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PREFACE

n the late 1980s, when I was writing the first edition of Conducting a Successful
Capital Campaign, 1 never imagined the response. It was a book that came about
by accident; I had never intended to write a book at all.

That changed, however, after a lunch with Lynn Luckow, then an editor at
Jossey-Bass and now its president and CEO, and Rod Kirsch, a member of the cam-
paign staff at Berkeley and a longtime friend of Lynn’s who is now the vice presi-
dent for development and alumni relations at Penn State University. We met at
midday at the Faculty Club on the campus of the University of California—Berkeley.
By the time lunch was over, Lynn had convinced me not only that I was the person
to write the book—mind you, I had no outline, no chapters developed, not a word
on paper—but also that there was a large audience waiting and eager to read it. I
had seen little hope for sales, beyond the usual small group of family members sup-
portive of anything one does; but Lynn was right.

Writing a second edition of the book is something else I thought I would
never do. Principles don’t change, I reasoned; it’s hardly fair to offer readers little
more than a rehashed version of something they already have. For two or three
years, however, Rod and Lynn have been telling me that it was time to update the
book, and so have some of my other friends. The last straw came during a visit
to Vancouver in July of 1998, during lunch with my friend and colleague Marilyn
Wright and her husband, Charles (a noted Canadian physician). Marilyn, like Rod
and Lynn, is someone who knows me too well, and whose suggestions and advice
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I find hard to ignore. She too urged me to update the book, but it was Charles
who sealed the decision by pointing out that if I didn’t do it, I would be “obso-
lete.” Perhaps I am, but I'm unwilling to accept that verdict without a rebuttal.
So—for Rod, Lynn, Marilyn, Charles, and others who encouraged this project—
here is the second edition of Conducting a Successful Capital Campaign.

This volume is an attempt to assemble, in one source, the primary ideas and
techniques central to all modern capital campaigns. As such, it sets forth, in sys-
tematic fashion, the principles that govern any successful campaign. A small re-
gional historical museum in Virginia conducting a campaign for $1 million must
take the same considerations into account as a major midwestern state university
attempting to raise $150 million. Therefore, rather than concentrate on the dif-
ferences among capital campaigns (of which there are assuredly many), this book
focuses on their similarities (of which there are even more).

Today’s typical educational, arts-related, religious, community, or healthcare
organization is considering, conducting, or concluding a capital campaign, and yet
many nonprofit organizations are inadequately prepared to plan, initiate, and man-
age such campaigns successfully. This situation is complicated even further by the
large number of inexperienced professionals who hold demanding, high-level po-
sitions within these organizations. For example, the National Society of Fund Rais-
ing Executives, or NSFRE (1995), indicates that 35.2 percent of the professionals in
fundraising have entered the field within the past six years. Likewise, the Council
for Advancement and Support of Education (CASE) estimates that roughly one-
third of the professionals with whom it is affiliated have had three or fewer years
of professional development.

Audience

Given these facts, who should read this book? It can be used as a review and guide
for seasoned practitioners; as an introduction to the principles of campaigning for
newcomers, volunteers, and professionals without campaign experience; and as a
source for philanthropic agencies that are in the process of assessing the caliber
of the programs they are asked to fund. As such, it was written for executives and
staff of a wide range of nonprofit organizations: chief executive officers, chief de-
velopment officers, governing boards, development staff members, key volunteers,
and funding agency personnel who desire a fundamental understanding of capi-
tal campaigns. The principles discussed throughout the book are equally relevant
to arts-related, religious, educational, community, environmental, and healthcare
organizations that are either contemplating or conducting capital campaigns.
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It is a real challenge to present an effective approach to capital campaigns
that is both universal in its application and valuable in specific situations; perhaps
this is one reason why so few books on this subject have aimed for such a broad
readership. Nevertheless, to judge from my experience as a practitioner, consul-
tant, and lecturer—and from detailed conversations with respected and experi-
enced campaign professionals from all the “third sector” walks of life—I am
confident that the principles that govern campaigns are equally applicable to or-
ganizations both large and small, and to campaigns that are both local and na-
tional in scope.

This book takes account of the fact that many organizations with capital
needs, and with the desire to launch capital campaigns, have very small staffs.
One-person offices are common; sometimes fundraising is only one aspect of a
staff member’s responsibilities; many grassroots organizations have no professional
development staff members at all. For example, an NSFRE membership survey
(1995) found that 31 percent of its members work by themselves, and another
third work with three or fewer colleagues. It is possible to conduct a successful
campaign under these conditions, but the organization will need to improvise. In
many cases, a dedicated volunteer or team of volunteers has conducted a suc-
cessful campaign in an organization that has no paid development staff at all. In
other instances, a member of the administrative staff has carried out the task. Im-
provising works best, however, when the basic precepts and principles of success-
ful campaigning are followed.

