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Developing and Using a Gifts Catalog
John L. Crompton

and
Nick Duray*

GIFTS CATALOGS -
A P·ROVEN SOURCE OF EXTRA RESOURCES

Although the gifts catalog concept was first intro-
duced in the public park and recreation field in the mid
1970's, relatively few agencies have embraced the idea
and implemented gifts catalog programs. Examples of
success with gifts catalogs exist in every corner of the
country. Yet only a few recreation and park agencies
have chosen to use this nontraditional method of

attracting resources.
The intent of this publication is to encourage more

park and recreation agencies to use this resource-
producing tool by providing (1) guidelines for imple-
mentation developed from successful gifts catalog pro-
grams and (2) a series of case studies documenting the
success of some agencies.

WHAT IS A GIFTS CATALOG?

A gifts catalog illustrates, describes, itemizes and
prices specific leisure service and conservation or
preservation needs. Individuals, neighborhood organi-
zations, school groups, service clubs, businesses and
corporations can select items from the catalog's list of
projects and programs. Cash, materials, equipment,
labor, expertise and profession'al services can be given
to an agency for the specific project or program which
the donor wishes to support.
A gifts catalog is a fundraising adaptation of the retail

*Associate professor. and research assistant, respectively, Depart-
ment of Recreation and Parks, Texas A&M University, The Texas
A&M University System.

sales catalog concept. Picture your prospective catalog
as a Sears® catalog of community giving. Just as the
Sears® catalog offers a variety of items covering a wide
price range, the gifts catalog describes needs that can
appeal to potential donors of many income levels or
funding preferences. Catalogs can suggest a variety of
options. In addition to cash donations, equipment, skills
and services are sought because some donors may find
these items easier to give than cash.
Gifts catalogs have been produced as booklets,

brochures, posters, portfolios, letters, newspaper or
magazine articles, even as movies. The key feature is
a listing of needs from which a prospective donor may
select.



ADVANTAGES OF A GIFTS CATALOG

Increases Public Involvement
The gifts catalog is a means of reaching large numbers

of people at a relatively low cost. It is a tool for increas-
ing public awareness and support. A greater sense of
involvement with the public park and recreation system
is likely to result in higher participation and interest.
The gifts catalog approach can foster an understanding
of the problems and costs of providing leisure services
by communicating these realities directly to the public.
Donors who pay directly for the project or program

they select out of the gifts catalog will have an invest-
ment in their park system. People tend to follow their
investments closely. Remember how good it felt the last
time you helped someone? A gifts catalog program of-
fers everyone in your community the opportunity to feel
"that good!" Through a catalog marketing campaign,
your constituency of leisure service supporters can be
greatly expanded.

Provides a Service to Potential Donors
Most people make contributions of some kind each

year. At the beginning of the year many of these peo-
ple do not know to which cause or service they will
give. Putting a gifts catalog in their hands gives them
an opportunity to fulfill their basic motivations to do
good. The catalog offers a service by helping them find
a need to support. Think of those occasions when you
have been seeking a gift for a friend. You are usually
grateful for the right suggestion. The same principle is
true with a gifts catalog.
A handful of typical responses logged by Santa

Monica Mountains National Recreation Area in re-
sponse to its first gifts catalog demonstrates some
reasons people give to parks:
• "I have a wealthy friend who is difficult to find a pre-

sent for. The gifts catalog helped me find the perfect
gift."

• "I have had many fine experiences over the years
in national parks. I'm glad to have a chance to return
the favor."

• "I'm affiliated with a small environmental group
which is looking for just such an opportunity to help
out."

• "A loved one died recently and I've been looking
for a lasting memorial in his memory. When I heard
about the gifts catalog, I knew I'd find a suitable pro-
ject, and now I have."

• "This is great! The National Park Service should have
offered this kind of opportunity a long time ago!"

• "Our corporation has been able to help the park,
receive favorable publicity, and take a tax deduc-
tion."

2

Gifts catalogs work because they personalize giving.
They allow donors to know where their gift is going and
to select a gift with which they can identify.

Increases Awareness of an Agency's Needs
Among Prospective Donors
The gifts catalog links an agency and its potential

donors. It stimulates donations by increasing awareness
of the agency. The catalog allows the department to
state its needs to potential donors without interruption.
However, personal follow-ups are necessary to secure
most large donations, so prospects must be convinced
of the department's merits. Help the prospect justify a
gift by telling your story. Relate the department's suc-
cesses and the level of community satisfaction with your
agency. But also say, "We need your help to con-
tinue..." As Rick Dodge, administrator of St. Peters-
burg's Leisure Services Department, noted:

Gifts catalogs are attractive because they provide
local citizenry specific information about the
short- and long-term goals of the parks and recrea-
tion department. Even though a specific gift, such
as the construction of a new softball field, may
not be donated, the fact that it is listed in the gifts
catalog reinforces your departmen(s commitment
to provide a facility that softball players desire.

The gifts catalog reaches
many people at a relatively

low cost.

Offers Tangible Gifts to Potential Donors
No matter who your target audience is, a strong seIl-

ing point for a contribution to parks and recreation is
that nearly all of the offerings in a gifts catalog are tangi-
ble. Emphasize the fact that evidence of a gift is visible
not just at the time it is given, but also during subse-
quent years. For a business, this offers a lasting form
of favorable visibility, improved employee morale, and
an ongoing reminder of a leadership position in the
community.



Anoheim i. very fortunate 10 hIve 00 mlny buuliful pork. for
everyone'. enjoymenI. Wilh new pork. belnl dedic>led Ind
continuu upkeep of Ixistinl open ,PJ,C. J.reu, we need help in
turniohinl Ihem wllh I voriely of ilem.. Would your compmy
like 10 "~ke on" I pork proice! worthy of official public
recOinilion?

I'LAY EQUII'MENT UOO-$20.OOO
Thooc fovoriles of younl people! Swinl seu, bo.., wooden ploy >true!ures.
eIC., ore needed 10 repIKe old >true!ures >l mony porks. L.... I lqocy of
fun for fUlUre Ilnerolionsl Your firm's noml usocillld wi!h I projecl Iikl
!his will rully eslOblioh Ih>llml" you're looklnl fori

EXERCISE/JOGGING COURSE ...............•....................•....$liOOO
Fil.".. is in! Fllb is ouII A couple of our II..e porks could conlln !his
selt...rve slOllon-lOoSlOllon couroe of ..ercises desip'ed for oil oround fitness.
H.lp us fill !he ne.d for more fllness >clivili..1

FRISBEE GOLF COURSE , . , , ',' .. , , $5000-$7000
Frisbee mldness h.. hil Anohliml Th islinl couroe >l Reid I'uk is
conslOnlly beinl used. We need ."o!her couroe >l I differ.nl pork 10 meel
!hI community's _ds for Frisbee funl M.laI bukelS for !he hoi.. md
stortlnl blocks for Ie.. provld• ." ""y'lo-follow couroe. A forml' dedlcollon
of !he couroe by Cily Council membe.. will recop'i.e your IOnerous
conlribullon 10 Anohelm'sllisure ncedsl

OUTDOOR CLASSROOM $2500-U500
To be used >l Ook Conyon NOlure <An,.r for thl "Indlm Summer" childr.n's
prOirom .. well OS others. II would consisl of wood.n bench.. "","phith",,"
>tyll" md I pillform. This n>lura/ly beouliful selllni is ideol for ouldoor
edUC>lional pro.,.",s on n>lure topics. Wh>l 0 ....1 pro;ecl for your
corporolionl

GROVE OF TREES $60 co. or $600-$1200
To pllnl In n.w porks ."d ..islinl pOlk """. Eslbliohinl I &rove of lrees
which people cm enjoy for decIdes. Is I lruly worthwhill proj'« for your
firm. Help creo,. I n>lura/ envlronmenlln your communlly I

OTHER DONATION OI'I'ORTUNITIES FOR I'ARKS ARE:
....k Identificollon SiIM•.............................. $2000 ... pOlk

I'ork Troll Guid.. ."d Sip'S UOO co. pOlk

I'ork Directional Si..s for Ncorby S"eelS ............•. , , . $50 eo.

""""-- Parks

Anoh.im hOi the lorlOSl Senior Cilizen prOlf1ll'll in lhe country
with I club memberohip of over 5,000. Do the elderly use
YOl'r producI or service? It 00. ba!h of you could benetil
from your IlfL Your donation is bldly needed Ind would be
pUblicized ond duly recOplized 01 I fine conlribullon 10 !h.
Senior Ctiz." Movement!

CHAIR-LIFT ELEVATOR $10,000
To lronsport hmdlcopped individuals 10 the second ftoor of thl Anoheim
Senior Cilizens <An,.r. where thlY con ponlclp>l. In cl...... billiuds• ."d
o!her recr..lional "'Iivilles hlld upsui... A ploqul inslalled >l !he el...lor
would leslity 10 your IOnerOllS donolion while p....r>by will ..e your
dernons">l.d concern for the h."dlcopped Ind elderly I

SHOW WAGON RENTAL ......•................................ , .•...•.•.00
To be used at the Senior Cimens AII-SlOleS picnic hlld mnually In AuSUSL
This partible slOle provid.. 0 pl..,1 for doy-lon. enleruinmenl for Seniors who
look forword 10 this ..enl all yeor Ion.. Con you picwre hundreds of Senior
Cilizens enjoyinl the enteruinmlnl md _inl your firm's rwnl on I I....
bmner >llOched 10 the Show Woaon'

FIVE (5) SELF-<oNTAINED BLOOD I'RESSURE CUfFS........•..•.....$250 udI
To be used by Seniors !hemsclv.. in IOkinltheir own blood p.......re. 'Your
donallons would keep hundreds of tldorly IWlre of thlir .....th SlOlUs. thus
prevenlinl undcltc:ted illness. YOUR pft would be hllllly publicized by Iocol
newop_.., whose P..............wty filled wi!h hellth md Senior Cillzen
storiesI

ONE (1) MONTH'S I'RINTING Of THE "COURIER" .•..•.....•.......•.... $1,000
or in·kind service

The official publicUlon of Anohtim Senior Cilizen's Oub, Inc.• _ds flnonc:ial
usiSWt<:1 (or in-kind service) for prinlin.. RccOpllllon of your donllion, os
printed In Ihl "Courier", would 10 10 over 5,000 Oub members.

OTHER I'ROJECTS WHICH COULD USE YOUR ASSISTANCE ARE:
Sponsorohlp of the Annual AII·SIOICS I'lcnlc $2,000
Four (4) Sun-<:ove.. for Tobles in Colony k..................•.........noo I..,h
Olristrnm/Thmksaivinl Meal DonlllaM. .........•.......•.....•............$200

______Senior Citizens
Figure 1. Inside the corporate edition of the Anaheim "Gifts Catalogue."

DEVELOPING THE GIFTS CATALOG

Gifts catalog programs have been successfully
developed, coordinated and used by both in-house staff
and by outside advisory boards, foundations or com-
mittees. There are advantages and disadvantages to
both approaches.
On one hand, a gifts catalog managed outside the

agency or organization by a board or committee may
involve more grass roots commitment and involvement.
Further, in some situations outside groups are able to
focus more resources more directly and can produce
a catalog faster than an agency. A catalog is an ideal
project for a park foundation associated with a public

agency such as the Tulsa Park Friends whose success
is discussed in the case study on pages 11 and 12.
On the other hand, an in-house catalog can be given

constant attention and effort. The department is not
dependent upon voluntary effort which may be incon-
sistent, but can allocate the personnel resources that
successful implementation requires. A gifts catalog pro-
gram may also bring a public agency closer to its con-
stituents and facilitate internal communication because
personnel across the agency become aware of overall
departmental needs.
A seven-step approach to developing gifts catalogs
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has been widely adopted si nce it was suggested by the
Heritage Conservation and Recreation Service in the
mid-1970's. The process is outlined sequentially here
but really is not linear. For example, promotion and pro-
duction are overlapping processes, and certain steps
will be undertaken as opportunity permits rather than
in the strict sequence presented. Three to four months
is a reasonable time frame for production of a gifts
catalog. One person must have overall coordination
responsibility for production.

