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The Goettler Series

This articleis one of a series on what we at Goettler Associates considerto be the essential
elements of fund raising and institutional development today.

We have developed this series in response to interest excpressed by our clients and onr

colleagues in the field.

One must, however, always exercise cantion in writing an article as a guide or “how-
to” piece. W hile the article addresses general principles, each philanthropicinstitution finds
itself in different circumstances.

We like to think that one of the qualities that distinguishes Goettler Associates in the
fund-raising field is our recognition of this fact: that each institution, each campaign, each
situation is different, and that each requires the experience and skills of a team of
professionals to listen, learn, analyze, and interpret— and then to organize and carry
out the strategy appropriate fo the specific circumstances.

On the other hand, we also recognize the need to increase awareness of the time-tested
principles of successful fund raising and to advance the ‘State of the art,” so to speak.
We intend this series to be an inportant contribution in this respect.

This series may also help yon understand how we think and how we approach fund
development and adyancing onrphilanthropic sector. We hope that it will provoke questions
— and that youll call us for answers.
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Vol ume 2 of The Goettler Series has
been designed to provide both a
theoretical and apractical overview of
the campaign planning study. Itisour
hope that these pages will introduce
youtothebenefitsof the study, aswell
as to the role played by professional
fund-raising counsel.

The planning study can be one of the
most important components of your
organization’s capital or endowment
campaign. Theinformation collected
and interpreted can be crucial to
success. Itisoftenthefirst important
pre-campaign contact with potential
donorsand your campaign | eadership.

The study also allows your planning
committeethebenefit of a“dry run” to
identify problems before the start of
your campaign, and establish
expectations for the operation of the
capital campaign.

Must a planning study precede every
capital or endowment campaign? Not
necessarily. You might be able to
foregothestudy —if you already have
the information you would ordinarily
gain through a study, and if you have
already identified your prospective
major donors and campaign leaders
and made them aware of your future
plans.

The planning study can be one of the most important components
of your organization’s capital or endowment campaign. The
information collected an interpreted can be crucial to success.
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For other organi zations, theparticul ar detail sof
thecampaignitself may requirethat some
preliminary work bedonebeforeastudy is
conducted. If thedevel opment objectives
represent afundamental departurefromthe
community’ sperceptionsand expectationsof
your organization, intensedonor cultivationis
required. Thiswill helpdonorsunderstandwhy
theorganizationisconsideringadrasticchange
—suchasanew directioninprograms, or a
fund-raisingobjectivefar greater thanany
previouscampaign. Oncethiscultivationhas
occurred, astudy might still benecessary to
gaugethedonors’' acceptanceof thenew
concepts.

A successful capital or endowment campaign
may well shapethefutureof your organization.
Of course, youwant todowhatever isneces-
sary toraisethefundsthat your proposed
objectivesrequire, andafirst stepinthat
directionfor most nonprofit organizationsisthe
planningstudy. Wehopethat thispublication
answerssomeof your questionsabout the
planning study, andwewishyou every success
for thefutureof your organization.

Why Conduct a Planning Study?

No prudent businesswouldlaunchanew
product or servicewithoutfirst determiningthat
amarketforitactually exists. Likewise, the
planning study sampl esthephilanthropic

community’ sperceptionsabout your proposed
campaign, but al soabout your organizationas
well. Indoingso, it providesyouwithinforma
tionyouwill needtodevelopthemost effective
campai gn— beforethecampaignbegins, when
adjustmentsarestill manageable.

A planning study providesyou
with information you will need to
developthemost effective
campaign

A planning study preparesyour organi zationfor
asuccessful campaigninimportantways:

¢ Thestudyisaninstrumentfor probing
donors' thoughtsabout thegoalsand
objectivesof theproposed campaign. With
theguidanceof senior management profes-
sional s, thestudy director evaluatesthe
extent of community support (or lack of
support) for your organization’ splans, and
hel pstoestablishanattainabledollar goal
forthecampaign.

