT BUSINESS GOOD

Jack Tillotson of Modern Handcraft,
Ed Dobbins of Belsaw, Joe Cooper
of Old American Insurance, said
business good. Confirms home-im-
provement businesses do well in
soft times. And people want more
health, accident protection. Dobbins
describes Belsaw’s selling system.
Says increased use of WATS-Lines
is boon to business, customer rela-
tions. Sells locksmith equipment,
sharpening equipment, tools. Busi-
ness up with unemployed looking
for ways to save money. Just mailed
to autoworkers in Detroit. Also
sells correspondence course on how
to improve skills.

70 HCWI 6 C1 (Cassette $6)

* WORDS TO SELL BY

Step by step examination of the
fundamental principles involved in
producing copy that will “sell”.
Topics covered include: copy dan-
ger points, irresistible offers, cred-
ibility, easy payment plans, re-
sponse procedures, readability and
up-front editing.

70 DMAC 16 C15 (Cassette $16)

Please send following cassettes (order by number):

Garden City, N. Y. 11530

Piease Indicate:

[J Check enclosed
] Bill my organization

® OLD AMERICAN INSURANCE
COMPANY'S MARTIN BAIER

Develops sophisticated computer
program for segmenting markets/
mailing lists based on psycho-
graphic characteristics. Called ZIP
Code Area Market Evaluation. Will
reduce amount of mail per dollar
of new business. Also permits iden-
tifying segments of markets which
in total, previously, were unprofit-
able to mail to. System acknowl-
edges that environmental factors of
where people live vastly more im-
portant than so-called pure demo-
graphics such as age, income to
each other and within geographic
areas of urban, urban fringe and
rural helps to identify those people
who are prone to buy rather than
those who are simply able to buy.
This computer capability not only
improves marketing efficiency but
permits designing products or ser-
vices of special interest to special
segments of total market. Break-
through system permits analysis
and use of any mail order list. One
hour, in depth discussion of system
with Martin Baier, Joe Cooper and
Steve McDaniel.

70 OAPH 8 C1 (Cassette $8)

© STAND UP AND SHOUT ABOUT WASTE

- in postal procedures, says An-
gelo Venezian, director of market-
ing for Creative Mail Service. Mail
users should insist on cost cutting
simplification of return-mail rules,
stop wanton destruction of mail,
take steps to reduce flood of mail
returned to sender . . . offers ways
to improve mail service and reduce
mailing cost.

70 HMAV 6 CI (Cassette $6)

* RAY GARCIA

Deals with Co-op postcard — post
cards bound into magazine type
format. (similar to HCMD 6 €1
cassette — previously offered). Dis-
cussion covers industrial advertis-
ing, and Rays experience with
many co-op campaigns in various

fields.

70 SLDD 8 C6 (Cassette $8)
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* “IDEAS ON How TO WRITE

* GRAPHICS . . . HOW THEY
MORE EFFECTIVE Copy”

GRAB YOU

———y

* TOURISM — DIRECT MAIL

: s MARKETING |

: i . ‘ ; Three experts in design ang prod- S ’ Bythel] t |
= i v gl?fe{.at(‘;’rnltgluyA;\;erﬂzli;O;, PI;;eeslq uction highlight peyy opportunities D?reakf/férf;?ﬁgld (é'ana{ﬁ}:; ' &S‘ft'
L) & in today’s Vvisually-oriented adver- : \ ; :
F DIRE‘ : I ists: Thomag A Tucker, VP, Camp- Hatng vorit e begni i Travel Bureay. A behind the scenes

Panelists: Frank Pulliam, Manager,
Centra] Printing, Time, Inc,, Robert
Bartner, Vice President, Grolier
Enterprises; David I Stahlberg,
eative Director, Ben.

* GRAPHICS OF DIRECT
MARKETING
son, Stagg & Associates,
70-NYDDBg.-1 1C—Cassette af $8

By F. F. “Bug~ Walrod, Hopper
Div., Georgia Pacific Paper.
Top Ten on i
* THE GENERATION GAP
Format

AND DIRECT MAIL » Such as
* DIRECT MAIL MINLINSTITUTE

70-BOS-5CS/45—CasseMe w/slides $23

- : U.S. Plywood.-'
: Champion Papers; Reeq E. Bart-
ON CASSE lett, Mgr. Field Advertising, The
‘ T NG . Procter & Gamble Co.
. E I red from direc 70-DMLA 76-10C—Casselfe at $16
M artridges, these speeches wears ag?trgfnmg aid in your
. Recorded on slip-in Casiﬁgecguntry Use these recordings
' . Il over :
mail days held a

y at w y

g

From Ideas In Sound

TIONS
A DIVISION OF HOKE COMMUNICA

T i i this, would or could be complete

e raisals of the youth map- without jts i 3
ket of the Seventies. Its sjze, mobil- paper‘ emphasm i
ity, needs, purchasing bower. And