Stage 1: Inventory and Documentation
The inventory of a department's needs to be

displayed in the catalog should be comprehensive. The
idea is to portray a full range of gifts from which private
donors can choose. Alongside each item, place a brief
narrative describing the need and the estimated price.
It is difficult to predict the response to a specific item
in a gifts catalog. Analyses have shown that donors are
interested in contributing to a wide variety of park
needs.
Gift catalog programs should attract differing size con-

tributions. Consider that you may be shaping long-term
giving patterns and preferences. The person who can
only make a small donation today may be able to
donate more in the future.
An individual or corporation may donate $100,000

for the construction of a new park, but a class of fifth
graders may also contribute $10 to purchase bird seed
for a nature center. Recognition of the importance of
both gifts is fundamental to a successful long-term cam-
paign. Your local media may focus a human interest
story on the fifth grade's contribution, providing free
promotion for your program.

Stage 2: Design and Production
Since the design and production of the gifts catalog

has much to do with its success and response, make
sure your final product has an engaging graphic design.
It may be possible to persuade a local firm to produce
your catalog by donating its time and talents as a "gift."
The layout of the catalog affects the image of your

agency as perceived by target groups. Present your pro-
ducts in an image-enhancing manner. A cheaply done
catalog will not convey the image of a program with
which donors wish to be associated. A well-designed
catalog represents quality and promotes a good depart-
mental image.
For ,a gifts catalog to be effective, it must be done

right. Adequate staff time must be invested both in
preparation and subsequent management to ensure a
product that will interest, convince and assist prospec-
tive donors.
Provide information on tax deductibility. As a public

agency or a tax-exempt, nonprofit organization, one of
your key selling points is the tax deductibility of the
value of gifts. Without specifically citing tax deductibil-
ity, an agency may lose potential gifts.
Provide giving options so more citizens will feel com-
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fortable participating in the gifts catalog program:
• Suggest that either cash for an item or the item itself

will be welcome.
• Someone interested in donating equipment for a pro-

gram might also be interested in helping to fund the
program.

• If a donor cannot afford the entire cost of an item,
encourage that person to contribute to its partial cost.

• Encourage neighbOJ"s to join together to give a gift.
Keep the size manageable. Many gifts catalogs de-

signed for general distriblJtion are small enough to fit
into a regular size envelope'and run from 5 to 10 pages.
Large formats offer more opJ)ortunities for illustrating
park needs but are more expel\lsive to print and mail.
Provide tear out forms and include franked envelopes
in mailouts to facilitate easy response.

Stage 3: Selecting Target Audiences
As you develop the catalog, ask "Who is my target

audience?" The answer will suggest possible format,
theme and title. It will also give you an idea of how
many catalogs should be printed. The needs you select
for the gifts catalog should relate to the concerns and
goals of the target donor audience. Identifying your
target audience is a prerequisite to virtually every aspect
of the gifts catalog process.
Most gift catalogs are "shotgun" approaches that pre-

sent potential gift suggestions in many price ranges. In
a first catalog edition this strategy may be good, but the
contributions resulting from your first publication
should help you better target when the catalog is re-
printed. A clear idea of the target audience helps you
decide items which should be included in the catalog.
Who you choose for target markets depends to a

great extent on the composition of your particular com-
munity. In general, though, businesses and corpora-
tions, civic groups and carefully selected individuals are
likely to be the most responsive target audiences.
Some cities have developed separate catalogs for dif-

ferent target markets. For example, Anaheim, Califor-
nia developed separate catalogs for corporations; civic
groups, school groups, neighborhood organizations and
foundations; and individual citizens. Even this approach
did not enable the Anaheim department to target and
tailor its gift solicitations as specifically as the staff
wished. Hence, the permanent catalog was replaced
with a portfolio which could be quickly adapted to
solicit gifts for particular projects from more specifically
defined target groups. The portfolio approach incurs
lower production costs, permits narrower targeting, and
allows updating to be done quickly at minimum cost.
In selecting target audiences for the catalog, carefully

assess their relative "giving potential." Distinguish be-
tween small, medium and large givers within the se-
lected individual, civic and business groups, and con-
centrate your efforts on the largest givers. Your fundrais-
ing effort will be the most efficient if you focus on these
so-called "heavy users." The March of Dimes, for in-
stance, found that 20 percent of the population in Travis



County, Texas made 43 percent of the contributions.
They also found that eliminating one-half of the cen-
sus tracts in that area from their direct-mail campaign
had no effect on net returns and enhanced their effi-
cient use of resources.
The text of the catalog should sell the potential

benefits to your target market if prospects donate the
items requested. Mention only benefits with which the
prospect can identify. Use a lot of graphics and pictures
to show the products but also use persuasive words
which emphasize benefits.
In conceptualizing the contents of a gifts catalog, try

to "package" the image of your agency in a manner
which target audiences find desirable and are willing
to purchase. Sears'® automotive division does not sell
batteries, they "install confidence." The cosmetics
manufacturer Revlon® sells "hope," not lipsticks and
blushers. AMF® sells "weekends," not merely sporting
goods. Similarly, the gifts catalog has to offer something
besides drinking fountains and trees. If you need a foun-
tain for a playground, for example, ask someone to pro-
vide an "oasis in an asphalt jungle." Although pictures
are an effective communication technique, words are
also important. For example, if you are seeking dona-
tions to purchase large-print books for the elderly, the
phrase, "new large-print books-for not so new eyes,"
may grab the reader'.s interest.
If you are targeting a catalog to corporations, stress

the fact that contributions are an investment. They (1)
improve the quality of life in a community-its liva-
bility-which makes it easier to retain and recruit quality
personnel to the area; (2) build company visibility; and
(3) enhance a company's image of commitment and
leadership in the community.

Stage 4: Promotion
Develop a promotion strategy even before the gifts

catalog has reached the design stage. The promotion
strategy involves plans for distribution; publicity before
and after the catalog is distributed (arranging for feature
articles in local and regional newspapers, kick off
events, and so forth) donated advertising; recognition
of donations and follow-up solicitations. Get the word
on the gifts catalog out early and often. A prepublica-
tion publicity campaign might make use of free public
service announcements on radio and television. What's
more, the problems facing recreation and park agen-
cies are newsworthy, and a gifts catalog is sufficiently
innovative to be of interest to the local news media.
Approach the outdoor advertising industry to donate

billboard space. Maybe a cryptic billboard proclaim-
ing "The Parks Gifts Catalog is Coming!" would stir up
some interest ahead of publication.
Arrange a kick off event. Involve some local "person-

alities" in a community bash to focus attention on the
gifts catalog. Arrange to announce a few gifts from
donors at the kick off; nothing creates momentum like
early success.
Crucial to the success of the gifts catalog is its accep-

tance immediately after distribution. By this time, the
catalog should have become a household concept.
The timing of your gifts catalog release is especially

important. Special holidays, such as the Christmas giv-
ing season, have proven to be ideal times. Holidays also
offer an opportunity to provide updates and reminders
about the gifts catalog's availability. A gift of a tree to
the park system may be an attractive alternative to an
individual who has previously given flowers on that oc-
casion. Push your promotion during the months before
individual and corporate tax preparation.
Certainly the Christmas season is an ideal time for

people to be reminded that the gifts catalog is filled with
gifts that could add a new dimension to their holiday
giving. Many people would be happier to have a gift
donated to the community in their name than to receive
a bottle of perfume or a new set of cuff links. Other
gift-giving holidays like Mother's or Father's Day, offer
opportunities for promoting a gifts catalog. On the other
hand, avoid late summer when many people are on
vacation and early spring because that is tax filing time
and people are unlikely to be inclined toward giving.

Stage 5: Distribution
The distribution strategy should ensure delivery of the

catalog to the preselected target audience. Possible
distribution techniques include mass mailing, news-
paper' supplements, mail lists from local credit card
companies or utility companies, or special displays in
libraries, schools, banks and other retail establishments.
Whenever possible, address the mailing to a specific
individual in an organization. There is less possibility
that it wi II be ignored. If you have identified some
potential donors, combine a personal letter accompa-
nying the gift catalog with a follow-up visit or phone
call. After the initial distribution, look for every oppor-
tunity to personally put the catalog in the hands of pros-
pective donors.
Develop a number of different cover letters for var-

ious target audiences. The business community may
receive a letter which points out the hard economic
realities facing the department and highlights the public
relations and income tax deduction advantages of giv-
ing through the gifts catalog. Civic organizations ma"y
receive a letter oriented to their service ethic. Individual
residents, identified from voter registration or utility lists,
may be sent an appeal based on their desire to "make
a difference" in the quality of community recreation.
The gifts catalog could be mailed to households as

ah enclosure with water bills, utility bills, bank state-
ments, credit card billings, retail catalogs, or even with
property tax assessments. Maybe the local newspaper
would include the catalog as a supplement to a special
edition. If your agency or organization must cover the
cost of distribution there are ways to defray the nor-
mally high costs of a mass mailing campaign. Bulk rates,
available through the post office, can substantially lower
the mailing costs.
Search for differential advantages to reach different
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target audiences. Identify the components of your
reputation which can be exploited to create a special
value in the minds of your customers. As an illustra-
tion, the Island of Nassau competes against Miami for
tourism by advertising its more dependable weather.
The differential advantage for gifts from your catalog,
compared to other kinds of gifts, could be that donors
can direct funds where they want, can see how funds
are spent, and can see the results of their spending for
many years to come.
The gifts catalog only facilitates, it alone will not con-

vince many to give. Follow through is required. Only
limited results can be expected from a mail distribu-
tion. /tIS just the beginning. Suggestions on how to ar-
range and structure follow-up meetings are in Appen-
dix A.
Include in your gifts catalog the name, address and

telephone number of one informed individual who will
be the department's contact person. The most likely in-
dividual in the department to receive and respond to
these inquiries is the director. The farther the process
is removed from the chief administrator, the less im-
portant the catalog will seem to potential donors. Some
agencies have been successful enough in fundraising
activities to employ a "development officer," who
serves as contact person.
Asking for donations is a science and an art, and as

such must be mastered by studying certain basic con-
cepts and then adapti ng these concepts to meet you r
particular needs and abilities. Many people are reluc-
tant to ask for donations-it makes them uneasy and
anxious. This anxiety can be reduced if you follow a
basic process, and if you have received adequate in-
struction in how to ask for donations.
Appendix A provides hints on how to successfully

solicit donations. You may find that some ideas given
in the Appendix suit your situation or personality bet-
ter than others. This is where science ends and your
creativity begi ns.

Stage 6: Recognition
Indicate what recognition is attached to gifts of

various values. Be specific. If the donor of a gift worth
$100 is to receive a framed certificate of appreciation,
then say so. Exercise some subtlety, so that the appeal
for gifts remains on the human level, but let a potential
contributor know what he or she can expect in the form
of recognition. Again, list credits in the catalog for those
who donate to its design and production.
Recognize every bit of generosity, large or small.

Recognition can spur others to contribute or lead to
future donations from the same source. Show genuine
appreciation in a personal way, by phone call or letter
immediately on receipt of the gift. Later, public recogni-
tion can be arranged for publicity purposes as well as
wider acknowledgment, but the donor should not have
to await a ceremony before he or she is thanked.
Remember that some donors may wish to remain
anonymous or prefer not to be acknowledged in the
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news media. Respect these feelings and never arrange
a ceremony without the consent of the giver.
Emphasize in the catalog that the gift "returns the

favor." Not only does the value of a gift provide a tax
deduction, but appropriate individual recognition will
be given. The scope of your recognition program should
fit the size and type of the gift, and this spectrum could
include signed and recorded certificates presented at
a special meeting of the city council, engraved donor
plaques affixed to capital projects, names of donors
listed in subsequent gifts catalogs, or whatever fits the
desires of your community.
Often, the appropriate recognition is discovered dur-

ing consultation with potential donors. Knowledgeable
and cooperative staff who listen carefully can best deter-
mine how an individual's or company's contribution
can be recognized. Some of your largest benefactors
may seek anonymity for a variety of reasons, and the
long-range success of your gifts catalog program will
depend upon exercising good judgment in recognition
selection.