¢ |ntheeventthat counsel recommends
proceedingwithacampaign, theplanning
study providesabody of valuableinforma
tionthat will helpleadtheway toasuccess-
ful conclusion. Campaignleadersand
workersareidentified, potentia pitfallsare
flagged, and pathwaystomajor donorsare
determined.
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If fund-raising counsel concludesthat acam-
pai gnwould not beappropriateat that time, the
informationcollected neverthel essprovidesthe
ingtitutionwithinval uableguidanceincorrecting
problemaress.

e Thestudy will bethefirst noticetocommu-
nity leadersthat your organizationisconsid-
eringacampaign. Assuch, thestudy
becomesanimportanttool tocultivatekey
donor prospects. Italsoisthefirst ap-
proach madeto potential campaignleaders.

Campaign leaders and workers
areidentified, potential pitfalls
are flagged, and pathways to
major donorsaredetermined.

Evenif thestudy indicatesthat your organi zation
isnotinapositiontolaunchasuccessful capital
campaign, counsel will beequippedtoprovide
guidancefor strengtheningyour fund-raising
potentid. If theserecommendationsareimple-
mented, your organizationmay eventually bein
apositionto conduct acampaignwith confi-
dence.

Whether thestudy indicates” go” or “wait,” it
providesobjectivereassurancethat your
organizationisontherighttrack.

What must be done to Prepare for
a Planning Study?

Thereareanumber of preparatory stepsthat an
organizationmay takeinanticipationof the
study. Notall organizationswill havetaken
each of these stepsprior to astudy, but being
preparedfor most of them canfacilitatethe
processand contributedirectly toitssuccess.

O Organizational Mission. Theorganiza-
tionshouldhaveareslistic, relevantmission
statement that i saccepted by theorgani zation’s
family andisthefocusof itsactivitiesand
programs. If it doesnot, thestudy may present
anideal opportunity toformulateoneorto
reviseanoutdated statement.

O Commitment. Beforethestudy begins, the
Board, administration, staff, andvolunteers
should be prepared to makeashared commit-
ment to promoteand support the study — and
eventually thecampaign—tothebest of their
abilities. General reluctancetodo soprobably
doesnot bodewell either for thestudy or a
campaign.

O TheStrategicPlan. TheBoardand
administrationshould havedevelopedor
updated astrategic planthat reflectssound
adminigtrativepractices, includingboth short-
andlong-termobjectives. Thismay beaformal
plan, oramodest list of dreamsfor thefuture.
Bear inmindthat major donor prospectsmust
beconvincedthat theirinvestmentinanorgani-
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zationiscapabl eof achievingcommonly shared
goals. Nevertheless, theplanat thispointisstill
open-ended, and should not beconsidered
completeuntil thestudy isconcluded.?

Major donor prospects must be
convinced that their investment
In an organization is capable of
achievingcommonlyshared
goals.

O Financial Accountability. The
organization’ sfinancesshouldbeinorder and
describabl einlanguagethat thebusinesssector
will appreciate. Anoccasional year-enddeficit
isnot necessarily aproblemif thelong-term
pictureindicatesoverall financial stability. Of
particul ar interesttopersonsinterviewedinthe
study will bewhether theorgani zation can show
thatitwill beabletocareforand maintainits
capital improvementsafter thecampaignand
theconstructionarefinished.

O Donor Constituency. Thedonor constitu-
ency shouldbeclearly definedanditsgiving
history availableforanayss.

O Campaign Readiness. TheBoard and
administrationshouldbepreparedtofollow
throughwithacampaign, if that istherecom-
mendationof counsel. Reservationsonthis
point concelvably could compromisethevalidity
of thestudy.

1Y ou can learn more about preparing a strategic plan by
referring to Volume 5 of The Goettler Series.

What are the Sepsin the
Planning Study?

Most often, aplanning study isapreludetoa
capital campaign. Whenconductedthoughtfully
and professionally, thestudy canbecomethe
foundationuponwhichasuccessful campaignis
built.

Asthefirst stageinacampaign, thestudy itself
involvesanumber of sequential steps. The
successful organi zationtakesthesesteps
carefully, withtheguidanceof professional
counsal, makingsurethat eachindividual
involvedisinformedandfeel sasenseof
ownershipintheprocess. Infact, thestudy
providesan opportunity todevel opastrong,
effectiverdationshipbetweenyour organization,
your community’ sleaders, andfund-raising
counsd.

