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Fundraising Plan: 2018-2020 

Hoover Presidential Foundation 
September 18, 2017 

A mature fundraising program solicits gifts from multiple constitutes through multiple avenues. A 

comprehensive program includes grants, events, broad-based solicitations using mail and email (and 

sometimes phone), personal visits to major donors, and planned or deferred giving to build a pipeline 

for future gifts, often allocated by the board to an endowment. A comprehensive program also has a 

strong stewardship program to successfully thank donors for their gifts and show them the impact of 

their gift for the organization, a critical step for donor retention. Finally, an evaluation program tracks 

fundraising success every step of the way so you can build on your successes and discontinue or 

evaluate strategies or tactics that do not yield a good return on your investment. 

The environmental scan – conducted to provide the data to inform this fundraising plan – concluded 

that the Hoover Presidential Foundation has a strong foundation upon which to build a stronger 

fundraising program. Specifically, these data found the following which have implications for 

fundraising: 

• Large donor base with lots of potential to grow their giving 

• Very generous leadership donors who you should continue to steward 

• Room to grow major donors 

• Most members like the cost of membership but relatively few see the benefits as critically 

important which may open the door to evaluating the utility of a membership program 

• Donors give to tell the Hoover story and continue his legacy; reinforce that message often 

• Room for more timely membership renewals 

• More frequent asks may generate 25% more funds 

Based on these data, I see significant potential with a more strategic, focused and intentional 

fundraising program that makes more frequent, intentional and personal asks especially of individual 

donors and local foundations. This plan operationalizes these findings. 

Underlying Assumptions and Research 

The recommendations made in this plan come from the data generated from Hoover Presidential 

Foundation’s Environmental Scan and best fundraising practices and research. Specifically, it draws on 

the following best practice research: 

1. Most donors will not give if you do not ask: Research finds that the number one reason people 

give for not making a donation is that no one asked them. Nearly 10% of Hoover Presidential 

Foundation’s lapsed donors said they were not reminded to renew; 24% intend to give again but 

have not yet. Both of these findings signal a need to ask or remind them to give more frequently 

which could increase annual revenue by as much as 34%.  

2. Donors support people not projects; dreams not needs. Hoover Presidential Foundation donors 

seem to follow this logic as they give primarily to keep President Hoover’s story and legacy alive. 

Continuing to reinforce that message as the outcome of their giving should help strengthen the 
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fundraising program. That is, you should not ask them to fund “stuff,” but this – or a similar –  

outcome, tying the “stuff” you need to keeping President Hoover’s story and legacy alive. 

3. People give to people. That is, they will give to support the people you serve (as outlined in #2), 

and they will give because of the person who asks them to make a gift. This becomes important 

as we design giving campaigns both for broad-based solicitations and major gifts. Getting more 

volunteers and board members involved in soliciting gifts – in addition to staff – helps increase 

giving at all levels. People will more likely give if asked by a person they respect. Therefore, 

finding the “right” person to ask becomes an important criterion for effective fundraising.  

4. Fundraising is a process that proceeds through six steps: 

identification, information, involvement, cultivation, 

solicitation, and stewardship. For gifts of smaller amounts, 

a donor may proceed through this cycle very quickly; 

larger donations take longer at each step of the cycle. 

Successful fundraising requires success in each step as 

outlined below. 

5. Individual donors contribute 36% of the revenue raised 

by organizations with budgets of less than $2 million, 

according to the 2016 Individual Donor Benchmark Study. 

48% of this revenue comes from donors who give more than $1,000. 24% comes from online 

gifts with an average online gift of $300. 12% of individual revenue comes from recurring gifts 

that average $736/year. In the last year, the Hoover Presidential Foundation received 47 gifts of 

more than $1,000, primarily from trustees who have an expectation to make a gift of at least 

$2,000 to the Foundation as a condition of serving on the board. These data suggest room to 

grow major gifts – those between the average of $387 and leadership gifts of $22,000, 

$800,000, and $1.2 million. 

