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Help Prospects Visualize Gifts

Do all you can to help prospects envision
various ways to make major gifts and
move them closer to giving.

Here are two ways to share real-life
examples, one that keeps donors anony-
mous and one that shares donor names:

1 I “We have one couple who estabhshed Y

. an‘endowed fund by giving several -
thousand shares of stock in which
they had a very low cost basis. We
were able to fund a scholarship in
their names and they were able to
avoid a huge capital gains tax.”

2. “Luand Al Jones wanted to make a
sizeable gift but were uncertain how
to do so. We arrived at a plan together
whereby they contribute $5,000 each

/. year for the next 10 years and have
also made our charity owner and
beneficiary of a paid-up $100,000 life
insurance policy. They allow us to tell
others of their gift as a way of encour-
aging others to do the same.”

&l cign Up for Seminar
S‘SS rl“'ropspect |dent|f|cat|on

There's still imet0 sign up f:j:r t:-e
Aug. 17 webinah «prospect iden

uthor and
ﬁcat!on" Presente bY Al

H. -
Jtan Jerry F-Smit
fundralsing cO™% nlmc com and

Go to WWW. stevenso
chck“Webmars " to learn more.

WWW.STEVENSONINC.COM

CHALLENGE GIFTS

| donors and use the ‘A Time Like No Other..

Challenge Aims at Getting New, Increased Gifts

To continue to successfully raise funds in the current economic downturn requires
creativity and innovation.

Early this yéar, members of the Stuhr Museum of the Prairie Pioneer and
Foundation’s development committee (Grand Island, NE) realized that because of the
economy, soliciting gifts for the museum’s annual fund could be especially challenging.

So instead of asking their loyal donors to increase their gifts in the tough economic
times, they decided to target new or renewed donors.

The goal of the foundation’s “A Time Like No Other...” campaign is to attract 550
new or increased donors in 2009, a 16 percent increase (75 donors) over the 2008 cam-
paign, which attracted 475 donors. The dollar goal remains the same as 2008: $180,000.

Giving early momentum to the effort, an anonymous donor has also pledged a
$15,000 challenge match for new donors. (New donors are defined as those who have
never contributed to the museum’s annual fund and renewed donors are defined as
lapsed donors who have not contributed for at least one year.)

~ The campaign kicked off in March with a closing date of mid-July. Gifts normally
continiié to comie in beyond mld-July, ‘and are still credited to.the campaign thxough .

| Dée. 31 of the canipaign year, says Pam L. Price, the foundation’s executive diréctor:

“We typically end up quite a bit over the public goal,” she says. “For instance, in
2008, we announced on July 17 that we had reached (and surpassed at 107 percent) our
fundraising goal of $180,000, raising $193,370 from 442 donors. By Dec. 31, we had
raised $203,363 from 475 donors.”

As of May 27, 2009, Price says, they had raised $139,714 in gifts and pledges from
379 donors. They had attracted a total of 97 new and renewed donors (40 new and 56 re-
newed). At this same time last year, she says, they had raised $159,877 from 379 donors.

“Since we have the exact number of donors — 379 — that we had at this time last
year but have raised $20,000 less, this reinforces our decision to target new and renewed
.” theme for our 2009 campaign,” Price says.

Twenty-two of this year’s new and renewed donors have come on board as a direct
result of the “progressive strolls” that take place in Stuhr Museum’s recreated 1890s
Living History Railroad Town, says Price. She notes that the events have also helped
bring in 17 new memberships to the museum this year to date.

The strolls, which are designed to make people aware of the museum and its
programs, include an ask, says Price. “While those making the ask explained the
foundation would mail campaign materials within the next two to three days, we also
had pledge cards and membership materials on hand.”

If they had not made their financial goal by late June, plans were to mail what is

' referred to internally as “Last Gasp” appeal to everyone who has been solicited but has
- | fiot'yet given, the foundation executive director says: “While we have already made our
“challenge’ goal, it looks like we will need to mail this last appeal in order to make our

financial goal by mid-July.”
To see where the campaign currently stands visit the museum website at
www.stuhrmuseum.org.

Source: Pamela L. Price, Executive Director, Stuhr Museum Foundation, Grand Island, NE.
Phone (308) 385-5131. E-mail: pprice@stuhrmuseum.org
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