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WEINSTEIN’S THEOREM:
Setting Fundraising Goals



WEINSTEIN’S THEOREM:

C = Total Contributions 
Received



WEINSTEIN’S THEOREM:

U=Unsolicited Gifts



WEINSTEIN’S THEOREM:

Ri=Request Amounts
(Individuals)



WEINSTEIN’S THEOREM:

Pi=Probability
(of attaining request)



WEINSTEIN’S THEOREM:

N= number of donors

Σ
i=1 (counting from donor 1)





SO WHAT?
Some lessons of Weinstein’s Theorem:

CULTIVATION AND RELATIONSHIPS
ARE EVERYHING!

People who are closer are more likely to give unsolicited gifts (U)
The more people who are close, the larger the field of play (N)
It pays to cultivate anyone, but especially thepeople with the 
largest resources (R)
The closer people are, the likelier they are to respond to a request 
(P)
The more people who you can bring close to you, the more you 
raise.  QED!





The 80-20 Rule

In a typical fundraising effort
80% of funds raised . . . 

come from 20% of the donors

BUT . . . 

In today’s climate many campaigns
are succeeding with a 90-10 ratio



Guaranteed failure

The way to absolutely guarantee failure is to ask everyone 
for the same gift.

“If we just ask 300 people to each give us $1,000,
We’ll reach our goal in no time!”



Sample $3 million campaign
Number of Gifts Investment Level

3-year pledge period
Annual
Amount Value

1 $750,000 $250,000 $750,000

1 500,000 166,666 500,000

1 250,000 83,333 250,000

4 100,000 33,333 400,000

5 50,000 16,666 250,000

10 30,000 10,000 300,000

15 15,000 5,000 225,000

20 7,500 2,500 150,000

25 5,000 1,666 125,000

50 1,000 333 50,000

132
$3,000,000



Why people give

It feels good
They believe in the cause and in your PLAN
A person they like or respect is asking for the gift
They may have personal experience with the 
organization and its work
Tax benefits



Chronological Steps
Develop a case for support.
Strengthen your information system.
Identify & research prospects.
Determine request amounts & volunteer 
assignments.
Nurture positive relationships.
Train staff and volunteers.
Solicit major gifts.
Be generous in acknowledgment.



The Case Statement

To donors, institutions do not have needs.  People do. The case 
statement is a compelling articulation of who is being served & 
why your organization merits support.  It is vital to the 
fundraising process.



Targets & Formats

Tailor presentation materials to specific markets and to 
individuals.
The case statement can exist in many formats: 4 to 9‐page 
personalized formal case statements; 1 or 2‐page versions; 
video & CD case statements; slide show; other group 
presentations.



Prospect Research
Focus 

Prospect’s relationship to our organization
Prospect’s interests & hobbies
Networking‐‐who in our organization is close to the 
prospect?
Prospect’s capacity to support our organization (net 
worth & challenging request amounts)



Major Gift Preparation
Prospect identification, research & cultivation
Ratings & evaluation: request amount, gift 
opportunity, solicitor assignment
Materials preparation
Training & orientation
Volunteers make their financial commitment
Staff & volunteers work together to secure  
appointments.









How to Ask
Team visits work best
Steps

Build rapport
State the Case
Ask involvement questions
Listen & respond appropriately
After the prospect says something positive, ask for the 
commitment



After the Ask

SILENCE! -- Wait for the prospect to respond.
Respond appropriately to the “Yes,” “No,” or “Maybe.”
Do not offer to leave the commitment card.



Follow-up
Write a thank you note for the visit immediately (both 
volunteer and staff)
Let volunteers know how and where call reports and 
commitments are handled.
Explain the importance of recording follow‐up steps and 
dates.
Acknowledge pledges ASAP ‐‐ thank you letter sent in 48 
hours ‐‐ never longer than 5 business days.
Keep donors informed & involved.



WEINSTEIN’S THEOREM
(One More Time!)

The sad story of the demise of Weinstein’s Theorem points 
to your case for support at AIP:

The importance of STEM curriculum
Pride of Profession
America’s economic growth and international 
competitiveness



Thank You!

Q & A
American Institute of Physics

Assembly of Society Officers Meeting

March 26, 2009



Capital Campaigns & Capacity Building Services for Non‐profits

Kevin Hagen, CFRE
Stanley Weinstein & Co.
1111 Kentucky, NE
Albuquerque, NM  87111
(505)238-4782

Visit us on the web at www.stanleyweinstein.com

http://www.stanleyweinstein.com/
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