6. It takes approximately 4 prospects to yield one major gift. This becomes important as we 

develop a major giving program (as outlined below). 

7. 90% of your donations should come from 10% of your donors. This gift pyramid holds true for 

campaigns of almost any size and points to the need to dedicate about 90% of your time 

identifying, cultivating, soliciting, and stewarding these top donors which occurs most effectively 

in face-to-face, one-on-one (or with a couple) meetings rather than in a large group setting or 

through email or mail. Hoover Presidential Foundation’s top 10% of donors (N=56) gave $2.2 

million over the last 12 months or 98.0% of the total amount raised. When we take out the two 

outliers of $800,000 and $1.2 million, these top 10% of donors contributed only 7.8% of the 

total amount raised, suggesting significant room to expand major donors.  

8. Involved people give more than uninvolved people. This points to the importance of getting 

prospective donors – especially prospective major donors – involved with Hoover Presidential 

Foundation. One study found that among wealthy donors, those who volunteered for the 

organization gave 73% more than non-volunteers. It also points to the benefit of asking 

volunteers to also give money. Of Hoover Foundation volunteers, only 16.1% also donate and 

https://www.thirdspacestudio.com/viewidb2016
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15.4% consider themselves a donor, suggesting room for improvement and a need to more 

explicitly solicit volunteers for contributions. 

9. Most people will increase their donations incrementally over time. That is, few donors will 

make a major gift as their first gift to an organization. Instead, they will start with relatively 

smaller gifts, increasing over time as they see how the organization manages their donation. 

This points to the importance of the 10% of donors who give 90% of the funds since major 

donors more likely come from these current donors than as new donors to the organization. It 

also points to the value of reviewing current donors for potential major gift prospects.  

10. Donors want to see the impact of their gift. The Fundraising Effectiveness Project found that 

only 19% of first-time donors give again. That number increases to 60% for organizations with 

budgets of less than $2 million (Individual Donor Benchmark Study). Hoover Presidential 

Foundation has a 3-year retention of 15.3%, much lower than the average. Research also 

suggests that the number one reason why people fail to make a second gift is that they do not 

know how their first gift made a difference.  

11. Donor retention provides the key to long-term success. Keeping donors for their first three 

years can reap substantial benefits for the long-term health of the organization. Subsequent 

retention of donors who give for three consecutive years exceeds 90%. Although only 10% of 

survey respondents indicated that their giving or membership had lapsed, renewing more of 

those by telling them the impact of their gift on keeping President Hoover’s legacy alive could 

raise more dollars each year for the Foundation. The Fundraising Effectiveness Project found 

that for organizations who raise between $500,000 - $1 million in a year, each 1% increase in 

donor retention increased annual raised revenue by $11,869.  

 

With these thoughts in mind, I recommend the following strategies for Hoover Presidential Foundation 

to increase its emphasis on and productivity in fundraising in the coming years. 

Broad-based Solicitations 

Over the last year and a half, everything the Hoover Presidential Foundation has put out included an 

opportunity to contribute or donate as a way to raise awareness of the organization’s needs. These 

solicitations have done a good job bringing in relatively small donations (average of less than $400), 

although the total amount given has not increased substantially over the last five years (other than the 

impact of some planned gifts that matured).  

In spite of the large number of donors at these lower giving levels, the 20% who indicate an intention to 

make another gift but who have not yet given signals an opportunity to solicit more often.  

➢ RECOMMENDATION #1: Sent additional broad-based appeals to a larger number of 

constituents 

Because volunteers tend to contribute more often to an organization, I would include a special appeal to 

volunteers asking for their monetary support.  

http://afpfep.org/
https://www.thirdspacestudio.com/viewidb2016
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To save time and money, you might also experiment with email appeals. Recent data suggests that 67% 

of individuals between the ages of 40 and 59 give online1. Other data indicates that individuals 60 years 

of age and older are increasingly giving online as well. The 2017 Global Trends in Giving Report found 

that 59% prefer to give online so you want to give them an easy way to do so.  