Georgia-
! Pacific Corporation as sales man-
OW _you, can Communicate with ager of nationa] accounts, Hopper
Edward N, Mayer, Jr., DMAA Direc- and sell this large and volatile mar- Division of B and o product
= tor of Education. ket. Modgrator: Michae] Micha.el- development mg
i SUCCESSFUL IDEAS DERW Basics of direct maj and how they >0 President, Campus Subscrip-

: U
| EMONEY O TR o RO UNSUCGESSE

nager of Specialty
are applied to solye any actual map-
keting problems. Two-man teams of

MAILINGS YOU DON'T MAl:Ena-
The Alan Drey Company is

The Best of

apers.
tions, Inc, Speakers: Roger Walther, gee

President, National Student Mar-
CAMPAIGNS

70 FWDM-8-6C—CasseHe at $8
direct maj] experts will coyep_ eting Corp.; George Schiele, Pres;j-

& Economics g Offer, test d dent, Mailbag International, Inc.

i : > Knowlton, VP , testing ap

7 0 tional firm specializing in t'};fngbrgf MOdeﬁtor'Bzglrzof-the-Month Club. formats, COpy-writin

i i

n h and comp Adv. Mgr.,

The 7 S kerage, researc

direct
mailing lists, and serves as

70-NYDD8-8C—CasseHe at $8
many
: ’ counsel to a
mail marketing

Am-
Panelists: Murray Hall,lel:isi;Y o
bassador Leather; Joe

“Best
Mailing List

newcomers,

EFFECTIVE
“IDEAS FOR MORE EFF
: UI1I?ILIZAT|0N OF LISTS

, Pres., Alan

MOderétoor: II/:c]?nP;)nr:l?sts: Freeman

82?(]ien ]ry., VP Mktg., Market CI(;T

ilation & Research Bure\z/iuneﬂan,

E)\ngelo Venezian, A.R. s Nfgr,,
Inc.; L. Kent Armstrong, Sub.

TV Guide.

3 TR
important users of d‘1rect1 malBlogrd
. Etising. Mr. Drey is asc{ o
‘(/Jilairman of Market Deve OI;najor
o Stt.d LI?llallli? rr?arketing

iente
computer-orien :
i cialists in the
$H:n;plfamily and College Student
o
consumer markets.

70 MWMI 8-6C—Cassette at $8
CS2 at $20

k
i Ity Co.; Fran
kers Life & Casua : v
g::dert, VP Mktg., Amerﬁcanpr}é;
ress Co.; Robert B. Clarke,
I(J}rolier Enterprises Inc.

70-DMLA8-2C—Cassette af $8

« DIRECT MAIL'S TEN CREATIVE

70-DMLA 16-14C—Casse"e at $16

* TESTING BEFORE TESTING

The business and professiona] ex-
Perience of My, Tobolski includes
supervision of Radio - TV at Illi-
nois Institute of Technology: re

* “IDEAS FOR MORE EFFECTIVE
MAIL ORDER"

Moderator: Leonard Carlson

Rudin Assoc.; Bob
Adler, Inc.;

Spencer Gifts.
70-DMLA 16-9C—Casselie at $16

, Pres.,
Sunset House. Panelijsts: Louis E,

Stone, Stone &
Eugene Brog, Pres,,

Selections”
On Industria/
Advertising

search analyst and supervisor of

DISCIPLINES field office, Design Laboratory,

efte at $16 Container Corporation of America,
70-DMLA 16-8C—Cass in package design and market pe.

search; senior Projector director,

e MAILING LISTSR Wolf, Florence
Florence . d in the :
S\?lolf Inc. “The best’ldStl?Hesl: you tive Services,
‘i MAILING LISTS ... world will be waste
1 ®

* AN AGENCY VIEW OF

INDUSTRIAL ¢& CONSUMER
DIRECT MAIL

* COMPUTER LETTERS

By Robert Hanford, Computer Ap-
plication, Whats n

: , Director Crea-
Richard S. Hodg}slc.l;. Donnelley &

ew in computer When N.w A .
V- AAYer & Son put in Ayer-
“onal- President ; floor mats, how they‘ look and how Direct, the agency’s direct response
ioht Sons, and Internatio ident. Al Ma.rplan ~and McC.ann. Erickson, several major advertisers are using division, it was Walt Fish who was
can tell your story .tO tthneiq Tig A SPEA. Before.that: inis(els' and Ex- Chlnago, In communication and nd- them .to secure leads and sell mer- aSSJgned! the job o ”
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Vic}’ President, Creative a 2
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Executive, Names Unhm}te = Ak
Kaufmann, Vice President,

lishers Clearing House.