A specia committeeof theBoard shouldbe
assembledtointerview and selectfund-raising
counsdl. Thisprocesswill provideanopportu-
nity toeducatethe Trusteesabout theirimpor-
tantroleinthefund-raisingprocess.?

Thestudy director and hisor her firm’ ssenior
management assistinevery step of theprocess,
uptothepointwherethedecisionismade
whether or not to conduct acampaign.?

O BuildingaConsensus. Theconsultants
meetinitially withtheadministrationand per-
hapsal sothepl anning committeetodiscussany
guestions, solidify support for thestudy pro-

2For a complete discussion of how to select fund-
raising counsel, please refer to Volume 6 of The
Goettler Series, The Role of Fund-Raising Counsel.
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cess, finalizeorganizational priorities,and
clarify theroleof each participant.

O TheCasefor Support.® A variety of
informationiscollectedforwritingtheprelimi-
nary casefor support. Thismay requirehalf a
dozenor sointerviewswith“family” and
influential community leaders, aswell as
accesstofiscal andpublic-relationsmaterials,
interna planningdocuments, andinformation
onthecommunity fromlocal government,
Chamber of Commerce, and other sources.
Itisimportant for counsel toreview asmuch
informationaspossibleinorder tofindthe
“hook” that will best arousetheinterest of the
interviewees, andtoensurethat all significant
aspectsof theproposed campaignwill be
reflectedinthecase. Selectedadministrators
and Boardmembersmay assistinfinetuning
thedocument beforeitisputintouse.

Thestudy providesan
opportunity to develop a strong,
effectiverelationship between
your organization, your
community’sleaders, and fund-
raising counsel.

Thepreliminary caseisaprofessionally written
two- tothree-pagenarrativethat summarizes
theproposed campaigngoal sintermswhich

3Volume 4 of The Goettler Series, The Case for
Support, will tell more about preparing this docu-
ment.

will relatetotheinterestsof potential donorsand
campaignleaders. Whileitisbas calyfactual,
thecaseshouldlean subtly toward the perspec-
tiveof potential donorswithout beingovertly
promotional. Itemphasizesthevalueof the
organi zationtothecommunity andunveilsnew
plansfor thefuture. Thestudy director usesthe
preliminary casetotest thepossibility of the
campaign.

O ThelntervieweeList. Theadministration
andtheplanningcommittee, assisted by fund-
raisingcounsel, developthelist of personstobe
interviewed. Thosesealectedincludeprospective
major donorsinadditiontoother community
|eaderswhoseinterest theorgani zationintendsto
cultivate. Whencompl eted, thelist should
includeeveryone(whether or notthey are
activelyinvolvedwiththeorganization) whohas
theability togiveor tosecurethemajor gifts.

Thenumber of interviewsconductedisnot of
primary importance; rather itisthequality of
thoseinterviewedandtheinformationthey
provide. For acommunity-based organization,
thelisttypically contains70to 100suitable
names, withtheobject of achieving50t0 60
interviews. If anorganizationhassignificant
concentrationsof donorsinmorethanonecity or
state, thenagreater number of interviewswill be
needed.
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O Thelnvitation. Afterthelisthasbeen
finalized, your organizationsendseachinter-
vieweeal etter contai ningabrief introductory
statement about the proj ect, acopy of the
preliminary case, and arequest for an appoint-
ment to discusstheproposed plans. Each
personisthen contactedto schedulethe
interview. Inthecaseof major prospects—
especially thosewhoarenot very closetoyour
organi zation—thisfollow-upcall needstobe
placedby aninfluential peer.

Thenumber of interviews
conductedisnot of primary
Importance; rather itisthe
quality of thoseinterviewed and
theinformation they provide.

O TheQuestionnaire. Workingwiththe
organi zation, counsel devel opsacustomized
guestionnaire. Neither atrue/fal seexercisenor
arigorousstatistical survey, thequestionnaireis
intendedtocollectinformationinaprivate,
introspectiveenvironment. Itisnot necessary
that every questionbeasked of every interview
subject. What isimportantisthat thestudy
director dicitsthemost sgnificantinformation
that theintervieweehastooffer.