Stage 7: Evaluation and Revision
View your gifts catalogs as an ongoing program-not

a one-shot effort. To define a more effective market
strategy, reflect the information gathered from previous
efforts in revised editions. Evaluating the gifts catalog
program may be a perfect opportunity to involve private
sector individuals in the form of a board, committee
or special nonprofit foundation.
Review the gifts program by analyzing tendencies in

two areas-the number of donors and the average gift
size. One goal of a gifts catalog program should be to
increase both the number of contributors each year and
the average gift size. Pay special attention to the
"penetration" your program has (for example, the
number of contributors compared to the total poten-
tial number of contributors in the target market). If 20
percent of the total market gave last year, identify who
they are, what they have in common, and which of the
other 80 percent of the market are most similar to those
who gave. They then become a prime new market. If
other recreation and park agencies in your area have
gifts catalogs programs, compare your effectiveness
with theirs. If your share of the market is smaller, find
out why.
The bottom line in measuring the overall effectiveness

of your gifts catalog program is net revenue, not the
total amount of resources raised. Generally, if the ex-
penses incurred in your gifts catalog program range
from 10 percent to 20 percent of contributions, your
expenses are at an acceptable level. If you r expenses
stray much higher than 20 percent, look for ways to
increase efficiency.



CASE STUDIES

Figure 2. The St. Petersburg Department of Leisure
Services' gifts catalog.

In the following sections, five case studies which
show how the general stages in developing a gifts cat-
alog program have been successfully implemented are
described. These case studies were selected because
they each illustrate different strengths. Communities in-
tending to develop a gifts catalog may find it useful to
draw from these successful experiences.

St. Petersburg: Developing a Gifts Catalog
The St. Petersburg Department of Leisure Services'

gifts catalog was launched in 1982. Within the first year
it generated $40,000 in contributions. Because it is rela-
tively new, the St. Petersburg gifts guide demonstrates
the stages of development.
A primary focus in the formative months was upon

research. Rather than "reinvent the wheel," the staff
sought input and advice from other agencies who were
operating a gifts catalog program.
A comprehensive list of agencies which had prior ex-

perience with a gifts catalog was compiled. This base
list was then expanded by asking agencies previously
identified as catalog users whether they knew of other
agencies using gifts catalogs. All of the agencies located
in this manner were then contacted to discover what
steps they had taken in producing their catalog and
what advice they had to offer. Discussions were also
held to solicit advice from professional fundraisers in
the St. Petersburg area.
Once all of the information gathered from outside

sources had been collected, the management staff-held
a series of discussions concerning the catalog's con-
tents. Staff members were encouraged to suggest "pet"
projects which had not received departmental funding.
These suggestions constituted the inventory of depart-
mental needs from which selections were included in
the catalog.
The St. Petersburg staff believes that the high quality

of the catalog's design and production contributed
much to its success. The gifts guide was developed with
an awareness that an attractive product is likely to
create a better community-wide departmental image
and induce more support than one hastily and shoddily
done. It is an attractive two-color booklet divided into
sections, which list the needs of each division in the
Leisure Services Department. Each section is headed
by an engaging graphic design representing that divi-
sion's functions.
The gifts guide relates the benefits its audience will

receive from contributing. Themes are used liberally
and a variety of image-building concepts are scattered
throughout its pages. Emotional appeals are used, but
are interspersed with benefits which appeal to busi-
nesses (see page 2) so that the catalog may be directed
at both individuals and business.
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After the catalog had been drafted, the next step was
to make influential community figures aware of it. Just
before the catalog's completion, the department's man-
agement staff contacted primary prospects for contribu-
tions. Management was careful not to initiate these con-
tacts too soon because promoting the catalog before
the final stages of production would cause the initial
impact to be lost, inhibit momentum, and hinder future
effectiveness. For example, the staff believed that trust
officers and lawyers, who were identified as prime
targets, would disregard the gifts catalog if the concept
was presented before it was fully developed.
The first edition of 10,000 copies cost approximately

$700 to print. Production costs were donated by mem-
bers of the city council who contributed money leftover
from their campaign funds. The gifts guide was greeted
with a barrage of favorable media coverage.
Distribution concentrated on individuals in the com-

munity who were perceived to be "gatekeepers," that
is, those having access to many potential contributors.
Business leaders (identified from a chamber of com-
merce list), community groups, bankers, attorneys,
school board members, and key school personnel were
sent gift guides. Individual citizens were sent gift guides
only if they contacted the department and expressed
interest in the program.
To involve key gatekeepers in its overall donation ef-

fort, the Leisure Services Department cosponsored a
seminar on the subject, "Family and Business Tax Plan-
ning Under the New Tax Laws." The seminar. was con-
ducted by a nationally-known expert on tax laws. It at-
tracted 140 attorneys, trust officers, accountants and
other business people who not only received current
information in their professional fields, but also listened
to a presentation on how the Leisure Services Depart-
ment could meet their clients' giving needs, and a brief-
ing on the department's gifts catalog and bequest pro-
gldms. The opportunity'for senior department person-
nel to interact with and present their case to these key
gatekeepers ensured awareness of the gifts catalog
among potential large contributors.
In the program's first year, library services and nature

programs were the most popular recipients of contribu-
tions. In general, donors are from upper income brack-
ets, highly educated and, in the case of library patrons,
culturally inclined.
Every contribution is recognized in some way to rein-

force the giving cycle and inspire donors to give again.
The scope of the recognition program in St. Petersburg
is tailored to the type and size of the gift. The depart-
ment feels that the most appropriate way of saying
"thank you" can be determined through conversations
with each individual donor. Recognition has ranged
from a certificate to the presentation of plaques at
ceremonies held before city council.
It seems that most contributors gave because it "made

them feel good." Another factor was that a gift to the
Leisure Services Department was tangible and highly
visible. Others can see it; it is long-lasting; and it pro-
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vides a feeling of contribution to the community. Gen-
erally, people are more prepared to donate "niceties
rather than necessities" which they regard as part of
government's normal responsibility.
The future course of the gifts catalog program will be

directed by the department's fundraising objectives.
First among these is growth in contributions over time.
This is crucial to the long-term success of any gifts
catalog program. Implicit in this objective is the realiza-
tion that a gifts catalog program should not be viewed
as a quick fix for immediate budgetary woes. As the
Grand Island case study which follows illustrates, a gifts
catalog program exhibits the characteristics of a life cy-
cle typical of all products. This means it takes time to
properly develop and realize its full potential.
Development of a data base for future decisionmak-

ing is the second objective of the gifts guide program.
Once groups of "heavy donors" who have the finan-
cial capability and propensity to contribute substantial
resources have been identified, the department intends
to make presentations directly to those influential
members of the community. In its first year, the gifts
guide was targeted at a broad group of community
leaders who were thought to have the financial capabil-
ity to make contributions. By further refining target
markets, management hopes to improve the gifts guide
program.
Although the St. Petersburg program was still in its

infancy (less than 1 year old at the time this case study
was written), a second printing was planned in time for
the Christmas season, complete with a new Christmas
theme. A reception with full media coverage was
planned to introduce the new catalog. Rick Dodge,
administrator of the Leisure Services Department in St.
Petersburg, described why timing the release of this
second printing during the Christmas season was im-
portant, "Special holidays such as the Christmas season
have proven to be an ideal time for the public to give
gifts in the name or memory of a close friend or family
member."

Grand Island: Recognition is the Key
"You can't tell the players unless you have a

scorecard or a program. You've got to have a program,
which is the catalog, to get your needs before the peo-
ple," says Roland Hancock, former director of the Parks
and Recreation Department in Grand Island, Nebraska.
He views the gifts catalog as a mechanism for com-
municating the needs of a department to the people
in the community. It also reminds citizens of the diver-
sity of recreation opportunities the department
provides.
The first Grand Island gifts catalog appeared in 1975.

A total of 28,000 copies were printed, costing about
$500. This represented almost one copy for every
member of the 33,000 population of Grand Island.
Distribution was handled by the chamber of commerce
and by department staff members directly contacting
civic group leaders, government administrators and



business groups in town. Attorneys, elected officials,
representatives and advisory councils were all asked to
spread the word. At each meeti ng the needs of the
department were expressed, and gift catalogs were
handed out.
In· the first year, the best distribution source for the

gifts catalog was a local insurance company. The senior
executive adopted it as a company sponsored program
and pledged 10 percent of the company's profits to the
gifts catalog program that year. He also persuaded each
of his sales representatives to pledge one percent of
their commissions. The company mailed catalogs to
every residence in Grand Island.
Although the catalog got off to a good start, gifts did

not immediately follow. "Don't expect immediate
results," is Hancock's most urgent warning. "You have
to be in a gifts catalog program for the long haul." As
with .any other product, a gifts catalog exhibits a life cy-
cle during which there is a slow start-up period. This
start-up period for the Grand Island catalog program
lasted for almost 3 years.
After this initial introductory period, theprogram took

off. By the fourth annual printing, approximately
$700,000 worth of gifts had been received. Some of the
more significant gifts included a 53-acre park site,
several cash donations in the $25,000 to $30,000 range,
and a building valued at $100,000. On average, three
or four significant donations per year were obtained
through the program.
The people who gave substantial gifts in the Grand

Island program were generally older, upper-income in-
dividuals who were looking for tax advantages. The
most important reasons for donating were self-esteem,
community recognition and tax benefits. Those who
gave cash usually were most concerned with commun-
ity recognition, while those who gave land were more
frequently seeking tax advantages. To illustrate, one
citizen directed his trust to donate 53 acres of land to
the community when he died. The lawyer in charge
of the trust said afterwards that donating the land saved
the estate about $100,000 in taxes.
For Hancock, the key to this successful gifts catalog

program was recognition of the donors. As he says, "It's
the pat on the back that gets things done for you."
Recognition builds the goodwill and long-standing rela-
tionships which are needed for repeat giving.
In Grand Island the focus was on attracting large

donations, but gifts of all sizes were accepted. Everyone
was recognized no matter how small the gift. Gifts of
$15 or more were acknowledged with a certificate of
thanks and a paperweight decorated with the Parks and
Recreation Department logo. The paperweight was
selected because it sits on top of a desk and is a visible
symbol of the donation.
People who donated more than $100 got a personal-

ized plaque etched in gold. The plaque was presented
at a formal ceremony by the mayor. Donations ex-
ceeding $1,000 rated a presentation by council, com-
plete with media coverage. If the donor was a member

of a local civic or business group, cou nc;:1 I members
presented the token of recognition at a m~eting of the
group in order to "get others excited about contribuHng.
After the presentation ceremony, an 8"x10" color
photograph of each donor was posted for a month in
the "Hall of Fame," located in the lobby of city hall.
Timing of the recognition is also important. If timed

properly such ceremonies may have a positive impact
on a city council at budget time. In Grand Island,
presentations were scheduled to coincide with budget
hearings. According to Hancock, "If you're asking for
$-1.5 million and the council has just made presenta-
tions to people who have donated $100,000, it \'Yould
seem miserly if they were to reduce your budget after
recognizing tbe open-handed generosity of public
spirited donors."
Recognhing- don6rs fosters a sense of community

spirit and goodwill. Hancock relates the following story
of how these feelings can inspire others to jump on the
bandwagon.

I was visiting a banker who had given a large
donation and had the paperweight on his desk.
Another banker walked in on a casual visit while
I was there. He said, "Where did you get that?,1
The reply was, lIlt costme $50,000. 11 They talked
about it for a bit. The other banker was in myof-
fice before the day was over, volunteering a sub-
stantial gift. One bank doesnlt like to see itself
upstaged in the community by another bank.
Recognition in Grand Island also encouraged this

year's donors to be bigger and better donors next year.
Every time someone was recognized they were identi-
fied as a prime target for more extensive giving in the
future. Many who gave $15 one year were persuaded
to give $100 the next year. The individual who gave
$100 was viewed as a possibl~ $500 candidate the
following year. Although many factors contributed to
the success of Grand Island gifts catalog program, Han-
cock attributes much of its effectiveness to recognition.