70-NYDD8-10C—Cassette af $8

ant manager of market research,
then market research manager, : : 3
Design i Market Research Take managmg dlrector, the Position he
oratory, Container Corporation of

American, and jg currently Direc-
tor of Market Research? A nunllbecr : gﬁ%ggggET OF D'RECT MAIL

of his papers have been published
in trade journals, and he has lec-

tured at leading universities and
institutes.

tion
: has Sales Promo 3 authore
over the speaker’s stand. She Marketing magazines. Has
her own company.

— w 6 ks in he irect
1 t 1T

70 F mber Of bOO

8-CS2/20—Cassette /slides $, a nu
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mail/promotion fields.
“Best Seller’'s”
of the 70’s
On Copy

e COPY ... TELLITLIKEITIS
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(o]

> W(li direct Hlall ﬂd\el 1S1Ing

climate

70 CDMM-”C—CasseHe with slides $20

70 DDMD 8-4C—Cassette at $8
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« CREATIVITY—HOW TO MEA

70 Mwm/ 8-2C—Cassette af $8
URE ITS EFFECTIVENESS

direct-response/direct—mail
which bears his
Specialized in the
direct maj] to start

agency 70 FWDM g 5C (Cassette $8)
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Kaufmann, VP,

Howard Hudson,
Newsletters; Stanley Spano, Man &
Manager Inc.; Edward Brown, At-
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& Adler in 1967, six month
it was formed.

Newsletter op
Iead-getting, publishers and fung-

ted X
House. This session will be devo

5 S
d rapidly changing
> complex an g
:;)It)}lli(:;ations of computers to solv
mailing problems.
70 BOS-16-C9—Cassette at $16

Copy Chief, Doubleday Advertising

Connected with
Company; Eugene Waddell, Con-

agencies in creati

Ve capacities.

70 CDMD-8-2C—CasseHe af $8 70 MDC05-20-C$/40—CasseHe w/slides $21
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70-NYDD8-9C—Cassette at $8

70 MWMI 8-4C—Cassette af $8

70 DMcs g ¢c (Cassette $g)




« INDUSTRIAL DIRECT MAIL

i . Fields, Mar-
Moqerai?r:PMX;:r}llfaoerlmIation service.s
ketmg egxke”rs: Wwilliam Bernardl,.
ch(is\'/errt)ising Manager, Telei\jllgneer,
Philbrick Nexus and Alanh Onyco,.
Advertising Manager, Raythe e
and John Defasio Market}nghouse
munications Rep.., Westl'ngustrial
Corp. Must listening for in i
marketing men who wan-t tod.rect
more about implemen-tm}g; ( 1Own
mail more successfullly ;nu;()“eclr s
’s sales an i

?ﬁ)ﬁgaergorts. Target marketing also

discussed.

70 BOS 2C 16 (Cassette $16)

e CHARGEX

Claude Lorang;\a/i Aexngrélessl;‘%bei

i i an ;
izwl%iﬂigoganadienpe Natio'rlxalji
uses credit cards in dlrec.t glasxt.rial
worthwhile story for all in ubusi.
advertisers. See where yourrld i
ness fits into the new wo

credit card selling.

70 CDMM 24 5C (Cassette $24)

e AUTOMOTIVE STORY

loss of Chrysler Capada
Ic\llfe(;sciig;ascin “fine detail” the- hlg}glg
successful promotion campaé%lrrllada.
ing conducted'lby .(fllléryssﬁtca; e

ribes mail 11 : ;

Baecshcnique and sponge theocrtz 10nf
direct mail, — various aspe e
their total promotion.prog.rami e
listening for industrial direc

advertisers.

70 CDMM 8 2C (Cassette with slides $8)

o BUSINESS, GOVERNMENT AND

LABOUR LOOK AT THE
y
CHANGING 70’s . e
-opener panel iscussio
ﬁ)n ?:i)pl%, whose opinions will be
feﬁ by all in business for manky
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AAC NATIONAL AND
DISTRICT CONFERENCES

The 1971 National Conference of the
American Alumni Council will be held
July 18-22 at the Shoreham Hotel in
Washington, D.C. The Conference is
one of the largest meetings of educa-
tional administrators directly concerned
with fund raising and development,
alumni programs, continuing education,
college communications, and commun-
ity relations, in the United States and
Canada. More than a thousand members
representing the 1,250 4-year colleges,
universities, junior and community
colleges, 300 independent secondary
and 50 educational associations, who
comprise the membership of the AAC,
will be attending.

This year's AAC Chairman of the
Board is Robert B. Rennebohm of the
University of Wisconsin Foundation.
The 1971 Conference Chairman is Stan-
ley R. McAnally from the University of
Tennessee.

For additional information concern-
ing the conference contact, Miss Mary
Lou Anderson, Conference Coordinator,
American Alumnj Council, 1 Dupont
Circle-Suite 530—Washington, D.C.
20036. Telephone (202) 223-9505.

