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A talk given in New York City at the 1963 Annual Meeting of the National Council 
on Crime and Delinquency when Mrs. Leonard (Be) Haas was Partner of 
Grizzard and Haas in Atlanta, Georgia.  Be’s words of wisdom are just as valid 
today as they were then. 

 
 
 

While organizing my thoughts for this discussion on successful fund raising, it 
suddenly occurred to me that we are not unlike the airplane pilot who, before 
taking off, automatically checks off each item on his check list.  This routine 
precaution can make the difference between a safe flight and a catastrophe. 
 
At Grizzard and Haas we, too, have a check list which contains the ingredients 
necessary for a smooth, quota-busting drive.   We call it Ten Basic 
Commandments of Successful Fund Raising.  Though our list is short by 
comparison, each of these ten basic commandments must be clearly apparent – 
and followed to insure a successful fund-raising campaign. 
 
I’m sure there are many more than ten commandments of fund raising – but 
these are basic – thus vital to success.  Should you ask me which of the ten is 
most important, I’d simply ask you, “Which is the most important leg of a three-
legged stool?”  So - in no particular order than as they occurred to me, here are 
our Ten Basic Commandments of Successful Fund Raising. 
 
 
     1.  Join the “Willie Sutton Club” 
 
This should ring a bell with some of you – as it has become a classic from 
Princeton’s files.  Willie Sutton was a famous bank robber of the 1920’s.  When 
he was finally caught, somebody asked, “Willie, why do you always rob banks?”  
And his answer was, “Because that’s where the money is.” 
 
Whale catchers go where the whales are.  The greatest, most eloquent and 
elaborate fund-raising appeals will fall flat on an empty pocketbook.  It is amazing 
to us how blithely some leaders in organizations talk in millions as proposed 
campaign goals without having given any real consideration to whether or not the 
whales are there…or whether Willie Sutton would give their potential prospect list 
a second glance. 
 



So…to put it simply, develop the right prospect list before you embark on 
any fund-raising venture. 
 
 

2. “Consider not the Homeless Cats” 
 
Now if you happen to be a great cat fancier, this commandment may flop like a 
lead balloon.  But, I don’t think there are too many people who can get stirred up 
over the housing needs of homeless cats. 
 
So…be sure you have a worthy cause – one that a majority of your prospects 
will agree is vital and important, once they know the facts of the case.  One of my 
Atlanta friends tells me how he raises money.  He says he just sits down and 
writes a letter, “Dear Joe – Send me your check for $100. It’s for a worthy cause 
and someday when I see you I’ll tell you what it is.  But don’t argue about it-just 
send me the 100 bucks now.” And he isn’t kidding either. One year I know he 
wrote just such a letter to 25 of his friends, picked from a prospect list for 
contributions to Junior Achievement, and got 23 checks back.  But there are not 
many men with such strong influence among their friends-so be sure you have a 
cause that is worthy and can be sold. 
 
 

3. QED – Which was to be Demonstrated 
 
Yes, I’m dipping back into geometry.  My interpretation is that you must not only 
have a worthy cause, but you must have a real need that can be proved.  
When FORWARD ATLANTA was first presented to us, our fine Mayor, Ivan 
Allen, Jr., who was then President of the Atlanta Chamber of Commerce said, 
“We want to raise $500,000 a year for three years to advertise Atlanta. “  But that 
won’t convince today’s hard-headed givers.  Before you have gone very far 
somebody is going to ask, “Why $500,000? How do you know you need that 
much money? What do you intend to do with it? What are the specific goals of 
this advertising and selling? Who is going to handle it? What will that cost?” And-
you’d better have these answers in advance-or you’re a dead duck. 
 
Here’s another illustration.  When Georgia Tech and the University of Georgia 
Alumni first decided they should step up alumni giving and create the Joint Tech-
Georgia Development Fund to solicit contributions from corporations, they might 
have blundered forth, armed only with the statement that more money was 
needed to supplement faculty salaries.  But they knew such a generalization 
would not hold water without proof.  So…exhaustive studies were made including 
comparative salary scales with other colleges, faculty turnover, and tangible 
needs of every department in each school.  From this intensive research startling 
statistics and data emerged…indisputable facts which served as silent salesmen 
that produced results.  In fund raising, you’ll find the woods are full of doubting 
Thomases-so prove it you must. Thus, QED. 