➢ RECOMMENDATION #2: Send at least two email appeals annually  

Email appeals can also incorporate video but otherwise should follow the same format as mail appeals 

(that is, focus on the “why” not the “what” and give them a reason and urgency to support you). You 

could probably send an appeal as often as once/month depending on internal resources. The rule of 

thumb is that when people start to unsubscribe more frequently, you have solicited them too often and 

need to back off. 

➢ RECOMMENDATION #3: Use micro-campaigns to further enlarge your donor base 

Given that nearly 25% of survey respondents said they do not have the resources to support the 

organization, I would consider making at least some of these email and mail appeals micro-campaigns2. 

That is, ask them for a relatively small amount that will purchase something very specific and meaningful 

for Hoover Presidential Foundation – even something like “$6.95 will tell the Hoover story to one 

classroom of 3rd graders.”  

Regardless of the method used, you want to make an explicit ask. Making very specific asks with a 

specific dollar amount increases the likelihood of a gift and generally increases the size of the gift you 

receive. 

➢ RECOMMENDATION #4: Incorporate explicit asks in all fundraising appeals 

A review of past solicitation letters shows that they ask something rather general like “Please support us 

with a tax-deductible donation to the Hoover Annual Fund” or “We are grateful to you and ask for your 

continued support of the Hoover Presidential Foundation” (Appendix A).  

Instead, you want your letters to read like: ”Will you please make a gift of $100 to (support a specific 

project) ?” When asked to make a gift of a specific dollar amount, donors tend to give up to 10 times 

more than if left to their own devices to determine an appropriate giving amount.  

For nondonors or first-time donors, I suggest a relative modest ask – maybe $25 or $50 – that they may 

feel comfortable making. Generally, donors use their first gift to “test” the organization to see how well 

they use their money and how much of a difference they can make.  

For current donors, generally I suggest a 10% increase over the previous year’s gift (rounded up to the 

next logical amount). You can accomplish this fairly easily by including the ask amount in a spreadsheet 

and merging it with the letter. For donors, you might use ask language like: “Your $150 gift last year 

made helped 3 kids afford the Hoover Presidential Foundation experience. Thank you! As the need 

continues to increase, I ask you to consider a gift of $175 this year.”  

                                                           
1 http://www.nptechforgood.com/2016/05/13/16-must-know-stats-about-online-fundraising-and-social-media/ 
2 See blog post on microcampaigns for an example at http://www.wastynassoc.com/single-
post/2016/09/09/Tales-from-the-Field-How-a-Microcampaign-Saves-Babies-Lives. 

http://givingreport.ngo/infographics.html
http://www.wastynassoc.com/single-post/2016/09/09/Tales-from-the-Field-How-a-Microcampaign-Saves-Babies-Lives
http://www.wastynassoc.com/single-post/2016/09/09/Tales-from-the-Field-How-a-Microcampaign-Saves-Babies-Lives
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Research also suggests that when you give people too many options, they become overwhelmed and 

choose to do nothing. Your ask should focus on a single project; at least one of the samples gave a menu 

of options. If you send multiple letters and emails throughout the year, you can target different ask 

amounts and different projects for each one if you desire. 

➢ RECOMMENDATION #5: Strengthen your reminder system 

About 20% of individuals stated that they either intend to make another gift but have not yet done so or 

were not reminded to make another gift. More solicitations will help this.  

You also need to formalize your pledge reminder system so that you regularly send reminders to people 

who have made pledges that they need to pay on those pledges. Taking multi-year pledges will also 

increase your revenue and the predictability of your revenue but relies on a good reminder program to 

assure that you collect on those pledges. 

➢ RECOMMENDATION #6: More clearly accept monthly donations on your website 

Giving donors the option to pay monthly – especially through a credit card or ACH transfer – can have a 

relatively small impact on their budget but a larger impact on Hoover Presidential Foundation as donors 

tend to round up. That is, rather than making a gift of $8.33/month for an annual contribution of $100, 

they give $10/month, and their annual contribution goes up to $120. The 2016 Individual Donor 

Benchmark Study of 155 organizations with budgets of less than $2 million found that 12% of their 

revenue from individuals came from these types of recurrent donations. These gifts averaged $736 

annually.  