1971 AAC District Conferences are:
District I—Hartford Hilton, Hartford,
Connecticut. January 25-27; District
II—Hotel Dennis, Atlantic City, New
Jersey. January 24-27 District IIT & IV —
Broadwater Beach Hotel, Biloxi, Missis-
Sippi. January 24-27: District VII—-
Jackson, Wyoming. January 24-27: Dis-
trict VIII—Portland Hilton, Portland,
Oregon. February 3-5; and District IX-

acation Village, Mission Bay, San
Diego,California.January31-February 3.

PROGRAM PLANNING
ESSENTIAL IN FR

Estate planning programs should be
Undertaken only by charitable organiza-
tions which have stabilized their initial
PTCSsing developmental and operational
Programs, said Paul A. McCann, direc-
Or of special gift programs and bequests
a arquette University. McCann’s
Marks were made at a “Conference on

aritable Giving” in New York Thurs-

4y (Nov. 5).
. YcCann discussed basic considera-
Ons for deferred giving programs. He

i
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said programs should not be considered
unless, and until, they can be properly
financed and staffed. “Something has
to be available to provide the salaries
and tools necessary to the success of the
program.”

He urged institutions not to copy the
programs of others. “Results cannot be
fully attained by an institution merely
aping another unless it has factors so
similar in every degree that the institu-
tions are almost parallel.”

McCann also warned against relying
totally on volunteers to carry out the
program. He said the program’s staff
should perform the routine duties, “keep-
ing the volunteers available for only
those duties where professional involve-
ment and expertise are necessary and
appropriate.”

All fund raising personnel should
have a basic knowledge of deferred
charitable giving methods, said McCann.
“This (knowledge) will make him amore
informed fund raiser and at the same
time will expand the opportunities for
gifts to be made to his organization.”

Above all else McCann said, fund
raisers as a professional person who has
built within himself not two, but three
“I's”—intelligence, interest and
integrity.”

EPISCOPAL CHURCH HOLDS
63 ANNUAL CONVENTION

As reported in the New York Times,
the 3.5 million member Episcopal
Church held its 63rd triennial general
convention recently in Houston, Texas.
Among the many areas of discussion
was the Churchs’ financing programs.

Utmost in the finance area was the
future of the church’s three year old
“special program” authorized by the
convention of 1967 in Seattle to make
grants to underdeveloped segments of
American society.

To date, grants totaling nearly $5
million have been made to assist minority
8roups to set up their own community
organizations for the achievement of
economical and political power. How-
ever, a portion of the more conserva-
tive church members vigorously op-
posed giving money to organizations
that they deem militant.

In a keynote address geared to set
the tone for the convention, the Right
Rev. John E. Hines, presiding bishop
and spiritual leader of the church, took

issue with those who he said had been
less than anxious to “pioneer” in seek-
ing change for the “betterment of
mankind.”

Acknowledging deep differences
among his fellow churchmen on social
issues, particularly the funding of mi-
nority group activities, he called upon
the church to become the “minister of
change” and added:

“Our deepest problem is not that we
are-in some measure-divided over con-
ceptions of authority, or matters of
administration. Our deepest problem is
that we have been catapulted into an
era of such radical change, and at such
a breath-taking rate of speed—amid
events of such magnitude that test brut-
ally the authenticity and human sensi-
tivity of each and every institution
including the church—without our hay-
ing settled, through free and open ex-
change amongst ourselves, such great
questions as the meaning of mission in
Christ's name, or the nature of the
church through which, in part, that
mission is to be discharged, or the costs
we are willing to pay in response to
God’s call.”

At a pre-convention session the
church’s powerful Executive approved a
$25,000 grant to the Black Awareness
Coordinating Committee of South
Carolina. The vote was 21 to 16, with
two South Carolina bishops opposing
the move.

The vestry of one of the host churches
recently refused to pay its annual quota
of $67,000 to the national church be-
cause of a fear that the funds would go
to militant black groups.

Similar actions by churches in other
areas have also cut into the national
church’s income.

HEW ANNOUNCES
VOCATIONAL FUND

Acting U.S. Education Commissioner
Terrel H. Bell announced the allocation
of more than $415 million in Federal
support funds for vocational education
programs in the States and territories.

New funds released directly to the
States for this fiscal year total
$412,872,583. Another $2,380,000 has
been distributed to State Advisory
Councils for Vocational Education,
bringing the total State distribution for
all programs to $415,252,583. Additional
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funds—up to a total of $330,000—are
being released as needed for support to
the National Advisory Council on Vo-
cational Education.

RELIEF SERVICES
RECEIVE CHECK

Bishop Edward E. Swanstrom (left),
executive director of Catholic Relief
Services, accepts a check of $30,000
from Mr. George A. Doyle on behalf
of the Charles E. Merrill Trust Founda-
tion for projects in Peru, with Msgr.
Andrew P. Landi, assistant executive
director of the American Catholic over-
seas aid agency, observing the presenta-
tion ceremony. Check presentation
was made at Catholic Relief Services
world headquarters in New York
recently.