 
4. Take me to your Leader! 

 
Since the influx of science fiction writers with their flying saucers, little green 
men, interplanetary junkets, and visitors from Mars, “Take me to your leader” has 
become a household phrase.  In fund raising, however, it takes on a true 
significance.  Before you dive into any fund-raising campaign, take me to your 
leader or leaders! There lies the success or failure of any campaign.  You must 
ask three basic questions about the potential leader of a campaign: 
 

•  Does he have the time to do the job and is he willing to devote it to insuring  
    a successful campaign? 

 
     •  Does he have access to and influence with the people who have the  
         money? The test of this is often whether he is in a position to make a major  
         donation himself. 
 
     •  Can he enlist the required manpower - both in quality and in quantity? 
 
Remember that top-level leadership can rush in where angels fear to tread.  The 
wisest investment in any campaign is the time spent in getting the best 
leadership.  Without it most campaigns are lost.  With it, success is almost 
automatic. 
 
 
      5.   Consider the Iceberg 
 
The actual mechanics of a fund-raising campaign all reduce themselves to very 
simple terms.  The job is to get the right man to make the right appeal to the 
right prospect for the right amount at the right time.  Guess you could call 
this our exclusive “Bill of Rights.”  This objective may sound simple…but it 
requires as much behind the scenes planning and hard work as the part of the 
iceberg below the sea relates to what you see above the surface.  Getting the 
right people committed to work…compiling a list and evaluating the prospects so 
that you have the right prospects…putting those two together so that you have 
the right man making every important solicitation-armed with a pre evaluated 
request for a specific amount…this vital planning and preparation takes a lot of - 
time, hard work and know-how.  John D. Rockefeller, Jr., once said, “When you 
have gone to all the trouble to sell a prospect on the worthiness of your project, 
he also has the right to expect you to answer his next question-how much should 
I give?” 
 
Our experience shows that making specific, individualized requests are 
imperative for success.  By this we do not mean asking the prospect for X 
dollars.  Rather, you would say “We are seeking 19 gifts in the $5,000 to $10,000 



range, and we hope you can make one of these,” or “We must have a grant of 
$100,000 to kick this campaign off and assure success.” 
 
Organizing the soliciting teams, scheduling the campaign, pre-selling the 
prospects, backing up the solicitor with a competent office staff…these are all 
part of the iceberg beneath the surface of fund-raising. This thorough approach 
spells the difference between success and failure. 
 
 

6. Avoid the Tender Trap 
 
Needless to say, we are law-abiding citizens.  However, we strongly caution you 
to beware the law of averages.  This can be the downfall of unsuspecting and 
inexperienced fund raisers. 
 
A Southern college was faced with an emergency that called for the immediate 
raising of $250,000 for a critical need.  The trustees of the foundation got 
together and decided they would get 150 prominent alumni and businesses to 
contribute $1,000 or more each, and raise the balance from a general campaign 
to alumni.  But after getting seventeen $1,000 gifts-none higher-they got bogged 
down. Why? Because fund raising by averages just doesn’t work.  Some 
prospects can give $1,000 and some can give $50,000, as finally happened in 
that campaign.  Less than 10% of the givers will contribute from 60% to 90% of 
the total in capital funds campaigns.  The percentages are almost as high in 
substantial annual giving efforts.   
 
The professional fund raiser performs one of the most valuable services in 
determining the size of gifts and how many of each are required to meet the 
goal. 
 
In addition, the professional fund raiser works closely with the campaign 
committee to help them figure where the substantial flooring gifts are coming 
from.  These gifts are the best guarantee of success of any campaign.  
So…avoid the tender trap of averages.  It can hopelessly snarl your campaign. 
 