O Thelnterview. Theprocessof interview-
ingistheprocessof listening, of seekingadvice
and counsel — of cultivatinganadvocatefor
theorganizationbeforeanyoneever asksfor
money. Theinterview shouldbeconducted
one-on-one, preferably intheinterviewee' s
officeor home. Confidentiality of the
interviewee' sidentity andcommentsshouldbe
stressed. Nodirect quotesareever attributed
inthestudy report.

Inspecia circumstances, it may beagoodidea
toconduct alimited number of focusgroupsas
apart of thestudy. Theseinformal discussions
caninvolveindividua swhomay notmakelarge
financia contributionstothecampaign, but can
play akey roleinitseventual success(e.g., the
faculty of aschool, or thecongregationof a
church-related organi zation).

What will be Learned from the
Sudy?

Aftertheinterviewsarecompleted, theinforma-
tioniscollated, summarized, andcarefully
assessed. Thisiswherethestudy process
becomeslessascienceand moreanart. The
perceptionsandimpressi onsgained by the
study director will becombinedwiththe
collectivewisdomof theconsultingfirm, en-
hancingthestudy withthefund-raising experi-
enceof seasoned professionals.
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O TheStudyReport; For mal Presentation
of Findings. Theinformationgatheredduring
thestudy, andtheanalysisderivedfromit, are
organizedintoasubstantia publication—the
study report. It containstheinterpretation of
theinterviews, findingsand conclusions, recom-
mendations, copiesof thestudy documents, and
asynopsi sof representative (but anonymous)
guotesfromtheinterviews.

Theprocessof interviewingisthe
processof listening, of seeking
adviceand counsel—of
cultivating.

A formal presentationof thestudy findingsis
madebeforethemembersof theBoard and
adminigtration, givingthemtheopportunity to
discussthestudy resultswith counsdl indetail.
By theend of thestudy, not only will youknow
how much money canberaised, but other
important questionswill beansweredaswell:

v" What isthe organization’ simagein the
eyes of the community, and how can that
image be improved?

v" What are the strengths of the organiza-
tion, and what areas need to be strength-
ened?

v" Will donorsgenerally support the pro-
posed campaign objectives? Which of
the objectives were deemed most appro-
priate?

v’ As suggested by the interviewees, who
will give, and at what level? Who can
best provide leader ship for the cam-
paign, and is he or shewilling to serve?
(Thisinformation is not ordinarily made
available to the general public.)

v" How well received wasthe preliminary
case for support?

v" What are the current economic condi-
tions, and how will the constituents’
per ceptions of them affect the cam-
paign?

v" What would be the most appropriate
time to launch a campaign?

Theconsultingfirmwill beinapositionto
recommendthebest coursetofollow. Most
often, therecommendationwill fall intooneof
four categories.

1. Y es: continueto buildthemomentum
launched by thestudy, and proceed tothe
first phaseof anactivecampaign.

2. Y es. conduct acampaign, but makeadjust-
mentsbeforestarting, suchasfinetuning
your god, repositioningtheorganization, or
promoting awarenessof your organization
anditscampaigngoasthroughahighly
focusedcultivationprogram.
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3. Notnow, later: perhapstheeconomyis
unfavorable, campaignleadersareunavail-
ablefor thetimebeing, or therehasbeen
toomuchrecent competitionfor philan-
thropicdollars.

4. No: acampaignisnotfeasibleuntil certain
impedimentsareremoved. Possibilities
mightincludeunresol vedphilosophical
disagreementsamong Board members, an
inadequatecasefor support, lack of |eader-
shiporleadershipgifts, or anegativeor
weak publicimagethat werenot signifi-
cantlyimprovedduringthestudy.