The grant was given to Catholic
Relief Services for education and eco-
nomic development projects in the Arch-
diocese of Cuzco and for rehabilitation

\

of labels with correct addresses.

When a contribution is returned, the
envelopes are processed by the 1287
which reads a numeric designation for
the donor. It also prepares a listing of
contributors by number and amount.

The computer matches this listing with
the original mailing list. Names of con-
tributors are removed, leaving only
names of non-contributors. Since an
average 100,00 contributors result from
the first mailing, a sizeable number of
contributors are not bothered with a
second mailing.

“We have also improved the quality
of the files. We have eliminated more
than 35,000 duplicate entries and
changed 100,000 addresses from our
previous lists.”

Andrew McDonald, campaign direc-
tor, said, “Undeliverable mail has al-
ways been a problem for us. None of
our mail is forwarded. We must have it
returned, because it is the only way we
can update our files. In the past this
has been a burdensome, manual job.
Now we can process undelivered mail
using the optical reader, quickly create
a new tape file of updated addresses
and remail that which is eligible.”

Throughout the year, the computer
also assists field workers who have
identified persons infected with tuber-
cule bacilli by keeping records on the
patient’s therapy, medical recommenda-
tions, and other vital information in
each case file. It helps maintain data on

persons who have used the free services

offered by the mobile TB skin test and
X-ray unit, as well as the association’s
general accounting functions.

projects in the earthquake stricken areas
of Peru. Mr. Doyle is manager of the
Grand Central Office of the Merrill,
Lynch, Pierce, Fenner and Smith, Inc.
Catholic Relief Services has provided
over 7,000 tons of relief supplies, valued
at $3 million for the May 31 earthquake
victims in Northern Peru, in addition to
the agency’s ongoing aid programs which
provide food, clothing and medicines to
nearly 500,000 impoverished people in
that country.

FEDERAL INFO
FR TOOL

As a result of the Public Information
Act of 1967, the vast concentration of
information in the files and data banks
of all federal agencies is available to the
public. One of the biggest problems has
been that there was no simple way to
become familiar with the mechanics of
access to each federal agency. Legally
Available U.S. Government Information,
written and edited by Matthew J. Kerbec,
and distributed by Van Nostrand Rein-
hold Company, solves the problem.

COMPUTER AIDS
SEAL DRIVE

Wisconsin’s Christmas Seal drive will
have two new helpers this year. One is an
IBM computer that prints address labels.
The other is an IBM machine that reads
them.

“The results should mean less con-
fusion for our contributors and more
return for our campaign dollar,” said
Jerome J. Schmidt, director of systems
and data processing for the Wisconsin
Tuberculosis and Respiratory Disease
Association.

The system will eliminate duplicate
mailings, second or third mailings to
people who have already contributed
and enables more accurate addressing

government agencies.
In addition to the attorney general
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The two-volume, 750 page reference
and locator specifies what information
is available from all federal agencies,
and shows where and how to get it. The
books provide descriptions of the kinds of
information available, organizations and
function summaries, policies and pro-
cedures for releasing information with
special emphasis on information dealing
with contracts, procurements, grants,
rules, regulations, and directives for all

’s telling the difference between

memorandum regarding the act, thou-

sands of other facts such as costs of ob-
taining material, appeal procedures for
each agency, and rules for release of per-
sonnel information are included.

Addresses and phone numbers of of-
fices in each agency that have been
assigned responsibility for implement-
ing the Public Information Act are also
given.

The Act expands the horizon of avail-
able information far beyond the publi-
cations issued by the Government
Printing Office by making available con-
sumer protection Teports, economic
and technical studies, research findings,
procurement data, rules, policies, pro-
cedures, regulations, and other data
from all government agencies. The two

volumes are priced at $86.00.

AGENCY HEAD
URGES SEAL SUPPORT

Lewis Rashmir (center), president of
Market Compilation and Research, re-
ceives resolution from Los Angeles
County Board of Supervisors Chairman
Ernest Debs urging all residents of the
county to support the Christmas Seal
drive for $1,200,000 to fight emphysema,
TB and air pollution. With Rashmir,

vice president of the TB and Respira-
tory Disease Association of Los Angeles
County, at drive’s kickoff luncheon in
Ambassador Hotel is event chairman
and association board member Tom B:

Hawkins (right).