Anaheim: Using a Portfolio Format
The Anaheim catalog program has been operating for

3 years. It has been revised each year, and each revi-
sion represents a refinement of target audiences. The
first c_atalog was general and aimed community-wide
at the mass market. The second edition was targeted
at businesses. About 1,000 copies were printed, and
this second edition produced $100,000 worth of con-
tributions.
Even though the second edition was reasonably suc-

cessful, management felt it could develop a better
catalog which would attract more contributions, be
oriented to specific projects, and cost less to produce.
Hence, the third edition used a portfolio format and
emphasized community involvement by using the
theme "Anaheim Life. Be In It." The portfolio format
can be geared to soliciting gifts needed to meet the
specific requirements of a project and directed at
carefully defined target markets. It enables an agency
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to update the information and change the target audi-
ences as its gifts needs change.
The portfolio catalog contains a cover letter relating

to a specific business or target group, and a series of
one-page sheets which describe and inform the reader
about specific gifts needed to bring the project to frui-
tion. All the portfolio catalog contents can be geared
to a new target audience by changing the cover letter
and project ·sheets, and requesting different gifts.
The primary thrust of the gifts solicitation effort in

Anaheim is directed at corporations. Many of the gifts
consist of in-kind products or materials rather than cash.
The effort is based on three principles. First, an overall

strategy governs and directs the agency's total attempt
to attract corporate resources. Second, a corporate con-
tact office for approaching potential donors was formed
within the Parks, Recreation and Community Services
Department. Third, a data base was established to aid
in future decisions.
The overall strategy involves developing a systematic

method for obtaining corporate resources. Until 1982,
each division within the Department of Parks, Recrea-
tion and Community Services had its own independent

Be involved ...help your community...

Through your National Award Winning Anaheim Parks,
Recreation and Community Services Department

Figure 3. The Anaheim catalog program uses a port-
folio format.
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program for soliciting donations. Often there was no
communication between divisions on fundraising.
Whenever one division conducted a fund drive for
specific projects it did so independent of the rest of the
organization. There was no coordination between in-
dividual campaigns.
Staff members recognized that this lack of coordina-

tion impaired the fundraising effectiveness of the depart-
ment as a whole. For example, no records were kept
concerning which companies gave, which did not give,
or why. Every year each division started from scratch
with its own fundraising effort. The department com-
mitted itself to develop a more ambitious, coherent ap-
proach to fundraising which would integrate the efforts
of all divisions in the agency. This led to the establish-
ment of a corporate contact office within the depart-
ment. The objectives and organization of this office are
discussed in Appendix B-i.
This office is staffed by a city employee whose role

is to coordinate and direct the efforts of volunteers in
acquiring gifts. The time invested in the solicitation ef-
fort is primarily volunteers' time. A key principle of the
corporate contact program was the cfevefopment of a
data base, recording fundraising activities department-
wide. Information entered into the data base serves as
the foundation for all future efforts to attract resources.
Each division serves as a node in the information gather-
ing network. Every time a potential prospect is con-
tacted, a record of the meeting is kept on a "contact
sheet." The contact sheets record who was contacted,
when they were contacted, a list of actions detailing
the degree of success of the solicitation effort, and the
total amount raised (see Appendix B-ii for a sample con-
tact sheet).
The department had two primary objectives when it

launched the gifts catalog program. During the first 2
years, its goal was to generate in the corporate com-
munitya high degree of awareness of the department's
need for gifts. The second objective was to reduce the
cost of gathering corporate resources through the use
of an ongoing evaluation process. This involves keep-
ing a comprehensive set of contact logs and evaluating
the responses to each effort. An example of this evalua-
tion process is given in Appendix B-iii.
In addition, an ongoing analysis of how local eco-

nomic trends affect corporate contributions identifies
industries and corporations which are most receptive
at particular times. By keeping these types of records,
weaknesses in the department's target marketing can
be more readily identified. Target audiences that have
been neglected can then be approached, and those
which have been relatively unreceptive can be ignored.
The primary goal of the Anaheim corporate contact

office is to increase contributions incrementally each
year. This implies that the departments' fundraising ef-
forts will become more sophisticated with experience.
The department has an integrated system with elements
which can be sensitively adjusted to produce more pro-
fitable outcomes.
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Figure 4. Tulsa Park Friends gifts catalog.

Tulsa Park Friends: Structuring
a Fundraising Campaign
Park Friends is an independent, nonprofit, 501 (c)(3)

organization based in metropolitan Tulsa, Oklahoma.
It is devoted to the creation and improvement of Tulsa's
city and county parks. It does this in three ways by:
1) promoting interest in the development of the parks

system;
2) encouraging gifts, either monetary or in-kind;
3) acting as the agent to receive and administer these

gifts, translating monetary gifts into the specific items
requested by the donor.
Ever since it was formed in 1975, Park Friends .has

been a successful fundraising organization. It works
closely with the- city and county departments and the
River Parks Authority in identifying needs and seeking
gifts-particularly for new acquisitions. During the last
8 years it has attracted resources totaling $7.5 million.
The board of trustees of Park Friends has nine

members. The Tulsa Park and Recreation Board, Tulsa
County Park Board and the River Parks Authority each
appoint one member from their governing boards and
one member-at-Iarge from the community. The remain-
ing three members are appointed by the Board of
Trustees of Park Friends. Park Friends does not have
a staff; the three constituent authorities provide staff
support.
The Park Friends gifts catalog is only one element in

their fundraising effort. The gifts catalog serves as an
initial contact device. It is distributed to potential
donors, both in the community and among corpora-
tions, to create awareness about what Park Friends
does. Telling the Park Friends story and listing future
needs in an inviting gifts catalog format communicates
to the community what the organization has already
done for the citizens of Tulsa and what it costs to pro-
vide new parks and recreation facilities to better serve
the community.
As a result of Park Friends' high level of visibility,

many unsolicited gifts have been received. Individual
donors perceived Park Friends to be a good outlet for
donations because of the high awareness level the
organization has created and maintained in the com-
munity. Recognition and self-esteem are the most
significant benefits people seek when giving to Park
Friends. In response to this, Park Friends places a per-
sonalized plaque in recognition of the gift on every item
donated. Community investment is the second most im-
portant concern of contributors. Some companies and
individuals believe that because they derive their liv-
ing from the Tulsa area, they have an obligation to in-
vest some of their resources back into the community.
Increasing overall community awareness is a funda-

mental task in attracting private resources, but inform-
ing the community who you are and what you have
done is not enough. Direct contact with potential con-
tributors was the key to Park Friends' success in obtain-
ing private sector dollars. It simply is not enough to
distribute a gifts catalog and then to sit back and ex-
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pect gifts to automatically follow.
Personal contact is essential. Further, for personal

contact to be successful, it is often necessary to per-
suade an intermediary to work with you. Jack Bubenick,
executive director of the River Parks Authority which
has been the major beneficiary of the gifts program
believes that it takes a peer to open doors, particularly
doors to corporate donations.
For long-term success, you must attract persons with

such persuasive capabilities to serve as board members.
As an example, in 1981 Park Friends was able to per-
suade the chairman of the board for the Bank of Okla-
homa, one of the major financial institutions in Tulsa,
to lead their fundraising efforts. Largely through his
leadership and commitment, Park Friends was able to
obtain $4.5 million worth of private resources in that
year for the River Parks Authority.
Since some businesses and their executives seek to

enhance their leadership image through contributions,
peer presure in solicitation of funds is often successful.
Bubenik believes that peer solicitation is viewed almost
as a game in the corporate fraternity. "They all ask each
other to give to their favorite cause, and the stakes get
higher every year."
When Park Friends seeks donations to develop a large

project, a special campaign is held. The organization

Each target market has
different interests and

concerns.

attracts attention to the project through the organiza-
tion's already established, ongoing media program.
People are asked to mail in contributions. The names
of contributors are listed periodically in the media
throughout the campaign to provide a recognition
incentive.
Contributions obtained through the mail, however,

are generally small, usually coming in $5 or $10 units.
Again, substantial donations come from personal con-
tacts. Before the start of a campaign, a large giver is
identified. His or her contribution is used as a promo-
tional tool. The announcement of an initial large dona-
tion serves to kickoff the campaign successfully, stir
community enthusiasm and create news headlines.
Another big contribution is sought and held in reserve
for use as a finale to put the campaign "over the top."
Ideally, Park Friends tries to identify both the initial and
final big givers before the start of the campaign, al-
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though sometimes the final donation is not discovered
until the campaign is underway.
There are several advantages to appoaching a fund-

raising campaign the Park Friends way. First, it is care-
fully structured to create excitement in the commun-
ity. It also fosters a sense of civic pride when the citizens
contribute directly to the realization of a common goal.
Finally, the initial and final givers receive considerable
recognition in the community, for without their con-
tributions the funding goal would never have been
reached.

The National Parks Service-A Gifts Catalog
Promotion Plan
The National Parks Service (N PS) began to use gifts

catalogs in 1983 in an attempt to attract more private
resources. The first gifts catalog was for Santa Monica
Mountains National Recreation Area. The Santa Monica
Mountains catalog aimed at various target markets and
solicited gifts ranging from a chain saw and trees, to
a computer for storing user and resource data. Within
6 months the catalog had attracted contributions total-
ing $250,000. Given the demonstrated success of this
pilot effort, similar catalog programs are being devel-
oped for more than 35 other National Park areas.
The Santa Monica project used a three-part promo-

tional planning process which was conceived by the
NPS Western Region Technical Services Office. The
scheme uses a workbook format to: identify target au-
diences, decide upon a promotional theme, select an
appropriate mix of promotion tools, prepare a promo-
tion timetable and assign staff responsibilities.
Every planning process involves choice. The NPS gifts

catalog promotion plan provides an overview of avail-
able choices at each stage of the promotion planning
process. It outlines the available options in a worksheet
form, allowing the manager to select options that best
suit a particular park area. The workbook is reproduced
as Appendix C.
The planning scheme recognizes that a targeted ap-

proach is the most effective form of promotion. Identi-
fying your target audience in advance will influence the
selection of catalog items, the catalog narrative and the
channels used to distribute it. The workbook suggests
that corporations, fou ndations, busi nesses, select in-
dividuals, general park visitors, specific user groups,
schools, religious organizations, scouting groups, inter-
national tourist groups and service clubs may all be ap-
propriate target audiences. On the first worksheet, the
staff at each park area selects the audiences likely to
be responsive to their catalog, and explains why each
audience was or was not selected.
Each target market has different interests and con-

cerns. The workbook suggests that these concerns are
best identified through a survey. If this is not possible,
then the staff's experience and intuition have to suffice.