Your website allows them to pay in installments, but it is not clear if this will automatically bill their 

credit card or if you need to remind them to pay. Clarifying that language may increase the number of 

individuals who take advantage of this option. Adding an ACH-transfer option will minimize disruptions 

from declined or expired credit cards. 

➢ RECOMMENDATION #7: Review the membership program for cost, benefits, and utility 

Recent research suggests that when you offer members a benefit for their gifts, they begin to view their 

support transactionally rather than as a philanthropic gift. When they see their personal benefit decline, 

they may choose not to continue to support the organization nor will they see the need to increase their 

gifts. More research on the value of a membership program as opposed to a straight donor program 

would answer the question whether or not your membership program helps or hurts your fundraising 

program overall.  

Data from the survey can start to answer this question and suggests that maybe you have an 

opportunity to raise more money without offering membership. First, more than one-third believe they 

receive exceptional value for membership. On the other hand, 60% receive the value they expect which 

suggests more of a transactional view of giving. Second, nearly three-quarters like the free passes as a 

membership value but would likely become a member without them. Only 10% said they would not 

renew or sign up without the free passes. Finally, nearly half would either pay more for membership 

(11.5%) or would consider making a contribution in addition to their membership (37.7%). The latter 

suggests that at a minimum, you should regularly solicit members to make additional gifts in top of their 

membership renewal. To keep them separate, I would not solicit additional gifts at the time of 

https://www.thirdspacestudio.com/viewidb2016
https://www.thirdspacestudio.com/viewidb2016
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membership renewal but in a separate communication to members. These data also suggest some price 

elasticity or an opportunity to raise the price of membership slightly, although you risk losing up to half 

of the members should you increase the cost of membership too much.  

Should you decide to continue with a membership-program model, you might also consider benefits 

beyond the free passes that rely on the person’s physical presence to use. That is, if they can receive 

benefit from afar, they may more likely become and stay a member. 

Major Gift Solicitations 

Major gift solicitations provide the most cost-effective way to raise funds. For most organizations, 90% 

of all revenue comes from 10% of the donors. When you correctly identify, cultivate and solicit 

indiviudals with an interest in the Hoover Presidential Foundation and the capacity to make a major gift 

to the organization (more than $2,000/year), you can reap significant revenue. Over the last year, only 

47 donors contributed more than $1,000 to the Hoover Presidential Foundation, indicting signficant 

opportunity to add more major donors. Most of these came from trustees who have an expectation to 

make a gift of at least $2,000 to the Foundation. 

A major gift program relies on dedicated effort from the Executive Director, staff, board members and 

other volunteers as it requires one-on-one meetings with major gift prospects and donors. Staff alone 

cannot successfully develop and retain a sucessful major gift program. You should have a goal to spend 

90% of your time and resources on these top 10% of all donors. 

➢ RECOMMENDATION #8: Develop a major gift program to solicit larger gifts from more 

individuals 

The following chart outlines the major gift cycle with recommended ways that Hoover Presidential 

Foundation can begin to identify, cultivate and solicit these major gifts.  

 

Identification Prospect 
Research 

Events Volunteers Members
Personal 

Relationships

Qualification Prospect 
Research

Personal Visits

Information Marketing 
Activities

Events Personal Visits

Involvement Events
Volunteer 
Activities

Fundraising 
activities by 
volunteers

Cultivation Personal Visit 
with key staff

Personal Visit by 
a volunteer

Solicitation
Personal  Visit 

with formal 
request for 

support

Letter, email, or 
phone call 
asking for 
support

Stewardship Thank you 
note(s)

Invitation to 
Stewardship 

event

Invitation to 
meet 

benefactor(s) of 
generosity

Annual report
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A number of options exist to begin to identify major gift prospects.  