Two men were sitting pensively at &
table in their club. One had just return®
from a visit to his psychiatrist and W&
worriedly mulling over what he ha
learned. :

Finally he said to his companio™
“My problem is that I had 2 hapP)f
childhood. . . and I've got a guilt €©
plex about it.”

h day is

The hardest task to face eac :
peing

tired and being lazy.
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Fundra
Mileage Rat

Fundraisers and volunteers who use
an automobile for business OF charitable
work can now useé the increased stand-
ard mileage rate in computing the in-
come tax deduction allowable for car
operating costs. A taxpayer generally
has an option in claiming 2 deduction
for car expenses incurred in his busi-
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duction on the basi
per mile.
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oOut-Of-Pocket Expense
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Of late a good deal has been heard of

“Public Interest Law firms.” Such firms
have been coming to the fore because
of the mounting interest in issues such
as ecology and consumerism. There has
always been, in America, an interest in
the rights of individuals. From time to
time, historically, concerned citizens
become aroused by the apparent erosion
of rights guaranteed by the Constitution.
Thus, the establishment of the American
Civil Liberties Union, and the Legal
Defense Fund of the NAACP. Both fill
a major role in the safeguarding of
| individual rights.
i “Public Interest Law Firms” are con-
cerned with community rights rather
than individual ones. The complexities
of every day living inevitably created
the climate for such lawyers.

The financial problems of institutions
of learning at all levels, the public in-
terest in solving issues which affect
each of us, one way or another, devel-
oped a demand for attorneys with the
particular skills essential to really new
sectors of the law. Moreover a new type
of client has emerged. The Washington
’ legal organization Berlin, Roisman and
i Kessler is such a firm. These young men
‘ represent clients with interests in legis-
|

lation, regulatory agencies and depart-
ments. In brief, this is a fairly typical
law firm based in Washington. They
peddle influence. But in the new mode
they peddle their influence in the “public
interest.”

Along about the time the election
campaign was heating up early in
October, Internal Revenue Service
announced that “public interest law
firms” would not be allowed their tax
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Public Interest Law Firms
New Opening To Fund Raisers

exempt status. According to the IRS a
study was underway to determine if
these law firms were really entitled
under Section 501 (c)(3) of the Code
which grants exemption for charitable
purposes. The most charitable thing
that can be said of IRS action was that
it failed to consider its timing.

At a time in the year when politicians
seek issues which are public-oriented
to say the least, it is difficult not to
say that IRS was nodding if not sound
asleep.

At any event, the issue raised by IRS
caused reverberations felt throughout
the nation. The one thing it did not do
was to still any critics.

Politicians Seek Issues

Politicians love to battle over issues
and when IRS handed them a neat pre-
packaged issue, the mimeograph ma-
chines about Washington whirled like
so many dervishes before Omdurman.

A Senate sub-committee charged
IRS with “crippling hundreds of organi-
zations which are striving to protect
the environment, the poor, and the
interests of the consumers by question-
ing their tax exempt status.”

Senator Gaylord Nelson, D. Wis,,
chairman of the Employment, Manpower
and Poverty sub-committee of the Labor
and Public Welfare Committee was
joined by others: Mondale, Minn.;
Kennedy, Mass.; Pell, R.I.; Eagleton,
Mo.; Williams, N.J.; Yarborough, Tex.

The issue, according to the senators,
lies in the ability of the public to bring
suit against oligopolies with “public
interest” lawyers taking the cases. Should
the IRS be able to revoke such tax
exempt status as is presently enjoyed by
the law firms, it would also be lifting
in effect the tax exempt status of their
clients. Obviously fund raisers must
look upon the issue with personal in-
terest. It is all well and good to talk
about these problems in the abstract as
most people do. But for a fund-raiser it
is a “real and present danger.”

The letter from the senators to IRS
Commissioner Randolph Thrower
pointed up the inequity which would
continue to “permit wealthy corpora-
tions to deduct as business expenses, the
costs of defending lawsuits for defiling
the environment,’

The tentative action by IRS (the
original announcement said the 60 day
study was intended to find out if such
“public interest” law firms were truly
serving the public interest) was ques-

tioned within the Administration. Russell
E. Train, Chairman of the Council on

Environmental Quality told Thrower in

a letter, “Litigation brought by private

groups which must rely on contributions

for their support” has “strengthened

and accelerated the process of enforce-

ment of antipollution laws.”

Train has been an environmentalist
for years. Thrower has been in private
law practice. One concludes that dif-
ferent backgrounds produce different
viewpoints. It is hard for officials coming
to Washington for the first time to ap-
preciate the broad view essential to
judging national issues. The national
picture view has been both the strength
and weakness of the Eastern Establish-
ment. Strength is realized because the
outlook is broad. Weakness is realized
because there is a feeling that is what is
good for this region must be good for
the whole country.

Another factor in the issue lies, for
fund-raisers; the east is where the ac-
tion is. Major foundations headquarter
in the east. It was said, however that
the Congress and others had overreac-
ted. But in Washington it was felt
otherwise.

As Roisman and his friends on Capitol
Hill point out, if the reaction was not
swift and stormy, it would be similar to
allowing the camel to getting its nose
under the tent.

Commissioner Thrower expressed a
degree of consternation over the uproar.
He did insist that the issue had become
exaggerated. New situations need to be
looked in in light of new developments,
was his attitude. A great deal of heat
has been generated.