The primary concerns and interests of each target au-
dience are listed on a worksheet. These concerns guide
the tailoring of the catalog's contents to appeal to the
specific audiences targeted.
Every park has more needs than can be included in

one gifts catalog. Accordingly, NPS includes only items
that closely relate to the desires of the target audiences.
After a list of audience concerns is written, the park's
needs list is examined for items which are compatible
to it. Those that best relate to audience concerns are
included in the gifts catalog. When a rough draft of the
needs list is completed, the set of items designated for
inclusion in the catalog is scrutinized for deficiencies.
If not enough items have been selected to fit the many
interests and budgets of the selected target markets,
more items from the needs list are added.
The workbook suggests that a gifts catalog theme

should relate to the concerns of the target audiences.
A good way to generate ideas for a theme is through
a contest among staff members. An attention grabbing
campaign slogan which reflects the overall theme and
a title for the gifts catalog that capitalizes on the con-
cerns of your audience could be developed the same
way.
Once target audiences have been identified and a

theme selected, the NPS selects the proper mix of pro-
motion tools. Included in this section are exercises to
select the best approaches for personal contact, publi-
city, advertising and special promotions.
The NPS marketing plan recommends that everyone

who is expected to contact groups or individuals regard-
ing the gifts catalog should receive training focusing on
whom to approach, when to approach them, and how
to approach them. A worksheet exercise incorporates
these elements. Personal contacts are divided into those
made off-site and those made on-site. Off-site meetings
can include visits to corporations and businesses, ser-
vice clubs, professional associations, community action
groups, foundations, unions and select individuals.
Three different groups may be appropriate for making
off-site contacts: the park superintendent, the
superintendent and selected staff, or an outside ally (for
example, an influential friend) of the park. Several possi-
ble modes are suggested for off-site meetings. These are:
• one-on-one meetings specifically arranged to discuss

the gifts catalog;
• one-on-one meeti ngs where the gifts catalog is a

secondary topic;
• group presentations where the focus is on present-

ing the catalog;
• group presentations with the gifts catalog as a secon-

dary topic.
Groups who can be personally approached on-site

include park visitors, program participants and park
residents. Either the supervisory staff or the entire staff
can be given the responsibility for making on-site con-
tacts. Approaches relating to the catalog can be made
within the park after interpretive programs or any other
time the opportunity presents itself.

The worksheet concerning personal contact con-
cludes with an exercise in which each target audience
is matched with a unique appeal. The nature of the ap-
peal will depend on what has been identified as the key
concern of each target group. For instance, the Santa
Monica Mountains catalog relates to business firms by
referring to contributions as "Returns on Your Invest-
ment." It suggests tax advantages, publicity and assisting
in the creating of a better place to live as reasons for
"investment."
After a course of action has been outlined for per-

sonal contacts, a publicity strategy is designed. The
heart of the publicity plan is the development .of a
media contact list which focuses on the most effective
avenues of reaching your audiences. Options for
sources at Santa Monica Mountains included: neigh-
borhood, city, regional and national newspapers; re-
gional, national and organization-based magazines; the
wire services; newsletters; and television, at both the
local and regional levels.
The Santa Monica gifts catalog was greeted with a

tremendous amount of media attention. A feature arti-
cle appeared in the Los Angeles Times the day before
Thanksgiving, well before the catalog hit the streets. The
Times article was picked up by more than 80 news-
papers nationwide. The gifts catalog was featured on
national television on CBS Evening News and Cable
News Network. Each of the items mentioned in the
article was offered as a donation to the park as a result
of this publicity.
Designing an advertising strategy is the next element

SANTA MONICA MOUNTAINS
NATIONAL RECREATION AREA

GIFTS CATALOG
Figure 5. The first gifts catalog the National Parks Service
developed was for Santa Monica Mountains National
Recreation Area.
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of the promotional mix. Unlike publicity, advertising
generally costs money. However, some methods of
advertising such as public service announcements are
free. Pursue free outlets for advertising. A high enough
level of awareness concerning the gifts catalog may be
created without having to pay for space or time.
The list of possible off-site advertising options in-

cludes: newspapers, newsletters, magazines, shopping
guides, outdoor equipment catalogs, school news-
papers, television, radio, posters, banners, leaflets and
direct mail. On-site advertising can be tastefully carried
out by placing sign boards or poster~ at key park at-
tractions such as museums, visitor centers, camp-
grounds, overlooks and concession facilities. Use only
the media that most efficiently bring the gifts catalog
to the attention of target audiences.
The NPS sees great potential in two types of special

promotions-press events and contests. Special events
make people aware of the gifts catalog. A kick off event
signaling the beginning of the catalog promotional cam-
paign is likely to attract more media attention than a
press release. Follow-up press events throughout the
campaign keep enthusiasm high. These midcourse
events can be held either to recognize contributors or
to solicit new donations. Picnics, banquets, champagne
receptions, and behind-the-scenes tours can all be
effective.
Inject a little excitement into the campaign by using

LENDA HAND
Opportunities exist for volunteers in virtually every aspect of park operations. If you would like to volunteer
for one of the jobs listed below or anything else you can think of, call Marti Leicester at (213) 888·3440.

contests. Corporations, service clubs and communities
can compete to see who contributes the most to the
gifts catalog program. This also offers an additional
source of interesting material to report to media sources
during a campaign.
Once target audiences have been identified, a theme

has been chosen and an appropriate promotional mix
has been devised, assign responsibility and set target
dates for completing each step in the catalog's develop-
ment. One person should oversee the process. He or
she discusses and agrees on objectives and completion
target dates with each project staff member. An entry
of what is to be accomplished, when and by whom is
recorded into the promotional timetable. Use of a pro-
motional timetable or calendar imparts urgency into the
planning process. It also builds in accountability by ser-
ving as a written record of each project member's
responsibilities and accomplishments.
Stimulating gifts catalog giving is a highly personal-

ized process. Success requires more than just pulling
together a list of your needs and mailing it to everyone
in town. An effective gifts catalog program requires the
identification of appropriate target audiences, under-
standing the benefits they seek from making a contribu-
tion, selection from a set of your needs items which are
tailored to mirror their desires, and a promotions mix
designed to make them aware of the gifts catalog
program.

RETURNS ON YOUR INVESTMENT

A BEITER PLACE TO LIVE

Park Interpreter 'Learn and share information about
the Santa Monica Mountains at the Visitor Information
Center

Lead discovery walks for groups or present educational
programs

Special Events Coordinator Help coordinate activities
before and during special events

Sign Language Interpreter Help rangers communicate
with hearing-impaired visitors

Equemian Volunteer your information and first-aid
skills by scheduling your trail ride to cover times when
visitors might need assistance

Redio Dispatcher Help out on weekends to relay
messages to rangers in the field

Trail Builder Construct and maintain trails

Perk Cleanup Help with litter pickup after special
events

R_rch Assistant Gather and analyze data on water
quality. vegetation, wildlife. fire fuels, or weather

Analyze wildlife corridors

Participate in annual nesting raptor surveys

Monitor air quality

Photographer Photograph resources and their
condition

Cartographer Produce maps for planning and visitor
information

Clerk-Typist Keep mail ing Iists up-to-date and mail
out announcements and press releases

Public Information Assistant Write press releases and
assist in public relations for the park

Librarian Take care of the park library, slide file. or
natural history collection

Writers and Illustrators Prepare park brochures and
other publications

As southern California continues to grow and increase in cultural diversity. the need for park lands - where
people can enjoy the out-of-doors and renew their awareness of their natural and cultural heritage - will
become more and more critical. Your support of Santa Monica Mountalnsl'Jational Recreation Area will help
to improve the quality of life that we enjoy today and ensure that it is passed on for future generations.

PUBLICITY
We will gladly recognize the generosity of your corporation. small business, service organization, or
foundation through news releases, publicity photos, dedication ceremonies, certificates, plaques, or other
appropriate media. Or if you prefer, your request for anonymity will be honored.

TAX ADVANTAGES
All donations (other than personal services) are tax deductible charitable contributions. A new federal tax law
even allows charitable gift deductions for those who don't itemize. You will receive a letter of appreciation,
acknowledging your gift and its value, which can be used for income tax purposes.

YOUR GIFT WILL BE USED. IN A PROMPT AND COST-EFFECTIVE MANNER, FOR THE PURPOSES
YOU HAVE REOUESTED

All donations will be recognized by a letter from the National Park Service. In addition

For gifts valued at $100 to $1,000, you will receive a framed color photograph of the Santa Monica
Mountains.

For gifts valued at $1,000 to $5,000, you will receive a plaque with a certificate of recognition from the
National Park Service.

For gifts valued over $5,000, you will receive a plaque and an oak tree will be planted in the mountains
in your name.

The first 100 donors of gifts valued over $500 will be specially recognized on a First 100 Patrons board, which
will be prominently displayed at the park headquarters.

Figure 6. Inside the Santa Monica Mountains' gifts catalog.
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APPENDICES
Appendix A

Arranging a Personal Follow-up Meeting

It would be nice if all of your needs were quickly filled
by people who received your gifts catalog or heard
about it because of the publicity you generated. Unfor-
tunately, many prospects need a little more encourage-
ment before they make their gift. Ideally, you should
arrange a follow-up meeting with every targeted
prospect.
If the large size of your target list or the small size

of your staff makes this impractical, set up meetings with
your most likely prospects. Follow up the remainder
with phone calls or letters asking if they have recei'ved
your catalog and providing them with a name and tel-
ephone number to call if they have any questions.

Decide Who Will Attend the Meetings
One option is to form an ad hoc group of influential

civic leaders and corporate executives willing to ap-
proach their peers with your gifts catalog. They could
either handle the solicitations themselves or team up
with a member of your staff. This option is highly pre-
ferred if the right group of leaders is available and
willing.
If not, your staff can also do an excellent job in these

follow up meetings. Familiarity with agency needs,
belief in the worth of the projects, and energy and en-
thusiasm can go a long way toward assuring a successful
meeting.
A two-person team seems to be ideal. It conveys to

the potential donor that you feel the meeting is impor-
tant, and in addition, two people can often catch verbal
and nonverbal cues from the prospective donor that
are missed by one person working alone. This can be
extremely valuable in steering the conversation in the
most productive direction.

Decide How You Will Set Up the Meetings
Perhaps the best way is to ask an ally to set up the

meeting-someone who has made a donation through
the gifts catalog and is known and respected by the pro-
spective donor. This "endorsement" can often open
the prospect's mind to the idea of making a donation.
If this is not possible, agency staff can telephone to set
up the meeting. One way to smooth the way for your
phone call is to send an introductory letter indicating
that someone will be calling to arrange a meeting.

Whichever option you choose, call the day before the
meeting to confirm the time and place.

Preparing for the Meeting
There is an old adage in the field of marketing:
"To sell Jack Jones what Jack Jones buys, you have
to see Jack Jones through Jack Jones' eyes."
To sell prospective donors on the idea of your gifts

catalog, you must understand what might motivate
them to give.
Some of the obvious motivators are:

• tax advantages;
• good public exposure (public relations/advertising

value);
• benefit to the community; and
• to honor a friend or relative with a gift or memorial.
Some of the hidden persuaders are:

• a reassurance of worth/ego gratification;
• an opportunity for self-expression/creativity;
• a love of nature, wildlife, wilderness;
• a way to express their religious convictions;
• a means to attain greater status in the community;
• a sense of power;
• a way to achieve immortality.
When planning to approach a large corporation,

recognize that corporations don't give-they invest!
Corporate executives must answer to stockholders
whose primary concern is the corporation's profitability.
Therefore, you must first sell the corporation's represen-
tative on the tax benefits or public, relations value of
a gift to your agency. Only then can you begin address-
ing how such a gift might relate to their personal moti-
vations.
Once you have identified what you feel are the pri-

mary motivational links between the pr-ospective donor
and the gifts catalog, design a presentation aimed at
communicating this link to the donor. There is no need
for a hard sell. Instead, show them how a donation
would be an opportunity to fill one of its needs, whether
it be financial (a tax write-off or public exposure), emo-
tional (a sense of power accomplishment or immortal-
ity), or both.
In designing your presentation, don't plan on empha-

sizing the details and specifications of items that could
be donated. This important background information
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should be available upon request, but it will not prompt
a prospective donor to seriously consider your pro-
posal. Instead, stress the benefits that would result if
they were to make a donation. Who would be directly
helped? What impact would this have-on the agency's
resources? What is unique about this giving opportuni-
ty? How would their generosity be publicized? Would
their donation be tax deductible? Sell the sizzle-not
the steak.