 

7. Recruit Both Chiefs and Indians 
 
I have already discussed the importance of the right chiefs – capable leadership.  
But you must have Indians, too.  Many campaigns have fallen short of their goal 
simply because a shortage of manpower left many calls unmade.  And let me 
add here that by calls I mean personal calls – not telephone calls or letters.  Most 
substantial amounts of money are raised by the right man asking a prospect for a 
contribution in a face-to-face interview. 
 



Manpower for campaigning is in far shorter supply than money for contributions.  
At the very beginning of campaign planning, manpower should be the subject of 
the most earnest and honest discussion. Check your manpower – figure the 
number of calls – not gifts, but calls – it is going to take to get the necessary gifts 
to reach the goal.  Then divide these calls by five.  That’s how much manpower 
you need as a minimum.  The maximum number of calls which should be given 
to the average solicitor is five. Three or four calls is better. 
 
So, when I say “Indians” I mean workers.  I am not talking about headhunters.  I 
am not talking about recruiting boys to do men’s work.  I am talking about an 
adequate number of people capable of making the kind of calls required for 
their prospects.  But be sure and count the Indians before you start.  With the 
multitude of campaigns in every community and the number of times capable 
men are called on to participate in fund-raising campaigns, “Indians” are a scarce 
commodity.  Check your manpower realistically. 
 
 

8. Tell’em and Sell’em, in advance. 
 
Since solicitors are at a premium and their time limited, it is folly to expect them 
to make the kind of “pitch” for a contribution which could be made by one of your 
campaign leaders who knows the story from A to Z.  A training session for 
solicitors is important, but you rarely are able to get all of them to attend.  
Workers’ information sheets and printed selling tips are good, too, but few 
solicitors absorb it all or use what they absorb.  Too often solicitors walk in and 
say, “I’ve got your card in such and such campaign,” without making a real 
presentation of the need.  This calls for pre-selling through campaign meetings, 
publicity, etc.  The type of publicity used, whether it covers the broad spectrum of 
media, depends of course on the nature and breadth of appeal.  In some cases 
where the prospects are limited, direct mail is your only medium. 
 
The foundation stone of campaign selling is the campaign brochure.  We have 
never been advocates of unnecessarily elaborate costly brochures.  I am 
reminded of the question that was asked, “How long should a letter be?” And the 
answer, “Like a lady’s gown – long enough to cover the subject, but sort enough 
to be interesting.”  Your brochure must cover the subject and be interesting.  I 
cannot overemphasize – successful campaigns require face-to-face, 
personal contacts…which bring action.  It brings far more successful action 
when you have pre-sold the prospect on the worthiness of your cause and the 
size of the contribution you are asking of him.  Tell’em and sell’em in advance by 
whatever means your particular campaign requires for success. 
 
 

9. Shun the Triangles… 
 



They lead to divorce.  Two is lovely company but three is a crowd.  If you want 
the most successful fund-raising campaign, watch your timing so that you 
are not competing for the same dollars from the same people at the same 
time – that’s the triangle that can kill your campaign.  Of course, I know it isn’t 
always possible to get all your prospects off into a cozy nook all by yourself with 
no other worthy cause asking them for money at the same time.  But try.  At least 
steer clear of the Community Fund Campaign or an appeal that has the 
community’s whole power structure behind it.  Study your timing in advance to 
avoid competition.  Remember – you are not only competing for the donation 
dollar, but for available manpower as well. 
 
 

10.   Remember – Things Don’t Just Happen 
 
Unless you have a trained staff whose sole job is to follow through on the details 
of a campaign and see that every man does his job, all of the pre-planning, all of 
the preparation of prospect lists, the evaluations, and the organization can go by 
the board.  This is not a job for volunteers, well meaning though they be.  Here 
you stand or you fall.  The best plan in the world is no good unless it is 
followed out.  This follow through takes trained people who are making it their 
prime responsibility, not a side line. 
 
Moses and Joshua led the children of Israel our of the wilderness and into the 
promised land…based on laws laid down in the Ten Commandments.  While I do 
not presume to compare these thoughts with the Divinely given laws of old, still I 
am sure that these ten basic commandments can lead you and any worthy 
organization into the promised land of successful fund-raising campaigns. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