Some pretty far out charges have
been leveled at people in the Adminis
tration. Thrower said that no amount of
public pressure, or any other pressure
would keep IRS from performing wha
it believes to be its rightful duty.

In short, the issue, according ®©
Thrower is on these lines:

Should a public interest law firm hav
an exemption for private lawsuits fof
damages as well as for litigation in behal
of the public generally?

If an exemption is granted for a fir®
litigating to protect the environmef*
in furtherance of a policy establish®
by Congress, should an exemption als0
be granted for a firm litigating on behd
of a policy that Congress has not recof’
nized; for instance a public interest a%
firm seeking to protect the publicoy
litigating for or against fluoridation:

IRS claims that the hostility of
public to tax exempt foundations W ¢
too often abused the exemption, calﬁhe

the Service to reexamine all of

positions previously taken. (hil
Be that as it may, it is fair to s8¥
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“Public Interest Law firms.” Such firms
have been coming to the fore becaus¢
of the mounting interest in issues suck
as ecology and consumerism. There has
always been, in America, an interest ir
the rights of individuals. From time tc
time, historically, concerned citizens
become aroused by the apparent erosior
of rights guaranteed by the Constitution
Thus, the establishment of the Americar
Civil Liberties Union, and the Lega
Defense Fund of the NAACP. Both fil
a major role in the safeguarding of
individual rights.

“Public Interest Law Firms” are con
cerned with community rights rathe:
than individual ones. The complexities
of every day living inevitably createc
the climate for such lawyers.

The financial problems of institutions
of learning at all levels, the public in
terest in solving issues which affect
each of us, one way or another, devel:
oped a demand for attorneys with the
particular skills essential to really new
sectors of the law. Moreover a new type
of client has emerged. The Washington
legal organization Berlin, Roisman and
Kessler is such a firm. These young mer
represent clients with interests in legis
lation, regulatory agencies and depart:
ments. In brief, this is a fairly typical
law firm based in Washington. They
peddle influence. But in the new modg
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firms” would not be allowed their ta:

- A\

Capital

Comment

by
Arthur Brandel
Washington Correspondent

N 4

64

Losing And Finding People
Brings Fund Raising Success

Daniel M. Eisenberg, owner, founder and president of Tracers Company
of America relates the growth of his company in finding lost alumni and
former contributors. Often times, the dividends take the form of pledges
and donations otherwise unobtainable. Mr. Eisenberg tells how his com-
pany will find alumni or contributors for colleges, hospitals or organiza-
tions who have lost contact with contributors leaving a large financial
potential in untapped fund raising planns. Read the fascinating ways,
Tracers track down prospects and how an organization can convert these
“missing” people into donors.
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Outstanding Techniques &
Methods of Fund Raising

Now on slip-in cassettes — from

Designed to serve the needs of both i
L _ € professiona
Ideas in Sound presents a selected composite of t

recorded on convenient slip-in cassettes.

Selections were gathered from

and personal interviews throu

: ghout the ¢
fc_>r your own campaign or use as traini
Listen to them at home, in the office orw

MEDICAL ECONOMICS
IN THE 70's

Victor R. Fuchs, Vice President —Re-
search of the National Bureau of Eco-
nomics Research, Professor of
Economics and of Community Medicine,
Mt. Sinai School of Medicine of the City
University of New Yor.

70 NAHD 8 C1 (Cassette $8)

ADMINISTRATOR-TRUSTEE
RELATIONSHIP

Panel of five experts discuss impor-
tance of close administration-commun-
ity cooperation.

70 NAHD 8 C3 (Cassette $8)

DEFFERRED GIFTS

Free-wheeling audience participation
“workshop”  discussion covering all
aspects of “deferred gifts.” Moderated
by Alfred Wardley, Director of Devel-
opment, Children’s Hospital of Northern
California.

70 NAHD 8 C4 (Cassette $8)

DEVELOPMENT AND
PUBLIC RELATIONS

“Work shop,” audience participation
discussion to explore the important but
often ignored area of public relations
and development. How they relate?
What is the case fo Hospital Giving,
and is it changing?

70 NAHD 8 C5 (Cassette $8)

THE DEVELOPMENT OFFICE

Its management, its records, its budget,
and its vital service to Hospital philan-
thropy. Jack Bryan, Executive Director,
St. Vincents Medical Foundation and
Terence J. Reilly, Director of Develop-
ment and Administrative Services, La
Rabida Childrens Hospital and Re-
search Center.
70 NAHD 8 C9 (Cassette $8)

various seminars, fun

ANNUAL GIVING PROGRAMS

Workshop session covering: associate
groups, minimum gift “clubs,” special
purpose gift enlistment and other
important areas. I.]. Mnookin, Director

of Development, Menorah Medical
Center.