First, staff and board members should review the list of current donors to see who might have the 

capacity and interest to give more. Using the rule of thumb that someone can give up to 10 times more 

if asked for a specific gift amount, any donor who has given more than $100 in a year deserves review 

and conversation as a potential major gift prospect.  

Second, staff and board members should review the list of members for individuals with the potential to 

make a gift in addition to paying for membership. The survey results suggest that nearly 40% would 

consider an additional gift on top of paying for their membership. Focus group conversations also 

showed a great love of the Foundation and Hoover complex which you might leverage for additional 

gifts.  

Third, board members should use their networks to identify potential major gift prospects with an 

affinity for your mission. Their business and professional networks offer another avenue for identifying 

potential major prospects.  

Fourth, volunteers often make the best donors to an organization because they see first-hand the value 

of the organization’s mission and activities on the clients served. Review your list of volunteers 

(including board members) to see who has the capacity to make a large or larger gift to Hoover 

Presidential Foundation – and always remember to solicit gifts from your volunteers either as part of 

your major gift or broad-based solicitation program. 

Finally, screening tools exist that run your database against indicators of wealth to return a score of 

potential wealth which allows you to focus your time and attention on those individuals with the 

greatest capacity. I can provide you with more information on these if you have an interest in pursuing 

them. 

Qualifying donors as major gift prospects requiring assessing their capacity or financial means that they 

can give to the Hoover Presidential Foundation and their inclination or likelihood to make a donation to 

this organization. You can assess capacity through prospect research means identified above. Some 

research might point to some indications of inclination as well but the best way to truly qualify a 

prospect comes from a personal meeting with him or her to ask them about their desires to support the 

Hoover Presidential Foundation at a what level. Board members can initiate these conversations, 

especially with prospects with whom they have a personal relationship, or can introduce staff to 

prospects so that staff can have this discussion. 

Once you identify and qualify these major donors, I recommend that you develop a specific cultivation 

and solicitation plan for a portfolio of approximately 50 qualified major gift prospects. These become 

the individuals and organizations that consume a majority of staff and volunteer time as the mostly 

likely to contribute the top 90% of the funds raised each year (or in a given campaign). As staff and 

volunteers identify new prospects, they get added to the portfolio to replace those who drop off. Each 

plan should outline the prospect’s: 

1. Giving potential 

2. Current and previous giving history with Hoover Presidential Foundation 

3. Current and previous involvement with Hoover Presidential Foundation, Library-Museum, or 

National Historic Site 
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4. Interests as they relate to Hoover Presidential Foundation’s mission, Library-Museum, or 

National Historic Site 

5. Any personal connection to Hoover Presidential Foundation and/or its mission 

6. Relationships with any Hoover Presidential Foundation staff or volunteer who can serve as the 

primary contact with this prospect 

7. Timeline for engagement that includes the person(s) who will meet with them and the purpose 

and occasion of each meeting toward an eventual ask 

You have the goal of finding the person with the best relationship with the prospect (staff or volunteer) 

to introduce the prospect to Hoover Presidential Foundation. This becomes another important area 

where the board can take a leadership role to support staff. That introduction might include inviting 

them to visit one of the programs, asking them to take a phone call from a staff person or volunteer who 

invites them to visit Hoover complex or visits with them in their space, or seeking an appointment to 

visit them in their space. At that meeting, I recommend that you tell the Hoover Presidential Foundation 

story, focusing that story on the area(s) of Hoover Presidential Foundation’s mission that interest the 

prospect most. The Environmental Scan Report outlines some of the areas of Hoover Presidential 

Foundation’s mission that resonated best with survey respondents and might provide a good place to 

start. Always leave the meeting with an action step. Often that action is not to make a gift initially but 

rather to get involved in the organization. You might invite them to an upcoming event or ask them to 

volunteer with a particular program. Once they become involved, schedule a follow-up meeting to ask 

for a monetary gift. See Attachment B for a sample major gift meeting script. 