If acampaignisrecommended, theleadership
and prospectivemaj or giftsby now havebeen
identified. Theprospect baseissharply
defined. Reasonsto support thecampaignhave
been presented ascompellingandurgent. A
distinct senseof ownershiphasbeencultivated
amongBoard, family, and other interviewees.
Inshort, thestudy hascreatedasolid
foundationfor thesuccessful campaignto
follow. For thesereasons, theorganization
shouldtakeadvantageof themomentumit has
gainedandenterintoacampaignimmediately.*

| n short, the study has created a
solid foundation for the
successful campaign to follow.

“Tolearn more about preparing for acapital campaign,
reguest acopy of Ready! Set! Go!, Volume 1 of The
Goettler Series.

Why have an Outside Consultant
conduct your Sudy?

It may at first seemreasonablefor your organi-
zationtomanageitsownplanningstudy. After
all, whoknowsmoreabout theorganization's
accomplishments, or theappreci ation expressed
by itsconstituency over theyears? Who better
knowsthedonor histories, thetried-and-true
funding sources, themix of personalitiesthat
formsthecoreof thephilanthropiccommunity?
Verytrue, anditistheroleof professional
counsel toincorporatethisknowledgeintothe
study, aswell asto providetheobjectivity and
candidanalysisthat canonly comefromoutside
anorganization.

[tisimportant to bear in mindthat asamarket-
ingactivity, thescopeof thestudy isactually the
oppositeof apublicrelationsor devel opment
function. Rather thanactively promotingthe
organization’ sactivities, services, and plans, the
study callstheminto question.

Thestudy isyour organi zation’ sreality check.
Forittobevalid, ongoing assumptionsand
habitsmust bereviewed, revised, andif
necessary, removedfromtheequation.

Anoutsideconsultant canbring several impor-
tantqualitiestoyour planning study:
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O Confidentiality and Objectivity. Board
members, speakinginprivatewithaneutral
consultant, may bemoreopen about issues
suchasopportunitiesthey wouldliketoex-
plore, apersistent organizationa difficulty, or
perceived hazardsintheway of asuccessful
campaign. Representingnospecial factiona
interests, counsdl canbuildanall-important
consensus— and enthusiasmfor aprospective
campaign—withinthefamily.

Duringtheinterviews, independent counsel has
theprerogativetoask questionsor broach
sensitiveissuesthat may haveel uded open
discussion. Outsidecounsel caninducethe
organization’ sfamily tosharpenitsself-aware-
nessanditsunderstanding of theplanning
objectives.

By thesametoken, outsidecounsel isanideal
facilitator for focusgroupswhenthey areapart
of thestudy. Asaneutral participant, counsel
elicitsproductivediscussioninanon-threatening

way.

O Experience. Anestablishedfund-raising
firmprovidesaclientwiththebenefit of many
yearsof professional experience. They know
how toidentify thebestintervieweesfor the
study, and how best tointerpret thefindings.
Experiencea sosavestimeindirectingvolun-
teersandresourcesinsupport of thestudy’s
activities.

O Credibility. Theconsultants' expertise,
objectivity, andprofessionalismbringcredibility
toanorganizationanditsproposed campaign.
Thiscredibility isfurther strengthenedwhenthe
study director representsan established fund-
raisingfirm,and may draw uponitspersonnel
andinformational resources.

Thestudy isyour organization’s
reality check.

O Flexibility. Organizationa programsand
planscannot exist apart fromtheperceptions
and opinionssurroundingthem. Thefund-

rai sing consultant must know how toachieve—
and sustain—theoptimal mix of factand
opinion. Thetruismisthat notwocampaigns
will ever bealike, nor will they copy thetext-
book examples. Theexperienced consulting
team commenceseach study asanovel situa-
tion, and createsstrategiesthat ultimately will
yieldthemost desirableresults.

Theconsultants expertise,
objectivity,and professionalism
bring credibility to an
organization and its proposed
campaign.
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O Discovery. Oneof themost valuable
contributionsthat theconsultant canmakeisto
discover new opportunitiesand new prospects
for organi zational devel opment. Thestudy may
reveal pathwaystotheseprospects, and
demonstratehow your organization’ sgoals
matchthedonors ownaspirationsforthe
future. Finally, oneof themost gratifying
discoveriesof astudy may bethedepth of the
support and enthusiasmexpressed by the
organization’ semployeesandvolunteers.