Prepare a Giving Portfolio
Prepare a giving portfolio for each meeting. Custom-

tailor it to zero in on each prospect's motivations for
giving. This does not mean starting from scratch in
preparing for each meeting. It means preparing certain
individualized materials to supplement the standard
components of your giving portfolio. Following are
some hints for what you might include in your giving
portfolios:
Standard components-

• a folder with a logo on the outside and pockets on
the inside,

• a copy of the gifts catalog,
• a copy of the complete needs list for your agency,
• a copy of your park brochure,
• gift selection forms,
• an envelope, preaddressed to the agency;
Individualized components-

• a personally addressed, standard letter from the
director,

• the names and phone numbers of those represent-
ing you r agency at the meeti ng,

• a specialized needs list containing items you think
might be of special interest to the prospective donor.
A specialized needs list can be as simple as a listing

of a few of the items and descriptions found in the com-
plete agency needs list (a word processing unit makes
this a snap), or it can be as extensive as a series of full-
page detailed descriptions, complete with illustrations
or photographs.
The most obvious consideration in selecting items for

a custom-tailored list of needs is to select items of
special interest to the prospective donor. But it is also
important to select items which match the donor's
financial capabilities. If you are not sure of its financial
status, aim high. Managers will let you know if the items
are beyond their means, and you can then present addi-
tional opportunitites. However, if you underestimate
a company's potential, you may miss a golden oppor-
tunity for a large contribution.

Consider Using Audiovisual Aids
You may want to prepare some audiovisual aids for

your presentations, but don't overdo it. Plans or draw-
ings detailing a couple of projects you feel may appeal
to the donor may be all you need. Your potential donor
may be busy, and sitting through a 20-minute multi-
media extravaganza might be counterproductive. How-
ever, slide shows or flip charts may be extremely ef-
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fective in making presentations to large groups such as
service clubs or other community groups.

Rehearse Your Presentation
Rehearse your presentation, anticipating the kinds of

roadblocks the donor might bring up. Prepare questions
in advance. Asking questions has many advantages. It
forces the prospect to get involved with what you're
saying. It alerts you to how well they are listening and
whether they are understanding what you're saying.
And it gives you an opportunity to find out more about
their feelings and to identify possible motivations for
donating. It will undoubtedly be a lot easier to conjure
up revealing questions before the meeting than in the
midst of it. Try role playing, keeping in mind the follow-
ing tips:
• Don't fear failure;
• Don't be intimidated;
• Don't be intimidating;
• Don't misrepresent;
• Don't overstate your case;
• Avoid information overload;
• Use stories and anecdotes;
• Actively listen;
• Don't get deadlocked;
• Don't get sidetracked;
• Be flexible;
• Respect philosophies;
• Maintain a positive attitude;
• Know your limits and be clear about them;
• Solve problems, don't issue demands;
• Interpret nonverbal signals and watch your own;
• Don't avoid hard subjects such as death;
• Act as a counselor, not a salesperson (show them

how they can meet their needs by making a
donation);

• Remember you're dealing with a fellow human be-
ing. Relax!
In dealing with objections:

• Never argue;
• Respond with facts;
• Avoid inflating the objection (if it's weak, try to ig-

nore it);
• Show respect for honest objections;
• Find some common ground ("I know what you

mean, I agree");
• Turn the objection into a reason for giving ("Actually,

this is exactly why this gift item is needed so badly.")'
• Handle it as a positive addition to the dialogue ("I'm

glad you brought that up")
• Remember, the prospective donor is always right.
In asking for the donation:

• Offer options of how to give, not whether to give
("Would you be interested in making a cash gift or
the item itself?");

• Ask for more than you expect, and be prepared to
negotiate downward;

• Don't just ask for money-also ask for volunteer
time, names of other donor prospects, a commitment



to solicit for you;
• Once you ask for the gift, be silent!

At the Meeting
Arrive for your meeting 5 minutes early. Take special

care to get off on the right foot. The opening will set
the tone for the meeting and in many cases will deter-
mine its success or failure.
The key to a successful opening is to involve the pro-

spect in your meeting. Rather than talking to the pro-
spective donors, strive to enter into a dialogue with
them. Smile and be warm, friendly and open. This
breaks down barriers like nothing else can. Let the pro-
spect relate to you as a person. People give to people.
Compliment them on their accomplishments and

other assistance they've provided to the agency or the
community. Be specific and sincere. Note reflections
of the potential donor's personal tastes and interests by
looking around the office at certificates, artwork, awards
and any other clues. Express appreciation for the ap-
pointment and allow the potential donor to initiate the
conversation and to ask the first questions. Many pro-
spective donors prefer that you come quickly to the
point of your visit. Avoid information overload by
presenting your request for assistance concisely.
Allow interruptions for questions and comments. Ac-

tively listen and watch their nonverbal cues. Don't use
agency buzzwords with which the donor may not be
familiar. Maintain a positive attitude but avoid
overstating or misrepresenting your case, avoid side-
tracking and debating controversial issues, and don't
come across as issuing demands. Maintain flexibility.
The donor may have ideas of how the meeting should
proceed. Watch the time and don't overstay your
appoi ntment.
When asking for the gift, summarize the important

reasons for givi ng, stressi ng those that the prospect
reacted positively toward during the meeting. Always
ask for the gift. Never assume your prospects will
reach for their checkbooks without prompting. Believe
it or not, the main reason face-to-face solicitations fail
is that solicitors don't ask for the donation.
After asking for the gift, be quiet. Silence compels the

prospect to answer your request, while any additional
statement on your part only provides something other
than your direct request to respond to.
Finally, when you've received the commitment of a

donation, congratulate your new donors on their im-
portant decision. They want support. Give it to them.
Then end the solicitation as quickly and diplomatical-
ly as you can. You certainly don't want to open any
discussion that might cause them to reconsider their
donation.
Successful or not, thank them for their time. Exit, and

then relax-you've made it.

Follow-Up
Okay, enough relaxing. You've got important work

to do!
Send each person with whom you meet a "thank-

you" note, whether he or she has decided to contribute
or not. Send it the day of the meeting or the following
day at the latest.
Analyze the meeting. What can you do better next

time, and what seemed to work particularly well? If it
concluded without any final donation, decide if there
is any further action that would increase your chance
of success. Would a phone call from a business asso-
ciate or a civic leader help? Is there additional infor-
mation you could send? Don't let the matter linger
unresolved. Strike while the iron is hot. If you don't hear
from them, call and find out if they have any unresolved
concerns that you might address.
If your request for a donation is turned down, make

a note as to whether you feel these prospects might give
in the future. Unless they were adamant about never
wanting to give to your agency, it may be worth ap-
proaching them again in a future fundraising campaign.
Perhaps your most important single action in pro-

viding adequate follow-up is to spend the donation ex-
peditiously once you receive it. This demonstrates to
the donors that the item was needed and that you r
agency is an efficient organization worthy of their gift.

Recognition
You have promised certain types of recognition in

your gifts catalog, and these obviously require prompt
follow-through. But don't feel that this is as far as you
should go in making the donor feel needed and appre-
ciated. A little special attention could mean another
donation in the future.
Ask large donors what types of supplementary recog-

nition they would like in terms of ceremonies and press
coverage. Send them a progress report sometime dur-
ing the first 6 months after the donation, outlining the
positive impact their donation is having and will have
on agency operations.
Consider starting a card file of your largest donors.

Periodically, send each a letter informing him or her
of agency developments that you feel would be of in-
terest. It takes a little time to show them you care, but
the dividends in future gifts will make it all worthwhile.
One cautionary note: the fact that someone makes

a donation does not give thei r suggestions on how the
agency should be managed any more weight than any-
one else's. Nothing should be said or done to give the
donor or the public the impression that the donor has
special influence.

A Final Word
Good luck, and remember: success in asking for

donations doesn't mean succeeding every time. Don't
be discouraged when someone turns you down. Even
star baseball players are successful only about three out
of ten trips to the plate. When that first donation rolls
in, enabling you to do something important in your
agency that never would have been possible without
outside support, you'll know it was worth the effort.
Your turndowns will suddenly pale in significance.
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Appendix Bi
The Corporate Contact Strategy Developed

by the City of Anaheim
Parks, Recreation and Community Services

Department

Corporate Contact Office

Purpose
This office assists the Department of Parks, Recrea-

tion and Community Services in initiating corporate
contacts to solicit funds which will offset the burden
of costs of operations and programs in the City of
Anaheim's general fund and to generate donations of
services, manpower and materials to supplement exist-
ing levels of services.

Objectives
1. To initiate a 5-year plan to encourage large corpora-
tions and service organizations to "adopt a park" or
subsidize a program, such as the Therapeutic Recrea-
tion Center, on a continuing basis.
2. To secure the corporate contacts for annual pro-
grams, such as the Volunteer Recognition Program,
Therapeutic Golf Tournatment, and Walkathon to raise
money for the Senior Day Care.
3. To generate approximately $100,000 of gifts to the
department programs through the community by dona-
tions of services, manpower, materials and supplies.

Methods
The Corporate Contact Office will be located in the

offices of the Anaheim Parks, Recreation and Commun-
ity Services Department. The office will be managed
and supervised by the Corporate Contact Program
Coordinator. The resources and records of the office
will be available to department staff and volunteers. The
information compiled will be utilized only on behalf
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of department sponsored programs.
The office will be staffed by volunteers and high

school CETA workers between 8 a.m. and 5 p.m. Mon-
day through Friday. The program coordinator will be
responsible for the scheduling and training of all staff
utilizing the corporate office.
The corporate contact program coordinator will

recruit volunteers to assist on the corporate contact
strategies developed by department staff. The alloca-
tion of time and resources by the Corporate Contact
Office must be approved by the Recreation Services
Manager responsible.
The priorities for corporate contacts will be approved

by the director of parks, recreation and community ser-
vices for each year.

Roles of Staff

DirectoriSuperintendents
Contacts valued at $5,000 or more with the poten-

tial for continuous funding will be made by members
of executive staff.

Contact Full-Time Staff/Corporate
Program Coordinator
Donations of $1,000 or more wi II be negotiated by

full-time staff on behalf of their programs. The corporate
contact office should be informed of these negotiations.
Copies of correspondence and a final action sheet (if
more than one contact is made) must be given to the
corporate contact program coordinator.



Corporate Contad Personnel
The recreation services manager responsible for the

corporate contact program and the program coordin-
ator will provide direct staff support to the first priority
funding projects for the department. A specific number
of work hours will be designated for all programs which
are first priority. The corporate contact program coor-
dinator will supervise the corporate contact office and
ensure all information and resources are maintained
and updated for use by department staff and volunteers.
The program coordinator will train all staff and vol-

unteers regarding the proper procedure to follow when
making business contacts.

Volunteers/Part-Time Staff
Assist full-time staff in making phone and personal

contacts. Once trained, the volunteers and part-time
staff may make phone solicitations and personal con-
tacts without a full-time staff member present, for dona-
tions of less than $1,000.

Organization of the Corporate Contact Office
The corporate contact program coordinator is

organizing the files, logs, mailing lists and reference in-
formation so that other department staff and volunteers
may use these resources for their programs or projects
when contacting businesses. To assist you in utilizing
this information, the following listing of information has
been prepared:
1. Master Log of Business Contacts-A contact sheet
has been developed listing the name of companies, ad-
dresses, phone and contact person. This log is updated
each time the business makes a major contribution or
gives us significant information regarding the company.
2. Mailing Lists of Industries-These lists ar~ being up-
dated each time a particular industry is contacted. For

example: food, printing, unions, and so forth.
3. Log of Donations-Donations from 1979 to the pre-
sent are listed in this log. The notebook contains let-
ters for the current fiscal year, documenting these
donations.
4. Corporate Strategy Notebooks-The Volunteer
Recognition Banquet, Therapeutic Recreation Golf
Tournament, Wheelchair Basketball Game, and Cele-
brity Basketball Game Notebooks, have specific infor-
mation on business contacts, correspondence samples,
promotion, and a completed final action sheet to be
used by volunteers and staff as a reference for future
programs.
5. Reference Library-We are selectively compiling in-
formation on current business directories, foundations,
gift books, sample promotional information, grants and
so forth. We are establishing files on key businesses
such as Pacific Telephone®, Carl Karchers® and so forth.
Our reference library will be specific to our department
and not duplicate the resources in the Anaheim Room
of the Anaheim Central Library. For this reason, our
resources are to be used only for department sponsored
programs. Community groups and other agencies are
to be referred to the Anaheim Library, Chamber of
Commerce, and so forth.
6. Samples of Corporate Strategy Portfolios-Portfolios
are completed on the volunteer program, Anaheim
Public Information, Inc. aJld the corporate program.
The information in these portfolios is sold through the
corporate office for $10 each.
7. Forms-Contact sheets, final action sheets,
"Anaheim Life. Be In It." folders, certificate and photo
folders are available to all staff making business con-
tacts.
8. A listing of businesses not to be contacted.
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CORPORATE CONTACT PRIORITIES-1983-1984

Project (Type of donation and
months contacts made)
Anything-Goes-ATHON-
in-kind donations, financial
contributions to seniors (Aug.-
Oct. 83).