Your major gift program should also focus on retaining current major donors. This dovetails into the 

donor recognition and stewardship piece described next. You want to schedule personal visits with 

current major donors to show them the value of their contribution and ask them to give again. Again, 

board members can make calls to thank donors or visit them to describe the impact of their gift. Only 47 

individuals or entities have given a total of $2,000, most of them board members, which makes this an 

easy list with which to start. Often you can accomplish this goal in a single meeting and ask the donor to 

make a larger gift than the previous year. Unless you have a special project or the donor has a special 

financial circumstance, I usually recommend asking for a 10% increase over the previous year.  

Your board should lead the way in your major gift program. Nonprofit organizations should seek 100% 

financial contributions from their board members; it signals to other funders that those who know and 

care most about the organization willingly invest their financial resources in its success. You have 

achieved or come close to that benchmark with your board. However, when you make your expectation 

a gift of $2,000, sometimes donors who could give more do not. Some organizations have had success 

asking trustees to make the organization “one of their top three charities” in terms of their time and 

treasure which may increase the amounts given by the board. 

➢ RECOMMENDATION #9: Evaluate board giving 

You should include board members in your major gift program and make an explicit recommendation 

that all board members should make a gift to the organization. Personal follow up with each board 

member – outside of the formal board meeting – to discuss his or her giving should help assure 

continued 100% participation.  
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And remember to keep soliciting former board members as well! They often continue to have an affinity 

for the organization even after their board service ends.  

Donor Recognition and Stewardship 

Hoover Presidential Foundation has a 3-year retention of 15.3%, much lower than the average. In 

general, donors who do not renew often do not know the impact of their gift on the organization. Telling 

stories about the good things that Hoover Presidential Foundation does – focusing on the Hoover story 

and legacy – should improve donor retention. 

➢ RECOMMENDATION #10: Tell success stories that focus President Hoover’s legacy and story 

Facebook and newsletters can provide a good avenue for getting these stories out. You do a good job 

incorporating stories into solicitation letters which you should continue. I also recommend sending an 

annual stewardship letter or brochure that does not ask for money but tells donors explicitly how their 

gifts have helped continue to tell the Hoover story and continued his legacy. 

Every 1% increase in donor retention for an organization with a budget of $500,000 - $1 million can yield 

an additional $12,000/year, so continued focus on recognition and stewardship – coupled with more 

frequent solicitations – should reap significant rewards. Likewise, the research suggests that once a 

donor contributes to your organization for three consecutive years, their likelihood of continuing to 

contribute increases to over 80%. By comparison, the first-to-second year retention rates hover around 

23% for organizations of all types.  

Grant Seeking 

Hoover Presidential Foundation raises very little revenue from foundations which may provide some 

opportunities for additional revenue if properly researched, cultivated and solicited. Given your rural 

location and your niche area of interest, I do not know the capacity for a successful grant program. 

However, improving student learning, tourism, and economic development might offer angles that local, 

state, and national grant funders might like.  

➢ RECOMMENDATION #11: Consider expanding your grants program by engaging and soliciting 

local grants with an interest in the work of Hoover Presidential Foundation on a more regular 

basis 

Special Events 

The Hoover Presidential Foundation has used events sparingly to raise funds over the last few years with 

two major events each year: 

Event 2017 2016 2015 

Celebration Banquet  $54,000 -$30,000 

Presidential Library Trips $15,195 $13,000 $9,200 

These net costs do not include staff time – which has been substantial – which would decrease the 

actual funds raised significantly. Time spent planning an event can often have a larger payoff when 

spent with major gift prospects. Spend the time focused on planning the 2016 Celebration Banquet with 

one major donor could have yielded that same amount – and more – that year and in subsequent years.  
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That said, events have their place in an organization and you can get a greater return from them if you: 

➢ RECOMMENDATION #12: Leverage events and those who attend to raise more money 

throughout the year 

A few rather simple changes or additions can help you achieve this goal.  

First, collect names and contact information for everyone who attends. If needed, offer a door prize 

with attendees sharing their contact information for a chance to win to help you gather this type of 

information.  