The Foundation for Success

Theplanningstudy, then, isapractical tool for
hel pingtoassurethefuturesuccessof acam-
paignandtheorganizationonwhosebehafitis
conducted. Itgivesdirectiontothefutureof the
organizationfromabroad marketing perspec-
tive, aswell asprovideasolidfoundationfor
thecampaign. Properly plannedand con-
ducted, it canwell meanthedifferencebetween
acostly, embarrassingfailureandaresounding
SUCCESS.
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Case Studies

Theplanning study canbeanessential first step
inasuccessful capital campaign. Thesethree
examplesillustratethebenefitsof awell-
planned and executed study, and therisksof
not conductingastudy. Althoughtheexamples
arehypothetical, they arecompiledfromactual
Situationsencountered by fund-raisingcounsel
inmany yearsof service.

Case Sudy:

The North-Central Rehabilitation
Agency

TheNorth-Central Rehabilitation Agency had
reached aplateauinitsdevelopment asthe

region’ sprimary rehabilitativeservicesprovider.

Oneof theprimary goal sfor most of the
Agency’ sclientswastogainindependent
employment; andfor sometime, theAgency
hadwantedtoaddvocational trainingtoits
services. However, that would requirecon-
structingand equippingafree-standingbuilding,
whichwould cost about $2.5million.

Attheurgingof twoinfluential community
leaders, the Agency’ sBoard decided to seek
the$2.5millioninacapital campaign. The
Agency rentedthelocal country club’ sdining

roomfor adinner meetingandinvited many
local residentsand businesspeoplewhohad
attendeditsannual golf outing. Membersof the
newsmediaalsowerethere, aswereprofes-
sionalsfromareamedical andeducational
fadlities

Agency officialswereddightedby thelarge
turn-out for thebanquet. A local architectural
firm presentedthebuildingplans. TheFinance
Committeepresented aproposed schedul eof
capital expendituresand repayment based
heavily onphilanthropicsupport. Asguestsleft,
they werereminded of theneedfor theproject;
givenabrochure, pledgecardandreturn
envelope; andthankedfor attending.

Soon thereafter, nothing happened. Three
weekswent by, thenamonth. Atthispoint, the
Agency director madesomeexpl oratory phone
callsanddiscoveredthat therewerequestions
inthecommunity about possibly duplicatingthe
training servicesof thecounty’ svocational -
technical school. Someprospectivedonors—
who had attended thekick-off — confided they
didnot believethat $2.5million couldberaised.
Otherswereunsurewhether theplanned
upgradein serviceswould adequately address
thearea sneeds. Severa saidthey had as-
sumedthey couldredirecttheir nextyear’s
annual giftintothecampaignpot.
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Actingquickly, theAgency askedafund-raising
consultantfirmtoevaluatethesituation. After
somediscussion, theconsultant expl ained how
aplanning study could haverevealedthe
prospectivedonors' reservationsabout the
campaignintimetoaddressthem. Theconsult-
antthenledtheclientthroughthesuccessive
stepsinthe®typical” study, pointingout severa
areaswherelocal conditionswouldalter the
standard procedures. Counsel feltthat, inthis
particular case, itwasnot toolatefor the
Agency tobenefitfromaplanningstudy. The
Board agreed, and put thecampaignonhold
until astudy could becompl eted.

Case Study:

Southwestern History Museum

TheSouthwesternHistory Museumoffered
educationa andentertaining exhibitsof artifacts
anddecorativeartscreatedintheregionover
the past 900years. TheMuseum hasattracted
nearly 150,000visitorseachyear, and served
asasupplementtothearea’ simportanttourism
industry. Fully accreditedandwithstable
budgetsand strong staffing, theBoard and
adminigtrationfeltthat theM useumwasse-
curely oncourse. . .thatis, until opportunity
struck.

TheMuseum’ sdirector knew about Gladys
Taunton'’ slargecollectionof paintingsand
scul ptureby thecountry’ spremier western

artists. Theassumption had beenthat someday
thecollectionwouldgoto TheCapital City
Museumof Art. Gladys, however, surprised
— and excited— everyoneat the Southwest-
ernHistory Museumby offeringthemher entire
collection, but only ontheconditionthat anew
wing beconstructedtodisplay theworks.