Senior Day Care Center-
Major financial donations

Foundation memberships

Youth in Govt. Day Sponsor-
ship-in-kind and financial
(Jan.-Apr. 84).

Teen Center Openings-
Sponsorship, membership
sales. (Contacts made Nov.
1983 to June 1984.)

Anaheim Softball Classic-Jan.
1984. (Contacts made
between Oct.-Jan. 1984.)

Saturday lunch Program,
West Anaheim Senior Center.

Dept. slogan/logo-in-kind
service.

Volunteer Recognition
Banquet-Financial donations,
in-kind products and services.

Therapeutic Recreation Golf
Tournament
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Priority

4

Target
Amount
$20,000

$10,000

$5,000

$10/000

$2/000

$4/000

$2/000

$15,000

$4,000

Corporate Office
Responsibilities

Assisting in developing new
strategy (research, calls,
corresp.) Corporate-120 hrs
Recreation Services.
Manager.-24. Train and super-
vise volunteers.

Assist in developing strategy
for pursuing donations of
$300 scholarships and grants.
Corporate Coordinator-hrs.
Recreation Services Manager.

Provide training and resources
to staff and volunteers as
requested.

Same as before.

Same as before.

Same as before.

Prepare letter follow-up calls
and visits to public relations/
marketing.

Corp. Coord. 5 hrs.lweek for
1 mo.-(4 wks.) = 20 hrs. total.

Ree. Servo Mgr. 1 hr. a
week=4 hrs.

Prepare letters, follow-up
calls and visits to mise.
industries.

Corp. Coord. 10 hrs a week
for 3 mos. = 24.

Assist with new contacts and
mail portfolios.

Advise about corporate
strategy

Corp. Coord. 2 hrs/wk for
3 mos. = 24 hrs.

Department Staff
Responsibilities

Jan Kleeman to organize and
implement program. Businesses
and community organizations
to be involved.

Jan Kleeman to organize and
implement.

Chris Jarvi

Youth commissioners to make
most contacts. Prepare corres-
pondence/portfolio.

Teen center staff to make most
of the contacts, prepare corres-
pondence and promotional info.
Contact industries benefiting
from youth market.

Dave Sommers to contact Lamp
Post Pizza, Boegie Sporting
Goods, Cowboy, and Crackers
for donations of T-shirts, ete.

Lynn Smith and her volunteers
are making ongoing contacts for
program.

Tim Barry to assist with port-
folio and follow-up meetings
with companies.

Teen, co-rec and volunteer
svcs. section to organize and
implement program.

Mary Lou Simas will prepare all
correspondence, follow-up on
past contacts, coordinate and
implement program.



Appendix Bii
SAMPLE CONTACT LOG SHEET

Phone Number:

Phone Number:

Phone Number:

Phone Number:

Phone Number:

Name:

Name:

Name:

Name:

Name:

Mailing Label

Name: _A_B_C_I_N_S_U_RA_N_C_E_C_O_M_PA_N_Y _

Address: 77570 Giving Way

Fountain Valley! CA 92708

Contact Person: _M_r_._l_oe_S_m_i_th _

Title: Chairman of Contributions

Phone: 967- 7722

Type of Company: Insurance Company

(Describe food, service provided):~~~~~~~~~~~~~~~~~~~~~~~~~~~~_

Type of assistance they like to give or reasons why they do not:

Contributions committee is established in each division.

It looks over proposals and decides whom to give money to.

Very strict solicitation policy for participation by employees.

It is almost a blanket no.

Contact Log

Date

8/22/83

Who Called

M.K.

Reasons Comments, why called, response, followup needed, etc.

Volunteer Banquet Send a proposal and they!1I see what they can do.

9/28/83 Volunteer Banquet Received letter stating their desire to get involved! and

they sent $750.00 to support this effort.
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Appendix Biii
EXAMPLE OF A WRITTEN EVALUATION
OF A CORPORATE CONTRACT EFFORT

The Project

Each major project for which the Anaheim Department solicits gifts is evaluated. This example relates to its
Volunteer Recognition Banquet. The Anaheim Department has developed a sophisticated and extensive volunteer
program. Each year all individuals and businesses who have participated in the program are invited to a Volunteer
Recognition Banquet. More than 700 volunteers and community leaders attend.
The banquet is held only if $15,000 is solicited in in-kind donations or monetary support. To solicit these gifts,

the department developed a portfolio which included a solicitation letter, a description of the event and a copy
of the previous year's program from the recognition banquet. If an individual or business expressed interest during
an initial telephone contact, then the department sent a portfolio to try to translate that interest into a donation.
In this Appendix, a sample solicitation letter is reproduced, together with an overall evaluation of the solicitation
effort and examples of evaluations of the responsiveness of various industries who were approached.

Overall Evaluation of the Corporate Contact Effort for
the Volunteer Recognition Banquet

Program or Event: Volunteer Banquet Date of Event: April 28, 1983
Total Total Time
Calls Spent on
Made Calls

Total
letters
Sent

Total Companies Estimated $
Donating Value of

Donations

250 120 hrs. 185
(20 portfolios)

33 $14,544

General Comments:
Overall, the corporate strategy for this event achieved all its planned objectives. We doubled the financial dona-
tions for this program. Prior sponsors for the past 2 years increased their support. Many new industries such as
fruit, fabric, airlines, doctors, lawyers and mortuaries were pursued. We experimented with new methods of solicita-
tion such as the use of the portfolio, return postcards for sponsors to indicate their financial donation, varied the
style of correspondence, and increased our use of volunteers to assist in solicitations.

The cause of volunteer recognition in the City of Anaheim surged because of the emphasis President Reagan placed
on volunteerism. The response of businesses for this cause was as follows:

Hotels-Overall poor response. Disneyland Hotel® always helps in some way. Hilton® helped on parking. Excellent
potential from these two hotels for next year.

Printing-Outstanding response from Pacific Telephone®, Northrop®, Hughes® and Phillips Printing®. The printed
banquet program and invitations should be negotiated early with these companies for 1984 banquet.

Food-The biggest in-kind donation was the discount on dinners by the Anaheim Convention Center. We need
to negotiate early for dinners for 1984 to remain at $10 and confirm Anaheim Room.

Product industries were good for in-kind donations of products such as fruit. If we know the menu for next year,
items of food should be solicited early. Donations should be large enough to warrant a trip to the produce section
of L.A.

Decor-The strategy of utilizing the items received such as fabric, flowers, props for the banquet, department events,
and other agency recognition programs gave us more leverage for soliciting large donations. We have a written
commitment from the County of Orange Social Services Agency to assist us in solicitation in 1984. The Director
of Display from Robinson's Department Store® has committed to plan and design for the 1984 banquet. She will
supply materials, tools and staff time to decorate.
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Evaluations of the Responsiveness of Each Industry

The overall evaluation is compiled from the responses from each industry sector which was approached. The follow-
ing examples illustrate some of these specific industry evaluations.

Program/Event: Third Annual Volunteer Recognition Banquet
Date of Event: April 28, 1983 Industry: PRINTING

Number of Number of
Calls to Letters
Solicit Following

Solicitation

Number of
Follow-up
Calls Made
after
Letters

Number of
Companies
Actually
Donating

Percent of
Companies
Donating
after
Letters

Estimated
Value of
Donations

10 6 10 3 30 $3,250

Comments:
• All large corporations contacted had in-house printing facilities, for example, Pacific Telephone®, TRW®, Hughes®.
• Printing is a donation that really doesn't cost the company anything out of pocket.
• Companies need at least 2 months advance notice and at least 2 weeks time to print. Materials should be as
complete as possible when taken to them. These companies are a good resource for design and layout ideas.

Industry: FRUITS

Number of Number of Number of Number of Percent of Estimated
Calls to Letters Follow-up Companies Companies Value of
Solicit Following Calls Made Actually Donating Donations

Solicitation after Donating after
Letters Letters

12 6 15 6 50 $1,000

Comments:
Overall, the response by the produce industry was good. E.A. Silzle® donated a half ton of grapefruit and a half
ton of oranges; Del Monte Banana Company® donated 25 cases of pineapple. The industry is mostly located in
L.A.; pickups were made between 8 a.m. and noon. Detailed coordination of delivery and pickup arrangements
are necessary.

Industry: FLORISTS

Number of Number of Number of Number of Percent of Estimated
Calls to Letters Follow-up Companies Companies Value of
Solicit FQllowing Calls Made Actually Donating Donations

Solicitation after Donating after
Letters Letters

30 15 23 13 15 $435

Comments:
• Poor timing with poor economic situation and Mother's Day right around the corner. (A handful of florists had
gone out of business.)
• 1983 florists' donations were $500 below 1982 florist donations.

Industry: FABRIC/CLOTH
Percent of Estimated
Companies Value of
Donating Donations
after
Letters

Number of Number of Number of Number of
Calls to Letters Follow-up Companies
Solicit Following Calls Made Actually

Solicitation after Donating
Letters

12 4 4 25 $200
Wholesale
$400
Retail

Comments:
Retail fabric stores would not donate even "scrap" yardage. Chain outlets cannot donate from local stores-donations
are made from executive offices. These people have standing charities. Wholesalers are most open to solicitation
with a lot of advance notice. They will keep us informed of "seconds" that are returned to them and donate them
if we call quarterly to determine what they have.
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SAMPLE SOLICITATION LETTER

November 15, 1983

Ms. Joanne Smith
Community Services Manager
ABC Information Services
100 Fifth Street
Orange, California 92667

Dear Ms. Smith:

Enclosed you will find documentation of a community volunteer program which has won national awards, your
community volunteer program!

For the past 3 years we have invited local businesses to join us in recognizing the contributions volunteered by
individuals and groups which enhance the environment of our community. We are now planning our 1984 Volunteer
Recognition Program and would like to offer you the opportunity to join us as a major sponsor. The following
are a variety of ways you may wish to invest in the promotion of community volunteerism in Anaheim:

Assist with the production of a multimedia show: "Anaheim Life. Be In It," promoting some creative
new ways to become involved in our community. This show will be premiered at the April 28, 1984
banquet before 700 volunteers and community leaders, and will be shown for the next 2 years throughout
the city and state. Your company would receive a great deal of visibility in this production. We need
in-kind donations and sponsorship to prepare the title slides, program and to produce the show. Our
previous production, "Volunteers In Action In Anaheim," is available for your review as an example.

Financial assistance is needed to offset the cost of the Volunteer Recognition Banquet. As of this date,
we have raised approximately $3,000 toward the cost of the meals for the 700 volunteers. We need
an additional $1,000. The Anaheim Convention Center will provide an Hawaiian buffet at cost, in sup-
port of volunteerism in Anaheim. All sponsors will be acknowledged by the table signs at the banquet,
in the official program, in media releases, and in our recreation program brochure which is mailed to
every residence in Anaheim. Attached for your review is a copy of last year's program.

In-kind donations are needed to print the recognition banquet programs, invitations and tickets. Last
year, this service was provided by Pacific Telephone. We wish to continue to improve our banquet
program by including pictures of the volunteers in action and written descriptions of the types of ser-
vices they perform. We have also written to President Reagan requesting a letter of recognition in sup-
port of our Volunteer Program which we anticipate having reproduced in the program. Attached you
will find a copy of this letter. This program will be used throughout the year to promote and publicize
our community volunteer program. Your company's contribution would be acknowledged in a special
section of the program.