Overview of the Contents

The chapters in this book are organized around the fundamental issues and chal-
lenges that must be met if a capital campaign is to achieve success. Chapter One
sets forth the global considerations one must take into account when contemplat-
ing a campaign. I identify the ten prerequisites for a successful campaign, which
largely form the basis for the remainder of the book. Chapter One also reviews
a number of secondary factors that affect the size of the campaign goal and the
timing of the campaign.

Thorough preparation sets the pace for the campaign and ultimately deter-
mines its result. An organization must assess how ready it is, in the eyes of its ex-
ternal constituencies and those inside the organization, to campaign. Chapter Two
discusses the steps that the organization should take early in the campaign process.

The human element of campaigns is emphasized throughout this book, par-
ticularly in Chapter Three, which looks at the layperson who leads and the staff
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member who serves. The success or failure of most campaigns is ultimately at-
tributed to the effectiveness of the members of the governing board, the chief ex-
ecutive officer, and the chief development officer. Their respective roles are
reviewed here.

A dedicated volunteer force, in addition to campaign leadership, is essential
to accomplishing the goals of most capital campaigns. Chapter Four establishes
the procedures for mobilizing volunteers.

Chapter Five examines the single most definitive document in any campaign:
the case statement. This chapter describes the characteristics of the case state-
ment, how it is organized, who should write it, and how it should be used in con-
ducting market surveys, enlisting volunteers, and soliciting major gifts.

Chapter Six details one of the most fundamental components of the cam-
paign: the gifts chart. It explains the formula for creating a gifts chart and, more
important, the chart’s efficacy in raising donors’ sights, determining the adequacy
of a prospect pool, relating required campaign gift levels to named gift opportu-
nities, and keeping track of the campaign’s progress.

There are probably as many different campaign structures as there are cam-
paigns. Chapter Seven lists seven factors that influence the amount of detail a
campaign structure requires. The chapter goes on to describe the special cam-
paign functions that have to be implemented by various committees, and it stresses
the particular importance of the major gifts committee. Before an organization
starts campaigning, it should select an appropriate strategy for soliciting gifts, and
Chapter Seven also defines and presents the advantages and disadvantages of var-
ious asking strategies. The campaign should also establish, at the very start, a cri-
terion for the gifts that it will report as part of the campaign total over the course
of the campaign. As an illustration, Chapter Seven includes an accounting crite-
rion for one campaign.

Chapter Eight, along with Chapter Nine, describes the multistep process for
obtaining the major gifts that are crucial to a campaign’s success. Obtaining major
gifts demands not just a strategy but also thorough research and—in addition to
the accurate evaluation, careful management, and systematic cultivation of
prospects—skilled soliciting techniques.

Chapter Ten, new to this edition, written by Rodney P. Kirsch, of Penn State,
and Martin W. Shell, associate dean for external relations at the Stanford Law
School, asks and answers several questions: Who makes lead gifts? What compels
such acts of philanthropy? How do lead gifts come to pass? What, if anything, do
lead gift donors have in common? Even more important, what environmental con-
ditions influence such gifts?

Chapter Eleven reviews the many operational aspects of the campaign. Dis-
cussed in this chapter are the campaign’s timetable and budget, the acknowledg-
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ing and reporting of gifts, donor stewardship, and the selection and use of pro-
fessional campaign counsel.

Chapter Twelve, by William V. West, a former senior management consul-
tant with Andersen Consulting, former manager of information consulting at
Ernst & Young, and currently executive director of Alumni and Foundation In-
formation Systems at Indiana University, is also new in this edition. The techno-
logical explosion surrounds us all; this chapter helps define and determine
technological needs and discusses how to select technology vendors, the best tech-
nologies to use in particular situations, and using the benefits of technology to the
best advantage in fundraising.

Several pieces of campaign literature in addition to those discussed in Chap-
ter Five should be developed. These materials and their desired features are de-
scribed in Chapter Thirteen.

Achieving financial success on schedule is the ultimate goal of all campaigns.
Chapter Fourteen discusses how to conclude the campaign successfully and take
care of such post-campaign matters as recognizing donors and volunteers, writ-
ing final reports, and auditing the campaign’s productivity.

Chapter Fifteen contains a look at emerging fundraising trends and at what
people conducting campaigns may experience in the twenty-first century. The
chapter ends with a brief discussion devoted to the pros and cons of capital cam-
paigns and to the importance that every organization should place on creating
and sustaining a continuous lifetime giving program in the years to come.

The book concludes with a section devoted to resources: a sampling of liter-
ature taken from several campaigns. The resources are included not only to illus-
trate the outcomes of processes described in this text but also to enable readers to
easily develop the support materials needed for any campaign effort.

There is a growing body of literature about fundraising, and much of what
is being written is extremely well done. I hope that others will continue to add to
our knowledge about fundraising in general and capital campaigns in particular,
and that this book will prove useful to those who do choose to continue. If after
reading this book you feel better acquainted with the principles and practices that
guide campaigns, then the effort that went into first writing it and now updating it
will have been well spent.

August 1999 Kent E. Dove
Bloomington, Indiana
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