Second, follow up within days with all who attend an event with a letter or email thanking them for 

attending and reporting on the funds raised. In addition, tell them the impact of those funds on the 

clients you serve. For example, “Because of your generosity, we raised nearly $25,000 in one night alone. 

Thank you! These funds will tell the Hoover story and continue his legacy to XX Iowa school children.” 

Very few nonprofits do this; if you do, you will stand out from the crowd and begin to steward your 

event participants as donors. 

Third, review the list of attendees shortly after the event for new major gift prospects to add to the 

major gift program. 

Fourth, add all attendees to the list to receive your newsletter and for future solicitations. 

Accountability Measures 

As a long-term, multifaceted endeavor, a gift solicitation begun today may not mature for many years 

yet the person working with today’s prospect provides a vital link in the chain of events that eventually 

leads to the gift. Therefore, evaluating each stage of the fundraising cycle provides not only a measure 

of current effectiveness but an assessment of future potential. Measuring just dollars raised becomes 

insufficient for determining fundraising successes and potential. For example, knowing how many 

qualified prospects remain in the pipeline for future solicitation predicts future success and future 

needs. Using the fundraising cycle as a guide, I propose measuring success in each phase of the cycle.  

Fundraising Stage Suggested Measures 

Identification • Number of prospect  

• Number of prospects researched 

• Aggregate wealth of researched prospects 

Information • Number of informational “touches” by the organization 

Involvement • Unduplicated number of people who attend Hoover Presidential Foundation 
events 

Cultivation • Number of cultivation contacts 

• Number of newly identified prospects/year and time to first gift 

Solicitation • Total funds raised (and by purpose if emphasis placed on a given purpose) 

• Donor renewal rate 

• New donor acquisition  

• Upgrading versus downgrading of donors 

• Total number of donors 

Stewardship • Number of stewardship activities per donor 
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• Amount of time spent in stewardship 

• Renewal rate 

Overall • Time involved moving donors through the fundraising cycle 

➢ RECOMMENDATION #13: Develop and implement accountability measures 

ROI becomes an important consideration in your accountability plan as you want to spend more time 

implementing fundraising actions than measuring them. 

Fundraising Messages 

The focus groups and survey identified the following outcomes as most important to them which 

become good fundraising and marketing messages for the Foundation: 

• Tell the story of Herbert Hoover’s life to more people 

• Better marketing to bring more visitors from the state of Iowa and region to the Hoover Library-

Museum and National Historic Site 

• Better coordination between the Foundation, Library-Museum, and National Historic Site 

The also identified the following programs and needs that may serve as good targeted fundraising 

appeals or campaigns: 

• Uncommon Student Award 

• Improving the Library-Museum and its collection 

• Improving the National Historic Site and its resources 

• Renovate/modernize the Library-Museum 

Suggested Timeline 

This report contains a lot of recommendation which Hoover Presidential Foundation cannot feasibly 

implement immediately.  
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Appendix A: Sample Letters from Hoover Presidential Foundation 
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Appendix B: Sample Major Gift Meeting Script 

SAMPLE Major Gift Solicitation Script 

THE SOLICITATION MEETING 

Es
ta

b
lis

h
 R

ap
p

o
rt

 

VOLUNTEER3 • Introduce the organization staff and other volunteers 

including their roles 

• “Thank you so much for taking the time to meet with us 

today to talk about the needs to financially strengthen the 

future of THE ORGANIZATION and make sure that 

members of the community have the advantage of 

BENEFITS OF THE ORGANIZATION.  In my own experience 

(DESCRIBE EXPERIENCE OR PASSION FOR THIS PROJECT)…” 

• What is your experience with THE ORGANIZATION OR 

BENEFITS OF THE ORGANIZATION in general? 

PROSECTIVE DONOR Replies 

VOLUNTEER/STAFF Follow up questions/comments as appropriate 

M
ak

in
g 

a 
co

n
n

ec
ti

o
n

 

VOLUNTEER • “As you know from your experience and I do from mine, 

having a quality, BENEFITS OF THE ORGANIZATION. Can 

we ask for anything else?” 