TheBoard selected anestablishedfund-raising
firmtoconduct aplanningstudy. TheTrustees
wantedtoknow, morethananything el se, how
much money could beraised; they hopedfor
$10million.

Counsdl explainedthat thestudy’ spreliminary
casefor support would havetotest specific
buildingplans,inadditiontoplansfor providing
for theextrastaffing needed and anendowment
for themaintenanceof thenewwingandthe
Tauntoncollection. Planswerethendrawnup
accordingtowhat constructionwouldbe
necessary todisplay thecollectionappropri-
ately, rather thananamount that peopl ethought
couldberaised.

A preliminary casefor support waswrittento
show that thenew wingwould cost $7 million
toconstruct; additional spacereconfiguration
for offices, climate-controlled storage, and
visitor amenitieswouldcost$3million. The
Museumwould protectitscapital investmentin
thenew wing by establishinganendowment of
$2.5milliontocover thecost of maintainingthe
structureandensuringenvironmental standards.
Thecasestatement explainedthat Museum
officia sexpected admissionsand memberships
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torisesignificantly after thenew wingopened,
thereby generatingthefundsrequiredtocover
theadditional paid staff. Thestudy wouldtesta
campaigngod of $12.5million.

Anticipatingtheresultsof thestudy, theBoard
president confidedtotheconsultant that no
morethan$7.5millioncouldberaised because
annual givinghadleveledout four yearsago,
despitestepped-updirect-mail campaigning.
Imaginethepresident’ ssurprisetolearn, after
thestudy, that alocal entrepreneur, whohad
never contributed morethan $250 ayear tothe
Museum, might bewillingtoserveasaco-chair
foracampaign. Hehad previoudy participated
insuccessful campaignsfor socid service
organizations, but had beenthinkingthata
stronger cultural focusal sowould hel ptoattract
moreoutsi deinvestmentinthecommunity. The
Tauntoncollectionpromisedasignificantrisein
theregion’ scultura status, whichwoul d benefit
thelocal economy inmany ways. Counsel also
put together alist of several prospectsfor
|eadershipand pace-settinggifts.

Initsstudy report totheMuseum Trustees,
fund-raising counsel notedabasicexcitementin
thecommunity over acquisitionof the Taunton
collection. Basedonthesupport voicedduring
thestudy, counsel recommendedthat the
Museum proceed withacampaigntoraise$9
milliontofundthenew constructionand
reconfiguration. Atthesuccessful conclusionof
thecampaign, counsel wouldhel pimplementa

plannedgiftsprogramfor theMuseuminorder
toraisethemoniesneededtoestablishan
endowment.

Case Study:

Alexander College

Thevicepresidentfor development at
Alexander Collegehad spent nearly tenyears
strengthening theschool’ sfund-rai sing capabili-
ties. Influential membersof thecommunity had
beenrecruitedto serveontheBoard; the
alumni officewasreorganizedand computer-
ized; acomprehensivestrategicplanhad been
completed; andtheacademicprogramswere
ganingrecognition. Based onthesestrengths,
theTrusteesagreedtoretainaconsultingfirmto
testthepotential of raisng$35millionina

capital campaign.

Initsfirst meetingwithrepresentativesof the
College, counsal discoveredthat their most
recent capital campaign, morethantwelveyears
ago, had struggledtomeet itsgoal of $4million.
Althoughtherevitaized Board wascapabl eof
providingleadershipfor acampaignof $35
million, counsel fearedthat, without prior
cultivation, thedonor congtituency wouldbe
intimidated by suchalargecampaigngoal and
thestudy resultswouldbenegative.
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Rather thanembarking onaplanningstudy,
counsel recommendedthat theCollegeinitiate
anintens veperiodof prospectidentification
andcultivation. Prospectivecampaignleaders
wereinvitedtosmall,informal gatheringswhere
they learned moreabout the College’ splans,
andweregivenachancetodiscussthe
College sfuture. Althoughnofundswere
solicited at themeetings, thesecommunity
leadersbecame*insiders,” whosharedthe
school’ svisionandweresupportiveof the
proposed capital campaign.