70 NAHD 8 C8 (Cassette $8)

FOUNDATIONS AND

HOSPITAL SUPPORT FOR
THE 70's

Dr. Thomas Broce, Assistant to the
president, University of Oklahoma,
former Vice President of Southern
Methodist Univ., has done extensive re-
search in the field of Private Founda-
tions and is active as a Foundation
Trustee. He is Consultant and a mem-
ber of the Financial Development
Advisory Council of the National Urban
Coalition.
70 NAHD 8 C7 (Cassette at $8)

“Ideas in Sound”

| and volunteer fund raisers;
he 70’s best dialogue

d raising conferences
ountry. New ideas easily adaptable

FOUNDATION AND
GRANT SUPPORT

“Crystal-Balling,” the potential for
“Foundation” and grant support for
Hospital programs in the 70’s. What is
a foundation proposal—how do you
write one? Dan Dearen, Associate Di-
rector of Development, Samaritan
Health Services. Resource Consultant,
Dr. Thomas Broce.
70 NAHD 8 C10 (Cassette $8)

DEFERRED GIFTS

The new regulations, how they affect
existing programs as well as new ones.
How to establish a deferred gifts pro-
gram and re-new it. Conrad Teitell,
Attorney and Director of the Philan-
thropy Tax Institute: Editor and Pub-
lisher of “Tax-Wise Giving” Director
American Academy of Fund Raising
Science.

70 NAHD 8 C2 (Cassette $8)
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Training In Deferred Giving
Estate Planning And Fund Raising

Robert F. Sharpe Seminars—from “Ideas in Sound”

These are “how-to” seminars designed to serve the needs of both profes-
sional and volunteer fund raisers. Concepts are practically applied by prob-
lem solving discussions, actual case histories, ideas that have worked and
are now working for others and down-to-earth suggestions easily adaptable
to your own fund raising effort.

ANNUAL SUPPORT

Effective methods and techniques of

AN IDEAL CHARITABLE
LIFE INSURANCE PROGRAM

YOUR CURRENT
OPPORTUNITY FOR GETTING

LARGER CHARITABLE GIFTS

Recommended for beginners with little
Or no experience in “Deferred Giving.”
Topics covered include: Planning,
development, and management; The
people, the economy, the charity, the
government and communications: A
qualified staff, the charity defined,
knowing your donors and donors rec-
ords. Up-to-date lists, contact fre-
quency, your reason for asking, solici-
tations and clinics; The larger charita-
ble gifts—where they are, why will
they give, when will they give, to whom
will they give, how will they give and

Definition of the life insurance indus-
try and charitable giving—itg needs,
its wants and awareness. Ways to use
life insurance in fund raising by making
charity full beneficiary, co-beneficiary,
secondary beneficiary, remainder
beneficiary, residual beneficiary and
assigning dividends to charity. Detailed
discussion of new policies and ways to
protect a pledge and get help from in-
surance agents.

70 RSMT 28 C7 (Cassette $28)

fund raising. Topics covered include:
The domino game, involving the “little
donor,” challenging the substantial
donor, planning ahead through variety
patterns, direct mail, memorial giving,
equipment loans and gifts, food con-
tributions, and gifts through wills.

70 RSMT 16 C10 (Cassette $16)

HOW DEFERRED GIFTS
PRODUCE CURRENT
ANNUAL GIFTS

FOUNDATIONS,
CORPORATIONS, ANNUAL
AND MEMORIAL GIFTS

The foundations, the corporations,
memorial gifts, annual gifts —impor-
tant sources of funds: their potential,
and how to tap them.

70 RSMT 8 C8 (Cassette $8)

what they will give.
70 RSMT 20 C1 (Cassette $20)

Definitions and elements of: bequests,
revocable giving plans and irrevocable
giving plans. When and how deferred
gifts become current gifts. Why de-
ferred givers become good current
donors and how to get them involved
in your programs.

70 RSMT 16 C13 (Cassette $16)

HOW FEDERAL TAXES
AFFECT GIFTS THROUGH
LIFE INSURANCE,
UNITRUSTS, LIFE INCOME
CONTRACTS AND LIFE
ESTATE CONTRACTS

Taxes and life insurances contracts.
Topics covered include: Federal gift
tax, Federal estate tax, function of
Federal taxes; How these taxes affect

Please send following recordings (order by number):

deferred giving plans and charitable # # = #

trust; Life income contracts; Life es-

tate contracts; Communicating  tax # # B #

laws to donors—sell the gift, sell the

tax benefit of giving and facts you

should know. i - B I SR Tt el Lo b
70 RSMT 32 C2 (Cassette $32) aps o DECIERE: SRR o
SURVEY OF NEW
CONTRACT FORMS e keI TR A Slaten .. ire - g P e

Definitions of PIF, and trust, unitrust,
and annuity trusts. Observations from
proposed regulations, transfer of prop-
erty, retention of income interest, com-
mingling of property, tax-exempts, rate
of return, allocation of income, Life
estate contracts, advantages, disad-
vantages, and sample agreements.

[J Check enclosed

O Bill my organization
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