• BACKGROUND AND HISTORY OF THE ORGANIZATION. For 

me and my family, we found … (SPECIFY) especially 

helpful/useful” 

• NEED FOR FUNDS (State/restate the case) 

 PAUSE FOR QUESTIONS/COMMENTS/REFLECTION 

                                                           
3 Specific roles of each individual depend upon the comfort of each individual and the relationship each has with 
the prospective donor. The script recommends the appropriate person for each part of the solicitation but these 
should change to best meet the needs of the donor and situation 

Before the meeting: 

 Determine who (volunteer and staff) from the organization will attend the meeting (This 

script assumes one volunteer and one staff person but can be adjusted as needed to 

accommodate more or fewer individuals) 

 Attempt to identify who the prospective donor will bring to the meeting 

 Determine the role each (volunteer and staff) will take in the major gift solicitation, i.e., who 

will make introductions, make the case for support, invite the gift 

 Determine the suggested ask amount and any specific parameters of the ask (i.e., in honor of 

a loved one, to name a particular element) 

 Determine a timeline for the meeting; should be no longer than 1 hour 
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VOLUNTEER/STAFF • “The ORGANIZATION endowment currently sits around $3 

million. This generates about $150,000 annually for 

operating expenses. Our goal is to double that to $6 

million which will generate $300,000 annually. These 

additional funds will allow us to (SPECIFY)” 

• Since we started this fundraising effort, we have raised: 

$AMOUNT, including a lead gift of $1 million from DONOR 

• “NAME, would you (and NAME) join me (AND NAME) in 

this funding this important community project with a gift 

of $AMOUNT to help us ensure the future viability of 

BENEFIT for this community?” 

 PAUSE… 

Fo
llo

w
-u

p
 

STAFF/VOLUNTEER Answer any questions (See FAQs), discuss any concerns 

VOLUNTEER (At the end of any discussion): 

“NAME, thank you again for your time and your generous 

commitment. THE ORGANIZATION STAFF will follow up with 

to answer any logistical questions that you might have.” 
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POSSIBLE OBJECTIONS AND RESPONSES 

“NO” “May I ask your reason?” (RESPOND TO THOSE) 

“That amount is a 

little steep” 

• “What gift amount would make you more comfortable? 

• “If it helps, you can pay over multiple years or pay with a combination of 

outright and deferred gifts” 

“I don’t have that 

kind of money” 

“If it helps, you can pay over multiple years or pay with a combination of 

outright and deferred gifts” 

“I will have to talk to 

(my spouse, kids, 

family, accountant, 

lawyer)” 

• “I understand this is a large commitment and of course you need to get 

everyone involved on board. That said, are you inclined to make a 

leadership gift at this level? What kinds of questions or objections do you 

anticipate from (YOUR SPOUSE, KIDS, FAMILY)? (HANDLE THESE 

OBJECTIONS)” 

• “When do you anticipate having these conversations so that we can 

follow up appropriately with you?” 

“I’ll think about it 

and get back to you” 

• “What other information can we provide to you to help you make that 

decision?” 

• “By when do you anticipate having a decision so we can follow up 

appropriately with you?” 

“Your presentation 

was interesting but 

there are many fine 

causes competing for 

my attention. There 

is only so much to go 

around, and I’m 

already committed 

to several charities.” 

“We recognize that a person of your prestige and stature must get a lot of 

requests and because of your generosity, you must support a large number of 

organizations and for that I thank you. If it helps, you can pay over multiple 

years or pay with a combination of outright and deferred gifts. We can also 

defer payment until you have these other commitments paid off.” 

“I can’t provide the 

amount you asked 

for, but I could do 

$X” 

“Thank you! We appreciate any amount you can contribute to this effort. 

Every dollar moves us closer to our goal of sustaining high quality end-of-life 

care for Quad Citians. If it helps, you can pay over multiple years or pay with a 

combination of outright and deferred gifts.” 

 

 