Six monthsafter theleadership awareness
programsstarted, counsel conductedaplanning
study. Followingthefirstweek of interviews, it
becameapparent that thedonor constituency
would provideboththevolunteersandfinancial
resourcesto achieveacampaigngoal of $25
million. Theleadershipawarenessprogramhad
providedthevolunteer structurefor thecam-
paign, andtheplanning study provided confi-
dencethat thegoal couldbeachieved.
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About the Firm

Goettler Associates was founded by Ralph H.
Goettlerin1965to servethenation’ snonprofit
organizations. Thefirmbrought together agroup
of highly qualified professionalstoservethetotal
funding and marketing requirementsof clients
major fund-raising initiatives. Since 1965, we
havehel ped morethan 1,400 nonprofit entities
raiseover $1billiontofundcapital projects, build
endowment, or facilitatespecial projects.

Services

Goettler Associatesisafull-service, client-ori-
ented firm. Wetailor aprogram to the special
circumstancesof eachclient. Thisoftenrequiresa
combinationof severd essentia e ements, includ-
ingcapital,annual, and deferred giving; and mar-
ketingandpublicrelations. Wetakeprideinthe
quality of counsel that we can provideinall of
theseareas.

Wehavehel ped our clientsconduct successful
capital campaigns,increaseannual operatingsup-
port, establish planned giving programs, and
strengthen their endowments through our ser-
vices

Sudies and Assessments

>CampaignPlanning Studies
> Development A ssessments
> StrategicPlanning

Donor Cultivationand Campaign Positioning

> Leadership AwarenessPrograms

> Casefor Support Devel opment

> Campaign|dentity and Marketing

>Writing, Print Design, and Video Production

Devel opment Support

> Prospect Research
> ExecutiveSearch

Campaign Management

> Resident CampaignDirection

> PeriodicCampaign Consulting

> Consultationon Annua and Deferred Giving
Programs

The Team

The Goettler Associates team of fund-raising
professional sdrawsuponawea thof experience
andissupportedby extens vehumanandinforma:
tion resources. Our consultants average more
thanfifteenyearsof experienceininstitutional
advancement.

Building on Trust

Our Missionistoassist nonprofit organizations

inachievingchadlengingfund-raisnggoasby:

> strengtheningtheclient’ simageandaware-
Ness,

> recruiting, training,andmotivatingvolunteers,
and

> dtractingsgnificant philanthropicsupport.

Weguideour clientstowardtheir financial

god sthrough:

> theintegrity andhighperformancestandards
of our employees;

> effectiveandhonestrelationships, and

> thequality of ourworkinachieving success.
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Let’'s Talk About Your
Situation

Fund-raisingcampai gnshavebeenwonwithout
implementingall theprinciplesandstrategiesdis-
cussed in this article. Often, in the course of
planningandexecutingaparti cular campaign, we
find that the best way to achieve successisto
“invent” new tool sand approachestoreplacethe
standard ones. Weat Goettler Associatesstrive
toapply theprinciplesof fundraisinginaflexible
way that isappropriatetotheneedsand circum-
stancesof eachindividual client.

Therearecertainconstants, however. Our expe-
rienceshowsthat thecampaignwhichisproperly
conceived, planned, and executed—withtheas-
s stanceof professional counse—isthecampaign
whichinvariably enjoyssuccess.

We' d enjoy talking with you informally about
these ideas. Or, better yet, we'd like to learn
about your situationanddiscusswithyouhowwe
can apply our experience and talentsto further
your success. Wewouldwelcometheopportu-
nity—without cost or obligation—tolearnmore
about the current status of your advancement
program. Thisincludesyour devel opment objec-
tives, thechallengesyouface, andtheresources
youhavefor achievingyour goals.
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GOETTLER ASSOCIATES, INC.
580 South High Street

Columbus, OH 43215

(614) 228-3269

(800) 521-4827
www.goettler.com