We sincerely appreciate your consideration of our request. If you would like additional information regarding our
volunteer program, please contact Marie Dixon or Annette Haynes at 999-5191.

Very truly yours,

Christopher K. Jarvi
Director

Attachment
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Appendix C
National Park Service

Gifts Catalog Promotion Plan Workbook

Planning the promotion of your gifts catalog means more than identifying where you ought to advertise the catalog,
or which reporters might write articles. It starts with the determination of target audiences, an understanding of
their concerns and interests, and a refinement of your needs list with those interests and concerns in mind. Only
then can a promotion mix of personal contact, advertising, publicity and special promotions be designed to make
the right people aware of this personalized form of contributing to the park.
The promotion plan should spell out a clear direction, feasible time line, and sensible assignment of overall respon-

sibility, as well as responsibility for specific segments of the promotion program.
Like any planning process, promotion planning involves choices. We have provided an overview of these choices

and a set of worksheets to facilitate your decisions. Once the worksheets have been completed and the appropriate
choices made, the information can be typed into a promotion plan customized for your park unit.
We have divided our discussion of the promotion planning process into three sections:

I. Identifying a Target Audience and Selecting a Theme
II. Selecting the Proper Mix of Promotion Mechanisms
III. Preparing a Promotion Calendar and Assigning Responsibilities

Part I: Identifying a Target Audience an.d Selecting a Theme

Target Audience
The best approach in promotion is a targeted approach. Your gifts catalog will probably be designed to reach

more than one target audience. Knowing who those audiences are will affect selection of catalog items, descrip-
tive narrative and promotion channels. Who should you approach, and who is likely to respond positively to your
appeal for help given the location and nature of your park unit, the volume and character of your visitation, and
the needs you have identified for your unit? (Remember, you will be soliciting money, equipment, expertise and
volunteers.)
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Worksheet 1: Target Audience Identification
Check below your target audiences, and briefly indicate why you selected or did not select a particular audience.

Audience

____ Corporations

____ Local

____ Regional

____ State

____ National

____ Foundations

____ Local

____ Regional

____ State

____ National

____ Businesses

____ Commercial

____ Professional

____ Service Clubs

____ Selected Individuals

(wealthy, well-connected,

landowner and so forth)

____ General Park Visitors

____ Specific User Groups

____ Schools

____ Universities

___ High Schools

____ Others

____ Religious Organizations

____ Scouting Organizations

____ International Tours
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Target Audience Concerns
Each target audience will differ in its interests and concerns. Ideally, you will have discovered its concerns through

a survey. As a practical matter, even without a survey, you can identify at least the major concerns of your target
a4diences. This will guide you in designing the catalog to appeal to your target audiences.
In the left-hand column below, write the target audiences you have selected. List only the major audiences (for

example, corporations), not the subaudiences. In the right-hand column, list what you feel are their major con-
cerns and interests.

Worksheet 2: Target Audience Concerns
Audience Prime Concerns/I nterests

Matching Needs and Concerns
Your park has many more needs than can appear in one gifts catalog, so adjust your needs list for the best fit

with the interests and concerns of your target audience.
After listing the key concerns of the target audiences, look at the needs list. Asterisk those items which appeal

to the concerns of those audiences.
Review the needs list a second time to determine which items could be adapted or combined to interest the

target audiences. Make the necessary changes.
Are there gaps in the needs list? Are there enough low-cost items? Too many? Are there enough high priced

items? Too many? Enough items to fit the interests and pocketbooks of the target audiences?
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Catalog Theme, Slogan and Title
Some gifts catalogs are titled simply Gifts Catalog. Others have theme titles, such as Partners, Fun-Raiser, Birth-

day Book, or Wish List. A catchy title makes a gifts catalog more appealing. Regardless, the catalog should have
an overall theme which relates to the concerns of your target audience, and to the larger park fundraising theme.
If your park unit has not yet developed an aggressive fundraising program, the gifts catalog could provide an op-
portunity to develop a theme and slogan which you can use in other fundraising efforts as well. Involve as many
people as possible in brainstorming. How about a contest among your staff to come up with the best theme, slogan
and title?

Worksheet 3: Catalog Theme, Slogan and Title
Select a gifts catalog theme which relates to the concerns of your target audiences and to the larger park fund-

raising theme.

Examples:
-The park is 25 years old this year, let's spruce it up right!
-You love the park; please help it out!
-Great parks are the result of great partnerships!

Select a catchy campaign slogan that reflects your overall theme and will catch the attention of your target audiences.

Examples:
-"Become an Official Fun-Raiser"
-"Give a Park a Gift"
-"Parks Need Friends Too!"

Select a title for your gifts catalog designed to attract your target audiences.
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Part II: Selecting the Proper Mix of Promotion Mechanisms

Personal Contact
The effectiveness of your personal contacts, both off-site and on-site, will depend on the amount of effort ex-

pended in preparing for these contacts and in deciding: (a) who should be approached, (b) who should approach
these contacts, and (c) how and where. Everyone who is expected to contact the public regarding the gifts catalog
(secretaries, staff, superintendent, cooperating association personnel, regional office staff) should receive some
training or instruction as to whom to approach, when to approach them, and how to approach them.

Off-Site Options
Who should be approached?
• Corporations
• Other busi nesses
• Service clubs
• Professional associations
• Co.mmunity action groups

• Foundations
• Employee associations
• Unions
• Individuals

Who shou Id approach them?
• Park superintendent only.
• Park superintendent and selected staff.
• An outside ally (the cooperating association, a "friends" organization, or a group of influential individuals specifical-
ly selected to promote the gifts catalog).

How and where should the approach be accomplished?
• One-to-one meetings specifically arranged to discuss the gifts catalog.
• One-to-one meetings called for another purpose with the gifts catalog mentioned as a secondary topic.
• Group presentations specifically arranged to discuss the gifts catalog.
• Group presentations with the gifts catalog mentioned as a secondary topic.

On-Site Options
Who should be approached?
• General park visitors.
• Program participants.
• Park residents.

Who should approach them?
• Superintendent only.
• Selected park staff.
• Enti re park staff.

How and where should they be approached?
• Reply to questions posed about the gifts catalog.
• Offer information as the opportunity presents itself.
• Appeal during interpretive tours.
• Appeal at the conclusion of interpretive programs.
• Mention gifts catalog to recipients of special use permits.
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Worksheet 4: Personal Contact

Off-Site
List below in the left-hand column those target audiences who should be personally contacted off-site. In the

center column indicate who should do the contacting, and in the right column indicate what forum(s) should be
used for the contact.

Audience Who should contact? How should the contact be made?

On-Site
List target audiences, who should do the contacting and how the contact should take place.

Audiences Who should contact? How should the contact be made?

Nature of Appeal
Your personal contacts regarding the gifts catalog should present a main theme that appeals to the concerns

of your target audiences.
List below in the left-hand column the target audiences for your personal contact (on-site and off-site) and in-

dicate in the right-hand column the nature of the appeal. (for example, corporation-tax benefits recognition)
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• television
• radio
• newsletters

Publicity
Publicity is media communication that can bring your gifts catalog to the attention of the public. The basic steps

in attracting publicity for your gifts catalog are to:
• develop a media contact list;
• prepare press releases to send to those contacts on the list;
• follow press releases with personal calls or visits.
Your media contact list can be local, regional or national in scope, and it can include any or all of the following

media:
• newspapers
• magazines
• wi re services

Worksheet 5: Publicity
Consider your target audiences. Where and how do they get their information? Focus your attempts to get publicity

toward the media which reach your target audiences best.
Check below the publicity sources you will focus on:

____ Newspapers
___ Neighborhood
____ City
____ Regional
____ National (Wall Street journal, New York Times, Washington Post, Christian Science Monitor)

____ Magazines
____ City or Regional
____ National
____ Organizations (for example, Sierra Club Sierra)

____ Wi re Services

____ Television
____ Local commercial
____ Regional commercial
____ Local public
____ Regional public

____ Newsletters
____ Organizations
____ Parks
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Advertising
Advertising is media communication in which the sponsor is identified. Unlike publicity, a fee is charged for

advertising, although it is sometimes warved such as in the case of public service announcements. Ideally, you
will be able to spread the word about your gifts catalog without having to pay for advertising space or time.

Off-Site Options

• newspapers (local, regional, national)

• newsletters (including your own park newsletter)

• magazines

• shopping guides

• outdoor equipment catalogs

• sporting events programs

• school newspapers

• television

• radio

• transit signs (both inside and outside)

• posters and banners

• theater screens

• leaflets

• direct mail (The nonprofit status of your cooperating association or "friends" organization enables it to mail at
a considerably less expensive bulk mailing rate than the park. Another postage-saving option is to ask utilities to
include your flyer when they mail out their bills.

Displays, sign boards or posters could be tastefully placed in the following locations:

• visitor centers

• museums

• campgrounds
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Worksheet 6: Advertising
Again, consider where you can advertise to bring your gifts catalog to the attention of your target audiences.

Off-site
___ Newspapers

___ Local
___ Regional

___ Newsletters
___ Other organizations'

___ Magazines
___ City
___ State

___ Shopping guides
___ Outdoor equipment catalogs
___ Sporting events programs
___ School newspapers
___ Television

___ Local commercial
___ Regional commercial

___ Radio
___ Local commercial
___ Local public
___ Regional commercial

___ Transit
___ Outdoor advertising

___ Local
___ Regional

___ Posters and banners
___ In local or regional businesses
___ In public buildings

___ Leaflets
___ Available at local businesses, offices, stores

___ Direct mail
___ Mailing list of users
___ Local mailing list
___ Regional mailing list

On-site
Displays, signboards, posters in:

___ Visitor centers

___ Campgrounds

___ Overlooks

___ Key park visitor attractions

___ Concession facilities

___ National

___ Your park

___ Airline
___ National

___ Public
___ Cable

___ Regional public
___ National

___ State
___ National

___ In conjunction with civic events

___ Distributed door-to-door

___ State mailing list
___ National mailing list
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• champagne receptions,
• behind the scenes tours.

Special Promotions
Two special promotions which lend themselves well to the gifts catalog approach are events and conte~ts.

Events
Special events can draw attention to your gifts catalog. By holding a kick off event to begin your gifts catalog

campaign, you may attract larger media attention than by merely issuing a press release. Sprinkling follow-up events
over the next several months will sustain interest in your campaign.
Events can be planned as recognition to those donating gifts or as attractions at which the donation of catalog

gifts will be solicited. Ideas for possible events include:
• picnics,
• banquets,

Contests
Contests could be held between corporations, service clubs or communities to see which donates the most toward

your gifts catalog campaign. The competitive spirit may increase donations, and the contest will give you something
interesting to report to your media contacts throughout the campaign.

Worksheet 7: Special Promotions
____ Kick off event

____ Other special events (list possibilities below)

____ Contests (list likely contestants)
__________________ vs. _

__________________ vs. _

__________________ vs. _

__________________ vs.

__________________ vs.

__________________ vs.

__________________ vs.

__________________ vs. _

__________________ vs.

__________________ vs. _

__________________ vs.

__________________ vs.
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Part III: Preparing a Promotion Calendar

Once you have selected a theme, slogan, title and promotion mix, it is time to assign responsibility and set target
dates for the completion of each promotion task. A~sign one person to oversee the entire promotion program.
Goals should be set jointly by the individuals responsible for each promotion task, the overall coordinator and
the park superintendent.

Target DateResponsi ble StaffGoal

Worksheet 8: Promotion Calendar

Overall Promotion Coordinator:~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

Promotion Task

Identify Target Audiences

Identify Target Audience Concerns

Select Theme, Slogan and Title

Select Mix of Promotion Mechanisms

Undertake specific Promotion Strategies

Personal Contact:

Publicity:

Advertising:

Special Promotions:
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The information given herein is for educational purposes only. Reference to commercial products
or trade names is made with the understanding that no discrimination is intended and no en-
dorsement by the Cooperative Extension Service is implied.

Editor: jan McDaniel, Extension communications specialist-publications, The Texas A&M University System.
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